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HOW VIDEO MARKETING HAS CHANGED ONLINE CONTENT

Video marketing is a powerful tool for any company  
or industry. Consumers across the country have voiced  
their demand for video content, and marketers are working  
to meet their needs. Industry leaders continued to be amazed 
by how simple, 15-second clips can generate millions of 
shares and sales that, in some cases, are more effective  
than written content.

Video marketing has dramatically changed online content, 
and it will continue to drive marketing strategies into the near 
future. Uncover what your brand needs to know about video 
marketing and why you don’t want to underestimate this 
seemingly basic option.

VIDEO CONTENT HAS TAKEN 
OVER THE INTERNET

Online video 
consumption has surged 
over the past few years, 
and its power continues 
to amaze marketers and 
business professionals. 
The U.S. digital video 
marketing industry 
is worth more than 
$135 billion when you 
factor in video creation, 

hosting, distribution, and analytics. For comparison, marketers 
spent an estimated $83 billion on digital ads and $71 billion 
on TV commercials in 2017. While many marketers still view 
traditional TV ads as a powerhouse in video content, television 
advertising is half the size of the online video content industry. 

The online video content industry didn’t pop up overnight. 
Brands and entrepreneurs have responded to customer 
demand for more video. Internet users watch a combined  
22 billion videos daily on Snapchat, Facebook, and YouTube. 
As a whole, one-third of all online activity revolves around 
watching videos.  

Not only are customers turning to video content for 
entertainment, but they’re also using it to drive their 
purchasing decisions. Roughly 90 percent of consumers say 
product videos are helpful in the purchase process, and 46 
percent of people take some type of action after watching 

a video. Customers who watch your online videos are more 
engaged as a whole.      

With this information, it’s no surprise that video marketing has 
changed online content. Not only is video content pushing 
out analog advertising such as TV ads, but it’s also overtaking 
written content and visual ads. 

While video continues to grow, not all brands are growing 
with it. Some companies may still be too nervous to embrace 
this trend and take advantage of video marketing’s massive 
growth. Audiences continue to flock to video, but brands that 
shy away from it could be missing out. 

WHO WATCHES ONLINE 
VIDEO CONTENT?
Some companies have been faster to adopt video marketing 
than others. Companies that cater to millennials share 
Snapchat stories and regularly post live video, while brands 
that cater to older adults may wonder if their audience will 
notice the new content. 

Brands whose target audience is older adults have some good 
news: Everyone is becoming more tech savvy. Even though 
young people dominate video consumption, older adults can 
still navigate digital content using their mobile devices. 

MILLENNIALS CONTINUE TO BE HEAVY 
CONSUMERS OF VIDEOS

Statista compared online video consumption across a  
variety of demographics from 2014 to 2017 and found that 
people ages 18 to 34 watch the most online video content 
per week. Consumers in this bracket watch more than 2,000 
minutes of online video content monthly, about roughly 67 
minutes per day.
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Millennials are quickly followed by Gen Xers, ages 35 to 49, 
who watch an average of 1,500 minutes of online video  
per month. 

Online video consumption as a whole isn’t expected to slow 
down. The generation that grew up with online video is 
starting to reach adulthood, and within a few years, these 
young adults will be making major purchasing decisions. 
When you consider that many of them were playing with 
smartphones when they were still in elementary school, it’s 
unlikely they will give up their phone screens and return to 
analog devices.

BABY BOOMER ONLINE VIDEO CONSUMPTION 
CONTINUES TO GROW

Older Americans have a reputation for struggling with 
technology, preferring cable channels and live news to video 
content placed on their smartphones. However, they’re 
catching up and increasing their overall online viewing time 
faster than you may think. 

While they still lag behind other generations, three-quarters 
of all older adults watch at least some video content on 
their smartphones. The average 50- to 64-year-old watches 
30 minutes of smartphone video per week, but when you 
consider that amount is a 163 percent increase from 2015, 
you can see that baby boomers won’t be left out of the online 
video discussion for long.   

