
 

 
 
 
 
 

 
 
Online Video  
Boosting your Sales and Promoting your Brand. 

 
 
 
 
 

Almost 80% of all internet traffic is video and online 
video is set to explode in the next few years. With 
broadband speeds increasing, businesses are now 
utilizing video as an extremely cost efficient and 
powerful marketing tool.  
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Video – A Great Way to Build 
your Brand 

 
 

Video grabs people’s attention instantly and brings ideas 

to life. It is an effective medium for establishing trust, 

and credibility around your brand. Video engages your 

audience providing them with the next best thing to 

actual face to face engagement. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Video drives sales 
 

It has been shown that using video in email marketing increases 
click-through rates by an incredible 96%. According to Internet 
Retailer 2010, visitors who view product videos are 85% more 
likely to buy than visitors who do not. 
Retail site visitors who view video stay two minutes longer on 
average and are 64% more likely to purchase than other site 
visitors 
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Tap into the Biggest Audience 
 
 

Take advantage of the MASSIVE audience:  
Online video is the fastest growing ad format in 2012 with 
nearly 55% growth. If YouTube were a country it would 
be the 3rd largest with more than 400 million users. More 
than 1 billion unique users visit YouTube each month. 

 
 

 
Going viral 
 
Videos are very easy to share so they tend to be passed 
around, particularly on social networks where sharing can be fun. 
 Links are posted to Twitter, Facebook, Linkedin and it can be 
uploaded to sites such as YouTube. 
Places such as Twitter, Facebook, Tumblr, stumbleUpon, Reddit, 
Digg, encourage users to share video with friends, communities 
and family. And people are more likely to watch shared video than 
visit a link to your site.  
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People are far more likely to share a video than a link to a 
website.  When people do share video links, the chances 
of them actually watching the video is more likely than 
visiting a website or reading its content. 
 
 
Putting you on the Map 
 

Having a web presence is just the tip of the iceberg. Your 
clients need to be able to easily find you. Having a video 
embedded in your website will usually increase the site’s 
search engine ranking, therefore increasing traffic.   
 
According to Forrester, 2009, “Video SEO is 53 times 
more likely to produce a first-page search result than 
traditional techniques”.  
Google is pushing video to the top of its search results, 

creating considerable opportunity for smart marketers. 
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Case Study #1: Reaching the right 
customers online: 
A very successful targeted online-video 
campaign  
 
How online video made chocolate taste even 
sweeter when a luxury confectionary business 
tested the effectiveness of targeted online video. 
Sales increased by 13% and brand awareness by 
20% 

 
 
According to a case study conducted by I-Behaviour, a 
confectioner managed to substantially increase brand 
awareness as well as online and in-store sales through the 
use of targeted online video. 
 
The Objectives: 

• Increase brand awareness 
• Drive sales online and in-store 

 
The method they used involved identifying three custom 
audience profiles; 

• Luxury brand loyalists 
• Holiday buyers 
• Chocolate lovers. 

They then delivered tailored video ads to the appropriate 
target audience. 

 

 

 

 

 

 

 

The Results: 

Despite a challenging economic market, the company 
“exceeded expectations on meeting both its brand awareness 
and sales objectives” in comparison to previous years.  

 The results speak for themselves: 

 
  Customer Purchases   up 13%          

 
Brand favorability       up 13% 

  Loyalty Purchases   up 20%         Sales Growth            up 10% 
  Brand Awareness   up 20% Loyalty membership   up  5% 
  Online Ad Awareness  up 75%        Cost per Member  down  50% 

 

 
It should also be pointed out that the “cost per member” was 
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reduced by 50% indicating the significant cost effectiveness 
of the methods applied (i.e. online video +  custom audience 

targeting)  

Watch the video here 

 

Case Study #2: Online video as 
”lean advertising” 
 
Minimal investment: Maximum exposure 
 
How one company got “a huge bang for its buck” 
selling shoes with racing cars. 
 
