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WHY SHOULD YOU  
READ THIS GUIDE?
The ‘Brands Guide to Social Video’ is essential reading for 
organisations and professional marketers looking to gain a better 
foothold in today’s rapidly-evolving digital and social media-
driven landscape.
 
In just a few short years, video has emerged as the dominant 
medium for brands to tell compelling stories, drive deeper 
customer engagement, and boost sales. As digital content expert 
Dennis Yu reminds us during our interview with him: “If a picture 
tells a thousand words, then a video tells a thousand pictures.”
 
But gone are the good old days of TV advertising when everyone 
knew what the word ‘video’ meant.
 
With audiences now connected to so many social media platforms, 
and via a seemingly endless range of devices, the question today is not 
‘should I make a video for my brand?’. Rather, the question is ‘How?’.
 
The ‘Brands Guide to Social Video’ tracks the key developments 
in video technology, shooting and editing techniques, and 
aligns them with important recent changes within the dominant 
social media platforms (Facebook, LinkedIn, Google, Instagram, 
Twitter and Snapchat) as well as the latest data on audience and 
consumer behaviour.
 
Should you shoot in square or landscape for this social platform, 
or that mobile device? How short or long does a video need to be? 
Does there need to be sound? How will I know if my video has been 
successful?

 The guide provides a wealth of practical advice as you start to 
consider these and other important questions on your path to 
placing video at the centre of your marketing strategy. It’s also 
peppered with real-world examples of the best social video 
campaigns, explaining why, and how, they worked.
 
But don’t just take our word for it.
 
The ‘Brands Guide to Social Video’ also features interviews with 
some of the leading pioneers working at the coalface of digital and 
content marketing, sharing with us their most important insights 
— and advice – as they navigate their way through this evolving 
new world.
 
We hope you find it as useful as it is fascinating, as you strive to tell 
you brand stories better, drive better engagement, and ultimately 
convert your marketing spend into real bottom line improvements.
 
I look forward to hearing from you soon.
 
Good luck!
 
David Wesson
Founder and principal
Evolve Social
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WHAT IS SOCIAL VIDEO?
Social video is short-form video content created specifically for driving 
engagement through social networks. Naturally, this implies a greater 
emphasis on the specific audiences and platforms used to reach 
them. But it’s about much more than that. 

As the sheer volume of video produced continues to rise exponentially, 
we are seeing a burst of creativity and innovation as people start to 
experiment with new ways to shoot, cut and deliver stories. 

At the same time, we’re already seeing powerful new innovations 
around things like big data and algorithms for studying human 
behaviour, which also take into account the specific parameters — 
and possibilities — of different devices and screen sizes.

For example, Facebook reports that 65 percent of its members 
who watch videos to 3 seconds will watch to 10 seconds. And 45 
percent of those people will keep watching to 30 seconds. It’s critical, 
therefore to hook people in for those first 3 seconds if you’re to have 
any chance of making your video count. 

This notion has come to be known as the ‘thumb-stopper’ effect, 
whereby the objective is to keep your audience from ‘scrolling’ away. 

Until quite recently, the holy grail of successful video campaigns was to 
create a piece of content that goes ‘viral’. But in just a few short years 
the term has not only become passé, but it’s also no longer useful.

What matters now is whether or not a piece 
of video, or a video campaign, succeeds 
in engaging its audience, rather than just 
being shared a million times. More than 
that, a successful social video campaign is 
one developed to complement — and drive 
— a brand’s broader marketing strategy, by 
converting views and audience engagement 

into sales through content produced for 
specific audiences.
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According to the ‘Science of Social Video’ 
report by video platform specialists, 
Brightcove, of the 47 percent of Australians 
who reported watching ‘social video’ last 

year, almost half said they then made 
a purchase.

THE RISE OF SOCIAL VIDEO 
CHAPTER 1

Why video is changing everything 

The rate of change in the world of digital communications and 
story-telling means only fools would try to predict 24,12 or even 6 
months ahead.

But when it comes to the video it’s safe to say the impact it’s starting 
to have is nothing short of profound. Independent of what happens 
with mobile networks and devices, and the capabilities and reach of 
social media platforms moving forward, video will undoubtedly play 
a key role, becoming an essential channel for all marketers.

Presenting at Social Media Week in London last year, Facebook 
explained why they have now evolved beyond thinking about 
‘mobile-first’, to now making video their primary focus.

This isn’t surprising, given the social media giant has seen the 
medium grow 800 percent to reach 8 billion view between 2015 and 
2016. At the same time, video has reached a higher level of maturity.

These days, it’s not just how many videos were watched and for how 
long that’s important. The real question is what sort of engagement 
was achieved.

Australian marketers need look no further than their own backyard 
for evidence of the impact social video is having already.

And this is just the tip of the iceberg. As smarter platforms and 
algorithms support more personalised and targeted distribution of 
content, social video is tipped to quickly pull away from the pack as 
the dominant medium to tell powerful and engaging stories. 

THE
FUTURE OF 
MOBILE 
IS VIDEO

of all mobile data 
traffic will be video 
by 2020

75%
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The volumes of video being consumed are 
simply incredible

If you’ve been wondering recently about how much video is currently 
being consumed online, then strap yourself in. 
Popular ‘ephemeral’ social platform Snapchat hosts 10 billion video 
views a day. A day! It also reaches 41 percent of 18–35 year-olds in 
the US, compared to around 6% for TV.

But Facebook’s second-place 8 billion views, accounted for a 
whopping 100 million hours of viewing time. That’s 36 percent of 
the pie, with YouTube accounting for 50 percent of the time people 
spend watching videos online. The remaining 14% is split between 
Snapchat, Twitter and Instagram. 

According to US tech giant Cisco, video will account for three 
quarters of all mobile data by 2020.

Today, the average smartphone user spends 45 minutes a day 
watching video. This has been a major contributor to Facebook now 
reporting some 100 million hours of video viewing on the platform.

And Australians are among the most insatiable consumers of video 
content online.

LIVE TV
(66 mins)

TABLET (10 mins)

ON-DEMAND TV
(37 mins)

COMPUTER
(37 mins)

SMART PHONE
(22 mins)

32%

18%18%

22%

10%

DAILY
USE

Brightcove reports that Australians watched 
73% more videos via mobile devices in 2016, 
compared to the year prior, a bigger jump 
than any other country. In terms of time 
spent, Australian also scored highly averaging 
51 minutes a day, 5 minutes more than their 

UK counterparts, and nipping at the heels 
of the US with 60 minutes per day.

45 MINUTES A DAY ARE SPENT VIEWING VIDEO ON SMARTPHONES

MINUTES OF SOCIAL VIDEO CONSUMERS WATCH PER DAY

AUSTRALIA
51

FRANCE
37

UNITED
KINGDOM

46UNITED
STATES
60

GERMANY
44

* Source: Brightcove the 
science of social video turning 
views into value. Conducted by 
Vanson Bourne Feb 2017. 
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HOW TO BUILD AN EFFECTIVE  
VIDEO STRATEGY FOR YOUR BRAND 
How are people using video? 

Key to harnessing video to tell stories people care about and engage 
with, is to observe what the medium is already telling us about 
human behaviour. Considering the numbers above, it’s clear we all 
have an insatiable, and growing, appetite for video. Yet at the same 
time our attention spans are shrinking.

Understanding where and how audiences are consuming content is 
now more important than ever.

As Facebook noted during its presentation at SMW London Last 
year, because audiences on the dominant social platforms like 
Facebook and LinkedIn consume content – especially news-feed 
content on mobile devices – up-and-down, or north-south, being 
able to capture their attention for 3, 5 or more seconds (content 
that runs left to right) means you are going deeper.

Facebook has worked out users in the mobile newsfeed spend an 
average of 1.7 seconds scanning each article as opposed to 2.5 per 
post on desktop. This means marketers need to be thinking outside 
of the box, ditching their mindsets about 30-second TV commercials.

Microsoft’s recent ‘goldfish’ study, found that the average person’s 
attention span has shrunk from 12 to 8 seconds in just the past 
10 years! 

But does that mean we’re getting ‘dumber’? Or are we becoming 
faster learners? 

Either way, it’s interesting to note psychologists have long known 
that people absorb and retain more information when it is 
presented in a visual form, with video sinking in the deepest.

But as you might expect, not all videos are created equal. 

Today, anyone can create content and call 
themselves a publisher, which means we 
need to work especially hard to cut through 

the clutter and get through to the person 
at the right time at the right place.

CHAPTER 2

http://time.com/3858309/attention-spans-goldfish/
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There are 4 key pillars you need to create 
awesome social video campaigns:

1  Be social 
2  Be personal
3  Be on-demand
4  Be empathetic.

1. Be social 

Unlike traditional TV advertising, social videos need to do more 
than reach their target audience. They also need to engage with the 
audience, and be part of its wider community. 

One of the best examples is Buzzfeed’s successful ‘Tasty’ 
food channel. 

Rather than starting with the premise, say that ‘many people like 
content about food’, Buzzfeed’s approach was to think about what 
sort of content would work best in the ‘feed’. 

One of the more surprising discoveries was that people didn’t seem 
to care if there was no sound.

