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Preface

On YouTube, You or Your Business Is the Star
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Are you an entrepreneur launching a new business and need to build product awareness among a highly targeted audience using limited resources? Perhaps you’re a small-business operator looking for creative ways to grow your business, find and reach new customers or clients, retain your existing customers, and keep costs down, but at the same time discover innovative ways to outmaneuver your competition—all on a tight budget. Well, you’re not alone!

In today’s business world, traditional advertising and many real-world marketing and promotional strategies no longer work because the shopping and media consumption habits of consumers have changed. More and more consumers are researching what they want or need using the internet and then shopping online to find the lowest prices. Plus, beyond just using desktop computers, consumers are relying on their internet-connected mobile devices and smart television sets when doing their shopping-related activities, even if they’re still making some purchases from local retail stores.

As a business operator, you’ve probably already discovered that the internet can be a powerful and cost-effective sales, marketing, advertising, and promotional tool, and that online social networking services, such as Facebook, Twitter, Instagram, LinkedIn, Snapchat, Yelp!, Pinterest, and many others, allow you to easily and informally reach existing and potential customers using text, photos, and other multimedia-based content.

 






[image: ]




[image: ]



WHO WATCHES ON-DEMAND STREAMING VIDEOS VIA YOUTUBE?
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As of mid-2017, YouTube had more than 1.3 billion active users (which is equivalent to about one-third of all internet users). With the media habits of consumers changing so rapidly, when it comes to reaching the core 18- to 34- and 18- to 49-year-old consumer groups, YouTube reaches more of these important demographics than any cable television network in the United States.

However, as a YouTube channel operator and content creator, you can also reach a global audience. YouTube operates local versions of its service in 88 countries, and users can navigate the service in more than 76 different languages in order to watch the video content they want, when and where they want to watch it.

YouTube is owned and operated by Google, which is the world’s most popular internet search engine. When it comes to consumers finding information they want online, YouTube has become the world’s second most popular search engine. When you publish a video on YouTube, not only can you attract viewers who are looking for content like what you’re offering, but a search result for each of your videos will also be added to Google (often within minutes of the video being published online), which can improve your company’s overall search engine optimization (SEO) and help you drive traffic and highly targeted customers to your company’s website and/or YouTube channel.






 

In fact, to be competitive, your business must have an online presence. This means having a company website, as well as a Facebook page and Twitter account, for example. However, there’s yet another resource you can inexpensively use. It’s called YouTube, and it’s the world’s leading on-demand, streaming video service.

Virtually anyone with a high-definition video camera, webcam, smartphone, or tablet, for example, can easily record, edit, and publish videos online—about any topic whatsoever—then share them with the world, or in this case, with the target or niche audience for your company’s products or services.

Millions of small businesses, entrepreneurs, and organizations have discovered innovative ways to create original YouTube video-based content as a low-cost tool for building their brand, reputation, and image. It’s a way to attract new customers, share information, showcase products and services, compare your products with your competition’s, offer video-based tutorials about how to assemble or use your products, and share testimonials.

YouTube can also be used as a highly targeted but low-cost advertising vehicle that allows you to reach potential customers at the exact time they’re looking for information about what your company offers. Plus, if you don’t want to invest the time and expense to produce your own videos, you can pay for product placements in the videos produced by high-profile YouTubers (online personalities), some of whom have millions of dedicated subscribers to their YouTube channels. You can also arrange to have your product(s) reviewed by influential YouTubers who target the same niche audience as your business.

The Ultimate Guide to YouTube for Business, Second Edition, will introduce you to just some of the ways small businesses are using YouTube as a business tool. You’ll soon discover proven strategies that can help you promote your company, brand, products, or services, using high-definition video, without spending a fortune. You’ll learn the best approaches to planning, creating, editing, promoting, and sharing your videos with the public, as well as how to leverage YouTube’s tools to help achieve your objectives.

This book also explores ways to identify your target audience and keep them top-of-mind as you create your video content, then populate what will become your company’s branded YouTube channel. You’ll learn how to incorporate YouTube with your overall virtual and real-world marketing efforts so your YouTube content can complement and enhance what you may already be doing with a website, blog, electronically distributed newsletter, Facebook page, or other business-related social media presence, for example.

As you’ll discover, there are a handful of steps related to creating and producing the best possible video content that’s targeted to your audience. From this book, you’ll learn about the most important pre-production, production, post-production, and promotional tasks required to create successful YouTube videos, then learn how to use free online-based tools to help you measure and track the reach and traction your videos have when it comes to people viewing your content. For example, you’ll discover easy ways to enhance each viewer’s quality of engagement as they watch your YouTube content.

Since YouTube has become the virtual home to countless high-profile YouTubers, many of whom have built audiences that reach into the millions, this book will also explore how your business can work with appropriate online personalities to help you promote your products in a highly targeted and cost-effective way using paid product placement and by getting highly influential YouTubers to review or endorse your product(s) within their videos.
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LIKE EVERYTHING ON THE WEB, YOUTUBE IS EVOLVING
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In addition to becoming the world’s most popular destination for computer and mobile device users to select and watch free, unlimited, on-demand streaming video content created by individuals and companies, YouTube offers other video-based services. For example, any company or individual can broadcast live on YouTube, as opposed to pre-recording and publishing videos. The focus of Chapter 16, “Go Live with Your Broadcasts,” discusses how and why a small business can use live broadcasts to communicate with a targeted audience.

YouTube is also expanding the original programming and content it offers through services like YouTube Red, which is a subscription-based (paid) platform for watching premium video content and programming produced by YouTube and its partners. In 2017, YouTube also began streaming live and on-demand television programming (from popular television networks), as well as movies from top Hollywood studios and other premium content providers through a separate service, called YouTube TV.

As YouTube evolves as a service, the video-watching habits of viewers are also changing, which as a result, is creating new opportunities for small businesses to reach highly targeted or niche audiences in cost-effective ways.






 

Plus, you’ll also learn from the experiences of successful YouTube and online marketing experts who share their advice in exclusive interviews that can be found throughout this book. You’ll soon discover that YouTube has dramatically changed how people worldwide, and from all walks of life, experience on-demand video content. Now, you can begin tapping this vast and ever-expanding audience to grow your business, even if you are not technologically savvy.

