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YouTube has changed the way people watch videereTére a lot of entertaining and informative videailable
online today...for free with no commercials! Marfithese are not “broadcast-quality”, like you seeTV, but home
studio shows or just around the home, in the ¢er, e

Kevin Nalts is one such example. He has his ownaTYine Channel doing short comedy and parody -
http://www.youtube.com/naltsHe has over 115,000 subscribers to his charalkelvatching his videos.

Another example is William Sleddhitp://www.youtube.com/williamsleddl became aware of him when he started
being covered by the mass media - he still isétdp 100 all-time most popular shows on YouTubke show is
about beauty and fashion...by a flamboyantly gag migh the catch phrase, “Hey Bitches!” He alse baer 115,000
subscribers to his show.

With the entry of Tivo and websites that allow youwatch TV shows online without commercials, viesvare
increasingly likely to avoid or skip commercialsdasther blatant advertising. With the passinghef €CAN SPAM Act
and development of permission-based marketing,esigware increasingly critical of receiving anythorgoeing forced
to view anything they don’t want to.

The rules have changed and what worked for broadaadoes not work online. It is not like the aldys when there
were 3 channels to choose from and you were mdessitrapped. Now with the internet, there aréans of
channels...many available on demand, so the viewatch it when it is convenient for them. The intt is a place
filled with people with short attention spans. §ts channel surfing magnified many times ovemhat is being
watched does not hold the viewers interest, thererdlions of other things they could watch insteand they will
turn the channel quicker than ever.

What should we keep in mind when thinking aboutifga video produced for our business?

Stay tuned.
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It's Not About Youl!

This is the first and foremost rule of online video businesses...it's not about you, it's aboubuwswatching the
video. Focus on the viewer. If you try to makabbut you by making a commercial, your viewers gilickly
abandon the show and go onto something that isriapioto them. People are on the internet for tikgrests, their
needs, their entertainment, their goals, etc.tmbear about what you have to sell.

People want to be educated, entertained, and iefibrrbasically, “what’s in it for me” (WIIFM). §ou can get one of
these elements into the video, it will likely haa@me degree of success. Get more than one, endldt be a hit.

For example, have you ever heard of Blendtec? Bloout a series of short online videos called “WiBlend?” -
http://www.willitblend.com/

Blendtec blenders and mixers are in some of therbstaurants,
juice bars, ice-cream parlors and gyms all ovemtbdd. As the
popularity of these products has grown, customave inquired
how they can get “Total Blenders” for their homéeT
company's growing consumer focus inspired its entry
YouTube marketing. Blendtec got the idea for itdeas from
actual destructive testing that has been going timeacompany
for years. The Marketing Director saw the ownedfeg a 2" X
2" wooden board into a blender as part of a despeitest and
found it fascinating. The Marketing Director thotigithers
might get a kick out of watching the process, daitlea of
creating a video was born.
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. Within the first week of posting the first fivedeos on YouTube, the company's videos had 6 milliews...a
truly viral video.

. "Total Blender" sales have increased 500% in 2007.

. As of May 2008, Blendtec has 64 videos online, By are attracting 200 million views a month.

. They even have a place for visitors to suggest wis& to try to blend to engage viewers. The \sdeave a

huge fan base.

You can watch him blend glass marbles, golf bdkisynhill skis, an iPhone, and much more. Sureidéa is to sell
more blenders to consumers, but the video hasnmgtbido with selling the product or the compamfat is why it is
so successful.

Imagine if they just did a commercial about howegitheir blenders where. Imagine if they addedlesspitch...”you
too can own one of these fabulous blenders for $539call now and get the Total Blender for $389'.9You
wouldn’t have seen the same kind of turnout or es&c It would not have been shared (which makésiavideo). It
is primarily a fun video (entertaining) that secarnily also demonstrates how good the blendersiafi@hative).

If the video is not entertaining, then the undexdyprinciple is that if the video has value to vimwer, it will be
watched. How does the video make their life b@ttelow does the video solve their problems and gesepain?
What are the benefits for the viewer? You musehawpathy for the viewers - understand their cors;garoblems,
and needs. Care about your viewers and figurevbat they would like to hear about or experienbat(has some
connection with your business).

Don't talk at viewers - engage them. The videa ®nversation...a form of relationship. Don’ttinysell them. The
more salesy and commercial-like a video becomesyitre of a turnoff it is to those watching theead People don't
like commercials. The popularity of Tivo is praufthat. People don't really believe commercialgraore. | saw a
video on OxyClean...as | knew it was a commeraidmercial designed to sell me, | could not trtistso | was
unconvinced by the ad. Many people are the sangeweano longer believe what companies tell us.

