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PREFACE


To get the most out of this work, there are a few essential things you should know before reading.

You see, there is plenty of content online these days about “how to do video” as a company. There is very, very little, however, on how to truly grow your business, your brand, and your bottom line through this powerful medium.

As the authors of this work, Tyler Lessard and I (Marcus Sheridan) didn’t want to produce another guide to vlogging, Instagram, or the like. Instead, we wanted to show you exactly what has been proven to get real results by real companies doing some incredible (and attainable) things with video.

Our first goal is that you’re flooded with ideas as to what video could do for your organization—be it sales, marketing, or the customer experience.

Our second goal is that, upon finishing this book, you will have all of the basic tools, foundational knowledge, and direction you need to take action.

Fact is, unless you take action on what you learn through reading this, we will have all failed. This is also why we’ve developed a robust series of further training videos and templates at www.thevisualsale.com. We invite you to explore them and, most of all, use them.

It’s important to note that writing a book on video isn’t easy. Words will not do nearly enough justice to fully show the many types of videos that are discussed within these pages. Nor would it ever make sense for us to do a deep-dive on technical things like equipment, video tools, or other tech due to an ever-evolving industry. So if you’d like to learn about these things, and get our most recent recommendations on each, simply visit www.thevisualsale.com.

Finally, whether your company is business-to-business (B2B), business-to-consumer (B2C), services- or products-based, large or small—the principles and practices you will learn about in the following pages will apply to your situation, as they have proven themselves to be universal.

After all, what we’re really talking about in this book is trust.

That’s it.

Trust is the building block for all businesses, no matter industry or size. In this case, we’re just discussing how to generate more trust with video. So please be open to the possibilities. Just because it has never been done before within your industry doesn’t mean you can’t be the first.

Finally, because we’re so serious as to your ongoing success, we want to welcome your feedback and questions.

You can reach Tyler at tyler.lessard@vidyard.com and you’ll find me at marcus@marcussheridan.com.

Here’s to “showing it” better than anyone has ever shown it before...






An Introduction by Marcus Sheridan YOU ARE A MEDIA COMPANY


A few years ago, as I sat contemplating the ever-evolving buyer of today and the general inability of businesses to adapt quickly to this movement, my mind became centered on this thought:

[image: Thumbnail of playbutton] Video is a fundamental part of the buying process, and yet most businesses did not seem to know how to deal with the shift.

It’s not that businesses didn’t see the power of video. Rather the idea of video production—at least in-house—seemed completely unattainable to them. And, time and time again, I saw a pattern of businesses making the same mistakes.

They would spend thousands and thousands of dollars to hire a video production company, only to walk away with a couple of videos, a gaping hole in their marketing budget, and not much else to show for it.

Having the firm belief in the fact that the future of digital for businesses is the ability to produce the majority of their own content (without the need of outside help), I posed the following question to our team at IMPACT, my digital sales and marketing agency:

“Can we teach companies how to create a culture of video in-house? One that starts with the sales team and can be done without them needing to outsource anything?”

The reactions to my question were mixed:

“Marcus, that’s never been done before.”

“If we’re not producing videos for our clients, how could it be a viable business model for us as an agency?”

“Most companies will fail if they do this themselves.”

I pushed back again:

“Why not? Why couldn’t we be the first firm to truly ‘teach’ organizations how to embrace a culture of video in-house? And why couldn’t more sales (and marketing) teams start catching the incredible power of this medium? This is obviously where the world is headed and so what if no one else is doing it? It’s what’s needed. And it’s the right thing to do.”

With that, an incredible journey began. We threw ourselves into video and decided to teach it just as we had taught inbound sales and content marketing in my first book, They Ask, You Answer—start with sales in mind, and the rest will fall into place.

And fall into place it did.

Today, hundreds of clients around the globe have embraced a true culture of video within their organization.

It turns out that I wasn’t alone in thinking that companies wanted to control their digital destinies, and there was a market for it. A lot of business owners and CEOs felt exactly as I did—that in-house ownership of video would be critical to their success in the years that lie ahead.

Even better, video is the ultimate expression of They Ask, You Answer. Buyers want it. And not only do they want it, but more and more they are demonstrating a clear preference to learn visually over simply reading a textual explanation.

In the following pages, we’re going to answer three major questions about video:


	What types of videos actually get results from a sales and marketing perspective?