Don’t worry; it’s not too late to jump on the YouTube bandwagon. Even if you’re on a shoestring budget, you can quickly begin using YouTube without expensive video production equipment or Hollywood cinematography skills. Beyond what this book offers, all you’ll need to be successful is creativity and a strong understanding of your target audience.

Keep in mind, while you can use low-end video production equipment (or even a smartphone) to create, edit, and publish YouTube content on a tight budget, the actual videos you publish on what will become your company’s branded YouTube channel all need to be well-written and shot so the content is crystal-clear when viewed on each viewer’s screen. Your videos should also showcase excellent lighting and high-quality sound so the content can be clearly seen and heard on any computer or mobile device the viewer is using to access YouTube. In other words, what you publish online can’t look or sound amateurish, and it must appeal to, and attract the attention of, your target audience while meeting or exceeding their expectations.

Before you start planning your videos and making plans to create and populate a YouTube channel for your business, let’s take a closer look at what YouTube is and focus more closely on some of the ways small businesses, entrepreneurs, and organizations working in virtually any industry are already using YouTube. That’s the focus of Chapter 1, “Using YouTube as a Promotional and Marketing Tool.”





Chapter 1

Using YouTube as a Promotional and Marketing Tool
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        [image: ][image: ]     What you need to get started

To be competitive, it’s virtually mandatory for a business in almost any industry to tap the power of the internet and online social media. YouTube, the popular video-streaming service and world’s second most frequently used search engine, can and should be a powerful part of your overall marketing and promotional strategy. It can be accessed from almost any computer or internet-enabled device, from almost anywhere, 24 hours per day, seven days per week, 365 days per year. YouTube launched in April 2005 and has since become the third most visited website in the world.

As of mid-2017, more than 300 hours of video are uploaded to YouTube every minute of every day, and almost 5 billion videos are watched by YouTube’s more than 30 million daily visitors. During a typical month, this translates to more than 3.25 billion hours worth of video content being viewed. More than 1 billion video views per day (about half of all YouTube video views) are conducted using an internet-connected smartphone or tablet. Based on this last statistic alone, as a content producer, this means your videos need to cater to the smaller sized mobile devices. For example, if you’re using text-based titles and captions within your videos, you must ensure that the size, color, and font selection for the text is easily readable, even when viewed on a smartphone-sized screen.

Approximately 38 percent of YouTube’s users are female, while 62 percent are male. When broken down by age, 11 percent of viewers are between the ages of 18 and 24, 23 percent between the ages of 25 and 34, 26 percent between 34 and 44, 16 percent between 45 and 54, 8 percent between 50 and 64, 3 percent age 65 and older, and the age is not known for about 13 percent of viewers.

Based on research conducted from 2015 by MWP (My Web Presenters, https://mwpdigitalmedia.com/blog/10-statistics-that-show-video-is-the-future-of-marketing), among business executives who are given the choice to read a text-based article about a topic online or watch a video about the same topic, 59 percent would opt to watch the video. In addition, 54 percent of senior executives repeatedly share work-related videos with colleagues on a weekly basis.

Meanwhile, according to a 2016 survey conducted by Think with Google (www.thinkwithgoogle.com/consumer-insights/video-trends-where-audience-watching), almost 50 percent of all internet users look for videos related to a major product or service purchase before visiting a store to do their shopping. Research published in 2015 by Animoto (https://animoto.com/blog/business/video-marketing-cheat-sheet-infographic) reported that four out of five consumers believe that demo videos are helpful and that online shoppers who opt to view a product- or service-related demo video are much more likely to make a purchase. Based on these statistics alone, hopefully a lightbulb has switched on in your head, and you’re already thinking about ways your business can incorproate demo videos of your products and services into your online-based sales, marketing, and promotional activities.

As you’re about to discover, businesses use YouTube in a myriad of ways, including simply buying ads—from text-based and display ads that link to websites, to video messages that resemble 10-, 15-, 30-, and 60-second TV commercials. In many instances, paid advertising on YouTube is one of the most affordable and effective advertising options available on the internet.

Many businesses also produce and publish their own YouTube videos as part of their overall online marketing and promotional strategy, either by hiring a video production company or doing it themselves.

As a YouTube content creator, your business will need to create and maintain its own branded YouTube channel, which can give you the opportunity to share in advertising revenue that’s generated when optional ads are shown in conjunction with your original video content on your YouTube channel. In fact, many people have actually developed a highly lucrative career producing original videos for YouTube, which then generate revenue by attracting large audiences. These people are often referred to as “online personalities” or “YouTubers.” When it comes to producing YouTube content, take an extremely creative approach in order to set yourself apart from your competition, capture your target audience’s attention, and build their loyalty. Using original video to do this is the focus of the Ultimate Guide to YouTube for Business, 2nd Edition.

FIRST, LET’S GET ACQUAINTED WITH YOUTUBE

YouTube’s launch in early 2005 changed forever how people use the internet. YouTube allows everyday people, entertainers, business operators, and entrepreneurs—from all walks of life—to produce, upload, and share original videos, for free, and build a potentially global audience for them. YouTube can also be used effectively to target a regional audience, or attract a highly target (niche) audience, based on demographic criteria you define.

Thanks to advancements in high-definition (HD) camera technologies that have occurred over the past few years, today anyone with even the most basic video camera can participate as a content producer. YouTube makes it extremely easy for non-technologically savvy web surfers to use their computer (or most other internet-enabled devices) to quickly find and watch videos.

When you visit YouTube (www.youtube.com) or use the official YouTube app on your smartphone, tablet, or smart TV (or related video-streaming device, such as an Apple TV, Amazon Fire TV, or Google Chromecast device that connects to a television set), you’ll discover content that’s as diverse as the people who create it. Virtually every topic imaginable is covered. When people want to find information on the web, they often use YouTube’s search feature, as opposed to a search engine, such as Yahoo! or Google, to find what they’re looking for.

