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Modern marketing and 
communications are content-led
 
Video is now an essential tool for business as it improves engagement while maximising digital 
performance and SEO. It is the most effective engine room for any online campaign.  

With businesses behaving like newsrooms, video should be generated proactively and reactively 
throughout the year to drive key marketing and communications activities.  

With over 10 years of experience, blueprint.tv is an international content marketing agency that specialises 
in digital strategy and video production. We have produced campaigns for companies including Virgin 
Media Business, Williams, GE, Oxfam and The Cabinet Office. Our clients use video to tell their story. These 
stories build insight, influence and revenue. 

This guide has been created to demonstrate the power of video marketing. 









Strategy | The Video Content Marketing Process

When planning a campaign you need to outline your objectives and choose the right approach.
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20. Geo-targeting 
YouTube, Google Display and Facebook all  
allow you to select audiences by geographic 
location. Variations such as selecting a radius 
from a point of longitude and latitude or by 
postcode are well worth investigating.

19. Email Marketing - Demand Generation 
Email is becoming very popular again. There 
are some companies that specialise in 
assisting you to target new customers 
through email campaigns. Have a look at True 
Influence or Emedia. 

18. Free Press Release Services 
Free press release platforms can be a 
powerful tool in deploying your content. 
Check out PRLog, openPR and NPR or this 
extended list. This can help gain exposure for 
your campaign and improve search. Be sure 
to launch the release on the same day as the 
content or they won’t post it.

17. Interactive Clickable Video 
Clickable video benefits a campaign in many 
ways. You can enable the viewer to control 
and personalise their journey or purchase 
what they see on screen while boosting 
engagement. Have a look at WIREWAX for 
great customisable features.

16. Guest Posts 
Guest posts are a good way to improve your 
network. There are many excellent blogs 
across most industry sectors that allow 
people to submit articles. Have a look at this 
article for a large selection. 

15. Content Syndication 
Content syndication is taking off at the 
moment , hand in hand w i th na t i ve 
advertising. By clearly presenting your 
content through the relevant articles of top 
content publishers you can drive some 
serious traffic. Check out Outbrain or Taboola 
to start with.

Top 20 Tips

http://trueinfluence.com/
http://www.emedia.com/
http://www.prlog.org
http://www.openpr.com
http://www.npr.org
http://www.creativelysmart.com/top-50-free-press-release-sites-for-2015/
http://www.wirewax.com/
http://www.effectivebusinessideas.com/blogs-that-accept-guest-posts/
http://www.outbrain.com
http://www.taboola.com


14. Alternative Social Networks 
Aside from the usual suspects there are 
many platforms that can provide huge 
success if you match the tone and relevance 
of your content to their audience. Have a 
look at Bored Panda, StumbleUpon, Quora, 
Medium or roll the dice with one of these 
subreddits.

13. Social Media Management Tools 
H a v i n g t o o l s t o h e l p y o u m a n a g e 
deployment and stay on top of the noise you 
generate is important. Get started with 
Buffer for scheduling posts, Crowdfire for 
managing followers and Mention to get 
alerted where people use them or reference 
you.

12. Gated Videos 
This technique, which requires information 
from your viewer before they watch content, 
can be a powerful way to generate leads 
although it will reduce views. Systems like 
Wistia can also be used as a form of security 
to make sure that only selected or approved 
people are watching your content.

11. Influencer Identification 
Map out people with reach, relevance and 
resonance to your cause. We use a 
combination of Little Bird, Klear, Bluenod 
and Klout.

10. Keyword & Competitor Analysis Tools 
There are many players in this space but 
these tools can be very useful in getting set 
up on the right path for your keyword 
strategy and staying on top of what your 
competitors are doing. Have a look at 
Kissmetrics, SEMrush, Moz and Ahrefs.

