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CB Richard Ellis offers businesses 
!nterested in this property several 
ways to interact with the video, 
including trackable actions such as 
clicking on "View Property Website" 
and "Download Brochure" buttons. 

eo, 
the Last Frontier ByWayneWall 

4 critical factors for successfully using online, mobile video 

I 
received my DMA:2011 
Conference and Exhibition 
magazine for the big annual 
event in Boston this year. I 
scanned the 31 direct market-

ing topics the event would cover. 
Video? Video? Conspicuously absent 
as of late Ju ly, even though the 
DMA:2011 conference homepage 
features a video that one might con­
clude is intended to lure registrants 
to the event. 

Most members of the direct 
marketing industry, other than 
DRTV pract it ioners, don't grasp 
the impending impact that online 
video with viewer tracking will have 
on the $180 bill ion direct marketing 
industry. The ability to deliver and 
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track video on smartphones and tab­
lets is suddenly critical for successful 
video direct marketing. 

Why Video Matters 
A 2010 report from Cisco found that 
30 percent. of Internet traffic is cur­
rently video. By 2013, 90 percent 
of Internet traffic is projected to be 
video. In October 2010, 65 percent 
of U.S. executives surveyed by Forbes 
indicated they visited a vendor's 
website after viewing a work-related 
online video, 53 percent conducted 
a search for a vendor/product/service 
for more information and 4 2 percent 
made a business-related purchase. 
Online video also drives much h igher 
engagement and response rates than 

static text and graphic content, 
according to an array of reputable 
industry research reports. 

More than 7 5 percent of busi­
ness executives regu larly view 
online video content, according 
to Interactive Media Strategies' 
"Enterprise Video Communications 
Survey," Q1 2011. Forrester Research 
reports two to three times h igher 
email clickthrough rates when video 
content is embedded. Online view­
ers spend an average of 1.5 minutes 
with video compared with an aver­
age of eight to 10 seconds on static 
graphic email messages, according 
to MarketingSherpa. Video ads gen­
erate four- to seven-times higher 
engagement and response rates com-
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Based on these numbers, the ubiquity 
of online video and the huge appetite for video 

content among all generations, it makes you wonder: 
"Why isn 't the direct marketing industry embracing online video?" 

pared to static ads, accord ing to 
DoubleClick. 

Based on these numbers, the ubiq­
uity of online video and the huge 
appetite for video conten t among 
all generations, it makes you won­
der: "Why isn 't the direct marketing 
industry embracing online video?" 

Online video offers a great upside 
for direct marketing, but it is uncharted 
territory for most B-to-B market­
ers. Video requires a different set of 
technical, creative and marketing 
skills than print, paid search and 
email marketing. 

The good news is new video tech­
nologies and improved production 
efficiencies are making online video 

direct marketing less complex and 
much more affordable. 

There are fo ur critical factors 
for successful B-to-B online video 
direct marketing: 

I. Invest in Engaging 
Content 
Adding audio t o your la t es t 
PowerPo int presenta tion isn't 
engaging and isn 't going to gener­
ate a response. You only h ave five 
to eight seconds to capture viewers' 
attention-after that , they'll move 
on if they aren 't sucked in. Content 
for sales and marketing must have 
the proper pac ing, information, 
re levancy and reason ably high 

quality. The video must engage 
viewers long enough to consume your 
core message. 

2. Create Viewer 
I nteractivity 
An effective online video message 
for lead generation needs to combine 
engaging video with interactive mul­
timedia content and calls to action. 
Standalone video doesn't allow users to 
interact with or respond to your mar­
keting or sales message. It also restricts 
the ability to track and understand 
your video message's impact. Effective 
lead generation combines video with 
interactive multimedia elements like 

(continued on page 28) 

A new direct-marketing partner can be a leap of faith. But not when it's MSP. With 50 years of earning client 
confidence, applying technology, and living our core values in customer service, MSP delivers savings and 
efficiency straight to your bottom line. It's more than faith- it's a fact. See why. Call us at 800-876-3211. 
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text, graphics, Web links, buttons, 
images, Web forms and branding. New 
technologies allow viewers to physi­
cally click on links, buttons and forms 
in the video that allow them to access 
additional information, register for an 
event, or communicate directly with 
a contact center. 