MAKING YOUTUBE WORK FOR YOUR BUSINESS

As a small-business operator, you have vast opportunities with YouTube, limited only by your ingenuity, creativity, the time you invest, and to a much lesser extent, your video production and promotional budget. Later in this book, we’ll explore just some of the ways small-business operators are using YouTube as a cost-effective sales, marketing, promotions, and advertising tool. Just about any entrepreneur or business can benefit from using YouTube as a cost-effective way to entertain, inform, educate, or rally your audience/customers (or potential customers) to action. To use this online-based marketing and promotional tool to its utmost potential, however, you need to determine:

        [image: ][image: ]     What YouTube is capable of and how it can be used

        [image: ][image: ]     Your core message and how YouTube videos can be used with your other online marketing and promotional efforts

        [image: ][image: ]     Your target audience and what it’s interested in

        [image: ][image: ]     The best ways to use video to present your core message

Once you have discovered what the YouTube video-streaming platform offers, the next decisions involve determining how you’ll use this resource for your business. For example, you can opt to produce and publish your own content on your company’s branded YouTube channel. You can use paid advertising on YouTube to drive traffic to your website, or you can use paid product placements, for example, to get well-established YouTubers (with audiences in the millions) to talk about and showcase your products or services within their videos. All these options and others will be discussed throughout this book.

Exploring YouTube

Before you begin developing, shooting, editing, and uploading videos, start by establishing a YouTube account for yourself or your business—it’s free. At the same time, you should also begin exploring the service and seeing firsthand what’s possible.

When you begin exploring YouTube, seek out videos that are of interest to you and relate to your business or industry. Beyond just watching free videos, invest the time to become an active part of the YouTube community by “liking” videos, posting comments, and sharing videos with your online friends. Find videos already available on YouTube that cater to your target audience, then consider ways you can create content that will further benefit your audience (your potential or existing customers).

All the videos published on YouTube are easily searchable using keywords and search phrases. You can also seek out videos by category, the channel on which they’re offered, and by using the popularity charts and “trending topics” that are continuously updated and published on YouTube. It’s also possible to link your Facebook and other social media accounts to your YouTube account, as well as discover what your online friends are watching on YouTube.

As you begin to consider who your target audience will be for your YouTube videos, consider that more than 50 percent of the people who access YouTube to watch videos now do it from some type of wireless mobile device. So when you start producing and sharing your own videos, avoid production elements (such as a lot of text) that will be hard to read on a small screen. Download the official YouTube app for your tablet and smartphone to experience small-screen viewing.

Then, when you’re ready, follow the directions offered within Chapter 5, “How to Start Your Own YouTube Channel,” in order to establish a YouTube channel for you or your business. This is the online-based forum you’ll use to upload, showcase, and share your own video productions via YouTube.

DEVELOPING YOUR STRATEGY

If you’re an entrepreneur or business operator, as you explore the YouTube service and check out how your competition is already tapping the power and capabilities of this service, you’ll discover it’s possible to create, produce, and publish videos that can help to:

        [image: ][image: ]     Boost your company’s brand awareness and enhance its credibility

        [image: ][image: ]     Introduce details about a new product or service

        [image: ][image: ]     Advertise an existing product or service

        [image: ][image: ]     Share details about your company and what it offers with a local, regional, national, or international audience

        [image: ][image: ]     Generate new leads for your sales team

        [image: ][image: ]     Teach potential customers about the benefits of your product(s) or service(s), and explain how to best use them through demonstrations, thus helping to remove buyer objections

        [image: ][image: ]     Share customer endorsements or testimonials from existing customers with potential customers

        [image: ][image: ]     Compare your product/service with what the competition offers

        [image: ][image: ]     Tell your company’s story—its history, philosophy, and goals

        [image: ][image: ]     Provide support for real-world or online-based retail promotions or contests

        [image: ][image: ]     Broadcast and stream an event live over YouTube, or share recorded highlights of an event with customers/clients or others who couldn’t attend in person

        [image: ][image: ]     Increase direct sales for whatever your business sells. Someone could watch a video, click on an embedded link, and then place an order from your company’s website, or call a toll-free order line, for example

        [image: ][image: ]     Expand and enhance your company’s product or customer support

        [image: ][image: ]     Use a live broadcast so viewers can experience an event in real-time (such as a press conference or product launch), without being there in person

        [image: ][image: ]     Enhance your company’s internal employee training

As you consider how other businesses like your own are already using YouTube, consider some of the ways you can begin using this service to share original video content with your audience. Remember, you’ll want to study what’s already offered on YouTube carefully, pinpoint a niche, and then figure out who your target audience will be. Only then can you begin writing, producing, and publishing videos that have the potential to gain the popularity you’ll need to generate the online audience you desire.

Develop Your Core Message

With a specific goal or set of goals in mind, the next step is to draft a core message that you want to consistently convey through your videos to your audience. This message should be consistent with the existing marketing and advertising messages you’ve already developed for other forms of media.

The message you develop should be carefully crafted for your audience and be short, memorable, and easily understandable. Once you have brainstormed your core message and the goal(s) for your YouTube online presence, start thinking about all the ways you can present that message via your YouTube videos, again focusing on originality, memorability, and consistency. Depending on the approach you take with your videos, you’ll want to keep them short (between one and six minutes in length) and stay on-point with your messaging. YouTube viewers have very short attention spans, so it’s important to capture someone’s attention quickly and expect to hold it only for a short period of time.

Determine how you want your audience to react as they watch your video(s) or after watching them. For example, do you want viewers to visit your company’s website and place an order, or do you want them to share your message with their own online friends? Perhaps you want your viewers to “like” the video by clicking on the thumbs-up icon or leave a public comment about the video. Think about how you’ll rally your viewers to do whatever it is you’d like them to do. This will be your call to action.

Always remember, however, that your videos should help convey your core message, be synergistic with your company’s other online activity, and be aimed at achieving your overall goals or objectives.

MAKING YOUTUBE A PART OF YOUR ONLINE MARKETING STRATEGY

When it comes to your online activity as a business operator or entrepreneur, everything you do in cyberspace should be synergistic, be focused on the same core message, and fully integrated. In other words, use your company’s Facebook page and Twitter feed, for example, to promote your YouTube videos, while using your YouTube videos to drive traffic to your website, blog, Facebook page, and/or Twitter feed. At the same time, your videos should drive home your core message and call to action.