More generally, it 
became apparent 
the audience wasn’t 
interested in the sort 
of ‘sanitised’ cooking 
shows, hosted by the 
likes of Martha Stewart. 
Rather, the best 
responses occurred with 
content the audience 
could relate to. So what 
might typically be edited out of a more traditional TV cooking show, 
gets left in. 

For an even better example showing the power of ‘authenticity’, 
check out this Jalapeño Popper Dip-Stuffed Chicken video, which 
managed to achieve a stunning 23 million views.

IT HAS TO BE
SOCIAL

“I prefer to consume 
media with others”

IT HAS TO BE
PERSONALIZED

“I prefer to consume media 
specifically programmed 

for me”

IT HAS TO BE
ON-DEMAND

“I prefer my media 
wherever and whenever 

I need it”

IT HAS TO BE
EMPATHETIC

“I prefer media that speaks 
to my identity not a watered 

down generalisation”

THE CONSUMER MEDIA LANDSCAPE

https://www.facebook.com/buzzfeedtasty/videos/vb.1614251518827491/1800117183574256/?type=2&amp;theater
https://www.facebook.com/buzzfeedtasty/videos/vb.1614251518827491/1800117183574256/?type=2&amp;theater
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2. Be personal

Something that would have been unimaginable even just five years ago, 
let alone in the ‘glory days’ of commercial TV, is the idea that small videos 
could not only be shot and chopped up according to personal likes and 
dislikes, but then also targeted at very-specific audience groups.

But with the growing sophistication of social media platforms and 
the software algorithms underpinning them, this is now more than a 
reality. It’s becoming standard practice. 

Looking again at Buzzfeed, its 3-part Puppyhood series with health 
brand Purina made use of marketing automation tools to craft and 
deliver different messages according to whether someone had 
watched all of the videos, or just part of one. It also targeted people 
who might have visited Buzzfeed before, or who Facebook was able 
to identify as a dog-owner by their interests. 

With forward-looking marketers now catching-on to these sorts of 
capabilities, it’s time you started on the path to creating a great social 
video strategy for your brand.

3. Be on-demand 

Once you’ve got your story figured out and created the content to tell 
it, next you need to think about how to deliver it. It’s an interesting 
challenge; and as we are seeing, a challenge that’s constantly evolving.

Of course, you need to have your content sit on platforms other 
than your own. But the decision about what other platforms you 
should consider, and indeed how you should consider them, 
requires some thought. 

For example, if you think about the top social channels of Twitter, 
Facebook, Instagram, Pinterest, Snapchat and YouTube, they are 
all different in terms of why and what people use them for. Further 
to that, they all present different opportunities and have different 
characteristics in terms of how you post, monitor and manage 
content, as well as how much it costs. 

This creates challenges. But it also creates opportunities for brands to 
engage with people and audiences in different ways. Most importantly, 
you need to be where your audience is so your video content is on-
demand allowing users to engage with you whenever and wherever.

4. Be empathetic

A powerful aspect of video content that people are only now 
discovering is its ability to create — or strengthen — emotional 
connections between people.

Digital audiences are not passive viewers in the way that TV viewers are. 
Videos need to be designed with many things in mind, including likely 
short attention spans, individual relevance, and previous behaviour. 
Most importantly of all, is whether the content is likely to be ‘shared’.

Most of us have shared content with friends, 
family or colleagues. And as we all know, the 
act of sharing, in itself, has special meaning 
in the way it brings people together. But with 
video, these emotional connections can be 

even greater, because of medium offers 
potential to say something ‘better’ than 
any of us could say ourselves.

For example, consider the same user on 
Facebook, Instagram and Snapchat. Or 
a group of people on the same platform 
and device. There are many different 

permutations, but it’s all about how people 
are going to act and feel when they 
consume your content that matters.
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ES: Why do you think using video is 
one of the most effective ways to 
promote your brand on social media?

DY: The shopkeeper knows your 
preferences. When you walk into the 
store he can talk to you, listen to you; 
and you tell him what’s going on.

It’s that small-town relationship that’s 
now being duplicated at scale. And 
video is the best way to do that because 
it’s the closest approximation to being 
a person.

We know, for instance, that a picture 
is a thousand words, and a video is 
a thousand pictures. But video has 
always been hard to produce and share 
because of bandwidth restrictions. 
Fifteen years ago, even sending pictures 
was difficult.

Now, bandwidth is good and most 
people have devices — devices that can 
capture video — while social media is 
allowing us to expand into new areas. 
Also, with the internet of things (IOT), 
you’re seeing everything on; everything 
has an internet connection.

So, brands that rely on traditional 
marketing and advertising are just going 
to be left behind.

ES: Why have you decided on the one-
minute format as the most effective 
way for people to promote themselves 
on Facebook?

DY: It’s for the same reason a tweet is 
140 characters. Also, if you think about 
the Dunbar rule, there’s practical limits 
on the number of people we can have 
genuine social relationships with.

A one-minute video is long enough to 
get a message across, but short enough 
that it’s not going to cause people to 
say ‘I don’t really have the time’. And 
we know the average watch-time on 
Facebook is 6-seconds anyway.

But with any video, these are four 
components you need to have:

1. The hook — capture attention in the 
first 3 seconds 

2. Ignite pain/pleasure identifying what 
the problem you are solving? 

3. Describe the solution — what are 
you offering? 

4. Call to action -what do you want 
people to do?

ES: What do brands need to think 
about before coming up with their 
own one-minute video?

DY: With any piece of content, you 
need to have a content library that is 
organised around your topic wheel. 

Most people when they create blogs or 
produce other content, it’s random with 
no connection to other messages. That’s 
what blogging is. 

But if you want to be a true marketer, if 
you want to grow sales, everything that 
you do needs to tie into a concept which 
then ties into your overall framework.

A lot of people try video and they can get 
some engagement if they say something 
funny, but it doesn’t create momentum 
because they don’t have different 
videos that connect to one another on 
related concepts. 

DENNIS YU 
ASK THE EXPERT

Dennis Yu is CTO of Blitz Metrics 
and International lecturer in 
Facebook marketing and advocate 
for the one minute video.

http://Dennis Yu
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Many people approaching their first 
video try to say too much because they 
think they’ve only got one shot. A better 
approach is to think about other content 
you might have, such as blogs or other 
articles, and make a video out of those 
stories that are already proven. 

So, if you have twenty ‘one-minute’ 
videos that tell 20 stories, and you can 
figure out how they all fit together, then 
you’ve got something.

ES: What would you say to brands 
weighing up the cost of creating video 
content vs. using static images?

DY: There’s almost no cost, but you 
must be able to point the phone at your 
face and say something; point the phone 
at whoever the other person is you want 
to interview. 

It’s going to do a lot better than a 
generic $50k video that is sent to your 
entire audience. That’s a ‘commercial’ 
produced for everybody that might want 
to the consumer to buy a candy bar, 
vehicle, or whatever services. 

ES: What advice would you offer to 
people using video for the first time 
on Facebook?

DY: You’ve got to create a content wheel. 
Figure out who your top influencers 
are: your top customers, employees, 
and constituents.

Brands need an internal person who will 
create that video and manage it. It might 
be their content marketing person, their 
head of marketing or figure-head within 
the company who has enough authority 
to reach out to these people and make 
this a part of the marketing process.

ES: Which brands do you think are 
using video well? 

DY: I think sports teams are doing it the 
best. They’ve realised video is the key 
to igniting interest. And when you start 
to see the frequency — and volume — 
at which these folks can produce that 
content, there is less fear. It’s about the 
moment. You might say, if you want to 
run a marathon, you need to be able to 
walk a mile. 

ES: Who are best social video 
champions that inspire you the most?

DY: When you speak to B2B companies, 
they often say ‘My content isn’t sexy; 
who wants to listen to me?’. But when 
you tell the right story it’s sexy to the 
right audience.

Take personal brands like Mark Lack, 
Issac Irvine and Logan Young. They’re 
all doing different — and awesome — 
things with video.

Isaac Irvine runs the brands for Go 
Daddy, but he’s not making videos about 
Go Daddy. He’s making video about what 
his kids and family are doing; what he 
cares about. 

It’s all in the process of how you build 
your story. 

For example, ‘When I was 15 this thing 
happened to me … and because of this 
thing that I overcame/ this problem 
that I had/this thing that I struggled 
with, here’s what I learned and this is 
what I am doing about it. This is what I 
am giving back’. That’s a typical three-
part story arc that Hollywood uses for 
making movies.

You can use it for making a ‘why?’ 
video. See the process explained on 
our website.

ES: What advice do you give to people 
wanting their video to really resonate 
with audiences?

DY: Start by spending a dollar-a-day 
‘boosting’ on Facebook to test against 
different audiences and gather feedback. 
Then you can iterate, and do more 
focused videos based on what’s working.

The iteration is really more important 
than your actual starting point. 

That’s because you’re always going to 
be wrong. For instance, you know as a 
digital marketer if you test enough you’ll 
be surprised every time. 

Ultimately, what you want is for people 
to get into the habit of making small 
investments in small experiments.