	What are some B2B and B2C case studies of companies having exceptional success using video?

	What must a company do to create a culture of in-house video that is built to last?



Keep in mind, we won’t be able to answer all of your questions here. We will, however, give you a clear sense as to what proven actions and steps you can take right now within your business to see quick, powerful, and even extraordinary results from video.
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A Note from Tyler Lessard


I haven’t always been the “video-for-business guy.”

In fact, I have no formal training in film or media, and when I joined Vidyard as vice president of marketing, I had no idea how to create or publish online videos. While I’ve long been a big advocate for video in marketing, it wasn’t until I started recording and editing my own personal content that I truly appreciated its full potential.

It was the summer of 2017 when LinkedIn announced support for video content.

LinkedIn had always been an important networking channel for me, and I knew video would quickly take over as it had on Facebook and Twitter. But to start posting videos consistently on my feed as Vidyard’s VP of marketing, I knew that I had to reduce my dependency on our in-house video producer before my demands became too much.

So, I learned how to capture “good enough” content with my smartphone, webcam, and GoPro. My two oldest children (eight and 10 years old at the time) taught me the basics of video editing in iMovie—which was a very humbling experience, I might add!

I bought a license to a stock music library and graduated from iMovie to Camtasia, a more advanced editing tool. I started experimenting with short videos at home to share with friends and family in addition to creating content for my social channels.

Amazingly, it didn’t take long for video creation to feel natural, efficient, and incredibly fun.

Then it happened.

In early 2018, Marketo (now an Adobe company) launched the Fearless 50 awards program to recognize the most innovative and fearless marketing professionals around the world. To apply for the award, nominees had to share a video on social media explaining why they deserved this recognition.

As I started reviewing submissions from other nominees, I noticed they all followed a similar format: An individual in their office or home, on a webcam, logically explaining why they deserved to win.

They were all great stories, but very few made a lasting impression and none were particularly memorable. I knew there was an opportunity to leverage the real power of video to show, rather than just tell, how I’m a fearless marketer.

To create a video that my eight- and 10-year old children would be proud of.

So, I downloaded clips from some of our best marketing videos and captured screen recordings of our top campaigns. I found the instrumental version of the Imagine Dragons song “Whatever it Takes” to act as the hook for my video.

Then, I recorded my own lyrics to describe how I was willing to do whatever it takes to generate new leads as a marketer—and let’s be clear, a singer I am not. In fact, my singing was really, really bad.

Still, I mashed it all together and unapologetically put myself out there with a one-minute video that made people laugh, applaud, and share.

Did it take more than an hour or my time to create? Yes.

Did I enjoy every minute of it? You bet.

Did I earn my way onto the Fearless 50 list and get my face plastered on a 30-foot billboard in San Francisco? I sure did.

Using video in a creative way to show rather than tell, to entertain my audience, and to be truly authentic made all the difference. And what I’ve held onto until this day is that I did it with something that I created myself with no budget, a little creativity, and yes, a dash of fearlessness.

Thus began the latest phase of my journey as not only a video marketing and video selling strategist, but as a video creator who uses visual storytelling to connect with my audience.

Because fundamentally, the business world is all about connections.

It’s the most important lesson I’ve learned during my career as an engineer, a business development executive, and now a marketing leader at Vidyard.

When I say “connections,” I don’t mean who you know or how big your following is. I mean real personal connections built on emotional resonance, and earning the most coveted prize of all from your colleagues, prospects, and customers: trust.

Every great sales rep knows the power of connection and trust. If someone knows you, likes you, and trusts you, they are much more likely to buy from you.

However, in an increasingly virtual world, we can no longer rely on face-to-face meetings, phone calls, or static content to build relationships. And, as we all know far too well, in times of crisis — when social distancing and travel restrictions are a reality — digital channels may be the only option we have for engaging clients in a truly personal manner

And, if there’s anything I’ve learned in my six years at Vidyard—a provider of video hosting, creation, and analytics tools for businesses—it’s that video is the next best thing to being there in person when it comes to creating connections and earning trust.

I partnered with Marcus on writing this book to share what I’ve learned about the power of video as a content format, and how it can be used by any business to grow faster in the digital age.

We share a passion for video’s unique ability to create connections between buyer and seller. We bring a wide range of collective experience from helping hundreds of businesses implement video marketing and video selling strategies.

