VIDEO DISTRIBUTION
BORD BIA




| BRANDFORUM

S’ AGENDA

 PART ONE; 9.30-11.15
*+ QUICK OVERVIEW OF THE VIDEO LANDSCAPE 2018
« UNDERSTANDING THE ROLE OF YOUR VIDEO
« HOW TO THINK ABOUT YOUR TARGET AUDIENCES

 BREAK; 11.15-11.30
« PART TWO; 11.30-12.30

« WHAT PLATFORMS SHOULD YOU BE TARGETING PARTICULARLY WITH LIMITED
BUDGETS

HOW DO | SET THE VIDEO UP FOR MAXIMUM RESULTS ONCE IT'S ONLINE
+ WHAT KPI'S DO | SET UP
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LINKEDIN
DEVELOPS
NATIVE
VIDEO
CAPABILITY

Tell your story to B2B Customers. ... ="
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EJ Live Video streaming becoming the norm?




IN THE TOP FIVE BRANDS PRODUCING THE
MOST VIDEO CONTENT..

( ' -~

LOREAL 1,521

videos released in Q2 2017

1,338

videos released in Q2 2017

SAMSUNG 1,326

videos released in Q2 2017

500%

increase in year-over-year
publishing growth

PRADA 267%

Cartier

increase in year-over-year
publishing growth




\ — 4




© OVR the Future of Storytelling?
Y Facebook thinks so with Facebook Spaces (in beta)




e -
Wh Eeve S ievable with organic reach, it will be potentially

dead for some brands! P

~ Mark Zuckerberg © [ £]
on Thursday

One of our big focus areas for 2018 is making sure the time we all spend on
Facebook is time well spent.

We built Facebook to help people stay connected and bring us closer
together with the people that matter to us. That's why we've always put
friends and family at the core of the experience. Research shows that
strengthening our relationships improves our well-being and happiness.

But recently we've gotten feedback from our community that public content -
- posts from busine... See more

ik 185k P 17k + 27k



WHAT REPRESENTS THE BIGGEST SHARE OF VIDEO
CONTENT ON YOUTUBE?

CAROLE ANN CLARKE CONSULTING 3/5/2018



~ 7 FOOD AND BEVERAGE!

O [ | 465B

total views of food and
beverage content on YouTube

of viewers discussing food and
beverages on Facebook are women

| 62%

60%
growth in annual views of food and
beverage content on YouTube in

2016 over the previous year




- W/
earn more than 15% more views & Food and beversge [ 3
: 0 tans on Facebook are
36% more engagements 4
@ on average than tutorials without tW].ce

branded products on YouTube as likely to engage with organic
the share of views on YouTube I I —] content or ads from brands
compared to videos that are — A }-.-:5@-; | | ' than the average Facebook user
less than 60 seconds in length oy fiifl 'y ' ‘

@ 0O of the audience discussing food and
0 beverages on Facebook is female

Top food & beverage
influencers earn nearhy

2X the views &

4X the engagements
top food & beverage brands on YouTube

25-54 ‘

vears old Twitter users are the most likely to be
interested in food news and information on the
platform — and these users tend to be high-earners




T
I'i'-i Food Comedy
"= Traditional comedy
video (=1 minuta} published by a brand, a challenge invohving food, such commercial assat, betwesen videos and sketches centered
O often produced specifically for digital as as tasting different flavors of & 15-60 secends in length around a food ftem.
part of a broader campaign. snack bindfoided.
| /| Food Experiment ' Informational Recipe or Tutorial
o Avideo experimenting with A video discussing Joke or hoax video An instructional video
food items, such as creating 2 soda or educating viewers on food, centered around a food item on how to create a certain type
geyser with Diet Coke and Mentos. often focusing on food science or establishment. of food, meal, or confectionary
or food production. decoration.

A review of & food itemn,
often branded and
packaged products.

Tips and Hacks
|...,- Tips and acvice to allevizte

evaryday pains of cooking, such a5 an
easiar way to peel hard-beiled eggs.