So, if you spend $7 on a piece of content 
over the course of a week — a dollar a 
day — that’s ‘low-risk’ indeed. l

ASK THE EXPERT

https://www.facebook.com/MarkLack777/
https://www.facebook.com/isaaciirvine/
https://www.facebook.com/loganyoungcw/
https://blitzmetrics.com/why/
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HOW DO YOU CHOSE  
THE RIGHT PLATFORM? 
Social video has grown significantly in the past y12 months, as new 
features like Instagram Stories and Messenger Day join growing 
tools like Facebook Live and Snapchat Stories. With the social video 
marketplace becoming more crowded by the minute, it may be time 
to re-evaluate which platforms make the best sense for your brand.

In the early days of digital video, it was all about publishing to every 
platform and every audience. 

But it’s not about volume anymore. Rather, it’s about optimisation, 
which presents two very important questions:

1. What platforms serve your target audience? 
2. What platforms cater to the type of video content that you 

produce?

You don’t need to be on every platform to succeed. But you do need 
to get your video strategy right if you’re to reap the full benefits of 
social video for your brand.

First up, stop throwing money at the wall to see what sticks. Instead, 
invest in content and platforms that will help you meet your goals.

For some brands, that means going all-in on YouTube, while for others 
it means betting on Instagram Stories. For all, it is time to understand 
the tone and cultural nuances of each platform, so branded content 
can blend seamlessly and organically into news feeds. 

The top 4 social platforms you need 
to understand

1. YouTube 

Why ‘YouTube first’? If you want to have a 
deeper understanding of your audience and 
create communities around their content. 

Why not? If you want to be on the ‘bleeding-edge’ 
YouTube can be slow to release updates.

How YouTube works: Understanding your audience is the best 
way to build communities and YouTube does social video data better 
than anyone. Using smart analytics, YouTube can enable data-driven 
content strategies. It was built as a pure video-sharing and search-
engine — rather than a social platform — which gives it kudus and 
authenticity. Users go there to search and seek content. Creators go 
there to entertain, build communities, and make a dollar.

Content that performs best:
• Trending/heavily searched topics to attract potential subscribers
• Effective in both longer and shorter form
• Created specifically with subscriber data in mind.

CHAPTER 3
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2. Facebook

Why ‘Facebook-first’? To have the broadest 
demographic reach and make the best use of 
‘autoplay’. Facebook is also really good for live 
streaming. The feed — and push notifications — 
works fast and spontaneously giving Facebook top 
honours in the live game.

Why not? If your aim is to build a communities through engaging 
content. In-stream, auto-played videos may increase views, but 
that might not translate into better engagement, nor galvanise 
proper communities. 

How Facebook works: Unlike YouTube, search for video on 
Facebook isn’t easy. Instead, Facebook uses a serve and share 
approach. The algorithm serves content it predicts users will enjoy, 
and relies on those users to share it with their network. The domino 
effect of moving from one person’s feed to the next is very powerful, 
especially combined with Facebook auto-play. While there are better 
ways to create a community around your content, the algorithm 
prioritises and drives views of live video, driving an increasing 
amount of views on all live-stream content.

Content that performs best:
• Live video
• Trending big hitters — potentially ‘viral videos’
• Content that doesn’t need sound to make sense
• Shorter content.

3. Instagram 

Why ‘Instagram first?’: If your goal is to drive 
views of videos in followers’ feeds, rather than 
frequently downplayed by a restrictive algorithm. 
Or for brands looking to supplement static posts 
with video. Instagram Stories is also great for brands 
with an existing strong Instagram following.

Why not? If you’re looking to engage with longer-form content and / 
or gain deeper insights around your audience.

How Instagram works: Video is growing on Instagram. A platform 
rooted in appealing graphics, Instagram now offers content 
creators several ways to experiment with visual-storytelling. After 
Facebook boosted Instagram’s video time limit to one minute, 
content creators were then able to tell longer, more in-depth 
stories. Now you can complement original photography with original 
videography. When Instagram rolled out Stories, the platform 
introduced a new aspect to storytelling that is real and in-the-
moment (and another reason for users to spend more time on 
the platform).

Content that performs best:
• Live video
• Short content
• In-the-moment content that tells a story in real time  

(on Stories).

4. Snapchat

Why ‘Snapchat first’? If you’re trying to target 
young users based on location.

Why not? If you’re big on data and want good 
visibility into your marketing ROI.

How Snapchat works: Snapchat boasts a strong audience and 
robust community, but has little in the way of metrics and data. So 
it’s harder for brands to account for their investment. Snapchat 
does, however, give fans a genuine peak behind the scenes. The big 
thing about it is the closeness with which brands and fans live.
Content that performs best:

• In-the-moment, real-time story telling
• Authentic, less-slick content
• Content that skews younger.
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WHICH FORMATS WORK BEST? 
CHAPTER 4

With so many formats to use across different social media channels, 
knowing which is the right one to use can be challenging for brands 
seeking solid returns on their video investment.

When most of us think of video, we envision the classic 16:9 
widescreen format, but what was once the standard is now just one 
of multiple aspect ratios widely in use. 

The previews for these newer formats are similarly more attention-
grabbing, and that’s particularly important when dealing with 
cluttered social feeds.

Current data on user channel trends shows that people will watch 
longer videos on YouTube, while only having an appetite for short 
videos on Snapchat. On Facebook, videos need to adapt to an ‘auto-
play’ environment and be natively hosted.

Should you shoot ‘landscape’ or ‘square’?

Another important consideration when creating video content is 
whether to shoot in ‘square’ or ‘landscape’. Landscape was the more 
traditional format used on YouTube and Facebook when they were 
mostly viewed on PC or laptop screens. Nowadays, a staggering 92% 
of Facebook users access these platforms via mobile devices and 
smaller screens, which are better suited to presenting content in the 
‘square’ format.

The emerging popularity of vertical and 
square formats can largely be attributed 
to mobile viewing, which made up more 
than 50% of all video viewing in 2016. 
This is because we naturally hold these 
devices with the screen oriented vertically. 
Square video takes up 78% more screen 

space in a mobile feed than does a 
horizontal video. 

Social media app Buffer recently set about to settle the landscape vs. 
square debate, as well as other key questions such as ‘What is the 
optimum length of a video by platform?’, and ‘What effect does this 
have on engagement and click through rates? 
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What they found was that looking at: 

Other interesting findings included: 

• Average views per video (mobile vs.. 
desktop) square video was the clear 
winner on mobile, while landscape video 
outperformed both square and letterbox 
(as the name suggests, a version of square ) 
on desktop. 

• Engagement per video square video vs.. 
landscape) square box video (1:1 format) 
outperformed landscape video in views 
and engagement.

• Average reach per video (mobile  
vs.. desktop) square was the clear winner 
across all the main video formats on mobile.
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Average views per video post — mobile vs. desktop
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Average engagement per video — mobile vs. desktop
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Landscape Letterbox Square

Mobile
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2500
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Average reach per video — mobile vs. desktop

• Landscape video had a higher completion rate on both Facebook and Twitter 
• The length of video and engagement showed that the longer the video, the more engagement it got with 90 seconds 

being the optimum length on Facebook. 

The conclusions that we can draw from this are that square video and mobile optimisation are key for marketers. Also, it’s 
important to experiment with several timings to figure out what engages your audience most. 
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Vertical video is growing in importance 

A recently study by Ogilvy noted that vertical video is a growing 
exponentially, largely driven by apps like Snapchat, WeChat, 
Periscope and Instagram where vertical is their native format.

Boasting 10 billion views per day, SnapChat is far-and-away the biggest 
driver of vertical video content. Platforms like these can achieve higher 
rates of user-engagement as they are designed for person-to-person 
interactions, as distinct from one-to-many. 

Indeed, SnapChat has reported recently that vertical videos achieved 
a 9x better completion rate than their horizontal equivalents. They 
also noted that millennials are 2x as likely to be focused on video 
they watch on their mobile devices, as they are watching TV. 

Are stories the new newsfeed?

Since Snapchat invented ‘stories’ in March last year, the vertical 
format has been adopted by WhatsApp, Instagram and most 
recently Facebook. 

When asked recently why Instagram adopted stories for the 
platform, CEO Kevin Systrom replied:

“This isn’t about who invented something. This is about a format, 
and how you take it to a network and put your own spin on it.”

“So, if you think of the existing newsfeed as a format, [you’d expect] 
any good marketer to look at what’s working out there at the moment 
and think how can we look to utilise this format for their brand.”

The two key takeaways here for marketers are:  

• Try to deliver content that is relevant to the medium and 
platform that people are engaging with on mobile 

• Understand that different industries and platforms call for 
different types of formats.

LANDSCAPE 16:9

SQUARE 1:1 SQUARE 1:1
Letter box video with text

1280px

720px

1280px

1280px

39%

39%

SQUARE 1:1
Letter box video without text

VERTICAL 9:16

Stories

THE 2017 SOCIAL VIDEO MOBILE FORMAT BEST PRACTICES 

*Please note for specific social advertising formats always check with the relevant platform advertising division

https://www.slideshare.net/OgilvyWW/vertical-video-pov-61386432
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MEAGAN CIGNOLI 
ASK THE EXPERT

ES: How have you seen the 
effectiveness for short-form content 
change since you began creating stop 
motion videos?

