YOU'VE GOTA
VIDEO..

NOW WHAT?

-
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Speaker Notes: Use this slide to tell them who you are.
Also, don'’t forget to delete these notes.



What does Vidyard do?

BRANDED VIDEO HOSTING

Centralized Video Content Management
Enterprise-Grade Hosting and Distribution
Best-in-class Video Player Experience

CONTENT OPTIMIZATION TOOLS

Optimize CTRs with Thumbnail A/B Split Testing
Capture attention with Personalized Video
Drive Viewer Action with Interactive Events

VIDEO SELLING & VIDEO SUPPORT

Personal Video Outreach
Increase Sales Response Rates and Deal Velocity

INSIGHTS AND ROI

Video Content Performance Insights
Viewer Engagement and Audience Insights
Enterprise Integrations and ROl Reporting



Why are we here?

We know video is becoming a critical
channel for Student Associations

We don’t know the best practices nor
how to scale our use of video

We’re dying to know what the future
holds and to get ahead




Why is this critical right how?

Student expectations are rapidly shifting

e Transformation in how content is consumed
e New expectations around content & experience, no tolerance for bs

e Harder than ever to stand out, get their attention and build trust

From the business world

75% of the global workforce will be Millennials by 2025
80% of the buyer’s journey now happens online, what does that mean for you?







“50% of your content should
be video.

Your audiences want to live
inside of video. Stop hiring
bloggers, start hiring
producers.”



Unsubscribable

_Convert More Leads

Interruptive

- Unimportant -

Interesting

Irresistible

Our challenge to you:
Become irresistible



Psychology of Video — The 4 E’s

1. Engaging: We’re hardwired to engage in storytelling
Emotional: Opportunity to invoke emotional responses

Educational: We process video faster and retain longer

. w Db

Empathetic: Can develop trust and human empathy

[ Video isn’t just another way to tell the same story. It’s an opportunity to become irresistible.




2018 Video in Business

Benchmarks

From over 600 Vidyard customers and more than
250 000 videos, discover how companies like yours
are leading with video.
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Resources Used for
Business Video Productlon

In-house Outsourced Both
@ Small Companies (Less than $25 Million in Annual Reve
@ Medium Companies ($25 to $499 Million in Annual Reve

@ Large Companies ($500 Million or More in Annual Revenue

ue)
)

Video Thrives Throughout the Funnel &
It’'s time to Embrace In-House Creation

33

Average number
of new videos per
month amongst
Vidyard users

(up 83% YoY)



Greater Focus on Video for identifying
engagement

@ Distribution Channels Where Video Content is Used
|

Not ready to speak to sales?

° Watch 6-min Demo

Trend #1

Video Thrives Throughout the Funnel T
and Becomes ‘Organic’ Part of Marketing

Website: +8% Email: +10%
Social: +5% Sales: +12%
Landing: +11%

Webinars & Virtual Events In-Video Forms & CTAs



Marke.l‘;l‘ Solutions Why Marketo

World leader in Mark

o]
Marketo

gl

CRITICAL INSIGHTS O

WATCH A 4 MINU

Complete the form on the right tq &

Login | Contact Q

WATCH A 4 MINUTE OR AN IN-DEPTH OVERVIEW DEMO

WATCH A 4fMINUTE DEMO

Select a solution ©n the left to see video

www.marketo.com



http://www.marketo.com
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www.vidyard.com/marketing



http://www.vidyard.com/marketing

VIDYARD QP JENNIFER

Hi Jen! On behalf of the Vidyard team, we wanted to bring you a little
holiday cheer this season.

To help wish you a happy holidays, we made you this video - it even

has your name on it!
Watch Your Video —
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Video™*
Vednesdays

Subscribe to Video Vednesday

Using Personalized Video to
Boost Conversions

Using Video Analytics to
Optimize Content Performance



New Types of Video Experiences:
Interactive, Personalized, Video Series
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Choose What is Most Important to You to Personalize Your Demo.
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<OR A GREAT Yy r
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Power of a Great Story

2 : THiS MICHT BE THE CREATEST
(L s Do S . CHKISTAAS PRESET I RECEUE
ONE OF MY FAVORITE . THiS YEAR. YOU CUYS ARE

EMAILS EVER. : , AWESOME. THANK YOH!