In 2009 DC Shoes needed a campaign to promote their 
footwear for skateboarders. Instead of spending millions  
on television advertising like the big brands such as Nike or 
Reebok have done, they decided to take a different 
approach.  
The company shot videos featuring one of the co-founders 
driving a race car around various interesting venues. 
Instead of spending money on expensive tv time, the videos 
were uploaded to YouTube. There was minimal dialogue 
and some videos were up to 9 minutes in duration. Images 
of DC Shoes footwear were intermingled with the stunt 
footage.  In four years they achieved more than 180 million 
views. According to the Harvard Business review, sales in 
2011 increased 15%. 

The same exposure on any other mediums such as television 
would have cost in excess of $5 million. 

In a study by Thales Teixeira “The New Science of Viral Ads,” 
March 2012, which used eye-tracking technology, facial-
expression analysis, and lab experiments, Teixeira 
investigated the reasons why people viewed online videos, 
why they kept watching, and what encouraged them to share 
videos with friends. 

 

http://www.youtube.com/watch?feature=player_embedded&v=LuDN2bCIyus&t=0
http://hbr.org/2012/03/the-new-science-of-viral-ads/ar/1
http://hbr.org/2012/03/the-new-science-of-viral-ads/ar/1
http://hbr.org/2012/03/the-new-science-of-viral-ads/ar/1
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Teixeira explains that it is possible for companies to 
produced effective campaigns for as little as 1% of what it 
would cost if they went through traditional advertising 
avenues. Due to PVR’s, fewer people watch tv commercials 
and people are spending more time on the internet. There 
is also evidence that people watch online video more 
attentively because they choose it. In a 2010 a survey 
conducted by Vision Critical, it was shown that “48% of 
those who watched an online ad at any point subsequently 
visited the brand’s website, 11% shared the video with a 
friend, and 22% made a purchase.” 

 

 

 

 

 

 

 

 

 

 
 
 
 
 
 
 
 
 

(continued) 
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Case Study #3 
Ice.com – Online Jeweler 

 
 
Better Informed Buyers – Reduce Returns 
How an online store got a 60% decrease in 
returns with 10 second product videos 

 
 
A video can provide a truer representation of a product. It is 
an effective means of accurately demonstrating products 
because it shows the product in context, with the option of 
360 degree viewing, close ups, wide shots, narration, etc. 
Jewellery represents an emotional investment, so allowing 
customers to experience the product firsthand is effective.  
The customer can better experience the product than they 
would through  text and static images alone.  
 

Treepodia conducted an extensive study to investigate the 
impact online video might have on the online sales of jewelry 
items.   
http://blog.treepodia.com/2011/11/product-videos-boost-
jewlery-conversions-by-247-case-study/#ixzz2aTmFNUt5 

The study concluded that almost 8% of online customers 
viewed the videos  which “indicated a good level of adoption 
and engagement for the technology.” 

 

 

The use of video contributed substantially to an increase in 
conversions as high as 247%. The chart below shows a 
comparison in conversion rates between products supported by 
videos and products without videos. 

 

http://blog.treepodia.com/2011/11/product-videos-boost-jewlery-conversions-by-247-case-study/#ixzz2aTmFNUt5
http://blog.treepodia.com/2011/11/product-videos-boost-jewlery-conversions-by-247-case-study/#ixzz2aTmFNUt5
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The first column of the table is the baseline “100%” indicating 
no change. The chart demonstrates that sales almost doubled 
for even the smallest conversion increases – i.e. earrings and 
engagement rings. Sales increased by  2.5-3.7times  for 
bracelets and pendants when compared to the same products 
without videos. These results can be considered extremely 
dramatic. 