How you approach this online synergy can be blatant and in your face, or you can take an extremely subtle approach, based on your audience makeup and overall objectives. We’ll explore this concept in greater detail within Chapter 14, “Promoting Your YouTube Videos.”

For now, however, as you learn more about what’s possible using YouTube, consider what you’re already doing in cyberspace and in the real world, and also figure out what you could be doing using services like Facebook, Twitter, Instagram, LinkedIn, Google+, Pinterest, Snapchat, and others, in conjunction with what you plan to do on YouTube. Think synergy!

Synergy also refers to how you communicate your message. Fonts, color schemes, specific wording, music, sound effects, logos, the use of slogans, and other elements that appear within your YouTube videos should all be consistent with what your audience will see on your website, within your blog, on your Facebook page, by reading your Twitter feed, and as they explore your online presence on other social networking platforms.

Figure Out What You’ll Need to Get Started

Based on your objectives, it’s possible to begin producing quality YouTube videos on a tight budget, then, over time, upgrade your equipment and tools to achieve more professional-quality production results. However, step one is to create a YouTube Channel for your company, customize the look of the channel’s page (which is referred to as branding your YouTube channel), then populate the channel with original video content. It all starts by visiting www.YouTube.com, clicking on the “Sign In” button, then clicking on the “Create an Account” button.

In later chapters, you’ll learn how to pinpoint some of the key video production equipment you’ll need, which will include a video camera that’s capable of shooting HD resolution video. You’ll also need to contend with lighting and sound quality considerations to ensure good enough production quality that will satisfy your audience’s expectations and maintain the professional image of your company.

What you’ll need to consider during the pre-production (brainstorming and preparation), production (filming), and post-production (editing) phases of the process will all be covered in Chapter 8, “Filming YouTube Videos.” Once again, the key to success during each of these phases is to stay on message as you cater to the wants, needs, and expectations of your audience, while also staying within your budgetary limitations.

Specialized Skills That May Be Required

As you read each chapter of Ultimate Guide to YouTube for Business, 2nd Edition, the focus will be on one or more aspects relating to the pre-production, production, post-production, publishing, and promotional phases of creating YouTube videos (or otherwise using YouTube as a powerful and highly targeted marketing, sales, and promotional tool). While you’ll no doubt face many challenges as you embark on this project, you also have the opportunity to be creative and have fun as you discover cutting-edge and innovative ways of growing and/or promoting your business.

Like so many things, producing semi-professional or professional-quality videos requires that you learn a handful of skills, all of which will ultimately be used together during the pre-production, production, post-production, and publishing phases. For starters, you’ll need to become proficient at brainstorming unique ideas for videos, then figuring out how you’ll take your raw ideas and transform them into video productions that achieve your goals. To do this, you’ll need to master skills such as:

        [image: ][image: ]     Storyboarding and scripting (writing the scripts) for your productions

        [image: ][image: ]     Video camera operation

        [image: ][image: ]     Set design or location scouting

        [image: ][image: ]     Lighting

        [image: ][image: ]     Sound recording and mixing

        [image: ][image: ]     Managing a “cast” (people who will appear in your videos) and crew (people who will help shoot and edit your videos)

        [image: ][image: ]     Dealing with hair, makeup, and wardrobe considerations for your cast, if applicable

        [image: ][image: ]     Video editing

        [image: ][image: ]     Managing production resources and budgets

        [image: ][image: ]     Creating and incorporating special effects and titles into your videos

        [image: ][image: ]     Incorporating music and sound effects in your videos during post-production

        [image: ][image: ]     Using YouTube’s tools for uploading and publishing your videos, then managing your YouTube channel

        [image: ][image: ]     Promoting your videos in the real world and cyberspace to build an audience for your videos

        [image: ][image: ]     Interacting with your audience on an ongoing basis

At least initially, you probably won’t have all of the skills, knowledge, and experience needed to juggle all the responsibilities that will be required of you as a YouTube content producer. Thus, you have several options. First, seek out friends, co-workers, employees, or relatives who might be able to contribute to your productions and lend their expertise. Another option is to hire freelance professionals to help you.

Professional writers, camera operators, production crew, hair stylists, makeup artists, lighting experts, sound engineers, musicians, animators, illustrators, video editors, and people who are experts when it comes to using online social networking sites for marketing and promotional purposes, for example, can all be hired on a freelance, per-hour, or per-project basis.

Use a service like UpWork (www.upwork.com) to help you find people with the experience and skill set you need to round out your production crew. If you need specialized on-camera or voice-over talent for your productions, contact local talent or modeling agencies, or hold an open casting call by publishing an audition notice on social media or a show-business-related website that caters to your geographic area.

The following are a few popular websites for posting show-business-related casting notices:

        [image: ][image: ]     Backstage: www.backstage.com/casting

        [image: ][image: ]     Model Mayham: www.modelmayhem.com/casting/search_casting

        [image: ][image: ]     Production Hub: www.productionhub.com/casting-notices

        [image: ][image: ]     SAG-AFTRA: www.sagaftra.org/casting-notices

Another excellent and low-cost (sometimes free) resource when it comes to putting together a video production crew that has specialized skills is to seek out college interns from a local college or university. College students who are majoring in video production, writing, video editing, computer animation, lighting, sound engineering, fashion, cosmetology, or marketing, for example, will jump at the opportunity to intern for your company and get real-world, hands-on experience working on a project that they can later showcase on a resume, within a portfolio, or as part of a demo reel.

What’s great about using college interns with specialized majors is that they’re typically very familiar with the latest trends, technologies, and tools for producing semi-professional or professional-quality videos, and they’re willing to work for little or no money. To find college interns, contact the career counselor or internship coordinator at a local college or university to discuss your needs. With permission, you can also post “help wanted” fliers on bulletin boards on college campuses, or publish internship opportunities online (on Monster, http://hiring.monster.com, for example).