 

MORE THAN HALF OF ALL ONLINE VIDEO GETS 
CONSUMED ON SMARTPHONE DEVICES 

Many baby boomers use a mixture of smartphones, tablets, 
and desktops to consume online video, but the rise of 
smartphone video consumption in particular highlights an 
important trend. As of 2016, more than half of all online video 
content consumption occurred on smartphone devices, a 
statistic that is projected to grow over the next few years. 

In 2015, the United States had more than 107.1 million 
mobile video consumers. By 2019, at least 136.9 million 
people will be turning to their smartphones to consume  
video content.  

With the United States population at about 323 million people, 
more than 40 percent of this population will regularly watch 
video content on mobile devices. If you want to ignore half of 
the country with your marketing campaign, ignore the power 
of video content. But if you want to engage customers across 
a variety of demographics, then it’s time to pick up the camera.  

WHAT INDUSTRIES SHOULD 
TAKE ADVANTAGE OF VIDEO 
MARKETING?
While demographics such as age and gender are useful for 
B2C brands that are highly age-focused, more companies 
are digging deeper in their marketing processes. They want 
to look at the customer journey and choose media that meet 
their audience needs. By focusing on what industries people 
engage with, companies can decide if and how they should 
create online video content. 

TECHNOLOGY AND FASHION BRANDS 
CURRENTLY DOMINATE YOUTUBE

Similar to the reality that millennials consume the most  
online video content, the top industries that generate  
the most shares and engagement on YouTube relate  
to technology and beauty. Brands such as Xbox build  
a following by strategically sharing trailers to build hype, 
but they also keep a loyal audience by hosting informative 
roundtables and sharing tutorials. 

The beauty industry as a whole has taken YouTube by 
storm, with other social channels seeing the benefits of this 
online engagement. For example, beauty content shared 
on YouTube is 12 times more likely to get shared on Twitter 
than other brand content. This statistic speaks to the power 
of female consumers who are the primary audience of most 
beauty channels.
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70 PERCENT OF B2B BUYERS WATCH VIDEOS 
THROUGHOUT THE PURCHASE PROCESS

Recent reports by Google have found that B2B online video 
consumption has increased 52 percent over the past two 
years, and now more than 70 percent of B2B decision makers 
watch online video to inform their decisions.

Interestingly, video consumption isn’t used only to gain 
awareness about a brand. B2B professionals watch an 
average of 30 minutes of online video content during the 
purchase process. This time includes product features, how-
tos, and professional reviews.

Video marketing doesn’t have to live on social media alone. 
Many websites have added video content to their product 
pages to highlight features or included videos on their blogs 
or in their newsletters. If you tried video content before and it 
failed, the placement, not the medium, may be at fault.   

CONSUMERS IN UNLIKELY INDUSTRIES ARE 
DEMANDING VIDEO CONTENT

The moral of the story is that you don’t have to post beauty 
tutorials or video game reviews to generate interest in your 
online video content. A variety of industries, including the 
health care, finance, and Saas industries, all have audiences 
who want to use online video content to increase their 
knowledge and make decisions. 

Consider the survey of 700 health care administrators 
by Google who all said they watch online videos to see 
product demonstrations. Additionally, 79 percent of these 
administrators continued to the manufacturer’s website to 
learn more after watching a video. You may think your B2B 
health care business won’t get much viewing traction, but the 
people who actually watch your videos are likely to buy, which 
can help your overall sales process. 

By testing video marketing within your industry and focusing 
on creating video content that meets every part of the 
purchase process, you can understand how your customers 
use video content and what they find useful. If you’re not 
creating video content for them, how do you know what 
works? 

WHAT TYPES OF VIDEO CONTENT 
CAN BRANDS USE?
Brands have dozens of video options at their disposal. Even 
though companies may cater to a specific age group or are 
part of a certain industry, they can still be flexible. Some of the 
best video content comes out of surprising businesses and 
covers unexpected topics. Consider the following video types 
for your brand:

EDUCATIONAL VIDEOS

Educational videos tend to be the core of branded video 
content. These short clips provide information that is relevant 
to the industry, offer how-tos for specific products or services, 
or explain what makes a company’s products better than its 
competitors. Some companies simply take their FAQ website 
pages and create a series of educational videos explaining 
their business and answering questions. This platform serves 
as an alternative for people who prefer watching over reading. 

