
EFFECTIVE B2B VIDEO 
MARKETING ACROSS THE 

FLYWHEEL
J E N N I F E R  M O N T A G U E

#INBOUND19



#INBOUND19

ABOUT ME
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TWENTYTHREE
V I D E O  M A R K E T I N G  

+ 3  M I L L I O N  V I D E O S

+ 1  B I L L I O N  P L A Y S  
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FROM 
FUNNEL TO 
FLYWHEEL

1
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Customers



THE FUNNEL
A  S U P E R  B R I E F  H I S T O R Y

1898
AIDA Funnel

2018
Marketing Funnel

1911
AIDAS Funnel

2011
AISDALSLove Funnel
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THE 
FLYWHEEL
FORCE

FRICTION

CUSTOMERS

Customers
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EFFECTIVENESS 
OF VIDEO

#INBOUND19

2
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PEOPLE RETAIN

WHAT THEY  
SEE

WHAT THEY 
HEAR & SEE

20% 30% 70%

The Ultimate Guide to Video Content Marketing for Increased Engagement

WHAT THEY  
HEAR
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68% OF 
CONSUMERS 
PREFER VIDEO

4%

Other
3%

Sales call
3%

Infographic
3%

Ebook
4%

Article
15%

Short video
68%

Presentation

…to learn about a product

The State of Video Marketing 2019
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79% OF 
CONSUMERS 
WERE  
CONVINCED 
TO BUY

#INBOUND19

…after seeing a brand’s video

Wyzowl
Video Marketing Statistics 2019



SOCIAL VIDEO 
GENERATES 
12X MORE 
SHARES
…than text & images combined

17 Stats And Facts Every Marketer Should Know About Video Marketing #INBOUND19



VS.

#INBOUND19



VS. 5XS

CLICKS
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AWARENESS CONSIDERATION CONVERSION LOYALTY ADVOCACY

D E L I G H T D E L I G H TE N G A G EA T T R A C T

W E B I N A R S

P E R S O N A L  V I D E O S

H O W  T O  &  G U I D E S

C U S T O M E R  C A S E  S T O R I E S

S O C I A L  V I D E O

T U T O R I A L S

E X P L A I N E R  V I D E O S



MORE 
MARKETERS 
USING VIDEO

63% 81% 87%

2017 2018 2019

Wyzowl
Video Marketing Statistics 2019

…than ever before
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ONLY 21% OF 
MARKETERS 
INTEGRATE 
VIDEO DATA
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EXAMPLES 
& METRICS

3
#INBOUND19



ATTRACT
E A R N  A T T E N T I O N .
D O N ’ T  F O R C E  I T .
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AWARENESS CONSIDERATION CONVERSION LOYALTY ADVOCACY

W E B I N A R S

P E R S O N A L  V I D E O S

H O W  T O  &  G U I D E S

C U S T O M E R  C A S E  S T O R I E S

T U T O R I A L S

E X P L A I N E R  V I D E O S

E N G A G E D E L I G H T D E L I G H TA T T R A C T

S O C I A L  V I D E O



0:58

2018 2019

YOUTUBE VIDEOS
A V E R A G E  W A T C H  T I M E

1:14
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DOLLAR 
SHAVE 
CLUB
H I G H  P R O D U C T I O N  
C O S T

1 : 3 3
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WHY IT WORKS:

#INBOUND19



VALUE PROPOSITION9

WHY IT WORKS:

#INBOUND19



VALUE PROPOSITION
FEATURES

9

25

WHY IT WORKS:

#INBOUND19



VALUE PROPOSITION
FEATURES
PAIN POINTS

9

25

45

WHY IT WORKS:

#INBOUND19



VALUE PROPOSITION
FEATURES
PAIN POINTS
EXTRAS

9

25

45

60

WHY IT WORKS:

#INBOUND19



VALUE PROPOSITION
FEATURES
PAIN POINTS
EXTRAS
FUNNY & AUTHENTIC

9

25

45

60

WHY IT WORKS:
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EFFECTIVENESS

26M 
VIEWS

130K 
LIKES

9K 
COMMENTS

12K 
SUBSCRIPTIONS

$4 MILLION 
REVENUE

$4,500 /  
$60,000
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0:06

2018 2019

0:20

#INBOUND19

A V E R A G E  W A T C H  T I M E

SOCIAL VIDEOS



PLEO
L O W E R  
P R O D U C T I O N  C O S T

0 : 4 3 #INBOUND19



WHY IT WORKS:
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QUALIFY AUDIENCE0