Figure 7: Food and Beverage Video Genre Performance on YouTube

Average Views | Aversge Engagements ]

(EEET

Source: Prabiity

, Sopfomber 2017

Rawviow Food Comady  Informaticnal Challangs

Tips and Hacks

©




Figure 10: Average Channel Performance by Channe! Type
Average Views 5] Hwerage Engagements ]

influencer Brand

Sourca: Piaability Software, Sepbamibor 2017




U Figure 11: Top Food and Beverage Brands Across Platforms by Total YouTube Wews

f B O

Rank  Brand YouTube YouTube Facebook Facebook Instagram Twittar
Views Subscribers Video Views Followers Followers Followers

1 Red Bull 1498 .40 343M 48M T 22M

2 Coca-Caola TATM 1.5M 1168 106M 21M Aan

3 Sarite 244M 212K 16mM 23M Gaik 2B

4 Fanta 2180 ANK S 20M 1Ak 157K

5 Crao Cookie 19484 212K 231M 43M 2.3M BEIH

3] Chick-fil-A 141 ekl Tim oM BA2K BETH

) Pepsi 1358 FH2K 187M arm 1.1M AW

g Sudweisar arm 155K 255M 14M 257K 154K

g Heinekan a2 250K 1488 23M 230K 149K

10 KFC BamM A5TK 1038 A8M 1T.1M 1.2M

Sowrre; Fixabily Saftware, Sopdembar 2017
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EXTEND YOUR

AUDIENCE
ENGAGEMENT
STRATEGIES ACROSS
PLATFORMS
Nt
- 9
| ~
v
N/
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SO YOU HAVE
THE VIDEOS,
WHAT’S
















OBJECTIVES
&
MEASUREMENT
GO HAND IN
HAND
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#1. WHAT IS YOUR OBJECTIVE? HOW WILL
YOU MEASURE SUCCESS?

VIDEO KPI'S

VIEWS
IMPRESSIONS
UNIQUE USERS
AWARENESS LIFT
VIDEO RECALL LIFT
FB REACH
TWITTER REACH

YOU TUBE REACH

VIEW-THROUGH RATE
WATCH TIME/RATE
FAVORABILITY LIFT
CONSIDERATION LIFT
BRAND INTEREST LIFT
LIKEABILITY (content)
BRAND PERCEPTION

EARNED MEDIA LIKES

v

CLICKS (sites, content, sales)
CALLS

SIGN UPS/SUBCRIPTIONS
SHARES

COMMENTS

SALES

PURCHASE INTENT LIFT

TRIAL/ EVENT SIGN UPS
BLOGGER TAKE UP






‘ BRAND FORUM

——#N0O.2 -WHO IS YOUR TARGET AUDIENCE? where are ey,

WHEN, WHAT CONTENT DO THEY LIKE, WHAT DO THEY LIKE?)

St i S
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| u \./
\/K/‘ELCOM‘E TO MICRO MOMENTS... WHEN WE TAKE OUT
OUR PHONES TO TAKE ACTION,; e/

' r ' \ V%

F

I-want-to-know [-want-to-go I-want-to-buy
moments moments moments

Q'
=

65% 2X 82%

of online consumers increase in "near me"* of smartphone users
look up more information search interest in consult their phones
online now versus a the past year.* while in a store deciding
few years ago.? what to buy.*

66% YA AR

of smartphone users turn of smartphone users increase in mobile
to their phones to look up use a search engine conversion rates in
something they saw in a when looking for a the past year®

TV commercial local business.*




IMPLICATIONS FOR YOU...

BE THERE; think about moment
mapping for your brand and your
category

BE RELEVENT; Match with what
your target audience cares about
BE QUICK; Video is a great short
cut to reach consumers —
snackable content built around
the relevant moments (6 second
bumpers ideal!)

~ o




#NO.3 - UNDERSTAND THE TYPE OF CONTENT YOU
NEED OR HAVE CREATED

Large-scale, tent-
pole events or “go big"
moments designed for

broad awareness

HUB: Regularly
scheduled “push” HELP: Always-on “pull”
content targeted to content optimized to
customer passions user intent

Media Spend/Reach

HERO, HUB, Help: A Framework for Brand
Publishing




' sproutsocia

Save Time & Do More

You are the contentyou publish With Sprout Social

With the right tools, any small business, no matter the size, can
Scoop. it! & y W ]
Content Curation.Service

Professionals:
ur

AND LOOK TO THIRD PARTY PROVIDERS TO HELP
BUILD UP AND DISTRIBUTE YOUR CONTENT
FRAMEWORK -

~—

et

CAROLE ANN CLARKE CONSULTING 3/5/2018



N L
HILST CREATING CONSISTENCY IN YOUR OWN
CONTENT




THINKING ABOUT THE VIDEO YOU HAVE JUST MADE,
WHAT MOMENTS ARE YOU TAPPING INTO?
WHERE WOULD YOU PLACE YOUR VIDEO IN THE
HERO, HUB, HELP FRAMEWORK?