Most of all, we share the belief that the most valuable ideas are those you can implement quickly today, with no additional budget, to transform how you do business tomorrow.






Chapter 1 WHY VIDEO WORKS


It’s no secret that people love to watch videos.

But the reasons why we find that play button is so irresistible—and the ways in which we can use it to fuel growth—may not be so obvious.

Ever since television found its way into our homes in the 1950s, video has been the next best thing to being there in person when it comes to how people prefer to learn, share ideas, and be entertained.

Video is a window into countless stories, a first-hand view of major events, and an instant gateway to knowledge and learning. And—if you look at how younger generations are consuming, creating, and sharing video—it’s only going to become even more pervasive in both our personal and business lives.

In fact, I’m lucky enough to have my own focus group on this topic in the comfort of my own home: four digital and video natives (AKA children) between the ages of four and 12 years old. Each and every day I bear witness to how different their content consumption behaviors have become compared to when I was growing up.

There was one day in particular when this became all too clear to me. In fact, it made me pause and wonder if I should even be writing this book!

I was in my study working on this very manuscript when my 10-yearold son, Alec, popped in to see what I was doing.

“I’m writing a book,” I said.

Of course, he replied as most children do to any statement made by their parents:


“WHY?”

I explained how I’ve had a unique opportunity to learn a lot about video and marketing, and that I wanted to share what I’ve learned with others. Only to realize that he wasn’t asking me why I was writing the book, he was asking me why I was writing a book.

From his perspective, why wouldn’t I be making a video, a podcast, or a voice-activated online service instead? Something people can play rather than read?

Point taken.

To be clear, it’s not that my children don’t read, or that they don’t love a good storybook. However, when it comes to learning, sharing, and being entertained, their preferences are now voice and video.

During homework time, phrases like “Hey Google, what’s six times nine?” or “Let’s search YouTube for that!” are increasingly common.

Amelie, my soon-to-be “screenager,” shares videos every day using Tik-Tok, Instagram, Snapchat, and a myriad of other apps that now include record and play buttons. Alec spends his weekends making iMovies with his friends. My four-year-old daughter, Juliette, turns on Netflix and finds the exact episode of Peppa Pig she wants to watch—all in a matter of seconds. My seven-year-old son, William, aspires to be a YouTuber. Not a firefighter or an engineer, but a YouTuber.

And when schools and businesses were closed due the coronavirus (COVID-19) pandemic, nearly all of their lessons and courseware shifted to online video, breeding a whole new generation of “ZOOMers” virtually overnight.

To them, video is simple, engaging, and expected. It’s truly fascinating (and occasionally terrifying) to observe as a parent—and to consider as a business leader—how these new baseline expectations will impact how we connect with customers in the years ahead.

It’s already started with video conferencing and two-minute explainers becoming the norm. However, this is only the beginning of the self-service visual age for business where video has a massive role to play.

While members of the “Millennial” and “Gen Z” generations have grown up during a time when video is highly accessible and immediate, the reality is that we’re all hardwired to love video content, no matter our age.

In fact, according to Nielsen’s 2018 Total Audience Report, the average adult in the United States now spends nearly six hours per day watching video across their television, laptop, smartphone, tablet, and TV-connected media devices.

Add to that the more than 1 billion hours of video consumed every day on YouTube, and you start to appreciate just how ingrained video has become in our daily lives.

And while video creation and publishing have traditionally been an expensive proposition for most businesses, we now carry high-definition video cameras in our pockets, and many business-grade video hosting services are free to get started.

The opportunity in front of you right now is to capitalize on the power of video in your business to attract more prospects, earn their trust, and deliver an exceptional customer experience—whether you’re selling to millennials or boomers, business professionals or consumers.

To master the art of video in your own marketing and sales, it’s important to understand why people have such a voracious appetite for it. And the secret to why we love video lies much deeper than our love of entertainment.

It lies in human biology and how our brains process different forms of information.







Chapter 2 THE POWER OF VIDEO IS AS EASY AS THE 4Es


Video is a fundamentally different medium than text and static content. It isn’t just a different way to tell the same story; it’s a richer way to tell a bigger story.

It’s the perfect medium for explaining complex ideas, the most effective way to connect on an emotional level, and the next best thing to being there in person when it comes to establishing trust.