9. Blogger Outreach Tools 
These are platforms that help automate the 
process of tapping into the influence of 
b loggers who are re levant to your 
conversation. This can drive views and help 
you grow quickly. Pitchbox or BuzzStream 
are two of the best.

http://www.boredpanda.com
https://www.stumbleupon.com
https://www.quora.com
https://medium.com
http://www.inc.com/elaine-godfrey/10-best-subreddits-for-entrepreneurs-on-reddits-10th-birthday.html
https://buffer.com
https://www.crowdfireapp.com
https://mention.com
http://www.wistia.com
http://www.getlittlebird.com
http://klear.com/
http://bluenod.com
https://klout.com
https://kissmetrics.com
http://www.semrush.com
https://moz.com
https://ahrefs.com
http://pitchbox.com
http://www.buzzstream.com


Although video is the most effective medium 
for content marketing, often it won’t be the 
centrepiece to a campaign. For instance, if 
your business objective is to promote a 
product, app or white paper, video will 
represent just one component of your 
campaign. You should therefore map out the 
user journey and identify where your videos 
(and all other components) will sit. 

Consider what mediums you might use to 
attract and convert viewers. 

You need to base these mediums on viewers’ 
attention spans as well as the environments, 
platforms and devices on which they will be 
viewing the content.

8. The Video Marketing Funnel 
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When you upload a video to YouTube 
(or another platform), remember that 
search engines will check your video 
just as they check websites to 
determine what the content is about.  

Before you upload your video there are 
a number of things you should do to 
the  file to improve what search engines 
will find. This also works with images. 

If you press ⌘/cmd-i (or right click and 
select ‘get info’ on a PC) you can then 
add a customised description, file name 
and set of tags. 

A. Choose the relevant tags for your 
strategy. 

B. Expand on the title to add more 
keywords to the campaign name. 

C. Add a description with variations and 
other terminologies.

7. File Optimisation
A.

B.

C.



6.
Twitter is really a distribution channel to find and connect your audience to destinations of interest for 
your business. Here are ways to enhance your video marketing through Twitter: 

  

A. Twitter Ads 
You can be extremely targeted 
with Twitter ads. Even a small 
investment can provide returns 
e.g. select campaigns to achieve 
Retweets, clicks, downloads, 
followers or leads.

F. Pinned Tweets 
As video generates the highest 
amount of clicks, always make 
sure your pinned Tweet is a 
video.

D. Twitter Cards 
Approve your site with Twitter 
Cards. You can then attach rich 
p h o t o s , v i d e o s a n d m e d i a 
experience to Tweets that increase 
the display size and drive traffic to 
your website. 

B. Hashtag selection 
Using a system like Hashtagify 
helps you identify the most 
popular hashtags based on 
volume as well as the best 
related hashtags.

E. Scheduling & Split Testing 
Use systems l ike Tweriod to 
identify when your followers are 
most active. Launch your campaign 
with a range of different styles and 
regular Tweets to identify which 
technique is most effective.

C. Click To Tweet 
Using Click to Tweet makes 
generating new links with Twitter 
as easy as possible.

G. GIFS 
GIFS are now (finally) supported 
on Twitter and can be a great 
w a y t o c a p t u r e p e o p l e ’ s 
attention.

H. Tweet & User Analysis 
Use systems like Twitonomy to 
get a dashboard of information 
to analyse profiles, Tweets and 
user engagement (including 
your own).  

I. Additional Tools 
Here is an exhaustive list from 
our heroes at Buffer.

http://hashtagify.me/
http://www.tweriod.com
https://clicktotweet.com
http://www.twitonomy.com/
https://blog.bufferapp.com/free-twitter-tools
https://buffer.com


5. Sitemaps, Structured &  Microdata 
These are all interlinked and can significantly increase click-throughs as well as provide a constant source 
of traffic. 

A. Video Sitemaps 
Sitemaps help Google know 
what your content is about. You 
can provide a wide range of 
details through different schema. 
I t a l so prov ides you wi th 
a d d i t i o n a l p r e s e n c e o n 
video.google.com and gets your 
thumbnail to appear in searches.