MC: Short video continues to grow 
in popularity, especially as promoted 
social continues to advance in terms 
of distribution channels and ability to 
target specific user demographics and 
interests. In many ways, it has become 
more efficient and effective, as platforms 
offer brands more choices to amplify 
content they create beyond their organic 
reach. It requires little time investment 
on the user side, while still being able to 
tell a compelling and meaningful story. 

ES: You create video in both square 
and landscape formats for clients, 
which formats seem to work better at 
the moment?

MC: For most campaigns, we create a 
wide and square version, so the brands 
have versatility when posting across 
all different platforms and channels — 
from out of home, broadcast, and of 
course social. 

For most screens and channels, wide 
and square is perfect. Vertical is also 
becoming more popular as Instastories 
and Snapchat ads become more of 
a focus for brands. In terms of what 
performs best, it depends on the 
platform and sometimes the story. You 
can show a larger area with wide, but 
on IG, it seems so small. It’s better for 
platforms like Facebook and preroll, 
tv, etc, where screens are larger or 
the platform is more designed for 
wide format. 

ES: Outside landscape and square 
formats you create content in, have 
you done much vertical video work 
for mobile with the popularity of 
Snapchat & now Instagram stories? 

MC: Yes, it is becoming more and more 
popular. Sometimes we will create all 
three versions. It means more planning, 
shooting, prepping and editing, but if 
we know from the onset what is needed 
we can optimise for all three in most 
situations. Or we write with all three 
sizes in mind. We can go even further 
and create even more sizes (729x90, 

super verticals, etc), different weights 
of files size and various cut downs. We 
can get super creative with the number 
of final assets, depending on what the 
brand needs and budget. 

ES: What would you say to brands 
weighing up the cost of creating 
branded video content vs. a branded 
static image? Why does the cost 
and effort make it worthwhile in 
your opinion? 

MC: Video, or moving images like 
GIFs and Cinemagraphs are great at 
captivating people and telling a longer 
more detailed narrative or message. 
There will always be a place for stills, 
but it does limit the story you can tell 
in one frame. If brands would like to 
do tests against video vs. stills, we can 
also pull stills or shoot specific images 
on the same set, which is more cost-
effective than just shooting either on 
their own. Videos don’t need to be 
complicated or super long to be really 
engaging and stop you in your feed. But 
any movement to the eye I think will get 
more attention. 

Meagan is Founder & Creative 
Director of Visual Country. 

https:// visualcountry.com/
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ES: What are two examples of your 
best work with brands and what were 
the main drivers for success?

MC: Malibu: everyone references it. It’s 
unexpected, and fun. It’s entertaining, 
which gets people interested in the 
brand. They connect with it more. 

For the second, I’ll give you a video with 
a human in it. For Carolina Herrera 
we had only 5 minutes per outfit and 
location with the model because this was 
a shoot tagged onto a ‘lookbook’ shoot. 

The entire video was shot in 3 hours but 
we only had about 25 minutes of editing 

tops. It’s a good example because we 
do work with a lot of celebrities and on 
top of other shoots that are already 
happening where the production budget 
is not always large enough to give us 
our own shoot. This video went viral 
and its really simple but a I think a good 
example of stop motion with a person.
 
ES: What advice would you offer to 
brands approaching creators like 
yourself with a short-form video 
project idea?

MC: Come with your ideas and your 
vision, but also look to the creators 
for their perspective because they 

understand the space well and they know 
their style best. It requires a little trust, 
but a successful campaign will have a 
good amount of collaboration and trust 
in the creative. If their work is good, 
and you like what you have seen in the 
past, don’t over art direct them or over 
produce the campaign — that can easily 
kill a good idea. Sometimes brands are 
just looking for execution and we follow 
their lead more, but if they are looking for 
our ideas and our visions, let the creators 
get creative and explore as much as 
possible within the bounds of the brand 
and brand identity. They shouldn’t be 
recreating the brand style, but adapting it 
to their voice and style. l

ASK THE EXPERT

http://visualcountry.com/works/malibu-rum/
http://visualcountry.com/works/carolina-herrera/
http://visualcountry.com/works/carolina-herrera/
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RESET YOUR CREATIVE APPROACH 
CHAPTER 5

The process of adapting creative for the mobile feed relies on many 
of the old tricks, techniques and thinking involved in re-purposing 
TV assets. Take online banners for instance, which can display key 
images and messages in text form.

But there are a number of new and effective techniques you can use 
in your video-first approach to mobile video. 

After studying visual messaging in its news feed, a team with 
Facebook’s Latin American operations designed a series of new story-
arcs that perfectly capture the essence of mobile video storytelling.

Heartbeat

Heartbeat describes creating a narrative thread delivering loops of 
messages changing every 3–5 seconds. Que this clever ‘McDonald’s 
Brazil Drive Through’ 
Ad. You’ll note there’s 
a series of smart little 
story vignettes designed 
to have the audience 
‘entranced’, curious as 
to what is coming next. 
This is distinct from how 
traditional stories are 
told, with a beginning, 
middle and end.

NEW STORY ARCS

Heartbeat frequency Zigs & Zags Start with the end

Zig and zag

Building on the heartbeat approach, ‘zig-and-zag’ starts with a hook 
at the beginning and then puts the product in front of you, and then 
at different points on the screen, randomly repeating the process. 

For instance, this Pepsi emoji campaign example starts off with a 
little gag then shows you the product, and repeats it again. 

https://vimeo.com/164158457.
https://vimeo.com/164158457.
https://vimeo.com/164158457.
https://www.facebook.com/PepsiAustralia/videos/10153360704525919/.
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it was designed that way. There’s no charming chef talking you 
through the recipe — only a pair of hands — with a minimal serve 
of on-screen words.

The audience is just 
given the ice-tray 
to look at. Because 
online content is 
mostly ingested in 
short bursts, it’s 
best to just cut to 
the chase. 

The objective of any video is to tell a cohesive 
and concise story. As Facebook recommends: 
“Your video ad shouldn’t be longer or shorter 
than it takes to tell your story well, so create a 
storytelling arc from the first frame to the last 

that keeps your audience interested along 
the way.”

Also consider the mobile video campaign launched for home 
sound system brand, Sonos. The story starts with images 
outlining the problem upfront, then takes the audience on a 
journey revealing the solution through a series of bite-sized 
15-second clips. 

It’s worth watching all the ads to fully understand the strategy at 
work here.

These types of videos are delivering impressive results at  
the moment, making traditional TV ads seem even more  
old-fashioned.

Finding the balance between simplicity 
and creativity

Everyone loves a good ‘hack’ video. Watching the ice-tray hack above, 
most people wouldn’t have known you could freeze wine or herbs in 
olive oil to later drop them into your cooking pot. 

But the composition is so simple. 

Short-form content doesn’t need to be fancy, which is true for pretty 
much any online content. 

Yes, the ice tray hack video is colourful and clean and the food 
looks delicious, but there’s no sound. There’s no talking because 

https://www.youtube.com/watch?v=joYFJYhx1uc
https://www.youtube.com/watch?v=joYFJYhx1uc
https://www.youtube.com/watch?v=joYFJYhx1uc.
https://www.facebook.com/tastemade/videos/1384977111589452/
https://www.facebook.com/tastemade/videos/1384977111589452/
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MATTHEW VANDEPUTTE  
aka MAT JOEZ

ASK THE EXPERT

ES: How would you define your existing 
social media strategy? How do you use 
the different social media platforms 
and video formats on them? 
 
MV: While I’m on Instagram and 
Facebook, YouTube is the most 
consistent channel, I host my content 
on. It’s also home to a lot of other 
creators like myself. 

I’ve just actually fine-tuned my YouTube 
channel, which covers the three main 
areas of:

1. Time-lapse photography
2. Travel
3. Teaching.

People can learn through everything 
from simple tutorials to video blogs, 
where I might be talking about gear or 
doing an unboxing, for example.

I always try to deliver something of value 
from the start. There was always the idea 
of “I don’t want to talk about boring things, 
I want to show people something of value. 

It might be a beautiful scene like a 
sunrise, or an epic view that no one else 
would have seen before. Or it might be 
imparting knowledge or an experience 
that can be seen through my eyes. As 
long it’s got something the viewer can 
take away or learn from then that’s a 
good video. 

ES: What’s your creative approach 
when shooting a new video project? Is 
the way you shoot influenced by then 
platforms you’re shooting for?

MV: I plan what I am going to shoot in 
advance, and always think about what 
it is I’m shooting, and what I need to 
capture. For instance, I might bring a 
couple of cameras to do a long shot, a 
wide shot, and bring an extra camera to 
do some stills. 

I usually set up a time-lapse camera 
first, which I leave recording. Then I do 
some quick ‘behind-the-scenes’ photos 
and video of what I am doing. After that 
I might put a drone up to get some 
aerial footage.

Again, if you know what you’re after it’s 
much more efficient time-wise. 
I’ve got a mental checklist, but even 
though I’ve been doing it for a while, it 
can be overwhelming, especially when 
there is time pressure, so I do use a 
physical checklist as well. 

The use of checklists when you are 
shooting with multiple cameras is the 
key to efficiency and making sure you 
are in control of everything you are 
doing. It’s imperative that you leave 
nothing to chance. 