To achieve the best results from the start, don’t try to cut corners and just “wing it” when it comes to producing your videos, especially if your productions will represent your company and/or its products/services and will have the ability to enhance or tarnish your company’s overall image and reputation. Instead, gather a production crew that together has the skills, knowledge, experience, and creative talent you and your company will need to achieve your overall objectives.

DEFINING YOUR GOALS FOR YOUTUBE

After you’ve spent at least a few hours exploring YouTube firsthand and seeing the different ways content producers create videos designed to appeal to their respective audiences, start defining what your own goals will be for using YouTube. Chapter 2, “Defining Your Goals for YouTube,” further explores ways your business can use this popular video-streaming platform and help you devise appropriate ways to use it in order to share content with your audience.

One thing you should understand from the start is that for a small- to medium-sized business, one of the biggest keys to success when using YouTube is to create and promote content for a highly targeted (niche) audience. This should be the same audience you’ve identified as being your target customer base. If you attempt to create videos that will appeal to everyone on a global scale, with the goal of each video going viral and being seen by millions of people, chances are you’ll fail and wind up wasting a lot of time, money, and resources. You could also tarnish the reputation of your company.

A video on YouTube does not have to go viral for it to be successful. The best way to leverage YouTube as a powerful sales, marketing, advertising, and promotional tool is to first identify your target audience, then cater to that audience. Defining your audience is the focus of Chapter 3, “Identifying and Catering to Your Audience.”





Chapter 2

Defining Your Goals for YouTube
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Yes, publishing videos on YouTube is free, but it will require a financial investment to produce them, whether you do it yourself or hire someone else to do it. And even if you produce an absolutely amazing video that’s worthy of an Academy Award, simply putting it on YouTube won’t guarantee you an audience. If all you do is publish your videos on YouTube, then let them sit there, nobody is going to see your productions. You need to heavily promote them.

Keep in mind, having your video go viral and be seen by millions of people would be nice, but to realistically achieve your company’s online goals, this probably isn’t necessary. Instead, if you carefully target your videos to a niche audience—your potential or current customers—you can achieve the desired results even if your videos receive just a few hundred or a few thousand views.

With more than 2.9 billion views since July 15, 2012, the official “Gangnam Style” music video by Psy is an example of a video that’s gone truly viral—with no paid advertising support. It’s an example of a quirky and original video that has captured the attention of a grass-roots audience. For a video to ultimately go viral, it must begin to get traction online via word-of-mouth, then somehow pique the interest of major traditional media outlets so it gets mainstream attention. This attention then drives more traffic to the video, fueling its popularity until it ultimately skyrockets.

If you have visions of producing videos that go viral or at least attract vast audiences, this will require you to make a significant time and financial investment to promote your videos and your YouTube channel on an ongoing basis, after the videos are produced and published online. What you’ll soon discover is that videos that have gone viral are often a result of an accident, pure luck, or a fluke, not careful planning. In fact, large companies have tried investing hundreds of thousands, or even millions, of dollars trying to force their videos to go viral, but these efforts typically fail miserably.

Realistically, for videos produced and published by mainstream companies, the popularity of these videos is typically driven by extensive promotional efforts by the company, using both online and real-world resources. With this in mind, it’s important to develop very realistic expectations. Whatever time, money, and resources you invest in the production of your videos, this is only the beginning.

To gain viewers for your videos and generate a consistently growing audience, you will need to invest time, effort, and potentially money to promote your productions and your YouTube channel on an ongoing basis. Only if you achieve your objectives within the content of the videos themselves, then promote them properly and consistently to the right target audience will you achieve your overall goals related to using YouTube for yourself, your company, and/or its products or services.

This chapter offers a general overview of ways your business or organization can use YouTube as a sales, marketing, and/or promotional tool. One important concept to understand from the start is that there are millions of videos already posted on YouTube, with many more being added every day. Making your video(s) stand out and get attention will probably be the biggest challenge.

Just because you post a video on YouTube does not guarantee it will quickly go viral and be seen by millions of viewers. It’s important to have realistic expectations, but know that there is a wide range of things you can do, either for free or inexpensively, to promote your videos and build an audience for them. You’ll learn about several of these techniques within Chapter 13, “Interacting with Viewers and Subscribers”; Chapter 14, “Promoting Your YouTube Videos”; and Chapter 15, “Using Social Media to Build and Interact with Your Audience.”

While some YouTubers (online personalities) have established a large audience on YouTube and are able to generate a respectable and ongoing income as a YouTube Partner—by displaying other company’s ads in conjunction with their videos—many traditional businesses, entrepreneurs, and online business operators, for example, have discovered other ways to use YouTube as a powerful and low-cost marketing, advertising, sales, and promotional tool that can generate new customers and sales in other direct and indirect ways.

YouTube videos can also be used effectively to demonstrate products, provide how-to or educational information pertaining to a product or service, showcase customer testimonials, and/or to help establish and build a company’s brand and online reputation. One way small businesses use YouTube videos very effectively is to “personalize” their business by introducing key personnel and to share the company’s story and philosophy in a way that captures the attention of their potential and existing customers.

Regardless of how you decide to use YouTube, make sure the videos you create are well produced, short, to the point, and highly engaging. The content needs to be easy to understand and well organized.

SEE WHAT’S POPULAR ON YOUTUBE

YouTube constantly monitors what videos people are watching and maintains ever-changing charts of top videos in various categories. As you prepare to create your own videos for YouTube, invest some time watching other videos to see what works and what’s popular. To view YouTube’s current most-watched videos, visit www.youtube.com/feed/trending.

From this listing, you can view what’s popular today, this week, or this month, plus see a listing of the all-time most popular videos based on a variety of criteria. To sort and view videos by category, visit: https://www.youtube.com/channels.

Google also keeps its pulse on what’s trending on YouTube. The YouTube “Trends” blog focuses on what videos are the most popular. To read this insightful blog, visit http://youtube-trends.blogspot.com.

Many of the all-time most viewed videos on YouTube are music videos from well-known recording artists and bands, such as Lady Gaga, Justin Bieber, Katy Perry, Beyoncé, and One Direction. Some of these videos have received more than 1 billion views each. However, there are many other types of popular videos that use humor, or some type of other original content, to capture the attention of viewers.