C. Structured Data 
This is a sub-set of Microdata 
and helps Google index your site 
and improve search. It helps  you 
appear in Voice Answers, Google 
Maps and Google Now. It also 
p r o v i d e s R i c h S n i p p e t s , 
Breadcrumbs or a Sitelinks 
Search Box.

B. Microdata 
This enables all search engines, 
web crawlers and browsers to 
extract and process information 
from your web page.



4.

A. Sponsored Inmail 2.0 
These are Inmails that have 
additional branding and links. 
You can add a link in the body of 
the email, a CTA at the bottom 
and a static display visual. These 
are available from LinkedIn 
directly or partner agencies.

E. Video Ads 
If your video is 30 seconds or 
less and on YouTube you can run 
a display campaign to targeted 
audiences.

B. Profile 
You can add different media to 
the summary section on your 
LinkedIn profile. Be sure to add 
your video here as another 
strong outlet for views from a 
relevant audience.  

LinkedIn has the highest conversion rate of any social network. According to LinkedIn, after Adobe started 
sponsoring posts, its audience was 50% more likely to agree that “Adobe is shaping the future of content 
marketing.” HubSpot also generated 400% more leads within their target audience on LinkedIn than on 
other platforms. 

D. Niche Vs. Mainstream 
When running a campaign, 
always take time to target 
focused niche groups that match 
your personas as a test before 
going mainstream. It is always 
better to run multiple smaller 
campaigns than one large 
broader one.

F. Posts & Pulse 
LinkedIn posts are a great way to 
push out your content. Before 
you post, select the best three 
category tags for external 
audiences to find it. If the 
content gets to 50+ likes and/or 
c o m m e n t s , t h e a l g o r i t h m 
changes to help it go “viral”.

C. Sponsored Updates 
SUs with an embedded YouTube 
videos that play directly in the 
feed have a 75% higher share 
r a t e . A l s o c o m p a r e r a t e s 
between CPM and CPC.



3.
With any campaign you need to determine how your content will interact with Google (in both paid and 
organic search). There are various video marketing options available through Google Adwords.

D. Remarketing 
Remarketing lets you show ads 
to users who have previously 
visited your website - it can 
transform ROI. 

C. Gmail Promotions 
Gmail Sponsored Promotions 
(GSPs) are a new way to target 
people based on their interests 
through their Gmail accounts.

E. Display Video Length 
On the display network, unless 
the viewer watches 30 seconds 
you will not be charged. Make 
the video file 32 secs in length 
but have the video end at 28 
secs to get free views if people 
click off early.

B. Google+ 
As a social network Google+ is a 
perfect tool for finding top  
influencers. It can boost your 
search credentials for relevant 
keywords . Use embedde d 
Google+ posts on your blog or 
press releases. It can also help 
y o u b u i l d y o u r Y o u T u b e 
audience.

A. Google Partners 
Working with an approved 
Google Partner ensures you are 
work ing w i th exper ienced 
businesses that can help spend 
your money wisely based around 
your objectives.

F. YouTube Integration 
Utilise YouTube advertising 
features including all TrueView 
video formats, calls to action 
over lays and demographic 
targeting for video campaigns.



2.
Google and YouTube are closely linked and represent the largest and second largest search engines in the 
world. Below is a selection of YouTube’s best features: 

  A. Captions & Annotations 
if your video does not contain 
speech, uploading captions or 
using annotations is an important 
step to ensure Google and 
YouTube can read the content.

G. Playlists 
A great way to add more search 
terms to your content. It also 
enables you to increase views for 
a collection of videos.

D. Thumbnail selection 
Spend time finding the most 
engaging thumbnail for your 
v i d e o t o e n s u r e t h a t t h e 
maximum people click on it.

B. Channel subscriptions 
W h e n y o u l a u n c h a n e w 
campaign be sure to follow 
channels with similar or relevant 
content to gain reciprocal 
subscriptions. 