WHY IT WORKS:
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QUALIFY AUDIENCE
PAIN POINTS 

0

4

WHY IT WORKS:
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QUALIFY AUDIENCE
PAIN POINTS 
EXPLAINER

0

4

12

WHY IT WORKS:
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QUALIFY AUDIENCE
PAIN POINTS 
EXPLAINER
SOCIAL PROOF
NEXT STEPS

0

4

12

43

43

WHY IT WORKS:
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EFFECTIVENESS

200+ 
LIKES

20
COMMENTS

LOW COST1 DAY

20
SHARES
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METRICS
A T T R A C T  S T A G E
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A. VIEWS

3 SECONDS
Y O U T U B E

30 SECONDS
F A C E B O O K

3 SECONDS
I N S T A G R A M

2 SECONDS
T W I T T E R
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VIEWS = REACH

#INBOUND19



VIEWS = REACH

AUDIENCE SIZE
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VIEWS = REACH

AUDIENCE SIZE

MESSAGE DISSEMINATION
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VIEWS = REACH

AUDIENCE SIZE

MESSAGE DISSEMINATION

CONTEXTUALIZES OTHER 
METRICS
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B. SOCIAL ENGAGEMENTS

RIGHT TARGET AUDIENCE
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RIGHT TARGET AUDIENCE

AUDIENCE AFFINITY
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B. SOCIAL ENGAGEMENTS

RIGHT TARGET AUDIENCE

AUDIENCE AFFINITY

AB TESTING
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ENGAGE
B U I L D  L A S T I N G  
R E L A T I O N S H I P S  
W I T H  C O N T E N T
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AWARENESS CONSIDERATION CONVERSION LOYALTY ADVOCACY

P E R S O N A L  V I D E O S

C U S T O M E R  C A S E  S T O R I E S

T U T O R I A L S

E X P L A I N E R  V I D E O S

S O C I A L  V I D E O

W E B I N A R S

H O W  T O  &  G U I D E S

A T T R A C T E N G A G E D E L I G H T D E L I G H T



SOCIAL

YOUTUBE

HOMEPAGE

0:06

1:14

4:59
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A V E R A G E  W A T C H  T I M E

OWNED SITE VS. SOCIAL
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SOCIAL
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A V E R A G E  W A T C H  T I M E

OWNED SITE VS. SOCIAL



MAILCHIMP 
WI-FINDERS
H I G H  P R O D U C T I O N  
C O S T
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0 : 1 5



WHY IT WORKS:
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QUALIFIES AUDIENCE0

WHY IT WORKS:
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QUALIFIES AUDIENCE
CREATES INTRIGUE

0
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QUALIFIES AUDIENCE
CREATES INTRIGUE
NEXT STEPS
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QUALIFIES AUDIENCE
CREATES INTRIGUE
NEXT STEPS
HUMANIZES THE BRAND

0

8
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QUALIFIES AUDIENCE
CREATES INTRIGUE
NEXT STEPS
HUMANIZES THE BRAND
DRIVES TO HOMEPAGE

0

8

10

WHY IT WORKS:
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~ 5 : 0 0
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PLAYLIST
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PLAYLIST

NEWSLETTER 
SIGN UP
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PLAYLIST

NEWSLETTER 
SIGN UP

CHANCE TO 
LEARN MORE
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EFFECTIVENESS

110K+ 
LIKES

8K
COMMENTS

$3 MILLIONMONTHS

900+
SHARES
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WEBINARS
L O W  P R O D U C T I O N  
C O S T
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EFFECTIVENESS

2 HOURS
EACH

$0 
COST

35% 
ON-DEMAND

36 MIN
DURATION

42%
NEW VISITORS

54%
ATTENDANCE
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1 3 5 7 9 11 13 15 16 17 19 21 23 25 27 29 31

PAGEVIEWS
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METRICS
E N G A G E  S T A G E
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A. WATCH RATE

TIME SPENT WATCHING

% AUDIENCE DROP-OFF

% OF VIDEO COMPLETED
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WATCH RATE INSIGHTS