04 [M GEEEEEE | | WE LOVED TiS. OK.
| LGVE THIS AND AM SENDING .. =i ILL TAKE A MEETiNG
TG EVERYONE | KNOW. : ! 10 FiND 0UT MORE

www.vidyard.com/happy-holidays-2017
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Analytics Used to Understand Video
Performance, and Insights

Top Players by Video Views
Video Content Effectiveness
Measures in Use

51%

Seconds 23%

) I

Advanced Intermediate Basic None

Those using advanced
analytics are twice as likely
to report increasingly
positive return on Video

13%




Video Emerges as Powerful Tool
for one-to-one!

Video Msg: Heling you Genarate Meore Loads
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Higher response rates on
personalized video
messages

Video Mag: Helping you Generate More Leads

New InMail message




www.vidyard.com/free

Video is the next best thing to being there in person




BONUS: Rise of the Video Content Series

vidyard

Get Exclusive Weekly Sales Tips
Right to Your Inbox

SUBSCRIBE TO VIDEO VEDNESDAYS

y =
‘.? !" ‘ﬁ Using Personalized Video to

Using Video Analytics to

Boost Conversions Optimize Content Performance
You Can't Buy a Beer with Are Things Changing in How Are Things
a Marketing Qualified the World of Demand Changing in Sales
Lead Featuring Matt Generation? Featuring Development? Featuring

Heinz David Lewis Trish Bertuzzi
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FORRESTER

A Blueprint For Successful B2B Video Marketing

FS

Drive Revenue And Buyers’ Engagement With Effective Use Of Video

Video Is A Dynamic Way To Share Your Brand’s Marketing Content

Video packs a lot of information into a small but eye-catching package. It can tell sophisticated ENGAG E Presale DISCOVER

product and brand stories simply and make complex topics easier to grasp. Video also humanizes Video blogs Brand videos

B2B marketing messages and promotions in a way that other marketing tactics cannot.! While many ‘Vlral content

B2B marketers are still experimenting with this medium, video offers a distinct customer engagement
advantage for those marketers who use it to:
Interviews
Client testimonials

Presentations

» Showcase their company’s big ideas. The human brain processes video 60,000 times faster
than text.2 Reading large blocks of text is the type of heavy lifting our visually oriented brains are Physical events

» Engage a new generation of buyers who prefer video and interactive content. Millennials Social |r_1terac:t|on
will make up a whopping 75% of the workforce by 2025.5 These digital natives will bring their How-to and do-it-yourself

o _ In-depth tutorials Mini marketing documentaries
» Better connect to buyers’ needs and motivations than through any other medium. Marketers User—generated content

need to make a lasting impression to move buyers from awareness to choice. Our research Product videos

shows emotions have a biological foundation in creating long-term memories.” More than any _ '_

A Blueprint For Effectively Using Video In Your B2B Marketing USE BUY
Step 1: Align Video Production To Customers’ Needs Across Their Life Cycle Quick-start tutorials Demos .
360-degree product views
Step 2: Humanize Your Video Content By Establishing Empathy With Buyers Personalized videos

Step 3: Pick A Video Platform To Extend The Value Of Your Videos

- - .. N e

-



Figure 1 Video Is Important At Each Stage Of The Customer Life Cycle

Brand videos

Viral content

Culture
Videos

Video blogs

Physical events
Interviews

Social interaction Client testimonials

How-to and Presentations

do-it-yourself Mini marketing
documentaries

In-depth tutorials
Product videos

User-generated
content

Demos

Onboa 360-degree product views

Quick-start tutorials

The Forrester Wave™: Online Video Platforms For Sales And Personalized video

Marketing, Q4 2016
|




See Marketo In Action
..