Depending on what your goals are for using YouTube and the type(s) of videos you plan to produce, focus on watching similar videos that have already become popular to discover what works well and what YouTube audiences are responding favorably to. In addition to studying the content in other videos, focus on their production quality, use of music or sound, as well as how special effects are being used in a positive or creative way.

Simply studying other popular YouTube videos can be highly educational and useful when it comes to creating your own videos. You can also discover how other people, bands, artists, performers, entrepreneurs, traditional business operators, and online business operators, for example, are using YouTube to their advantage and how they’re integrating YouTube content into their overall online presence and marketing strategy.

As you’re brainstorming concepts for your own videos, planning, and then producing them, keep in mind your audience’s short attention span. Most people do not access YouTube to watch long-form programming. Even if your video is highly entertaining and engaging, keep it short (between 30 seconds and 6 minutes) and to the point. If you believe your video concept needs to be longer, consider breaking it into a series of short videos that appear on the same YouTube channel, linking them together, and presenting them as a YouTube playlist.

Keep in mind, producing multiple short videos, as opposed to one long one, will also work to your advantage when it comes to search engine optimization (SEO), because each video will be listed separately when someone uses YouTube’s search feature or Google.

Remember, simply producing and publishing a video on your custom YouTube channel is only the first step. If you want your video to achieve its objectives, attract an audience, and be seen by the masses, you’ll need to invest considerable time and resources to promote your videos and your YouTube channel. While you’ll learn more about promoting your videos later, as you’re brainstorming ideas for your videos, consider what your target audience will want and appreciate, then stay focused.

Also, as you’re brainstorming ideas for your own YouTube videos, especially if you’re a small-business operator, focus on three primary objectives: entertain, educate, and/or inform.

THE COSTS ASSOCIATED WITH USING YOUTUBE

YouTube is a free service, but depending on the production quality you’re striving for, there are costs associated with producing and editing professional-quality videos, as well as with marketing and promoting your videos—both online and in the real world. If you opt to use YouTube as an advertising tool or have your products or services featured within a YouTuber’s videos, there are also costs associated with that.

Chapter 6, “The Equipment You’ll Need,” and Chapter 7, “Selecting the Right Video Camera,” both explore some of the costs associated with producing and editing professional-quality videos. Chapter 14, “Promoting Your YouTube Videos,” discusses some of the potential costs you may encounter when promoting your videos and building an audience for them. Chapter 17, “Using Product Placement in Videos as a Promotional Tool,” focuses on your options for paying YouTubers to feature your products or services within their videos, as well as opportunities that exist when it comes to sponsoring YouTuber videos or hiring an established YouTuber as a spokesperson for your business.

When it comes to producing great video content on a budget, plenty of individuals have used nothing more than the camera that’s built into their computer or smartphone to film HD videos that they upload to YouTube, and some of these videos have become as popular as, if not more, popular as videos that cost hundreds or even tens of thousands of dollars to produce.

The quality of your videos—both from a content and production-quality standpoint—should cater to your target audience’s expectations and demands. For example, if your business is using YouTube to promote a product, your audience will expect a professional-quality video that’s in focus, shot in HD, well lit, and features high-quality (stereo) sound. Achieving these results may mean investing in higher-end equipment and editing tools.

So, while using YouTube will cost you nothing, to achieve professional-quality results, you will most likely need to pay for video equipment, lighting, sound equipment, editing tools, props, sets (backgrounds), licensed music and/or sound effects, and acquire other necessary equipment related to the production and editing of your videos. How to develop a realistic budget, based on your unique needs, will be covered in Chapter 6, “The Equipment You’ll Need,” and in Chapter 8, “Filming YouTube Videos.”

12 WAYS YOU CAN USE YOUTUBE TO REACH YOUR AUDIENCE

Everyone who uses YouTube to promote themselves, their company, a band, product, service, or organization; to share information; or to just provide entertainment to their audience, has their own goals. The following is information about 12 popular ways YouTube can be used as part of your overall online strategy to achieve your company’s goals.

Based on your own creativity, as well as the new features and functionality that are constantly being added to YouTube, and the ever-more advanced tools available for shooting and editing video, you’ll probably come up with many ways YouTube can help you reach your audience in a cost-effective way.

Promote Yourself as an Online Personality and Entertain Your Audience

YouTube offers the ultimate platform that allows you to turn a video camera or webcam onto yourself and say or do just about anything that you believe will capture an audience’s attention. While there are a few limits, few topics are taboo. You’ll find these limitations by reading the YouTube Community Guidelines (www.youtube.com/t/community_guidelines).

One strategy small businesses use effectively to personalize their brand and build a rapport with the audience is to use YouTube videos to introduce their company’s leaders and position these people as spokespeople who appear in videos.

That said, millions of people, while sitting in the comfort of their own bedrooms, basements, backyards, or offices, have used YouTube as a platform (a virtual soapbox) to communicate with whoever will listen and watch. Out of all the people who post their rants and exploits online, some stand out and ultimately break out as online personalities, and wind up with thousands or even millions of dedicated viewers (and subscribers). This is sometimes a result of one or more of their videos going viral or the result of months or years of regularly publishing content on YouTube and slowly building an audience.

Without the backing of a TV network, movie studio, record label, publicists, tabloid coverage, or red-carpet appearances, many YouTubers have become vastly popular online celebrities—and for a few, this has escalated them into mainstream stardom. Meanwhile, some company spokespeople have achieved celebrity status from starring in YouTube videos to promote themselves, their products, and/or their companies.

Whether you have something to say, a song to sing, a poem to recite, a joke to tell, a dance to perform, information to convey, knowledge or wisdom to share, or simply want to rant about absolutely nothing important, YouTube offers a forum, as well as a potential global audience. Often, the people being featured in these types of videos wind up becoming popular not necessarily because of the content within their videos but because of their over-the-top or outgoing personalities. So, if you’re a small-business owner with a big personality, consider starring in your own YouTube videos to help build your company’s brand, tell its story, and promote its message.