The more focus on what is in it for the viewer amgdjaging them...the more successful your videoheill
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Tell Me a Story

Children love stories. Being told stories is sdmmeg we have
enjoyed since we were very young. It hasn’t chdngew that
we are adults.

In fact, we not only love to hear stories, but €sodell
ourselves stories all the time. When you buy “arga
whatever, “baked not fried” potato chips, “freegahimeats, or
any other “healthy” food...you are not buying tbed. You are
telling yourself a story how this food will makewabealthier.

Our car is not just a car. When you buy a carkthe of car
very much depends on the stories that are impaibaydu and
you tell yourself. Some people will not be caugdad buying
certain kinds of cars...why? Because of the dtuey are telling
themselves about that vehicle. If it were notthar stories, any
car would do...it gets you from point A to point B.

People do not buy products or services, they huyest The
most effective online videos tell stories...andllest of those
tell stories that the customers tell themselves.

The stories we tell must have some connection authproducts
and services to be really effective. Relationahams must be
present or what may happen is that people remethbefideo,
but they don’t remember the company at all.
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Engage the viewer. Help them see themselves yesimgproducts or services. Ever notice that tret biories are the
ones you can almost see yourself in...it hooksigtiuthe story? You are engaged. Online videostrangage their
viewers...make them a part of the story and coaviers.

You can use benefits t
engage viewers and te
a story to them. Too
often companies focus
on the features of thei
products and services
and not on the benefits
Instead of saying what
it is and what it has, w
should be focusing on
what is in it for the
buyer and how does it
make their life better.
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Transparency

Viewers want an open and honest view. Transpansrmgygrowing issue. Instead of being sold toyweis want to be
educated and informed...and the internet has beeciless against those who try to hide detailscredht.

For example, there was a couple who traveled iR\&and chronicled their experiences through bloggimhey
parked nightly in lots next to Walmarts around ¢bentry...and blogged about the retailer's empleya® customers
as part of the blog. This became a marketing tisagen it was found out that the vehicle, meatsl all other
expenses were paid for by Walmart. Later represees apologized for its failure to be transpareres, | know this
is blogging and not video, but the principle applier online video as well.

If you fake a video or parts of a video, and ihd really typical - the internet population wildjéire it out and it will
turn into bad press and mistrust of everything gowoing forward. Don’t even try to hide anythimigbe sneaky.

Everyone and everything has its flaws and negativéswers understand this. So if a weaknessaw f§ mentioned
in the video...or during the filming there is atstuor such flaw in speech...and you leave ihmfinal video, the rest
of the video is more believable. I'm not sayinggwideo should show a flaw or negative, but themo need to be
perfect. Just be honest.

This is why | am so against scripting. We aremaking a movie...we don’t need a script. One effitst videos |
produced when | started Peek Productions was fionarofit. | was interviewing volunteers with gtieass that were
prepared ahead of time (unknown to the volunte€rbese were questions about why they became ateely what
good have they seen, their favorite event, etd¢erAfompleting one of my interviews, we decidedilto that segment
again.

The second filming was really unusable. The vaantad heard all the questions before and thafgiriswers
already, so all the emotion that she was showinarfirst take was pretty much absent in the s¢¢take. She was no
longer remembering the situation and the feelifgad...she was remembering her answer. Her ansveeesshorter
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too, with far less detail. | could plainly see tliference between the first take and the secake.t Those who try to
act it out in some way usually feel fake and thaewi no longer seems credible or trustworthy.

Back in August 2006, | saw an article in BusinessWealled “Online Video Dos and Don’ts”. | was y@leased to
see “Don’t Fake it” and “Don’t Script it” on thesh.

One of the first posts on my blog (Peek Into Prédidns) was about Google’s recruiting video. | didike that in the
first 10 seconds of the video, they had a totalketl “interruption” - with a comment of “we’re makj a movie” and a
look of surprise. As if the lights, camera, anecwere not an immediate giveaway. The interruptedt fake and
scripted, and that really diminished the overdietfof the video. That faked bit will always lethe back of the
viewers’ minds - “what else is faked or too goodbéotrue?”

Be open and honest...and give viewers a transpanentrue peek into your company.
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Differentiate or Die

“ . . We are the only
One of best “starter” videos for companies who whaeir L=t restraunt that gives

first online video is the “about us” type of vide®he story isi St you s ecminidesert
. - with every dinner.

your company and products/services. ldeally,\tfdso

should tell your story in terms of your Unique 8gjl

Proposition (USP).

Some may ask, what is a USP? Basically, what myaies
different...and why would a customer buy from yostead of
your competitor across the street. There are $hingt make
your company unique...and if there isn’t anythiym better
find something fast because you are heading fastis.