Raw Data: 
 

Category Without 
video 

With 
video 

Increase in 
Conversions Views ratio 

Bracelet 
Average 1.58% 5.02% 260.13% 7.18% 

Earrings 
Average 2.55% 5.66% 190.33% 8.55% 

Engagement 
rings Average 1.94% 5.45% 186.08% 7.26% 

Pendants 
Average 2.62% 7.50% 370.60% 8.39% 

Rings Average 2.26% 5.90% 212.64% 8.25% 

Grand Average 2.20% 5.93% 247.00% 7.96% 

 

According to Trepodia, “on average across all items and all 
vendors the study proves videos boosted conversions by 

247%. Adding product videos to jewelry websites has been found 
to more-than-double sales! 
According to the retailer's co-founder and president Mayer 
Gniwisch in a paper "Building an Effective Video Commerce 
Strategy" (November, 2008) by using online product videos Ice.com 
reduced the return rate on some products by 24%. By setting the 
consumer’s product expectations accurately at the point of 
purchase, the return rate for 'unmet expectations' can be reduced. 
This avoids costly product returns and increases customer 
satisfaction. 

http://video-commerce.org/Building_an_Effective_Video_Commerce_Strategy_2.pdf
http://video-commerce.org/Building_an_Effective_Video_Commerce_Strategy_2.pdf
http://video-commerce.org/Building_an_Effective_Video_Commerce_Strategy_2.pdf
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Case Study #4: Point of first use 
videos:  
Online instruction videos make happy 
customers and reduce product returns 

How a security monitoring company increased sales 
and reduced returns using “video instruction guides” 
 
Swann is a company that provides do-it-yourself surveillance 
products primarily targeting the home, office and small 
businesses. They need to invest a substantial amount of time 
and resources in customer support, particularly during the 
installation process. 
In partnership with ShowUHow (a product support company) 
they produced video instruction guides which provided the 
customers with step-by-step instructions on how to begin 
using the products. 
http://www.swann.com/s/training/interactives/  
 
The goals:  

• To enhance the customer’s “out of box” experience 
• Reduce support costs 
• Reduce returns 
• Educate shoppers before they bought the products 
• To provide 24 X 7 self help support 

 

 
 

 

http://www.swann.com/s/training/interactives/
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The process: Two new products were chosen for which 
ShowUHow produced a series of short videos consisting of: 

• A pre-sales overview (60 seconds) 
• A step-by-step video guide on setting the products up. 

The videos were embedded on the Swann website and 
syndicated to a number of their retailer websites. 

The results: 

 
10% - 20% Reported Increase in Sales 

40% - 50% Reduction in Support Calls 

20% - 30% Reduction in Product 
Returns 
 

 
Revenue up 
 
Gross Margin up 
 
Revenue up 

An Accenture study showed that ONLY 5% of returned 
products were actually defective.  

Accenture estimates that 68 percent of returns are products 
that work properly but do not meet customers' expectations 
for some reason. "Either they thought it was defective when it 
wasn't, or there was an expectation gap," says Accenture 
executive Terry Steger. 

 

In fact many products are returned, not because they are 
faulty, but because consumers THINK that they are broken or 
because they simply can’t figure out how to use them. A 
study by Dutch scientist Elke den Ouden (in 2006) , 
determined that the average consumer will return a product to 
the seller if they fail to make a device work within 20 mins.   

Instructional videos are an effective means to assist 
customers in setting up and using a product for the first time.  

Numerous studies by ShowUHow have concluded that “online 
instruction videos reduced returns by up to 30%, sales by as 
much as 20%, and reduced customer support calls by as 
much as 50%.” 
 In addition to this, they claim that “customer feedback 
revealed that 84% of those who watched instructional videos 
preferred them to calling 1-800 numbers, and 95% to using 
printed user guides.” 
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The most common reason for product return is some form of 
customer remorse. In 2010, the National Retail Federation 
conducted a study indicating that consumers in the US returned 
over 194 billion dollars worth of products per year.  

Another report by Technology Consulting and outsourcing firm 
Accenture (2007) estimated a return rate for electronic products 
of been 11 to 20 percent.  This is a considerable drain on profits. 

Some companies have tried reducing the return rate, by 
tightening the customer return policy.  Although this may be 
successful at reducing the amount of goods returned, it also 

greatly decreases sales.  According to a study conducted by MIT 
Sloan, even though a lenient return policy does increase the 
volume of items returned, the ratio of returns to sales actually 
decreases. 

The Accenture Business Research study recommends reducing 
return rates for products through enhanced customer education 
at the point of purchase and the point of first use. This could be 
easily achieved through the implementation of online videos, 
particularly product instructional videos. 