CAROLE ANN CLARKE CONSULTING 3/5/2018
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\J#Ki/(/) 4; UNDERSTAND YOUR PLATFORMS AND CREATE
THE RIGHT FORMATS

59% of the population a 500k users

Average age; 30.6 L M 53%=15-24

BUT Mobile users average | BUT 92% of all journalists use it
Age = 25 In growth after a period of decline
Small dip in penetration

44% users + 35yo 43% of users between 15-24
But very large young audience @ Average age; 20

too

28% of Population 5% of the population
Average age; 23.3 » de 51% <> 18 & 24 ~
Stagnant in the last year tnoer 32% <> 25 & 34

o
70% of posts not seen U can advertise via FB audience _
Creative channel

34% higher engagement for |
Videos posts 9pm weekdays ~ \J Sourcés; e-Tquque, 89/310,\ campaign Iiy

network



) Video Formats relevant for any platform A\
.Qﬁ@%
A
O — ¥
L. Animated g@
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2- Stop Motion




| 5rANDFORUM |

#NO.5 ; FOLLOW AN EFFICIENT AMPLIFICATION -
PROCESS &

e’
{ E | -~ SHARED
v \\—/j \
Exhaust your Leverage any What partners It you want it to
h Is influencers can you build reach consumers
G Y : you have to put
first; alliances with? some paid behind

it

\./
CAROLE ANN CLARKE CONSULTING
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\/ / \ 7 \
#YOUTUBE & FACEBOOK OFFER DIFFERENT &g
BENEFITS

1 10
I
. 5
View —| Views
(30 secs) (3 secs)

« Great for quality watched time « Great for impressions
« 5 seconds per impression  Niche (specific target)
« Non-completed views (or less than « Sharable content

30sec views) are free! « Keep it Short

N’

'



OW A CONNECTIONS PLAN MAY LOOK (EXAMPLE ONLY)

Host platform
upload
(YouTube)

Employees
and associates

Opt in CRM
Databases

Website

Google
Search

YouTube
Search

Influencer

outreach

Twitter Search

Skippable
Pre-Rolls

Non
Skippable
Pre-Roll

Paid Video
Seeding

Social Ad
Products
(reach)

Custom Match

Display
Advertising

Retargeting




HOW THIS MIGHT YOUR PLAN LOOK?




BRAND FORUM

’ # NO. - ENSURE YOUR VIDEO IS NOT STAND ALONE
- CONTENT (AVOID LUGGAGE CREATION)

MAIN VIDEO

CREATIVE CUT DOWNS
RELEVANT AND STANDOUT STILLS

SEARCH COPY
POSTS COPY AND LINKS

OTHER CONTENT TO HELP
TELL THE BRAND STORY OR BRAND BENEFITS O,

St \ / R
CAROLE ANN CLARKE CONSULTING
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yﬁ_ IDEC.AD FORMATS FOR FB

CANVAS — MOBILE FULL SCREEN
VIDEO ADS

CAROUSEL - 10 IMAGES AND OR VIDEO

SLIDE SHOW ADS — (NO VIDEO PRODUCTION!)

CAROLE ANN CLARKE CONSULTING

3/5/2018
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SOME DEO ADS+ ENHANCERS FORMATS FOR YOUTUBE

g
True View — MOBILE FULL SCREEN
VIDEO ADS

6 second Bumpers — quick + impactful
R

4

PLATED
WITH
CHEF
JACQUES
LA MERDE

Skip this ad now »

SWEET CREMES

Youtube Cards

YouTube

Homepage

Take Overs Free user-friendly, cross-
screen format that
enables you to engage
with the user and promote
the scanning feature of
the challenge.