The key characteristics of video—and what makes it so powerful—can be easily remembered with what I call the four Es of video:


	Video is educational: It’s faster to process and easier to remember.

	Video is engaging: It enables us to tell stories and hold audience attention.

	Video is emotional: It can invoke joy, anticipation, trust and other emotions.

	Video shows empathy: It
 helps us relate and connect on a human level.



Few will argue that these four Es are essential to attracting, converting, and retaining more buyers—and video is the ideal way to bring these to life.


VIDEO IS EDUCATIONAL

I live just outside of Toronto, Canada, and it’s no secret that our winters can be a bit chilly.

And while I love the feel of the fresh cold air on a sunny winter’s morn, I don’t love the sound of my car attempting to start with a dying… dying… dead battery the morning after a deep freeze. I still remember when I had to jump-start my car for the very first time on a frozen winter morning.

Gloves off, hands freezing, anxious that I was going to electrocute myself and blow up my car, I still remember what I did that day. I pulled out my trusty BlackBerry and searched “how to jump-start a car.” I then read the step-by-step instructions from two different online sources and felt fairly confident I could tackle this without doing any permanent damage.

“But wait,” I thought to myself.

“What exactly does it mean when it says to connect it to the positive battery terminal? I think I know what the terminal is, but now I’m really regretting not taking auto shop classes in high school.”

So, to be sure, I hopped over to YouTube and watched a short video of someone demonstrating exactly how to jump-start a car.

A real person with real jumper cables and real cars. And, most of all, no explosions.

Thanks to that video, I was able to clearly see how to accomplish the task without anything being lost in translation. To this day, I can still see it in my head, that video of my online savior connecting red, red, black, black, then hearing that engine hum.

The visual version of those instructions offered complete clarity, a high degree of trust, and a very memorable explanation in a way that simple words could not.

There are a number of reasons why video is the most effective and memorable way to learn about a new topic. According to recent studies, the human brain processes visual information 60,000 times faster than text-based information. That means we can learn more from watching a 60-second video than from reading text-based content for 10 minutes or more.

Think about what that means for your busy prospects and customers who have limited time to spare to learn about your solutions.

Humans also store visual information in long-term memory, rather than short-term memory—a critical factor in our survival as a species—while text is handled in short-term memory.

And, as illustrated in my own example, video affords you the opportunity to clearly see how something is done, what it looks like, or how to complete a process whether you’re learning about jumper cables, home insurance, or the latest A.I. technology for your sales team.



VIDEO IS ENGAGING

Consider the power of great storytelling when brought to life on the big—or small—screen. Whether you cried during Titanic, cheered when Harry Potter defeated Voldemort, or simply had to see how things would play out in Game of Thrones, I’m sure you can recall countless times when you’ve gotten pulled right into a great story and felt compelled to keep watching.

So, it shouldn’t come as a surprise that our brains are hardwired to engage in a storytelling narrative.

Research studies suggest that we’re instinctively attracted to visual stories because they are how we have processed our most important information for millions of years. Stories are like healthy candy for our brains, so there’s no need to feel guilty for binge-watching an entire season of The Good Place (if you haven’t seen it, that’s your homework this weekend).

People are also more likely to stay engaged with content that has a sense of movement and progression. A recent study by Facebook on “the persuasive power of video” found that people tend to gaze five times longer at videos in their social feeds compared to static text. Meanwhile on Instagram, a simple cinemagraph—a static image that moves ever so slightly—captures people’s attention twice as long as a comparable static image.

Bottom line, if you’re looking to draw people into your story and keep them engaged longer, look no further than video.



VIDEO IS EMOTIONAL

A few years back, The American Society for the Prevention of Cruelty to Animals released a powerful commercial featuring a montage of homeless cats and dogs with unbearably sad music playing in the background.

The ad was not only memorable, it was hugely successful for the ASPCA, which raised $30 million for the organization in the first two years of its release.

As the proud owner of the cutest little French bulldog you’ve ever seen, the video struck a particularly strong chord for me, in addition to hitting home with thousands (if not millions) of others.

The success of the ASPCA’s campaign can undoubtedly be attributed to its evocation of emotion in viewers, and how it got them invested in the outcome of this story. Even if your business isn’t saving lives or rescuing animals, there are countless ways to tap into your audience’s emotions through creative storytelling.