It is the USP...what makes you unique and differg¢hat is a part of your story and makes a pigtyd video. Now
this video can be used on your website, blog, espaiid online directories/maps like Google LocatiBess (which is
a free listing that allows up to 5 videos to baclted to your profile for free). It is a kind afiversal video that can be
used anywhere, which means it may not be as spadfit should be to sell specific products ansises (if you offer
many).

Another thing to remember is that people do notfoom businesses, they buy from people. In pddicypeople they
know, like, and trust. So online videos shoulgbesonal. Let them see you and get to know you.

This is not the time to keep up barriers and wallanonymity. This is the time to have a facaneaand personality.
This is not the time to be like everyone else.sThithe time to stand alone because you are eliffer
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The ideal is to be remarkable...something ablestcelnarked about. Like
Seth Godin’s Purple Cow...who wouldn’t mention agbei cow that they saw?
In today’s world, with the overload of data on thrnet and commercials we
are subjected to everyday, to be ordinary is tmbsible. No one forwards

( an un-remarkable video. No one remembers an uast@ble product/service
or company. In the new marketplace of today, yaxehto stand out...or you
will be invisible.

If you are like everyone else, it comes down taqrias all commodities are sold. | never buydyeskts in stores
anymore, | always go online. | haven't found aaggl else where you can buy 1000 count cotton skéefor $80
(normal retail about $250). It is a commoditydon’t care where | buy them or from whom, just gine high thread
count in standard colors at the cheapest pricdlgessStores in the malls could never convincetongo into their
stores for bed sheets...they can’t match the price.

The same applies for gas...as | am driving, | gilvéocheapest place possible. Whatever your pteduservices are,
you have to find out what makes them differentis hot like everyone else...your product or servicnot a
commodity. People can only get it here...at yaumgany.

Think of dentistry. A dentist is a dentist..rightheard of a dentist who made their office loitde Isomething out of
Star Trek. Now going to the dentist is an expaegnvhich is another secret of marketing. Peoptétduy products
and services, but experiences. Yes, this is akgtdries. So if your video can illustrate what #xperience will
be...all the better. If it is remarkable, like @ISTrekked dentist office, then you have a wirarad will receive lots of
free word of mouth and your videos will be passediad.

Lastly, also related to people buying experiencethat people buy emotionally...not with the he#d/ou can touch
them in some way, the video will be all the more@ive. So as you are thinking about how your pany is
different, keep in mind the feelings and experisnd@emember, be different...be remarkable.
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Short is Better

Online videos should be direct, focused on a sitapé, and focused on one target market. Alsdeu® minutes in
length. This is my rule of thumb.

On my blog, | wrote about Sleepy’s, The Mattressfégsional’s recruiting video. It was nearly 1(hates long!
After the first couple of people that spoke, | fdunyself sleepy. It was too generic and coverediiany topics. |
think it could have been four distinct videos.

| have heard it said that the average length ahenlideo viewing (before going elsewhere) is threeutes, with the
average viewing time of recruiting videos being taval half minutes. With a video ten minutes Idmgy many will
make it to the end? And if you cover several tepweho will stop watching the long video beforealgag the
information they could have most used? Videos doome with outlines, so people don’t know whatasing up in
a video or even if what they want to hear abowohishe video at all.

| don’t recommend putting outlines in your videpsst split them up into shorter videos. Thenigtthem together.
That way a viewer can view or not view whatevettipos of the video they like. These days the pdiesrwith the
viewers and public...don’t try to force them to se®hole long video. They are far more likely tateh a short video
and then continue onto the next short video yoerdffan watch one long video to the end.

There is something called video snacking. Pedkdewatching short, interesting videos. Produdiitipos into
“snack sized” portions will increase the likelihoofithe video being watched...and being watchetiécend.
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Don’'t Say How Great You Are Yourself

Commercials have always focused on saying ‘we @at@nd you should use us!”
Such self aggrandizing is pretty much ignored tlteges. A company who says
their products and services are great or the bgssi not believed...because
everyone else does this too. We are used to cdagppitching their own stuff and
making it sound like it is great.

That is why online videos in which your clients angtomers mention your
greatness are so effective. When clients and eustotell your story, it is far
more believable and credible than if you said itrgelf.

When you speak on an online video, talk about whatdo, why you do it, how it
helps them, and what it means to them...talk atmbytyou are different. Avoid,

as much as possible, self aggrandizing and sdhiagiewer. Ask your clients and
customers to be a part of your video and let thainabout the success they had in

: : Ralph R. Piro Sep 2, 1986
using your products or services. Let them say &t you are. Patent #4,608,067

Testimonials are a very powerful tool, and eversibess should have testimonials on their websiteghure, direct
mail, etc, etc...but video testimonials are evemenpowerful. There just is no replacement forsgevho is giving the
referral...hearing the tone of their voice, se¢hgfeeling they have, and hearing their storyigititefrom their own
lips.