Fill out the form below to watch short overviews of

.
L] our Engagement Marketing Solutions and an in-
owertu impie e
- automation, and morel
X

WATCH A 4 M

First Name:

Video above the fold > A B

Country:
Job Title:
Yes, | would like to
receive information

and offers from
Marketo.

Products Solutions Why Marketo Resources Company > Request a demo # login Q

One Platform. Every Engagement.
Any Channel. ) Marketo ey Bt i et b —

Build Brand. Drive Revenue. Prove
Impact.

The world's leading engagement platform
for the modern marketer.

Learn more

oy
www.marketo.com >> scroll down and look down!! Watch An In-Depth Video Overview

WATCH NOW



http://www.marketo.com

Powerfully Simple CTA:

Video above the fold

1] Marketo" Products Solutions Why Marketo Resources  Company
oy

One Platform. Every Engagement.
Any Channel.

Build Brand. Drive Revenue. Prove
Impact.

The world's leading engagement platform
for the modern marketer.

Watch a 4 minute demo

Pro Tips:

Videos can be gated or ungated (with a
strong post-watch CTA)

Try explicitly referring to it as a “X-minute
video” for perceived value

Videos don’t need to be overly
produced: keep it authentic

Split into multiple segments for a better
experience AND easier to update!

Consider a video platform that helps you
track engagement and trigger workflow

actions
@wduord“’



Level-Up Email Marketing:

. . - Video”
Video in Email Vednesdays

‘Snackable’ series and How-To’s

KAY,

TAKE MY A

IT-Pro-Inner-Geek
Quiz.

VIDEO MARKETIN¢

Using Video for Better Demand Generation:
Why, What, How?

Educational deep dives

LEVEL ague

- |

I T

= League LI
Kyle Norton

N Head of Sales - League Inc.

Customer stories and inspiration



Level-Up Email Marketing:
Video in Email

£ KAy
. TAKEMY

IT-Pro-Inner-Geek
Quiz.

- - S

Frontier

Watch the Video

Pro Tips:

e Try using words like ‘Video’, ‘Watch’ and
‘See’ in your subject lines

e With shorter content, be explicit about
length (‘watch this 2-minute video’)

e (Consider new educational videos to
support nurtures (keep it simple!)

e (Consider ‘conversational’ videos with
subject line “Video message from...”

e Step it up with Personalized videos...

@wduord“’



Make the Big Ones Count:
Hero Campaigns

USERS HAPPEN

eed tc

She picked the wrong IT Team, on the wrong day.
| Fixed It: The New IT Anthem

Enjoy this full-throttle music video from our overworked IT trio. Watch these IT MC’s tell it like it is. When you're done,
pass it along.

Experience the Anthem >

https://solutions.lenovo.com/campaigns/users-happen-lenovo-can-help/

Video for Hero Campaigns

Stop Interrupting, Start Connecting

o° & 3

So you want to captivate your audience and make a more personal connection?
Then don't be a Bland Brian or Generic Jen. Whether you're in marketing or sales, take your content

from interruptive to irresistible with the 4 E’s of compelling content.

Check It

To help you create compelling content your audience will love, we've made a 4E’s checklist.

Download it today, print it out, and use it every time you create new content.

Get Your Checklist

@wduord'


https://solutions.lenovo.com/campaigns/users-happen-lenovo-can-help/

Make the Big Ones Count:
Hero Campaigns Pro Tips:

e \ideo can play either a starring or
supporting role in hero campaigns

USERS HAPPEN

And your devices need to keep working—despite the odds

> e Stand out, evoke an emotional response,
relate to your audience in creative ways

e Keep the videos relatively short: 90

She picked the wrong IT Team, on the wrong day.

| Fied It The New IT Anthem seconds or less, then drive to a CTA

Enjoy this full-throttle music video from our overworked IT trio. Watch these IT MC's tell it like it is. When you're done,
passit along.