“Nine times out of ten, sending a caller to our 
website to view the VIG handles the issue with 
no further involvement from our technicians.” 
 
John Webster Chief Executive Officer Odyssey Technologies, Inc. 
 
Another case study conducted by ShowUHow and 
Odyssey Technologies, Inc, (specializing in 
software-based video security solutions) 
demonstrated how product support videos can 
substantially improve the productivity of technical 
support staff. 
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ShowUHow produced video clips that 
demonstrated how to perform common tasks that 
customers had frequent problems with such as 
burning a video clip. 
Instead of spending a huge amount of time 
explaining the process to each customer, the 
technicians could just direct the customer to the 
appropriate online video, freeing up time to deal 
with more substantial problems. 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

(continued) 
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Case Study #5: The story of 
Orabrush   
A viral marketing hit 
 
Online video is a great marketing tool for driving online 
traffic 

The Oralbrush tongue cleaner had been on the market for 
over a decade barely selling one unit every 36 days. The 
inventor, Robert Wagstaff, had tried convincing retailers such 
as Walmart and CVS to sell his tongue cleaner but they 
weren’t interested. After spending $50,000 on an infomercial, 
the product would still hardly sell. He also tried to convince 
Oral B to buy the patent but they weren’t even interested. 

Finally Wagstaff  took his Orabrush to a marketing class at 
Brigham Young University's graduate school, where students 
performed a case study for him for about $1,500. After 
completing the study, the students concluded that 92 percent 
of the retail market was unlikely to buy the Oralbrush. 

One student, Jeffrey Harmon, however, asked about the other 
8% and suggested that Wagstaff sell the product online. They 
formed a partnership which took the Oralbrush from obscurity 
to world fame. 

With the help of one of Harmon’s coworkers they produced a 
funny video showing viewers how to test for bad breath. The 

video also taught how to use the Oralbrush. It cost less than 
$500 and was uploaded to You Tube.  

Watch video here 

In five weeks, Oralbrush had sold in excess of 10,000 units. 
After a year the video has attracted more than 24 million views 
and 250,000 fans on Facebook. The company has made more 
than $1 million in sales, and demand continues to grow. They 
have since had requests for distribution from retailers and 
distributors in more than 40 countries.  

These days, Orabrush produces a YouTube series of weekly 
videos which are humorous, lighthearted and entertaining.  

http://www.youtube.com/watch?feature=player_embedded&v=y-RvlQRrN-I
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The tongue brush itself is never mentioned or promoted 
directly in the videos, but the message still gets across that 
bad breath is very unpleasant and can be treated. 

Case Study #6: Online video 
improves your ranking and drives 
sales. 

An online shoe retailer – Zappos 
To be visible on the web a retailer needs to be found 
by the search engines. One company puts video to the 
test to see if it really is an effective SEO tool. 

Zappos is an online store that sells a variety of products 
including shoes (which were specifically used for this study).  
At the time of the study, Zappos had 60,000 mass-scaled 
online product videos.  

The goal: To measure the effectiveness of online video in 
relation to search engine ranking. 

The results: For the case study, 21,000 shoe-related 
keywords were used. Here’s what they found: 

• 8.1% of the keywords tested returned a Zappos video. 
• 77,316 website visits each month were attributed to the 

video listings in search engines. 

According to Mark Robertson of ReelSEO, this translates into 
dollars as “$551,731 increase in revenues due to its video 
SEO efforts.”  

The facts show that if you don't have video, you're going to be 
left behind in the search results. Video is in demand and 
consumers spend more money with e-retailers who embrace 
video. Sunday Sky, an e-commerce video solutions provider 
recently released a report called "The State Of Video In E-
Commerce suggesting that video does influence higher 
rankings, which results in more traffic, thereby increasing 
sales. By taking 34,000 of the "top keywords" Sunday Sky 
found that 18% of them returned a video result. 