H. InVideo Programming 
Create a logo or watermark that 
appears in the player on the 
screen at all times to link viewers 
to your channel.

E. Associate your website 
V e r i f y o w n e r s h i p o f y o u r 
channel. and approve your 
website.

C. Fan Finder 
Use five second videos to market 
on YouTube for free in order to 
find new fans and subscribers.

I. Cards 
Evolved annotations. Six types of 
cards: Merchandise, Fundraising, 
Video, Playl ist , Associated 
Website and Fan Funding.

F. Delete Poor Performers 
Remove content that does not 
perform well as this can impact 
the ranking of your channel.



1. Inbound Marketing 
Without doubt the most important component for advanced video marketing is inbound. Inbound 
marketing provides a comprehensive dashboard for you to promote and manage a campaign as well as 
produce quantifiable, measurable results on your returns. It helps govern all (and more) of the following:
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There are many suppliers in this space. Blueprint partners with HubSpot.

http://www.hubspot.com/


Gable House 
18 – 24 Turnham Green Terrace 

London, W4 1QP 
info@blueprint.tv | Tel: +44 20 8996 5156

Have a look at the previous chapters of the guide: 

Chapter 1: What is Video Marketing and why is it important? 
Chapter 2: How to start planning your Video Marketing strategy 
Chapter 3: How to structure a Video Marketing campaign 
Chapter 4: The Video Marketing content framework 
Chapter 5: Video Production approaches and techniques for business 
Chapter 6: How to deploy a Video Marketing campaign 
Chapter 7: Video Marketing for search 
Chapter 8: Video Marketing seeding 
Chapter 9: Video Marketing metrics and measurement 
Chapter 10: Top 20 Advanced Video Marketing tips and tricks

Beginner’s Guide to Video Marketing

http://newsroom.blueprint.tv/beginners-guide-video-marketing-
http://www.apple.com
http://newsroom.blueprint.tv/how-to-structure-a-video-marketing-campaign
http://newsroom.blueprint.tv/video-marketing-content-framework
http://newsroom.blueprint.tv/video-production-approaches-and-techniques-for-business
http://newsroom.blueprint.tv/how-to-deploy-a-video-marketing-campaign
http://newsroom.blueprint.tv/video-marketing-for-search
http://newsroom.blueprint.tv/video-marketing-seeding
http://newsroom.blueprint.tv/video-marketing-metrics-and-measurement
http://contentmarketing.blueprint.tv/top-20-advanced-video-marketing-tips-and-tricks


Locations | Contact

Address 
 
Gable House                        
London W4 1QP 
United Kingdom

Address 
 
642 King St. West, Suite 311 
Toronto, ON, M5V 1M7 
Canada  

Address 
 
5847 San Felipe Suite 1700          
Houston TX 77057 
United States

Address 
 
20 Gilmour Circle 
Cape Town 7800 
South Africa

London 
 
Mungo Park                       
Managing Director 

mungo.park@blueprint.tv 
+44 208 996 5156

Toronto 
 
Adam Park                      
Creative Director 

adam.park@blueprint.tv 
+1 416 548 4204

Houston 
 
Martin Vargas                     
Account Director 

martin.vargas@blueprint.tv 
+1 713 821 1370

Cape Town 
 
Mungo Park                       
Managing Director 

mungo.park@blueprint.tv 
+44 208 996 5156

To view any of our work please visit www.blueprint.tv

Please get in touch if you have any ideas you would like to discuss or if you would like to receive a 
free content marketing review 

Follow us:

mailto:mungo.park@blueprint.tv
mailto:adam.park@blueprint.tv
mailto:martin.vargas@blueprint.tv
mailto:mungo.park@blueprint.tv
http://www.blueprint.tv
http://contentmarketing.blueprint.tv/video-content-marketing-review-signup?hsCtaTracking=59b2e31f-c9c2-4235-8bbf-e103fa31355f%7C616cf0eb-56b8-4a01-8218-e057a980cd5c