¢ é
" :
ow to Cut an v
= ay | Tosca Food
> ") 3 T
— - .
23 ol -
\h-‘) ,
A _— - - _ - ot
How to Make Prawn and Avocado Salad | Tesco Food /



https://www.youtube.com/channel/UCUA_qA_AK1qLSpIQMztOP4A
https://www.youtube.com/channel/UCUA_qA_AK1qLSpIQMztOP4A

deos\/ :

GUNPOWDER
IPASH GIN =

:alope from the curious Drumshanbo Gunpowder Irish The Curious Mind Drumshanbo Gung

YOU AVOID
YOUR VIDEO

inbo Gunpowder Irish The Lads from Sports Bar
wates its Ist Birthday... 6.8k views - 18 May 201 Colorado Springs take... B E I N G A

STANDALONE2 ~

GUNPOWDER IRlBH GIN
v DISTULATION 10D

(¥

IANBO GUNPOWDER Good morning from outside The  Drumshanbo Gunpowder Irish Discover The Shec N\
N being slow distilled... Shed Distillery of PJ Rigney in... Gin 24k views - 23 Apr \ /

-
3/5/2018
esh malted Barley at Session at "The Shed" The wind and rain makes an Mashing in special )
i today! 11k views - 28 February 2016 impression at The Shed... Still* traditional Iri: /’ \/
5 - 28 March 2016 579 views - 26 December 201¢ 3.4k views - 9 Nove [
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# NO.6 ; GET YOUR VIDEOS READY FOR
_ AMPLIFICATION INCLUDING WHERE YOU WANT YOUR
CONSUMERS TO GO/DO POST VIEW

1. FIND OUT WHAT YOU CAN AND CAN'T DO ON THE PLATFORMS
YOU INTEND TO USE (INCLUDING YOUR OWN!)

2. RESEARCH UP TO DATE BEST PRACTICE TIPS (YOUTUBE AND
FACEBOOK ARE GOOD RESOURCES FOR THIS)

3. ENSURE THE TIMING OF YOUR VIDEOS IS APT (RECIPE
VIDEOS 20-40 SECONDS ON FACEBOOK, BUT LONGER FORM
ON YOUTUBE) g

CAROLE ANN CLARKE CONSULTING



XML Video Sitemap

Ganerated by Yoast's WordPress SEO plugin, this is an XML Video Sitemap, maant for consumption by Search Engines.
You can find more information about XML Video sitemaps here.

This sitemap contains 17 URLs.

Google webmaster tools e ron g - -

e

- ‘SEOkioberfest 2010: looking forward to It - n 16:08
! IR T
Status Type Downloaded
v Mobile Jul 16, 2010 - TOFINMASGR TR TS TSNS Naiod oty RS SN VIS S A0 WS-
read why here.
sitemap.xml 4 Sitemap Jul 21, 2010
‘W3 Total Cache - WordPress Caching - s Total WordPress 1544
A sitemap xml.gz 7 Sitemap Jul 22, 2010 mmsam | Yosat Cache. Tha video showa how | usuaty set i up! Plugns. wa toral cacha,
st
tag/wordpress/feed v RSS Jul 22, 2010 Happy Birthday BuySellAds! - Yoast - et st s, wh oy oty O . 20100804 1357
video-sitemap xml 7 3 yideo Jul 22, 2010 . Sl s e o ey .
— Lovna L, 2010-04-30 08:30
(Delete) L T o W
wabsites sha was working on. During ...
Qul! Unleashing Quix - Yoast - Tweaking T've been working on a secret (side) project for 3-4 quix, 1515

Websites montns now, way longer than | ever inkended 10 work on &,
but s now ready for release. Im ready 10 show you Quik, 4
—— ool | think s very cool, .. 4




Use annotations to make your video work harder

. Speech

" Bubble

7 p—

CAROLE ANN CLARKE CONSULTING

Labels show their Text When
-the Mouse Hovers over them.

Help consumers find your video

H to Optimi Y Tube Vid
‘ How to Optimize a YouTube Video: Title / Description / Tags etc! [ +]
This video is all about Optimizing a YouTube, with a good title,
description and good tags' And therefore will allow your video to get
more views etc
YouTube tags x YouTube Title X  YouTube Description x
good tags for youtube vi.. X  How to get more views X
-
I ItI e Howtogetmorehitson.. X  MHow to make good tags x

Howto X  good youtubetities X  Good YouTube X  tags X

= =
Description -«
Suggested tags:  + Film (Media Genve) * Music Video (TV Genre)
lags ] (s

0ad + Opening + Theme

notice your thumbnail

fop 5 Healthy Tips | Panfried Cod and Ratatouille|  Friday Night Feast | Four
Quick & Easy | Jamie Oliver Bart's Fish Tales