The number of retailers using mass-scaled product videos is 
increasing. The very presence of video on a site increases its 
search engine ranking, thus providing a strong incentive for 
competing retailers to adopt online video or perish.     

 

 

 

 

The chart 
shows which 
retailers 
currently have 
the highest 
video 
presence. 

http://www.reelseo.com/video/ecommerce-retail/
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Case Study #7: Unexpected Ways 
Online Video Helped Our Small 
Business  
Leveraging the power of video 
This article outlines the ways in which a typical small 
business, Wasp Barcode Technologies, took 
advantage of online video resulting in “phenomenal” 
results.  
Wasp Barcode Technologies is a small company that utilizes 
barcodes for inventory control, asset tracking and scanners 
etc. When they decided to take advantage of online video they 
were surprised by the “phenomenal, yet unexpected, results”. 

Even though their videos receive a moderate number of 
viewers, the business observed the following results: 

1. Videos began showing up in the top YouTube search 
results, 

2. Increased  traffic being referred to their site via You 
Tube (the second largest generator) 

3. They built a social community by producing videos that 
showed people what they do (they generated 3,900 
YouTube subscribers) 

4. They used YouTube analytics to figure out what 
engaged visitors the most, 

5. Wasp won several video awards thereby facilitating 
internal buy-in, 

6. The videos spurred activity around the brand through 
press and exposure – which is why you’re reading 
about Wasp Barcode Technologies now. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

7. The videos provided inexpensive advertising. 
The average click per view was only $0.15 
cents. 

 
Even though Wasp did not receive a huge amount of views, 
they were quality views which were effective in finding a “new 
inexpensive audience.”  This shows that online video is not 
just for big companies but can be of great benefit to 
businesses of any size. 

http://www.reelseo.com/7-ways-videos-helped-small-business/
http://www.reelseo.com/7-ways-videos-helped-small-business/
http://www.reelseo.com/7-ways-videos-helped-small-business/
http://www.reelseo.com/7-ways-videos-helped-small-business/
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Tips on how to make video work 
effectively for you. 
 
Video works… as the studies and statistics are now 
proving. Here are some important tips to keep in 
mind when planning, broadcasting and distributing 
your video online. 

1. Make your title count 

Just as a newspaper headline can pull powerful traffic, your 
video title is just as important.  Use the opportunity to grab 
your viewer’s attention.  Remember also to include the 
appropriate keywords in your title so people can easily find it.  
 

2. Display your logo  

Ensure your logo is displayed prominently throughout your 
video. This is a prime opportunity to increase your  brand 
awareness. 

3. Include a description (YouTube) 

YouTube allows every video to have a description below it. 
This is a great place to put a link to your website thereby 
driving traffic. A great description will also go down well. 

 
 

 

4. Show your URL in your video 
 
Add a text box to your video with a link to your 
website. Take advantage of every opportunity to gain 
exposure. 
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5. Include a Call to Action:  

At the end of your video, take the opportunity to invite viewers 
to take some form of action:  Maybe ask them to leave a 
comment, visit your website or blog, or join your mailing list. 

6. Embed your video 

Now that you have a YouTube video, you should also embed 
the video directly onto your own website. This will help 
increase your search engine ranking and bump up your 
“views” tally on YouTube. You can never have too many 
views! 

7. Content is important 

Before producing your video, take the time to really think 
about who your ideal audience is. What can you offer them of 
value? Is there something you can teach them? Will your 
video be entertaining and engaging for them? Do you have 
knowledge and skill to share which would showcase your 
expertise? Keep your video short. Aim for quality, not 
quantity.  
According to ComScore (2009) the average video is only 3.8 
minutes long. 

8. Use analytics 

Sites such YouTube are a great place to park your video. Not 
only do these sites encourage sharing but they offer analytics 
which can provide you with valuable information about your 
video. Maybe your video is doing well in an unexpected 

market? There may be places in your video where viewers 
drop off which could suggest the need for improvement. What  

is the average length of time viewers stay engaged?  It’s very 
important to review your video’s performance from time to 
time. 
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14. Avoid the direct sales pitch:  

The web can be a very noisy and crowded place, so rather 
than competing, try taking an alternative approach. Maybe 
focus on the problem your product or service solves. Discuss 
issues related to your product/service and offer advice. Your 
audience will probably listen when you can demonstrate that 
you have something of value to say. 