For example, Google created analytics tutorials for its users. 
These quick, one minute videos highlight features and help 
people better use their products. If they know how to use 
Google Analytics, then they’re likely to use the tool more often.

PRODUCT FEATURES

Along with written product descriptions, more brands  
use product videos to sell items on their pages. These  
videos range from B2C retailers showing how a dress fits 
and flows to B2B manufacturers highlighting specific  
features of their materials. 

Even if you manage a service-based company, product 
description videos can help explain what you do. You can 
explain the process your employees work through and 
showcase the final results at the end.   

Check out this video by Sierra Designs. They explain the 
features of the tent while tapping on the emotional strings of 
people who want to go camping. 

+
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ANIMATED VIDEO

You don’t have to have a clear spokesperson and visually 
stimulating work environment to create video content. Many 
brands have had success with animated videos. These videos 
tell stories about the brand, explain what the company sells, 
and engage audiences in a creative way. 

Animated video is also easy to outsource because you don’t 
need an in-house team to film. Animators can take your script, 
or develop one on their own, and develop a video series to 
promote your business.

TESTIMONIALS

Client testimonia ls provide key word-of-mouth marketing for 
your business. You can make the testimonial as long as you 
like, and some companies create short teasers that explain 
what a longer video testimonial may say. 

These testimonials can be branded and created by your team 
with the help of happy customers, or you can ask customers 
to create video content for you that your team edits. Not only 
is this approach a great way to engage customers and give a 
shoutout to their business, but it’s also a tool to scale video 
content creation with the help of others. 

Codecademy does a great job of telling stories with its 
content. Not only do they interview the people who use their 
products, they also show them in action. 

NEWS UPDATES

Video content is increasingly used as part of media kits 
and news releases. These visual press announcements can 
include quotes from leaders within the company, detailed 
explanations of the news, and b-roll featuring company 
branding. When created well, this content can easily be used 
by media outlets to share your information with audiences 
without having to ask for footage or use some of their own.  

LIVE VIDEO

Along with using video content to share news with media 
outlets, more brands are becoming media outlets themselves 
with live video. Some companies use Facebook Live while 
others broadcast on their websites with the help of YouTube 
or Google Plus.

This video platform is not to be underestimated. In 2016,  
the 24 most popular pharmaceutical brands received  
more shares and comments per video than any other type  
of content.  

Brands can make major announcements using live video, 
conduct interviews with influencers, share a specific 
production process, or profile some of their staff members. 
Companies that feel comfortable creating video content in 
one take in front of a live audience could quickly grow their 
engagement with live video. 

Not every video type is right for every business, but you often 
don’t know what will take off until you publish it. By testing 
different video types and monitoring the results, you can make 
sure your video campaigns are successful and create more 
content that resonates with viewers. 
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Sierra Designs
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HOW ANY BRAND CAN CREATE 
OUTSTANDING VIDEO CONTENT
The rise of video content is something brands shouldn’t 
underestimate. If customers watch 22 billion videos daily, then 
you have 22 billion videos competing for the attention of your 
audience. Even if you create a highly targeted audience base, 
you will still have dozens of other brands, distractions, and 
interests competing for audience attention. 

It’s not enough to create video content simply because 
your customers want it. You 
have to create video content 
that stands out. If your content 
isn’t interesting and useful, 
then your customers are going 
to dedicate their video time to 
information that is. Consider 
the following 10 tips when 
creating video content to  
make sure your audience  
pays attention to what 
you have to say. 

WRITE A SCRIPT, NOT  
A BLOG POST

You can’t take a blog post, 
press release, or product 
description and use it for 
your video. Complex jargon is 
hard for people to follow audibly, and your 
presenters could stumble over the words. Plus, your written 
content could seem dry when it transitions to video, creating 
something nobody wants to listen to. 

Start from scratch when you create video scripts. You can use 
existing information as source materials, but try to make the 
content engaging and conversational to hold the attention of 
your audience. 