If your videos capture attention, strike a nerve, inform, or entertain, you have a personality that stands out, and you’re not afraid to share it with the world via YouTube, you too can become an online personality. Featuring actual leaders of your company can help personalize your business and build its credibility. Your spokesperson can demonstrate products, speak authoritatively, and boost your company’s brand recognition and reputation.

Just like a Hollywood celebrity, professional athlete, or major recording artist, an online personality or a company that’s featuring itself, its spokespeople, and/or its products on YouTube is doing so to build a recognizable brand that they can cultivate on a grass-roots level using YouTube and other online social networking sites, including Facebook, Twitter, Instagram, Google+, Tumbler, and Snapchat. Gaining online popularity on YouTube can lead to a vast and dedicated base of loyal subscribers to your YouTube channel.

While there are many YouTubers (who become YouTube Partners) who earn a respectable income from their exploits online, a growing number of them are now crossing over and achieving mainstream fame and fortune in the real world’s entertainment industry. In recent years, many well-known YouTubers have gone on to star in network television shows and mainstream movies, release chart-topping records, and become bestselling authors, for example. Many others earn high incomes by making public appearances, participating in meet and greets with their fans, and selling their subscribers branded merchandise.

Several companies produce national and international tours that allow fans to meet and interact with their favorite YouTubers in person. VidCon (http://vidcon.com), DigiTour (www.thedigitour.com), and MAGCON (www.magcontour.com) are examples of tour promoters and event producers that work with some of the most popular YouTubers.

You may discover that YouTube offers the perfect platform to share your talent with your followers and help you build an audience, whether you’re an up-and-coming singer, comedian, artist, or dancer, for example. Many up-and-coming performers make a name for themselves on YouTube before being “discovered” by a record label, casting director, or major studio.

Meanwhile, many small-business operators have also found success using YouTube to feature themselves in their own videos, to tell their story, build their brand, educate and inform people about their products, or to demonstrate their products. When business operators appear in their videos, they are able to build a virtual relationship with their customers or potential customers in a way that’s never before been possible.

Share Your Knowledge, Commentary, or How-to Information

One reason why YouTube has become so popular is that in addition to watching countless hours of entertaining videos, as a consumer, you can quickly find informative and easy-to-understand how-to videos about any topic imaginable.

If you have questions about how to do something, enter it into YouTube’s “Search” field, and chances are, you’ll find at least a handful of experts providing free answers that you need—day or night. In addition to well-known experts sharing their know-how and advice in the form of YouTube videos, you’ll find everyday people sharing their own knowledge, expertise, and personal passion about a wide range of topics.

At the same time, you’ll discover many people on YouTube sharing their own opinions and commentary about just about anything and everything, from politics to the weather. If you’re a business operator, chances are you have expertise that other people could easily benefit from. One way to share this knowledge is to present it in the form of videos on YouTube and, in the process, build your own personal brand as well as your company or product’s brand.

YouTube offers an informal yet powerful way to communicate directly with your customers, in your own words, in a forum that gives you absolute control over the content. Using a bit of creativity, chances are you’ll come up with a handful of ideas about how your business could benefit from communicating directly with its customers (or potential customers) using YouTube. For example, you could create a product demonstration or product comparison video. Other options might be to showcase customer testimonials in a video or to create how-to videos that explain how to assemble, operate, or use your products/services.

One popular trend on YouTube is for companies or individuals to produce “unboxing” videos. Basically, someone takes a new (still packaged) product, then films themselves opening and using the product for the first time, as they share their initial impressions. You’ll find unboxing videos related to all sorts of consumer-oriented products. These videos are watched by people interested in the product, but who haven’t yet purchased it.

For example, in March 2017, Nintendo released a new home gaming system called the Nintendo Switch. Within hours after its release, dozens of “unboxing” videos were published by gamers, YouTubers, and businesses that sell video game products. Many of these videos quickly racked up tens of thousands, or in a few cases, millions of views each. To see unboxing videos related to a product you’re interested in, simply type “[Insert Product Name] Unboxing Video” in YouTube’s Search field and click on one or more of the search results. Watching some of these videos might give you ideas on how to create similar content related to your own company’s products.

In addition, many companies have dramatically cut costs associated with offering telephone technical support by supplementing printed product manuals and product assembly instructions (which people hate to read and find difficult to understand) with informative how-to videos that are highly engaging.

Introduce a New Product or Service and Direct People to Your Online Store

Especially if you’re operating an online-based business, or there’s an online component to your traditional retail business, showcasing products on YouTube is a low-cost yet highly effective way to demonstrate products to your customers, showcase features, and explain how to best use a product. In addition to showcasing a product’s features or functions, you can use YouTube videos to answer commonly asked questions.

If you opt to use YouTube to showcase your products, be sure that the production quality of your videos is professional and what your (potential) customers see will help boost your company’s brand, credibility, and reputation. Trying to demonstrate a top-quality product using a poorly produced or blurry video with bad lighting and inferior sound is counterproductive and will hurt how a (potential) customer perceives your business. As you’ll discover later, it’s possible to produce professional-quality videos on a low budget that will allow you to showcase your products in a way that will capture the attention of (potential) customers in a positive way, while enhancing your overall brand.

Keep in mind, people who use YouTube do not want to watch blatant commercials for your products or services. Consumers are already bombarded with advertising in their everyday lives. While your videos can certainly promote a product or service, and build awareness or demand for it, take a soft-sell approach that’s entertaining as well as informative.

Especially if you’re operating an online store or can take orders for your product online, posting product demonstration videos on YouTube and on your actual website is a lot more compelling than even the best product photography. Ideally, consider offering a variety of professionally shot product photos on your website, plus a short product demonstration video that offers top-notch production value and an opportunity for your (potential) customers to see the product in action. These videos can be embedded in your website and linked from your YouTube channel (where the videos are hosted).

Teach People How to Use a Product or Service

Many businesses have discovered that producing YouTube videos as an instructional tool can help improve customer loyalty, reduce returns, and allow a business to enhance its customer service efforts without putting a strain on resources.