ES: Instagram celeb Lauren Bath 
says you’re like having 2 or 3 content 
creators in one person. How do you 
do it? 

MV: It doesn’t come easy, and takes quite 
a bit of training to get good at it. But that’s 
how I live my life and you’ve got to be as 
efficient as possible otherwise there is no 
way you can pull it off.

Matthew Vandeputte is a 
social media content creator and 
time-lapse photographer based 
in Sydney. 

https: //www.matjoez.com/
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This goes from how you store data, 
to which hard drives you use. And 
you need to be educating yourself 
and pushing yourself constantly. For 
example, when I buy a new camera and I 
spend weeks and weeks working with it, 
so I’m completely focused on the client 
and the job.

Tourism Australia commissioned me 
earlier this year to do a time-lapse video 
for Chinese New Year, and the fireworks 
and festivities around Circular Quay and 
The Opera House. And they wanted a 
fast turnaround.

For jobs like this, you need solid-state 
drives and a fast-mobile editing system 
because there’s just no room for error. 
If an upload goes wrong there is no 
reshooting. There’s only one set of 
fireworks going off. 

So, I was running around with two 
assistants that night and had three or 
four cameras running to shoot multiple 
angles. I then edited all that footage 
overnight, and the video went live on 
their page at 8am.

ES: You recently worked on a Facebook 
Live project for Australia Zoo in 
Queensland. How did this come about 
and what were the challenges?

MV: Tourism Queensland knew from 
experience that animals do well on social 

media, and so decided to go live first 
with one of the zoo’s top stars: Wattle 
the Wombat.

Using Facebook as a vehicle for pushing-
out really appealing and fun content 
meant we were able to reach a decent live 
audience straight away. And despite being 
a pretty straight-forward production, we 
still generated plenty of views.

But the responsibility of making sure it 
all worked was stressful. I didn’t sleep 
the night before as I had all these 
thoughts of what could go wrong. But I 
did all the testing, and had a couple of 
back-up plans. 

My advice to people wanting to go live is 
prepare as much as you can.

To enable the livestream, I used the 
new Teradek Vidiu (see his unboxing 
video) product which plugs directly into 
the camera. 

Obviously, it’s more than that, as you 
need experience with your camera, and 
you need to be able to think on your 
feet when a wombat smashes into your 
lens. Or the light changes or the wombat 
runs away.

All these things happen in a livestream, 
so it’s not the easiest. You need to 
ensure not only that the focus is 
right, but also that the exposure and 
composition is right. Then on top of that 
making sure the tech is up and running 
correctly; making sure the livestream 
remains ‘live’ and doesn’t cut out.

ES: How did you start vlogging and 
do you think it is becoming the new 
normal on social media?

MV: I just didn’t realise I should start 
vlogging, as I was already doing behind 
the scenes time-lapse diaries, where 
I would shoot a one-minute video 
explaining where I was, what I was doing 
and what I was shooting.

Then I discovered Casey Neistat, and 
thought if these guys can make a video a 
day then I can make it as well. I went out 
and made 100 vlogs in a row. That was 
almost two years ago.

And although I wasn’t getting too many 
views at first I loved the idea of having an 
audio-visual diary to look back on.

Will vlogging become the new normal? I 
think we will see it becoming less and less 
weird, while becoming more common. 
It’s certainly now becoming part of a new 
form of social media behaviour.

Vlogging does take up a lot of time, 
and while you don’t see much of an 
immediate return for the investment in 
gear time and energy, I just love doing 
it, and I don’t think I’ll ever stop vlogging 
unless something weird happens.

ES: What’s your thoughts on some of 
the new immersive video formats like 
360 and VR? 

MV: I love 360 and I love VR. I’m 
incredibly excited about the future of 
virtual reality. I think not a lot of people 
realise where it’s going to go.

I see a future where we live for a large 
amount of time in VR because it will 
allow us to do so many things. I’m 
thinking generations ahead where we 
can do photography workshops wearing 
headsets, for example.

By then we’ll have the processing power 
to transport us to craziest landscapes or 
Mars, you name it. Then you can host a 
workshop there. We’re still talking about 
physical settings on cameras and stuff 
but experiencing things differently. 360 
is just going to get bigger; way bigger 
than 3D Television ever was. l

ASK THE EXPERT

https://www.facebook.com/SeeAustralia/videos/10155004431380909/
https://www.facebook.com/visitqueensland/videos/10154570723665098/
https://www.facebook.com/visitqueensland/videos/10154570723665098/
https://www.youtube.com/watch?v=WFupXI2k_Ig&t=78s
https://www.youtube.com/watch?v=WFupXI2k_Ig&t=78s
https://www.youtube.com/watch?v=WFupXI2k_Ig&t=78s
https://www.youtube.com/user/caseyneistat
https://www.facebook.com/visitqueensland/videos/10154570723665098/
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ADAPTING VIDEO FOR  
THE MOBILE NEWSFEED 

CHAPTER 6

We now live in a video-first-world with new sets of rules, especially 
when it comes to achieving the best results for mobile. Here’s a few 
tips to help you along the way.

Capture attention quickly

With the average person’s attention span now around 8 seconds, 
brands now need to focus on producing ‘super short’ content if they 
are to capture the attention of their audiences. 

As discussed above, Facebook reports that 65 percent of its 
members who watch videos to 3 seconds will watch to 10 seconds, 
and 45 percent of those people will stay tuned for 30 seconds. 

Therefore, brands producing video content have just 3 seconds 
to hook people in to have a realistic chance of keeping them to 
10 seconds. 

Design for sound-off

Successful TV ads typically comprise a great idea, strategy and 
proposition. But how do you think traditional creative agencies 
would deal with having no sound to work with? How would they get 
the client’s message across?

Welcome to the new world of mobile whereby a large, and growing, 
proportion of users won’t even listen to audio, even if they know 
it’s there. Facebook reports that 85 percent of videos its members 
watch have the sound off.

This is completely changing traditional advertising rules, meaning 
that brands really need to work hard to create compelling 
visual cues, or else their audience will quickly switch their 
attention elsewhere.

FEED PROOFING CONCEPTS

CAPTURE
attention quickly

DESIGN
for sound off

FRAME
your visual story

PLAY
more

STRONG
thumbnail image
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It is important to remember also that consumers are using their 
phones / tablets / watches for a range of purposes, often at the 
same time.

It is an idea not lost on modern media brands such as Vice and 
Buzzfeed. Deprived the luxury of sound, they’re both making good 
use of techniques like stylised text overlays, annotations, cards, 
callouts, and animated gifs to capture consumer’s attention, such as 
when they are scrolling through their newsfeed to and from work.

Frame your visual story

TV screens and standard wide screens are typically in a 16:9 ratio. 
In contrast, mobile phones tend to be ‘long’ and ‘deep’ which means 
there are lots of pixels not being used. So why not think about 
cropping videos that are square, or pick the frame that best captures 
the story we are trying to tell?

Online foodies Tastemade designed their studios around the idea 
of online content. One kitchen set was built so that it would visually 
fit inside a mobile phone’s vertical video frame. Watching the video 
on the right, you’ll see the frame is a simple vertical rectangle with 
a monochrome background. This approach is to directly service 
people scrolling though 
Facebook on their 
mobile devices. 

Be more playful 

While humour should not be seen by marketers as an end in itself, 
marketers seeking a successful ‘video first’ strategy need to think 
about ways they might connect with people on a basic ‘psychic’ level. 
Achieving this increases the chances of making a genuine connection 
with the audience, and ideally to establish ‘trust’. An important 
aspect of this is to develop content with a community in mind.

Buzzfeed hit the right note earlier this year when after some A-B 
testing with Facebook Live they managed to attract an audience 
of 85,000 people tuning in to see how many rubber bands it 
would take to make a watermelon explode. The campaign was 
to promote Season 2 of popular thriller / drama series Mr Robot, 
the promotional script for which was different for each of the 14 
countries targeted. 

Use a strong thumbnail image 

Both Facebook and YouTube enable you to upload a thumbnail to 
sit alongside your video. These thumbnails are a great way to grab 
viewers’ attention and get them excited about your video before it 
starts playing. Think of thumbnails as an important first impression.

When it comes to choosing your thumbnail, avoid a blurry, motion-
filed shot. Your thumbnail should suggest that the video is high 
quality. Pick a different frame where you subject or environment 
looks crisp and clear.

Great thumbnails can begin to tell a story and show viewers what’s 
coming up in the video. For example, the above thumbnail from 
‘Tasty’ shows the Korean BBQ finished dish that the video shows 
you how to make.

https://www.facebook.com/tastemade/videos/1313321655421665/
https://www.facebook.com/buzzfeedtasty/videos/1917282798524360/
https://www.facebook.com/tastemade/videos/1313321655421665/
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MATT WILLIS 
ASK THE EXPERT

ES: Talk us through the recent 
evolution of social video for marketing 
and advertising?

MW: The appetite for short-form 
content has gone from strength-to-
strength. After starting out with Vine’ 
videos, we’re now seeing a big jump in 
short-form videos across mainstream 
social platforms like Facebook and 
Instagram, which have now figured out 
how to monetise them.