TAP INTO EMOTIONS AND STORIES

Many of the videos created by pharmaceutical companies 
have strong emotional pulls. They promote the idea of a 
healthy lifestyle and happiness. Consider adding emotions to 
your video content to speak to the desires of your customers.

 
DEVELOP A BRAND VOICE SPECIFICALLY FOR 
VIDEO CONTENT 

Your video brand voice will be similar to the voice and tone 
you outline in your company’s overall style guide, but it should 
include specifics on how presenters should sound, what 
types of language they should use, and how edits should be 
done. This video brand guide can make sure all of your video 
content looks like it comes from the same source, regardless 
of whether you’re creating one series of videos or dozens of 

different video types. 

CREATE VIDEO 
CONTENT FOR SPECIFIC 
MARKETING CHANNELS

Too many marketers try to 
create video content and then 
share it with multiple channels. 
This approach can create a flop 
as some videos perform better 
on social media while others 
thrive on websites or blogs. 
Decide which platforms need 
video content and then work 
backward to create content 
for them. This type of planning 
may also involve creating 
specific content for Facebook 
and Twitter, as audience 
behavior is different on both of 
those networks. 

ADD SUBTITLES TO YOUR VIDEO CONTENT

If you’re planning to share your video content on social media, 
then subtitles are essential to increase your engagement and 
viewership. Viewers watch almost 90 percent of Facebook 
videos without sound. As such, your audiences aren’t likely 
to tune in if they don’t know what you’re saying. Some brands 
saw a 50 percent increase in average view times for their 
social media video content simply by adding subtitles. 

Even if your video content doesn’t live on social media, adding 
subtitles can appeal to visual learners and audiences who are 
hearing impaired.

 

!
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INCLUDE A TRANSCRIPT WITH YOUR VIDEOS

Transcripts help search engines better understand your video 
content, and they also make it easy for audiences who don’t 
want to watch the full video. Readers can skim through the 
written transcript to find useful parts, increasing customer 
engagement even if those audiences didn’t watch your video. 
This simple and effective approach can reach more people 
with the same content. 

TRACK THE ATTENTION SPAN OF  
YOUR AUDIENCES

Knowing where you’re losing your audiences can help you 
create better content. For example, if people leave within 
a few seconds of the video starts, then you may need to 
improve your introduction or create a more compelling 
hook. For longer videos, knowing where customers get tired 
can help you determine how long you can hold on to their 
attention spans. 

Your first few videos can provide invaluable resources into 
audience behavior so that you can create better video content 
moving forward.  

INCLUDE CALLS TO ACTION IN YOUR SCRIPT

Your CTA is another way to determine the success of your 
video content. By creating specific calls to action, you can see 
how many customers took additional steps after the video was 
finished. This strategy takes engagement metrics further into 
tracking conversion metrics; you can see how effective the 
information was at getting people to act. 

DON’T BE AFRAID TO MAKE MISTAKES

Live video, in particular, is riddled with mistakes. People get 
nervous speaking on camera and stumble over words or 
forget facts — and these mistakes are perfectly OK. Mistakes 
are what make us human, and human nature can actually 
create a personal connection with your audience. 

You can certainly take a few takes of recorded video to create 
the best video possible, but don’t worry if you stumble over 
a word and correct yourself. The goal is to create something 
professional, but also conversational. 

 
 

DEVELOP A MARKETING PLAN AROUND  
YOUR VIDEO

If video content is new to your brand or you are releasing an 
important video with big news, then focus your marketing 
efforts on the launch. Let customers know what to expect and 
promote the video once it is live. This video content strategy 
will drive traffic to the video instead of having your marketing 
team simply hoping people notice.  

Indeed, video marketing is the future for connecting with 
customers. As a whole, the industry is growing faster than any 
other channel, and even niche segments such as older adults 
and health care providers prefer video marketing to other 
types of content.

 

If you want to expand your audience engagement 
and reach with video, you may want to explore the 
CopyPress video marketing portfolio. We have 
worked with a variety of industries and companies 
to create engaging content. With some help, you 
can start interacting with audiences and sharing 
video content they care about. 

CopyPress is a full service content marketing 
company with over 5 years of experience creating 

and promoting digital content.
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