Decades of research have shown how emotion influences human decision-making in a major way and ignites audiences to take action. If sadness doesn’t suit your brand, consider playing on humor, joy, trust, anticipation, or surprise as ways to stimulate an emotional connection.

Adobe’s “Mean Streets” video—in which a desperate CMO goes searching for clicks in all the wrong places (think dark alleyways and suspicious characters selling fake likes and views)—is a hilarious, on-point example of how effective humor can be when done right, especially in B2B where audiences aren’t expecting it.



VIDEO SHOWS EMPATHY

Terminus, a leading provider of account-based marketing software solutions, recently experimented with personalized video messages as part of their enterprise sales process.

In addition to their typical email and phone outreach, sales reps began recording short videos using their webcams as a way to introduce themselves to new prospects. The videos provided an opportunity to connect as real people and to prove, using visuals and their own body language, that they understood the problems their prospects were facing.

Not only did they see a whopping 300% increase in response rates, they also found prospects were responding in a much more casual and personal tone. On top of that, the number of meetings booked went up, while no-shows and cancellations went down. Much of that success was attributed to establishing empathy and relatability between buyer and seller, leading to a greater sense of trust early on in the sales process.

In short, people relate to, and trust, other people—not brands, guides, or email addresses.

When used effectively and creatively, the four Es of video can help any brand—and any individual—explode sales, drive marketing, and grow their business faster than ever.







Chapter 3 UNLESS WE SHOW IT, IT DOESN’T EXIST


A Word of Warning from Marcus Sheridan


A RECENT STUDY BY CISCO FOUND THAT, GLOBALLY, VIDEO TRAFFIC WILL BE 82% OF ALL CONSUMER INTERNET TRAFFIC BY 2022, UP FROM 75% IN 2017.

In other words, of all the time we spend on the internet consuming content, the vast majority of that content is video.

It’s easy to hear numbers like that and immediately dismiss them as flash-in-the-pan trends that will quickly fizzle out. In fact, I’m still astounded by the number of people that tell me:

“I don’t watch videos online—and if I don’t watch videos online, why would my customers?”

If there is one thing that I’ve learned over the past 10 years of creating what is now hundreds of successful digital marketing case studies, it is this:



WE SHOULD NEVER LET OUR PERSONAL OPINIONS SCREW UP SMART BUSINESS CHOICES.

At this point, video has nothing to do with whether or not we like it, use it, or can imagine our customers using it. The marketplace has spoken; video is not slowing down any time soon.

But let’s go back to this 82% statistic for a second because I want you to ask yourself one critical question:



WHAT PERCENTAGE OF YOUR WEBSITE, RIGHT NOW, IS VIDEO-BASED?

If you’re like most organizations I speak with, you’re likely in the range of 10% or less. This may make you feel as if there is no hope, but you should take comfort in the fact that, if you’re at 0 to 10%, your competitors are right there with you, as well.

There is no better time than right now to embrace video and visual selling, and all the benefits that will come from those efforts. But in order to do this, you cannot be passive.

Let me repeat that:

When it comes to video, you must not be passive; it’s not an option.

Don’t misunderstand me. I’m not saying you need to go out and buy a video production company to be successful. Instead, you must be the catalyst for a shift within your organization about how you view your future and the impact video will have on it.

To that end, the mindset that we teach all of our readers and clients at IMPACT, as well as my co-author Tyler Lessard at Vidyard, is this:



WE ARE ALL MEDIA COMPANIES, WHETHER WE LIKE IT OR NOT.

For example, River Pools (my swimming pool company) is a media company that happens to sell swimming pools.

Vidyard is a media company that happens to offer businesses a platform whereby they can build a sales and marketing culture around video.

The same is true for your business.

I know, such a mindset sounds like a contradiction but, given the needs and wants of today’s digital buyers, it is the inescapable evolution we must all make.

The moment we acknowledge we’re a “media company,” we start making decisions much differently than before.

But seeing yourself as a media company starts with an essential philosophy and mindset:



UNLESS WE SHOW IT, IT DOESN’T EXIST.

Think about that for a second.

How much of your business is stated but not shown?

Media companies recognize the more they show, the more buyers will appreciate their transparency and willingness to teach—and that ever-important trust we seek to earn from consumers will inevitably
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