How-to videos for a product offer a different approach than a product demo, yet both approaches can benefit businesses looking to promote and sell products. While a how-to video is designed to teach someone how to do something, a product demo simply showcases a product’s features or functions, and gives the viewer a chance to see a product in action. Either type of video can be used as part of a business-to-consumer or business-to-business sales and marketing strategy.

Instructional videos can help to reduce incoming customer service (and tech support) calls. You can produce instructional videos to teach people how to assemble and/or use a product, for example, plus help customers easily discover the true potential of a product, while eliminating their potential frustration.

Use this type of video as an opportunity to share simple solutions to common problems people have that relate to your product or communicate ways people can avoid pitfalls or problems using what you sell.

Of course, you always want to put a positive spin on these videos in terms of the content and the approach you take. For example, instead of “overcoming problems,” you want to stress “how to fully use” a product or its features.

Whether someone has already purchased your company’s product or they’re on the cusp of making that all-important purchase decision, offering informative, insightful, easy-to-understand, and entertaining videos about your products is a viable way to share information, as well as assembly, installation, and/or how-to tips that your customers will perceive as valuable. Your videos can also be used to highlight lesser-known features of or uses for a product that your customers might not otherwise consider.

Many consumers are intimidated by difficult-to-read printed manuals or instruction booklets. Offering free YouTube videos that help people best use your product also demonstrates a loyalty to your customers. These videos can be promoted on your company’s website, within its blog or Facebook page, using Twitter, on the product’s packaging, and/or within the product’s manual.

Through your YouTube videos, you can also encourage customers to post comments and interact with each other to create a close-knit virtual community comprised of people who use and love your products. Encouraging customers to support each other in a moderated online environment (your branded and customized YouTube channel) can help to reduce incoming customer service and technical support calls, as well as product returns.

When posting videos on your YouTube channel, be sure to select the option that allows you, the channel’s operator, to approve all viewer comments before they’re publicly posted. Then, encourage your customers to share their own ideas and testimonials.

Share Video Footage of Business Presentations You’ve Given

As a business leader or expert in your field, if you’ve presented a lecture, workshop, or some type of presentation, consider uploading the edited video footage of it to YouTube for your customers, clients, and the public to see. This will help establish you as an expert or authority, allow you to convey valuable information to potential customers and clients, plus help you build awareness of you and your company.

This information can be supplemented with an animated and narrated digital slide (PowerPoint) presentation that you post on your YouTube channel, and/or include a recorded one-on-one interview with you talking about something in which your (potential) customers or clients would be interested.

Provide Background Information about Your Company and Tell Its Story

Every company has a story to tell, as do the founders or current leaders of that business. By telling your story, chances are you’ll be able to enhance your customer loyalty and brand awareness, while also educating the public about what your company does and its core philosophies.

Any type of behind-the-scenes videos can also be useful. For example, you can produce and publish a video that focuses on how your product(s) are made, provide a tour of your company, and introduce some of the people who work at your company within the video(s). If you have invented a product, as the inventor, you can explain in a video where the inspiration for the product came from, and why you’re personally passionate about the product.

Showcase Customer Testimonials

If you have been in business for a while and have earned the respect of many loyal customers or clients, using a YouTube video to showcase some of these people or companies providing real testimonials for your products/service can be a highly effective and low-cost promotional and sales tool.

Present a Call to Action

Because YouTube allows you to speak directly to your audience, you can use your videos as a platform to raise awareness about an issue or encourage your viewers to take a specific action after watching your video. A video’s call to action is a request for the people watching your videos to take an immediate action—such as to visit your website, “like” the video, subscribe to your YouTube channel, call a toll-free phone number, send someone an email, share the video’s link with their friends, make a donation, or make a purchase.

One way many companies use the call-to-action approach is to create some type of contest that encourages people to reply to the video or take a specific action to participate, with the hope of winning a prize. Keep in mind, there may be legal guidelines you’ll need to adhere to based on the type of contest you want to host, so do your research first.

For a business selling a product, one potential call to action is to embed a link within your video to a website that offers a money-saving coupon or special offer for what you’re selling. This might be 20 percent off the purchase price (for a limited time), free shipping, a buy-one-get-one-free offer, or some other incentive to encourage someone to make an immediate purchase. Make it clear within the video that it’s an exclusive offer for people watching the video, and make the “special offer” available immediately at the end of the video.

Incorporating a call to action within a video is one of the key ingredients for producing a successful video when it comes to communicating with your audience and getting them to take action. When using a call-to-action approach within a video, follow these basic strategies:

        [image: ][image: ]     Include the call to action multiple times within the video, not just at the end.

        [image: ][image: ]     Start by describing the reward, then tell people exactly what they should do. For example, “To receive $50 off of your first order, visit our website right now by clicking on the link below.”

        [image: ][image: ]     Make sure your call to action appeals to your target audience and that it’s easy to understand. Be specific and succinct.

You can also use YouTube to conduct unofficial focus groups or research. In your video, showcase a product, for example, then solicit feedback from your (potential) customers by asking specific questions and using a call-to-action approach to encourage viewers to post comments with their honest feedback, criticism, or ideas.

Create Mindless Entertainment, but Use Product Placement

Many people turn to YouTube for entertainment because the service is chock full of funny, whimsical, and outrageous videos. You or your company can jump on this bandwagon and produce videos that offer mindless entertainment but, at the same time, offer subtle product placements or marketing messages about your company or its products within the videos.

For this type of video, creativity is essential, as what you post needs to be unique, engaging, funny, and entertaining. Again, taking a soft-sell approach is key.

Promote or Share Highlights from an Event

By default, any type of event in the real world that you or your organization participates in is held at some geographic location and will draw crowds from the surrounding area. However, by sharing videos shot at recently held events, you have the opportunity to share it with the world. Showcasing edited-down (shortened) footage or highlights from a previous event can also generate interest in and help boost attendance for future events.

Once you publish your videos on YouTube, be sure to take full advantage of the YouTube Analytics tools to help you discover who the audience is for your videos and other useful details about when, how, and by whom your videos are being watched. Use this information to help you better promote your existing videos and improve the focus of the content of future videos.
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