TOPIC RELEVANCE
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WATCH RATE INSIGHTS

TOPIC RELEVANCE
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VIDEO CONTENT /  LENGTH
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WATCH RATE INSIGHTS

TOPIC RELEVANCE

SPEAKER PERSONAS

VIDEO CONTENT /  LENGTH

IMPORTANT MESSAGING
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CONVERSIONS
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CTAS

B. CONVERSIONS
L A N D I N G  P A G E S
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B. CONVERSIONS
C O L L E C T O R  F O R M S

59%

22%

2%

BEGINNING

MIDDLE

END
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ONLY 18% OF 
MARKETERS 
COLLECT 
LEADS WITH 
VIDEO FORMS
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DELIGHT
T I E  Y O U R  
S U C C E S S  T O  Y O U R  
C U S T O M E R S ’
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H O W  T O  &  G U I D E S

AWARENESS CONSIDERATION CONVERSION LOYALTY ADVOCACY

P E R S O N A L  V I D E O S

T U T O R I A L S

S O C I A L  V I D E O

W E B I N A R S

A T T R A C T E N G A G E D E L I G H T

C U S T O M E R  C A S E  S T O R I E S

E X P L A I N E R  V I D E O S

D E L I G H T



0-2 MINUTES

2-5 MINUTES

5-15 MINUTES

15-30 MINUTES

18%

28%

24%

30%

#INBOUND19

A V E R A G E  W A T C H  T I M E

PRODUCT VIDEOS



TUTORIALS
W H E N  I  W O R K  
H E L P  C E N T E R
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TUTORIALS
W H E N  I  W O R K  
H E L P  C E N T E R
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EFFECTIVENESS

$0 
COST

2 HOURS
PER VIDEO

70,074 
PLAYS

59%
DURATION

65% REDUCTION
FAQS
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UPCOMING 
TRENDS

4
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IMMERSION
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IMMERSION
PERSONALIZATION 
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IMMERSION
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VIRTUAL & AUGMENTED 
REALITY

Statistica
Forecast AR and VR Market Size Worldwide, 2019

2016 2017 2018 2019 2020 2021 2023

160.00
109.0090.00

16.808.9014.106.10

$160B

$16.8B$8.9B$14.1B$6.1B

$90B
$109B
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VIRTUAL & AUGMENTED 
REALITY SPEND

66%

34% B2B
B2C

Statistica
Forecast AR and VR Market Size Worldwide, 2019
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AR VIDEO

360° VIDEO

VR VIDEO

A D V E R T I S I N G

P R O D U C T  D E M O S

S T A F F  T R A I N I N G
#INBOUND19



PERSONALIZATION 
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STORIES: DAILY USERS

0

175

350

525

700

2014 2015 2016 2017 2018 2019 2020
Statistica
Facebook’s Snapchat Clones Have 500M Users 2019
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INSTAGRAM STORIES
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INSTAGRAM STORIES
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EMAIL ANIMATIONS
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EMAIL ANIMATIONS
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GIFS IN COLD 
EMAILS HAVE 
62% CTR
…compared to emails without
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PERSONAL VIDEOS
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PERSONAL VIDEOS
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PERSONAL 
VIDEOS HAVE 
+26% RESPONSE 
RATE
…compared to emails without
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SUMMARY

#INBOUND19

OPTIMIZE FOR AVERAGE 
WATCH TIME

QUALIFY AUDIENCE 
EARLY

DRIVE TO YOUR SITE



SUMMARY
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OPTIMIZE FOR AVERAGE 
WATCH TIME

AB TEST

LEAD COLLECTORS IN 
VIDEOS



SUMMARY

#INBOUND19

OPTIMIZE FOR AVERAGE 
WATCH TIME

ONBOARDING & TRAINING 
VIDEOS

ENABLE CUSTOMERS TO 
SUCCEED
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VIDEOS ACROSS ALL 
STAGES OF THE FLYWHEEL

TREAT VIDEO LIKE ANY 
DIGITAL ASSET

JUST GET STARTED!

Customers



FREE STUFF!
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JENNIFER MONTAGUE

JENNIFER@TWENTYTHREE.NET

/JENNIFERMONTAGUE

@JMODIGITAL
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