[This is] as opposed to Vine, which 
unfortunately didn’t monetise and is now 
just a camera app. 

As the constraints on video lengths 
changed from 15 -seconds to 30-seonds 
on Instagram initially brands just 
uploaded their TV ads to the platform. 
But the creative approach required to be 
effective on these channels is an entirely 
different proposition.

ES: What are the most effective social 
video formats that are working at 
the moment?

MW: While there is a convincing 
argument to create video in the format 
native to the platforms, clients have 
limited budgets so we often get asked 
to create a video that’s that will work 
in both square and landscape formats. 
And because our videos often are stop 
motion ones — which are more labour 
intensive content to create — we pretty 
make sure all our videos can work in all 
those formats.

ES: Have you done much work in the 
vertical or portrait formats for mobile 
with the popularity of Snapchat & 
Instagram Stories?

MW: Yes, generally, its people who can 
afford it with large budgets who want to 
purpose-fit content to specific platforms, 

but the majority now want to get content 
that will fit across all the platforms 
because of budget constraints. But we 
have other clients who are happy to take 
a square video and use it on Instagram 
stories and put their captions and tags 
and links above and below that in the 
vertical format. So, you do get people 
using all sorts of tricks.

ES: What would you say to brands who 
weighing up the cost of creating social 
video content vs. a static image? 
Why does the cost & effort make it 
worthwhile in your opinion? 

MW: You just need to look at the metrics 
from Facebook and look at how much 
of the content is viewed in a video vs. 
a static image format. According to our 
data and customer feedback, video is 
getting more of the attention and it 
works the same on Twitter as well. There 
is data to support how much more a 

Matt is the founding director of 
short form video content Studio 
Yelldesign. 

http: //www.yelldesign.com/
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Tweet gets engaged with if it contains 
both a video link and a static image. 

ES: Tell us about some of your 
recent project successes and why 
they worked

MW: We produced a How-to Tiramisu 
recipe stop motion video for The 
Modern Baking Company. 

They wanted to show people how they 
could use their ‘Sponge Fingers’ product 
over the holiday period. It was shot in 
one day and to-date it has been the 
most popular video the brand has done.

We’ve also been working with Allen’s 
Lollies and have done a series of stop-
motion videos as part of their Pick & 
Mix range on Facebook, the highlight 
of which was the Choc & Cream in 
stores now’ video which was published 
in March, which to date has had 1.2 
million views.
 

ES: What advice would you offer 
to brands approaching creators 
and agencies with a social video 
project idea?

MW: We try and chat about the length of 
the video first. With the How-to Tiramisu 
example, 30-seconds was just the right 
length, the idea being that people will 
watch waiting for the bus, for instance. 
The video needs to be quickly and easily 
consumed, making people feel confident 
they can go home and make the recipe 
themselves that day. 

We also like to show as many of the 
ingredients in the frame so there aren’t 
too many ins and outs. It’s all there so 
all you’re really doing is mixing it up. We 
will then typically employ a couple of 
nice transitions using some stop-motion 
trickery that enables us to slide things 
in and out so it looks like the recipe is 
coming together effortlessly, and then 
finally inject a little bit of character in there.

For example, when the sponge fingers 
are popping into the bowl they have a bit 
of a giggle which leaves the viewer with 
a smile on their face. Also worth noting 
is the fact Facebook recommends that 
video makes the best use of the first 
3-seconds and try and create what is 
known as a thumb stopper i.e. a video 
that engages the viewer, so they watch 
the content and stop scrolling ahead.

The videos that seem to work the best 
don’t necessarily have big production 
values, but they have a strong concept. 
This is the most important thing. l

ASK THE EXPERT

https://www.facebook.com/336067193433834/videos/350334908673729/
https://www.facebook.com/336067193433834/videos/350334908673729/
https://www.facebook.com/allens.lollies/videos/1210458935736577/
https://www.facebook.com/allens.lollies/videos/1210458935736577/
https://www.facebook.com/allens.lollies/videos/1210458935736577/
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VIDEO SHARING BEST PRACTICES  
CHAPTER 7

Otherwise great video projects often go to waste because they’re not 
distributed properly. But content that isn’t discovered, consumed 
and shared, serves no purpose. 

This chapter outlines the best practices for ensuring your video 
achieves traction online. 

SEO for video

Try to put keywords in your titles. This attracts users to your content 
naturally, but your headlines are also the first bit of ‘metadata’ 
search engine robots use to index your video. Not only does it need 
to be short but loading up your keywords in the title front end is 
recommended.

Using metadata 

On most webpages, the crawlers and robots of a search engine 
“read” the content of the page to interpret what it’s about. They also 
watch video. Therefore all the information they can collect about 
your content (which equals all the SEO value) comes from metadata 
like tags and the description. 

For the latter, use keywords and phrases your target audience might 
be searching for. You might even include a transcript of your video. 
By fleshing out your descriptions and various metadata fields, you’re 
offering those SEO bots as many opportunities as possible to find 
your video and push it up the ranks.

Driving engagement 

As the name suggests, social media is all about interaction, so try not 
to push.

Distribute your videos as part of an ongoing conversation, not just 
one-off clips. And allow for active discussion in your video’s thread, 
soliciting questions and comments from your audience, and being 
sure to respond, keeping the discussion alive and thriving.

Follow your followers

While it does take time and effort, liking, commenting or sharing 
your audience’s posted or shared content makes them feel part of 
a new social community: your brand’s community. It’s like a two-
way street where there is constant traffic back and forth. And your 
target audience is more likely to eagerly follow your content, even 
champion your brand, if the social interaction goes both ways

Be up-to-date

Social media is driven by topics that are current, or ‘trending’ right 
now. This means any brand that can get its take, or angle, on a story 
out fast, and be part of the conversation, has opportunities to shape 
what’s said, and happens, next.
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Be consistent

With so much information now swirling around online, you need to 
be consistent and persistent to be seen. And there’s no better way 
to be seen than with video.

Stoking your social channels with varied – yet interconnected — 
content that includes relevant and frequent video. You’ll stand a 
much better chance of getting in front of your prospects as they will 
be more alert to your next post.

Plan your posts

Naturally you want your content to flow to feeds where there’s the 
best chance of real engagement. And, generally this means thinking 
about the likes, dislikes and habits of your specific audience. 

However, certain traditional rules are proving to be universal. For 
example, time of day and day of the week. As you might expect, 
social sharing and determining the best times to post is a growing 
science amongst data experts. But as a general rule, all brands 
should note the following. 

• No one likes Mondays
• People take it easy in the afternoon 
• If you have to pick a day make it a Friday 
• Win on the weekend. 

Of course, there are exceptions to every rule, so try to work out what 
works best for you. But this will give you a good starting point from 
where to test the posting of your video content to maximize reach 
and engagement in the short term.

No one likes
Mondays

BEST DAYS TO POST

MON

S M T W T F S

People take it easy 
in the afternoon 

Win on the weekend  

If you have 
to pick a day 

make it a 
Friday

FRI SAT
SUN

PM
DO NOT
DISTURB
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USING SOCIAL VIDEO  
TO DRIVE CONVERSIONS   

CHAPTER 8

The importance of call to actions. (CTA’s) 

When creating videos, be sure to optimise your content with calls to 
action (CTA). A CTA doesn’t always have to directly lead to a sale or 
sign up, video CTA’s could include:

• Subscribe to your channel
• Follow / Like your Page
• Share with your friends
• Comment on the video
• Check out other content.

For example, Gary Vaynerchuck sometimes includes a ‘Share’ CTA 
mid-roll or at the end of his Facebook videos:

There are three common positions to add calls to action within 
videos, as Wistia explains on their blog:

1. Pre-roll Calls to Action at the very start of the video ensure 
that every viewer sees them and has an opportunity to click.

2. Mid-roll Calls to Action can be anywhere between the very 
start and the very end. They are designed to target viewers 
when they are most engaged.

3. Post-roll Calls to Action appear at the very end of the video 
to ensure the viewer is highly interested before being presented 
with a CTA.

Start Middle

Conversion opportunity position

End

20

15

10

5

0

Call to action: coversion rates (%)

Interestingly, Wistia’s also found that mid-roll CTAs appear to convert 
at the highest rate:
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Facebook
Live Video

Instagram
stories

Pinterest 
promoted video

Twitter 
promoted video

Snapchat 
snap ads

It’s no surprise that with the rapid growth of the vertical stories format, 
so too the use of video to bring products to life and drive interactions 
at the lower end of the funnel has been gaining momentum 

Traditionally, video was thought of as more as a ‘product-awareness’ 
play, but with the development of new mobile ad formats, it is now 
increasingly being adapted to help brands sell more product.

This example on the following page is from a Facebook Carousel 
Ad from Target Style which is synced so you can follow the woman 
as she walks across the screen. You can see it’s quite clever and 
designed to drive high-levels of engagement and interactivity. 

Likewise, Instagram’s new stories feature can be used to sell goods 
and services as in this example (right) from J Crew who used the new 
format to launch promote and sell their new sunglasses using stop 
frame animation, which is great for brands on a smaller budget.