3. Make It Mobile 
Make sure your video marketing 
message can be accessed on smart­
phones and tablets, which are com­
manding an ever-increas ing share 
of online video viewing. According 
to MeFeedia (http://bit.ly/oREda7), 
on average, iPad users commit to 
watching a Web video for five min­
utes, Android users watch for three 
minutes and iPhone users watch for 
2.4 minutes. In contrast, desktop 
users tend to watch Web video for 
less than two minutes. 

The explosion of the tablet device 
market is likely to have a major 
impact on business video marketing. 

According to an Interactive Media 
Strategies' February 2011 business 
executive survey, more than half of 
the 1 ,002 survey respondents said they 
would boost their viewing of online 
business video content if they could 
access it via a tablet device. 

This presents technical challenges 
for marketers. Mobile video market­
ing solutions must be fully automated, 
which means they must have: 

• the ability to h ave multiple 
video formats and bit rates encoded 
simultaneously without having to 
upload more than one original video 
file; and 

• the ability to auto-detect the 
type of viewing device (phone, tablet, 
laptop), connection speed, operating 
system (Apple, Android, Windows), 
and browser type, so the optimal 
video format and bit rate (video 
speed) can be delivered automatically. 
This means making video content 
available in both HTMLS format for 
smaller smartphone screens and Flash 
format for PCs and Macs. 

4. Have Actionable Tracking 
Good metrics are essential to under­
standing the success of sales or mar­
keting initiatives. Direct marketers 
require both the ability to engage 
target audiences with high-impact 
video and multimedia content, and 
real-time, actionable viewer tracking 
and reporting that allows the sales 
team to follow up with qualified 
prospects immediately. 

Actionable tracking collects 
details about a specific users' inter­
actions by following their email 
addresses and other data. Good soft­
ware tracks metrics like total engage­
ment time, length of time watching ~ 

video, video starts, videos watched 
to completion, call-to-action links 
clicked, number of emails forwarded 
and to whom, social media sharing 
activity and viewing device used. II 

Wayne Wall is CEO of Hopkinton, 

Mass.-based on-demand video soft­

ware provider Flimp Media. He can be 

reached at wwall@flimp.net. 

Advertiser Information Center 
Call the contact below or go online for fast response 

Company Catcgor y Page Contact Phone Internet 

B&W Press Printer/Specialty Mailer 17 Paul Beegan (97B) 352-6100 www.bwpress.com 

Commerce Register Database Marketing Services 10 Bob Schweighardt (20 I) 445-3000 www.comreginc.com 

Contest Factory Online Contests/Games IBC Christian Brantley (714) 221-0070 www.contestfactory.com 

DMA 2011 Conference 14 Registration (212) 790-1500 www.dmall.org 

infoGroup Lists 5 Jeff Mungo (B45) 731-2636 www.infogroup.com 

Japs-Oison Co. Printer 21 Debbie Roth (952) 912-1440 www.japsolson.com 

KBM Group Marketing Service Provider IFC Dana Dill (B66) 275-4526 www.kbmg.com 

List Fusion List Hygiene 12 Jeff Peterson (BO I) 226-5166 www.listfusion.net 

Melissa DATA Corp. Database Marketing Services BC Customer Service (BOO) B00-6245 www.melissadata.com 

Modern Postcard Direct Mail Printer/Mailing Services B Keith Gooi:lman (BOO) 406-1705 x7600 www.modernpostcard.com 

MSP Direct Mail 27 Randy Edgington (724) 774-3244 www.msp-pgh.com 

PacNet Payment Processing 25 Renee Frappier (604) 6B9-0399 www.pacnetservices.com 

Tension Envelopes 23 Marketing Comm. (B16) 471-3BOO www.tension.com 

Valassis Lists Lists and List Services II Barbara Popwell (770) 262-6420 www.valassislists.com 
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