Pe——— e Consider Personalized Video to create a
remarkable experience and boost CTR
on hero campaigns by as much as 300%

https://solutions.lenovo.com/campaigns/users-happen-lenovo-can-help/

. , A=) :
Video for Hero Campaigns www.vidyard.com/personalized @wduord


http://www.vidyard.com/personalized
https://solutions.lenovo.com/campaigns/users-happen-lenovo-can-help/

Answer the Big Question:

G@n D |AN ? Products v  Solutions v  Resources v  Events Company v  Login

[Topic] 101 Video

Four Part Video Series
pURPOSE. Y
INVESTMENT  \/
DATA | |

View Counts L ;

Compaign Performance

4 PART VIDEO SERIES

Rlign Measwremertt w/ Biz,

e Job Order
»E@HDIAN; ‘ Contracting]O]

VIDEO MARKETING

Tracking and Measufing1

Building knowledge

of Your Video Content

Whether you're tackling repairs, deferred maintenance, renovations or new Complete the form below to register for this free video series.
construction, you face countless challenges. Construction procurement can
be a lengthy and costly process. There are a variety of project delivery
methods available and Job Order Contracting is an effective option.

This educational video series will cover everything you need to know about
Job Order Contracting and how it can help you complete more projects on

VIDEO MARKETING \ time and on budget

What You Will Learn:
Best Practices'for Video SEO

@ Whatitis, how it works, the major benefits

@ How it compares and compliments other construction delivery methods
@ Whatto consider when deciding if it's the right method for you
@ Job Order Contracting success stories across the country

@ How to set-up and access a Job Order Contracting program

www.vidyard.com/chalk-talks

https://www.gordian.com/resources/job-order-contracting-101-series/

AW X
Video: The New Inbound @) vidyard


https://www.gordian.com/resources/job-order-contracting-101-series/
http://www.vidyard.com/chalk-talks

Build a Sense of Anticipation:

Episodic Series

Video Marketing

SESSIONS

Five Hot Seconds

Using Personalized Video to Using Video Analytics to
Boost Conversions Optimize Content Performance

RECENT EPISODES

b
o D
:SOLICITE
UN:2BVICE

Video: The New Inbound L, B PETRE



Build a Sense of Anticipation:

Episodic Series

THE LANDING PAGE ‘

SESSIONS

Five Hot Seconds

RECENT EPISODES

Video: The New Inbound

ThermoFisher

+ ContactUs  Signinv Quick Order
SCIENTIFIC ol Q - v

Science is challenging
» Watch the video

Scientific progress is driven by both breakthroughs and failures. We asked fellow scientists how they learn from their observations,
connect abstract ideas and persevere through this long, noble, and very human jouney. What we heard was amazing.

Watch the series

Progress comes from failure The challenge with science is that the Science is not a sprint,
Sarah Dykstra goal is always changing it's a marathon
Justin Slawson Christina Waters

https://www.thermofisher.com/us/en/home/brands/inspire/keep-seeking.html

@wduord'


https://www.thermofisher.com/us/en/home/brands/inspire/keep-seeking.html

Build a Sense of Anticipation:
Episodic Series Pro Tips:

. , e Branded episodic series can elevate the
success of each individual video

e More opportunities to ‘productize and
promote’ >> promote the overall series,
drive subscriptions, leverage on social

e Great content to fuel your blog, nurture
programs, thought leadership

AW X
Video: The New Inbound @) vidyard



Personalizing with

1-to-1 Video

L + ¢ Q Q
[ @ RECORD }
A =
TAB SCREEN CAM ONLY

HD PRO WEBCAM C920 #3 (0.

MIC  CAM

A Wi .
www.vidyard.com/GoVideo Q \Vile. UOfd



http://www.vidyard.com/GoVideo

1-1 Personal Video

Personal Connection

e Thank you
e Call for volunteers
e 1:1 follow-up from event, meeting, etc.

How to Make it Work

e Make it SIMPLE
e Practice, test, standardize




6 Ways to Use Video Tomorrow Morning

o o A~ 0 N

“Watch Now” video(s) on your website >> more/better leads
Video in Email: Stories, how-to,

Video for Hero Campaigns: Consider personalized videos
Video for Inbound: “[Topic] 101” video or video series
Episodic Video Series for social, blog, etc.

1-to-1 Video to boost response rates

@wdg}ord'