If you’re a small business and want to sell stuff faster, you can use 
video in really simple ways like this Sales Ad for Privacy Pop’s cool 
little bed tents. Note the clever call to action in the bottom right 
corner. 

Last year snapchat also introduced ecommerce ads where users 
can swipe to buy featured products. The ad on the right for 
Lancome promotes a lip product called Juicy Shaker where people 
can shop the beauty company’s site without leaving Snapchat.

SOCIAL VIDEO AD FORMATS DRIVING CONVERSIONS

TARGET CAROUSEL AD

J-CREW 
INSTAGRAM 

STORIES 

https://www.facebook.com/PrivacyPop/videos/907987282640845/
https://www.facebook.com/PrivacyPop/videos/907987282640845/
https://vimeo.com/179495901
https://www.facebook.com/PrivacyPop/videos/907987282640845/
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WHAT IS THE MEASURE OF SUCCESS?   
CHAPTER 9

There’s no doubt that video is set to play an increasingly important 
role in the future of social media marketing. But with video formats 
constantly evolving and each social platform tracking video metrics 
differently, it can be difficult for advertisers to get a handle on 
social video advertising. Vertical video, Instagram Stories, private 
messaging on Snapchat, Facebook Live, and every other format in-
between is just a small part of the overall social video equation.

But do we measure its success? How can we tell if videos are 
performing well on this or that platform or device? Well, let’s just say 
for now it’s not easy.

For starters, every social media platform has its own rules, feature 
and metrics, including the definition of what constitutes a ‘video-
view’. Some platforms count a video as three seconds, while others 
count a view as soon as you open a video. Some platforms auto-
play videos, others don’t. Some channels have limits of 60 seconds 
for video and on others it’s unlimited. How are we supposed to 
keep up?

Sound
on

click for 
sound

click for 
sound

click for 
sound

Sound
on

Sound
off

click for 
sound

click for 
sound

seconds
+

seconds
+

seconds
+

seconds
+

open open open openseconds
+

Sound
off

PLATFORM PLATFORM

WHAT COUNTS AS A VIDEO VIEW WHAT COUNTS AS A VIDEO VIEW

SOUND SOUND

SOCIAL VIDEO LIVE VIDEO

3 3 3 1 30 1 1 3 1

WHAT COUNTS AS A VIEW?
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Ultimately, not all video views are created equal

The word “video” means many things these days: The production, 
format, length, and way it’s measured vary greatly. Your video 
strategy should encompass platforms that make the most sense. 
And you should use different metrics to measure success, since 
people don’t use and consume media the same way across 
different platforms. 

And because attribution models differ, you can’t use the same video 
asset everywhere and measure it the same way. Otherwise, you’ll 
miss a lot of the value platforms can drive. You have to map views 
back to your key objectives.

Video is everywhere 

There’s no use in just designing one asset and one KPI, just as you 
can’t use the same engagement metrics across all platforms. 

For example, people engage differently with Pinterest compared with 
how they use Twitter.

This means there are a growing number of possibilities out there for 
creating very specific customer experiences around video, so try to 
design specific strategies mapping to each of them.

It’s important, therefore, not to measure the success of one mobile 
campaign compared to another according to ‘views’. Rather, you 
should think more carefully about the specific content and length of 
your video so as to maximise user engagement.

Obviously, production matters too, but it’s important to note 
that some platforms don’t necessarily show much difference. 
For example, with livestreaming or a user viewing content on an 
iPhone the difference between ‘average’ and ‘good’ might be hard 
to pinpoint.
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MOVING TOWARDS MORE  
IMMERSIVE VIDEO EXPERIENCES    

CHAPTER 10

One of the things Facebook is noticing is the way we are looking at 
video, and the way we are engaging with it is changing to be a more 
participatory role. The premise being that by encouraging people to 
interact with video they will get the full benefits.

Virtual reality / 360 video

One of the ways this is starting to happen already is with 360 video 
and Virtual Reality. 

Think of 360 video as an entry point to virtual reality. it’s a social 
media video format that lets viewers virtually rotate the camera to 
change their point of view, allowing them to immerse themselves in 
the content you present

Take this example promoting the Honda Civic at the 2016 Red 
Bull Global Rally cross which shows how visceral and immediate 
360 marketing can be. 

We dare you not to feel at least mildly thrilled by that. This video cuts 
rapidly enough that the novelty isn’t lost, and is part of an overall 
campaign surrounding a key event in Honda’s marketing calendar.
The format of 360 video is still new enough that it stands out from 
regular old 2D video. According to eMarketer, more than half 
of users find 360 video engaging, and more than one-third say 
they’re more likely to engage with 360 video than with other, more 
traditional social media video formats.

360-degree video can help create engaging experiences

I see brands that are currently using 360-degree video as innovative

I would like to see more 360-degree video content online

I would be more likely to engage with an ad if it was in 
360-degree video

I find myself paying more attention when video is in 360-degree 
video format

53%

45%

43%

36%

35%

US INTERNET USERS’ ATTITUDES TOWARD 
360-DEGREE VIDEO, AUGUST 2016

% of respondents

Note: ages 18–54
Source: YuMe, “Immersive Technologies: The New Emerging Platform 

& Opportunities for Brands.” Jan 9, 2017.

https://www.youtube.com/watch?v=L6AKhFyqKc0
https://www.youtube.com/watch?v=L6AKhFyqKc0
https://www.emarketer.com/Article/Consumers-Give-Good-Feedback-on-360-Degree-Video/1015016
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Facebook 360 video 

If you record your video with a 360-degree camera, it should 
automatically add metadata to the file that will allow Facebook to 
recognise the file as a 360 video, so you can upload it to your page as 
you would any other video. If not, you can add the metadata yourself.

Technical requirements:

• Video with 360 metadata embedded
• Maximum length: 30 minutes
• Maximum file size: 5 GB.

Before publishing the video, click the Advanced tab, then check the 
box next to This video was recorded in 360° format. Click the 
360 Controls tab and set the default point of view.

This example — recognised at the 2016 Facebook Awards — took 
visitors to a Salvador Dali exhibition on an entirely different, fully 
immersive journey that simply wasn’t possible before.

Facebook Live 

Launched at the end of 2016, Facebook Live invites people to 
interact with video in the moment, in-real time, and is reporting 
encouraging results.

On the best examples of this is Buzzfeed’s exploding watermelon 
stunt (below) promoting season two of the popular American drama, 
Mr Robot. Buzzfeed used Facebook Live to broadcast different versions 
of the promotion script, specifically tailored to 14 different jurisdictions.

Facebook Live 360 

Blend live video with 360 
video, and what do you 
get? That’s right: live 360 
video, combining the 
interactivity and virtual 
reality elements of 360 
video with the immediacy 
of live streaming.

Facebook and Twitter have both launched live 360 platforms, but 
they are only available to select publishers for now. Facebook’s 
program should roll out more broadly later this year, and Twitter is 
taking a waitlist for its live Periscope360 program. Periscope360 will 
roll out to iOS users first, and for now only supports integration with 
the Insta360 Nano camera.

Twitter Live 

Twitter has owned the live-broadcasting app Periscope since before 
the latter even launched. But only in December 2016 did Twitter 
make Periscope’s live video functionality available to all Twitter users, 
without downloading the Periscope app.

To launch your live social video straight from Twitter, tap the 
compose icon, then Live. When you’re ready, tap Go Live to 
start broadcasting.

Instagram Live

Unlike live videos on the other social networks, Instagram live videos 
cannot be archived. Once the broadcast is over, the video is gone, 
so make sure you’re also recording to another source if you want to 
have something more permanent.

Technical requirements:

It’s pretty simple: you can share live video 
on Instagram from your smartphone 
with the latest version of the Instagram 
app. The maximum live video length is 
one hour.

To launch your live Instagram video, tap 
the camera icon in the top left corner of 
your screen or swipe right from your feed, 
then tap Start Live Video. The broadcast 
will appear in your Instagram Story.

To find out more read the 7 key new 
principles for storytelling in a world of VR, 
360 Video and the mobile newsfeed. 

https://www.youtube.com/watch?v=I-Fb1lPL5WA.
https://www.facebook.com/BuzzFeed/videos/10154535206385329/
https://www.facebook.com/BuzzFeed/videos/10154535206385329/
https://www.facebook.com/vrscout/videos/1187391974649155/
https://www.facebook.com/vrscout/videos/1187391974649155/
https://www.davidwesson.com/blog/2017/3/23/7-key-new-storytelling-principles-you-need-to-know-in-the-age-of-vr-360-and-the-mobile-newsfeed.
https://www.facebook.com/BuzzFeed/videos/10154535206385329/
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Video content is now widely accepted to be 
the best way to reach your audience. At the 
same time, social media content consumption 
is moving almost exclusively to mobile. Given 
this dramatic shift from desktop to mobile, 
businesses can thrive in 2017 and beyond 
by posting video content optimised for 
the mobile user. As we’re all learning, and 

learning fast, video for mobile is not like 
any other kind of video.

NEXT STEPS   
What does this all mean?

Marketers and brands now have an opportunity to harness 
new social video techniques and formats to create great mobile 
campaigns.

Rather than providing a one-way passive video blast, It should 
be about providing your target audiences with a ‘lean-forward’ 
experience which is active and engaging – with playful video formats 
that are made for mobile and social newsfeed and will increase the 
chances of your video strategy and campaign being successful.