HEALTHY START TO THE NEW YEAR  PLAY ALL

thy Pork Escalope with y Corn Chowder Healthy Breakfast Muesii Healthy BBQ Baked Beans
Super Greens | Jamie Oliver | #10He: als | 10J88Q Jamie Oliver |

LETS TALK ABOUT 5 INGREDIENTS  PLAY ALL

Ll PR
Y
“ih ? )
5 N L
= 3
) - 325

You have less than 2 seconds for someone to

Ve ™
g P =1 i .
u oAy
Jamie's Top § thy Ti

Kick off 3 Healthy 2018 | 1 The Perfect Bacon Sandwich
Awesome Weekend Dishes hour Mega Mix Battle | Jamie Oliver | HNY



https://www.youtube.com/watch?v=Oz08mUEG2Rw&list=PLcpoB2VESJmcFgPTj9R84Yly_xwyNmXxI
https://www.youtube.com/watch?v=Oz08mUEG2Rw&list=PLcpoB2VESJmcFgPTj9R84Yly_xwyNmXxI

\/

Wake an |mpo|c n the first few seconds You have less than 2 seconds for someone to

BORD BIA

notice your thumbnail N
“ Average % Completion ~ 33%
J Audience Retention

100%

3 ¢

3%

o

Os 18s 35s 53s im1z
Auto-Played 96%
Clicked-to-Play = 4%

A

W’ the time, audience retention drops after a few seconds

The Shorter the better (20 Seconds) Mobile or Deskfop?
— send them to your site for full recipe or youtube channel

. Tasty @
iy 2
[
Slow Cooker Short Ribs PLACEMENT

FULL RECIPE: hitp://bzid.it2dalL.mpB

'BABY POTATOES it I Mobile

1 Ib Al mobde (b v
Only when connecled 1o Wi Fi '
m Duskiop News Feed o
Deskto
E Deskiop Right Column p
K _ v

CAROLE ANN CLARK
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\_/ - Irish Retailers soon?

Supervaly
Real Food, Real People
e’
= Browseaisles  Specialoffers  Recipes &ideas = My usuals
Ideas & Recipes
Recipes
Operation Transformation Week One
Day 1 - Hake with Red Day 2 - Spaghetti Bolognese Day 3 - One Pot Chicken and Day 4 - Baked Pork |

Be Ready to move out of product pages
Into categories, occasions, recipes and more!

CAROLE ANN CLARKE CONSULTING
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__4NO.8 ; ONCE LIVE YOU NEED TO OPTIMISE (MAINLY
‘ FOR PAID)!

—_—

S - S :
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#9. WHAT KPI'S WOULD YOU PUT AGAINST YOUR g .
VIDEO BASED ON EVERYTHING YOU HAVE SEEN "+

TODAY?
VIDEO KPI'S VIEWS VIEW-THROUGH RATE CLICKS (sites, content, sales)
IMPRESSIONS WATCH TIME/RATE CALLS
UNIQUE USERS FAVORABILITY LIFT SIGN UPS/SUBCRIPTIONS
AWARENESS LIFT CONSIDERATION LIFT SHARES
VIDEO RECALL LIFT BRAND INTEREST LIFT COMMENTS
FB REACH LIKEABILITY (content) SALES
TWITTER REACH BRAND PERCEPTION PURCHASE INTENT LIFT
YOU TUBE REACH EARNED MEDIA LIKES TRIAL/ EVENT SIGN UPS

BLOGGER TAKE UP



WHAT HAVE WE COVERED TODAY? BT

1. WHAT ARE YOUR FUTURE OPPORTUNITIES AND CHALLENGES TO
OVERCOME

WHAT IS YOUR OBJECTIVE? HOW WILL YOU MEASURE SUCCESS?

oo

UNDERSTAND THE TYPE OF CONTENT YOU NEED OR HAVE CREATED

FOLLOW AN EFFICIENT AMPLIFICATION PROCESS

R 01

8. GET YOUR VIDEOS READY FOR AMPLIFICATION INCLUDING WHERE YOU
WANT YOUR CONSUMERS TO GO/DO POST VIEW

0. =

10. YOUR VIDEO AMPLIFICATION BRIEF (OF SORTS!)

St \ / S
CAROLE ANN CLARKE CONSULTING