9. Don’t overlook customers on the move 

Ensure your videos can be viewed across all devices 
including mobile phones and tablets. A lot of people view on 
the move, particularly while they’re shopping, so don’t miss 
them out. 

10. Use what you already have 

Is there video that you could use or already have which could 
be implemented into your production?  Maybe there is 
footage from product testing and development , training or 
previous corporate videos. Also consider external footage 
(i.e. industry events or  tv coverage,) which you may be able 
to get a copy of? 

11. Leverage events 
Don’t miss easy opportunities such as business events to 
efficiently and effectively generate content. Take advantage 
of expos, presentations, visiting speakers, visitors and 
international staff visits to capture some great footage. 
 

 

17. Make it interactive 

Consider the expanding possibilities of making your content 
dynamic. Tools such as Mozilla’s Popcorn can provide video 
interaction such as links, maps and information that can be 
edited and updated live.  Check out this demonstration on 
Ted  - http://on.ted.com/Merkley 

 

12. Click to purchase 

Make buying your product as easy as possible by providing 
an interactive "click to purchase" button on the video itself. 

http://on.ted.com/Merkley
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There’s a reason that modern stores have wide open front 
doors. Make the route from “viewer” to “purchaser” as short 
as possible. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

(continued) 
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Types of video to make your 
business grow 
Be creative! There are many different styles of 
video. Before taking the plunge here are some 
interesting approaches to consider. 

1. Informative 

Teach your viewers about your product or services.  Point 
out the features and benefits.  Ensure that their expectations 
are met when they receive the product or service. 

2. Tell a story  

A narrative approach is always far more compelling than 
plain old facts particularly if it has meaning and people can 
relate to it. For example, tell a story about a past experience 
which conveys a message or explains what inspired you to 
start your business.  

3. Start a discussion  

Start a conversation by asking your viewers questions in 
regards to their needs, expectations and requirements in 
relation to your products/services. You could start a wish list 
of things your viewers would like to see in the future.  Invite 
viewers to provide their responses in the comments section.  

 

 

 

4. FAQs  

Use video to answer the questions most asked about your 
product or services?   

5. Show a behind the scenes view  

One way to build trust and credibility with your audience is 
pull back the curtain and allow them behind the scenes.  
Show them inside the factory, how your business operates. If 
it’s a family business, introduce them to some of your family 
(if appropriate). Show them members of your  staff, share a 
few secrets and let them see the human side of your 
operations. 
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6. Product reviews 

Are there any products or services of interest to your 
audience that you could review? For example, if you were a 
vet, you could review breeds of dogs that make the best pets 
for children. If you were a wedding photographer, you could 
review local wedding venues. 

 

 

 

 

 

 

 

 

 

 

7.  

 
 
7. Build a list of potential clients.  

Offer something for free in return for viewer’s contact details 
(preferable email addresses). You could offer a free article, e-
book, tutorial, sample, consultation, assessment, seminar, etc 
 

8. Case studies and testimonials 

“The proof is in the pudding” as they say so give your viewers 
evidence that you have something of value. Make a case 
study video that demonstrates the results you achieved with 
other clients and how you can do the same for them. Ask 
satisfied clients to provide testimonials (a discount is a great 
incentive). Positive feedback from third parties is far more 
believable than anything you can present yourself. 

9. Debunk myths  

Everybody loves myths. Find some interesting myths that 
relate to your industry and explain what the reality really is.  

10. Customer support 
 

By providing a video for customers who have already 
purchased your product, you can build trust, promote your 
brand further and increase your credibility. Providing help 
and support for the product, is a good way to earn the 
customer’s loyalty. So thinking long term by investing in your 
relationship with your customers can be a very “win,-win” 
cost effective strategy.  
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Also, by embedding the video onto the business website, 
you’re giving the customer a good reason to return to your 
site which could only encourage further sales. 
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