Another way to “prove it” is to show it in the vide Remember Blendtec’s “Will It Blend” campaigrydu watch
these blenders reduce downhill skis to dust andmtiris persuasive in showing its effectivenddsiending and
chopping.



The New Rules of Online Video for Businesses Eric Putkonen -15-

People want proof, not B.S. Anything said yourself be considered B.S., and what is said
by clients and customers is more likely to be takeproof. Also, anything plainly seen
working or doing what is promised on the video Wil taken as proof that it really does
what is said about it.

Anytime you can foresee someone (perhaps from Migssaying “show me,” think about
how you might capture it on film to literally shavem. That is one of the great things about
this medium, you have full access to all the paoatof words (both spoken and written) and
pictures (still and motion). Video is versatileddiexible.
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A Call to Action

All online videos should list your website addrass minimum. There have
been so many videos | have found through GooghoaoiTube searches that
don’t list an address, phone number, email, or lasite address. | have no idea
how to contact this company after watching the @idehad to do another
search for the company online to find them. Daometke potential clients and
customers do this...make it easy for them.

Just listing your phone number, email, and web egklis not enough. Too
much of advertising today is about saying who yeuaand how great your are
and just listing contact information. As if sayjnigyou are interested...here is
how to contact us. This is mediocre marketingest.b

What do you want them to do? Give the viewer sbimgtto do. You could offer a free consultatiorirese e-book or
white paper, a free newsletter, etc. Offer sometloif value to the viewer and give them a reasaotiact you or go
to your website.

This is akin to the marketing idea of making arsrstible offer and a call to action. “CALL NOWdreceive a FREE
e-book about....” Do you see how this would insesthe number of conversions, thereby increasingatients and
sales?

There was a “bow maintenance” video | critiquedmnblog for Archery Country. They opened the vidéth their
name and website address, but there was nothihg and of the video. After watching the entirded, a viewer
could be sold and want to contact them, but trer®iaddress given...the viewer has to go to tgabmg of the
video to get the contact information. Video shodidinitely end with the company name, logo, anth aédress...and
location if you are bound by location.
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There was also no call to action in Archery Coustiydeo. They mentioned that strings go bad, @tmof products
that will help maintain strings, and the rest & tow. Why not close the video with...”If yourisgs went bad or you
need maintenance products, visit our website and@ off your order by using coupon code #XXX®¥ow there is
some kind of call to action...with a way to tratkhrough the coupon code. | see someone couldgeel0% off any
order, so maybe you will offer a maintenance paekaigh a free set of strings. Or offer a free suipgion to a
newsletter with tips year round....whatever. Makeoffer that is applicable to the viewer as a wagrompt them to
take the next step.

If you are producing a video to promote your busi@nd increase sales, don’t drop the ball atnbdecause of
being timid or not wanting to sound pushy. You'tlbave to be overly aggressive and in the viewtts, but you
can simply ask them to take the next step and &ay thie next step is.



The New Rules of Online Video for Businesses Eric Putkonen -18-

Make It Available

Some companies produce an online video and théhgwe it on their website. They don’t want it\bouTube or
other sites...they just want it on their companysie and so they host it. They don’t allow otherembed the code
in their websites or blogs...they actually try tdehthe true location of the video. Why?

| don’t know about you, but | want as many peo@gassible to see the video. | am going to distelihe video on
many video sharing sites...I am definitely goingpt it on YouTube, especially since Google indekese videos and
they appear near the top on searches people makeagle. | am going to allow others access tecethbedded code
and share the video. Pass it around. Please!

| may use an html link to the video in my emailembed the video in my blog. | will link to it imewsletters. | push
it out there and make it easy for others to pushiiitto their friends and family. That is how ow@ivideos go viral.

You don’t need control over who, where, and hows thdeo is seen or distributed.
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Videos Have a Lifespan

Don’t think you can have a video produced and ug®ever...or even for years. Online videos
have about a one year lifespan. The internet paputraves what is new.

If a video is seen to be a year old (the publidie,daair styles, computers/technology, etc.), it is
not as interesting as something recent. Furthexntbere is always the question...what has
changed?

Things change. Online videos should show who yeulaut next year your focus could be
different and you are not really the same as yowe\@ayway. The video needs to be re-done to
show a closer image of who you are today.
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If you enjoyed this e-book and found it helpfuleg@se pass it on and be
sure to go to my website to subscribe to my bi-miytewsletter.