There really is no arguing with the fact that video has become 
the dominant vehicle driving ROI from companies’ marketing and 
communications budgets. And its power and influence is only going 
to increase in the future. 

But success depends on you being ready and willing to adapt to 
changes in behaviour as the existing social platforms develop their 
functionality to get your audiences to stop in the newsfeed, and 
quickly and easily find your content amid all the clutter.

Do I need to hire a huge video production team?

Not necessarily. The days of over-complicated video editing are 
over. Today, everyone in your organisation can be video producer 
with limited training. From your marketing and social teams to 
editors and journalists, every member of your team who produces 
content can be empowered to produce video content, and given 
the medium’s importance, they should be encouraged to across the 
entire organisation.

Can I afford to make video?

Yes, absolutely. In fact, you can’t afford not to. But video production 
today is a much less-costly proposition than in years past. You don’t 
need fancy high-tech equipment because so much video is viewed 
on mobile devices that it’s perfectly acceptable to shoot using a 
mobile device. 

There are also a host of widely-available tools that can help make 
your video production a low-cost and low-stress endeavour. From 
finding and cataloguing assets, to editing and publishing from the 
cloud, there’s no organisation too small or too financially strapped to 
have an active and effective video production schedule.
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Why should you hire an agency?

Social video is on track to become the most powerful tool marketers 
have for telling great brand stories that drive customer engagement, 
build communities and ultimately convert views into sales. 

But as the relevance of traditional TV continues to decline, we’re all 
now entering a world where the word ‘video’ means different things 
to different people.

There are many different formats, styles, and lengths that need to 
be considered, as well as what digital channels and devices specific 
users are connected to. Who would have predicted a few years ago 
that some of the most successful videos online are designed for the 
sound to be ‘off’?

Social media platforms including Facebook, Instagram, and 
Snapchat, continue to add and refine features that encourage and 
support the creation and sharing of stories expressed in video form.
And mobile is the dominant vehicle for consuming it.

This has several important implications, especially the narrow 
window brands now have to capture attention. These days 
marketers have mere seconds to engage users before they 
swipe away.

At Evolve Social, we pride ourselves on being ahead of the curve 
when it comes meshing the power of video with social media.

Boasting an experienced team of creative professionals spanning 
multiple disciplines, we know how to tell engaging, effective brand 
stories that are seen and heard in today’s crowded and fast-moving 
digital landscape.

We can also adapt your social video campaign to different audiences 
across different platforms and devices while ensuring it is properly 

Too often we see great video projects go 
to waste because they don’t have a good 
distribution strategy attached to them. As the 
saying goes great content isn’t great until it’s 
discovered, consumed and shared. Evolve 
Social are experts in understanding audiences 

and knowing what type of content is 
achieving cut-through in your markets. 

managed, monitored and measured against your specific ROI and 
KPI objectives. 

Whether it’s instructional, how-to videos, campaign trailers, time-
lapse, or animation and stop-motion video, Evolve Social will work 
with you at every stage to make sure your video counts.

‘The Brands Guide to Social Video’, is your best resource for 
understanding how video is transforming the ways in which brands 
and their audiences connect, communicate and interact.
Today, the question is not whether to make video a core component 
of your overall marketing mix. Rather, the question is how.

We look forward to helping you answer it.
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25 SOCIAL VIDEO EXAMPLES  
YOU SHOULD WATCH TODAY   
Facebook

1. Allen’s Lollies Choc & Cream (Facebook, Campaign)  

2. Buzzfeed Watermelon (Facebook Live)  

3. Tech Insider — Smart Bike (Facebook, Product Launch 

4. Privacy Pop short form (Facebook, Product Sales) 

5. IHOP-Paradise Pancakes — (Facebook Live, Product Awareness) 

6. UPS & North West Battle Buddies (Facebook, Cause storytelling) 

7. CBS News — Baby Pandas Facebook (Brand engagement) 

8. Australia Zoo — Wattle The Wombat  
(Facebook Live, brand engagement)  

9. Tastemade — 8 ways to hack an Ice tray  
(Facebook, Recipe suggestions) 

YouTube

10. Casey Neistat’s Nike Make it Count (YouTube, Campaign) 

11. Sydney in (360 VR) Tourism (YouTube)  

12. LG — life’s good when you play more  
(YouTube, Product launch)

13. Stranger things — Virtual Reality Experience  
(YouTube, 360VR) 

14. Budweiser Chicago Cubs 2016 World Series Champions 
(YouTube, Storytelling)  
 

15. Sonos Home Sound (YouTube, Product Benefits) 

16. Honest Beauty POV (YouTube, Product Storytelling ) 

17. Moz — White board Friday (YouTube, Education )  

18. Mail Chimp-Kale Limp (YouTube, brand awareness) 

19. Google Pixel Phone — (YouTube, Product Launch) 

Instagram
20. Megan Cignoli Malbu Campaign (Instagram, Stop-motion) 

 
21. J-Crew Sunglasses (Instagram Stories, Product launch)  

22. Lowes Home Improvement (Instagram, How to Product) 

23. Ben & Jerrys — How to smoothie recipe  
(Instagram, Product awareness) 

24. Krispy Kreme — St Patricks Day (Instagram, Product awareness) 
 

25. Teen Vogue — Kendal Jenner (Instagram, brand engagement). 

https://www.facebook.com/allens.lollies/videos/1210458935736577/
https://www.facebook.com/BuzzFeed/videos/10154535206385329/
https://www.facebook.com/techinsider/videos/vl.903537716400266/421792938019068/?type=1&theater
https://www.facebook.com/PrivacyPop/videos/907987282640845/
https://www.facebook.com/IHOP/videos/10153861432488152/
https://www.facebook.com/ups/videos/1159122270768741/
https://www.facebook.com/CBSNews/videos/10153937879950950/
https://www.facebook.com/visitqueensland/videos/10154570723665098/
https://www.facebook.com/visitqueensland/videos/10154570723665098/
https://www.facebook.com/tastemade/videos/1384977111589452/
https://www.facebook.com/tastemade/videos/1384977111589452/
https://www.youtube.com/watch?v=WxfZkMm3wcg
https://www.youtube.com/watch?v=jSJWc4BAVjU
https://www.youtube.com/watch?v=UxmzPi0DkTA
https://www.youtube.com/watch?v=UxmzPi0DkTA
https://www.youtube.com/watch?v=yg29RvYNSDQ
https://www.youtube.com/watch?v=yg29RvYNSDQ
https://www.youtube.com/watch?v=3Mdnynw4VAQ
https://www.youtube.com/watch?v=3Mdnynw4VAQ
https://www.youtube.com/watch?v=joYFJYhx1uc
https://www.youtube.com/watch?v=D-g1sQ-f64Q
https://www.youtube.com/watch?v=4rru_rysznY&list=PL8A5C517175C28573
https://www.youtube.com/watch?v=AdqBcx6KQCI
https://www.youtube.com/watch?v=Rykmwn0SMWU
http://visualcountry.com/works/malibu-rum/
https://vimeo.com/179495901
https://www.instagram.com/p/BStj5O5ho5w/?taken-by=loweshomeimprovement
https://www.instagram.com/p/BStj5O5ho5w/?taken-by=loweshomeimprovement
https://www.instagram.com/p/BROK_-mD_3j/
https://www.instagram.com/p/BROK_-mD_3j/
https://www.instagram.com/p/BRtjHhulx8_/
https://www.instagram.com/p/BBksUuxNmD2/
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15 APPS FOR YOUR SOCIAL 
VIDEO TOOLKIT
1. Animation Wave (easily and quickly create three versions of 

the same video: landscape, square, and portrait. It’s one of the 
easiest video editing tools) 

2. Animato (robust tool with templates for creating professional 
marketing videos) 

3. Go Animate (allows you to create your own animated videos 
with customized interacting characters ) 

4. Magisto (easy- to-use video editing tool)  

5. Ripl (create eye-catching animated videos) 

6. Bitable (build videos with their stock content and/or add 
your own) 

7. Adobe Spark (image creation app, now with some animated 
effects for short videos)

8. I-Movie (use on mobile or desktop to quickly edit/stitch 
together video clips) 

9. Flipagram (create great photo + video clip montages) 

10. Flixel (awesome cinemagraph tool — make just a part of your 
video with motion) 

11. Plotagrapghpro (cool new cinemagraph tool to animate your 
photos & make into short form video)  

12. PicPlay Post (create photo montages with video insert) 

13. Diptic (photo collage app also with animation features for quick 
and easy videos) 

14. Titlemaster (add animated text and graphics to create videos)  

15. Splice App (platform that allows you to edit photos and 
video) together. 

https://www.animatron.com/
https://animoto.com/
https://goanimate.com/
https://www.magisto.com/
http://ripl.com/
https://www.biteable.com/
https://spark.adobe.com/
https://www.apple.com/au/imovie/
https://flipagram.com/
https://flixel.com/
https://plotagraphpro.com/home
http://www.flambestudios.com/
http://www.dipticapp.com/
http://titlemaster.dgmotionmobile.com/
https://spliceapp.com/

