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Introduction
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The average consumer watches more 
than an hour and a half of online video 

content per day, with around 15% 
averaging more than three hours 

Source: “Video Marketing Statistics 2018”, Wyzowl, 2018. 



● 72% of people prefer to learn 
about a company via video over 
text

● 93% of businesses reported 
gaining a new customer as a 
direct result of a video posted on 
social media

Source: Smart Insights, Animoto



Of businesses using video 
marketing, 76% reported 
an increase in traffic to 

their website due to video

Source: “Video Marketing Statistics 2018”, Wyzowl, 2018. 



Reasons Why Video Is King 



Consumers remember visual content - 
especially video 

Because of its visual nature, 80% of users 
can recall a video ad they’ve seen in the 

past 30 days.
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Fits short attention span of 
today’s consumer 
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Video is consumable on-the-go 
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Dynamic storytelling platform 
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Easy for creating bundles or 
series of content 
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Quick to produce and promote 
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Types of Video Content 
Section 02



Short Form vs 
Long Form 

● Short form: 30 seconds or less 

● Long form: 2 - 6 minute for social 
media posts 

● Mix of both: Teaser videos, 
interviews, clips to promote

Short form stories & long form interviews

Long form: 
Industry insider 

interview on 
YouTube  



Rise of Long Form in 2020 

● While shorter videos are easy to 
consume and great for on the 
go/social media... 

● longer content allow brands to 
form the emotional connection 
that makes them memorable to 
consumers

Source: “Video Marketing Trends, 2020”, SmartInsights

https://www.smartinsights.com/digital-marketing-platforms/video-marketing/video-marketing-trends-2020/


Re-post  

● Shout outs/mentions

● Educational: homebuying process, 
financial terms

● Inspirational: TED talk 

● Career / Finance: money saving 
hacks, financial wellness

● Family-friendly: appeal to children

● Viral: appropriate, funny, challenge 



Create Your Own Content 

● Authentic way to build your 
personal brand 

● Provides transparency and 
accessibility  

● Communicates legitimacy during 
online research 

Movement Mortgage 
“The Life of a Loan” 

https://www.facebook.com/MovementMortgage/videos/10154715661974175/
https://www.facebook.com/MovementMortgage/videos/10154715661974175/


Production Best Practices 
Section 03



Quality

You don’t need to hire a production 
team but quality makes your content 

legitimate and worth watching  



Note: People also remember bad quality; you 
want to be remembered for the 

RIGHT REASONS 



What you need for quality video

Equipment Basic Advanced
Camera iPhone camera DSLR camera 
Good 
lighting

Natural 
daylight works 
best 

Quality lighting 
system in poor lit 
areas 

Sound Quiet setting Microphone 
attachment for 
phone

Editing iMovie; free 
app

Hire an editor to add 
title slides & 
transitions 



Consistency

Become a routine part of people’s 
newsfeeds 



Make a video content plan 

● Start with a goal to shoot 2 
videos per month 
○ Advanced 1 video per week 

● More casual videos can be done 
3x a week or daily 
○ i.e. Stories 



Be mindful of your brand 

● No cat videos or random finds if 
your brand is very polished 

● Your audience should learn to 
expect a certain type of content 



Be Authentic 

Find your unique voice that shows 
you’re the expert but also relatable 



How to find authenticity 

● Avoid sounding salesy

● Make it personable

● Appeal to families, not profits  



Data-driven approach

● A one-size-fits-all strategy no 
longer applies

● Ensure you’re targeting the right 
audience with the right 
messaging 



Personalization

● 72% of consumers say they will 
now only engage with 
marketing messages that are 
personalized

● Allows you to build a relationship 
with your audience 

Source: SmartInsights

Watch LinkedIn video

https://www.smartinsights.com/ecommerce/web-personalisation/consumers-personalized-marketing-engagement/
https://www.linkedin.com/posts/casey-hughes-wade-814a128_femalefriday-femalefriday-valentinesday-activity-6634156465001238529-yiLB


Tell a Compelling Story 

Draw from personal experiences and 
existing customer base 



How should the viewer 
feel after watching your 
video? 

● More educated?

● More confident in homebuyer 
dreams?

● Made a new friend?

● Found a trustworthy expert?



Be Well Prepared 

The more prepared you are, the more 
confident you’ll appear onscreen



Pre-production 

● Establish a clear goal 
○ Keeps it focused 

● Plan ahead 
○ Find a good, well-lit quiet 

location
○ Write a script or bullet-points 

of what you want to say 



Build a Distribution 
Strategy 

Section 04



Know Your Platforms 



Instagram 



Instagram Story

● Length: 15 sec max

● Audience: Millennials and Gen Z 

● Vibe: Casual, authentic, showcase 
personality 

● Content: 
○ Behind-the-scenes, a day in the life of…
○ Travel
○ Influencer takeover  



IGTV (Instagram TV)
● Length: 15 sec - 1 hour  
● Audience: Millennials and Gen Z
● Vibe: Mobile friendly (vertical format 

only), authentic, more staged than 
stories 

● Content: 
○ Personal stories 
○ Interviews
○ Upload podcasts, vlogs
○ Educational content
○ How-to’s (i.e. how to apply for a loan) 
○ Product / Service launches 



Instagram Live
● Length: Live broadcast up to 1 hr 

○ Suggest less than 30 min 

● Audience: Millennials and Gen Z 

● Vibe: Eventful, “don’t want to miss it” 

● Content: 
○ Events or award ceremony 
○ Important announcements 
○ Guest interviews 
○ Webinar 



Facebook 



Facebook Live
● Length: Live broadcast up to 1 hr 

○ Suggest less than one 1 hr 

● Audience: Baby Boomers, Gen X, 
Millennials 

● Vibe: Eventful, “don’t want to miss it” 

● Content: 
○ Events or award ceremony 
○ Important announcements 
○ Guest interviews 
○ Webinar 



Facebook Newsfeed 

● Native video: Upload video directly to 
newsfeed  

● Post a link to YouTube video 

● Share a video post from colleagues or 
customers (don’t forget to tag!)



YouTube 



YouTube: Length 
● Length: 

○ Short videos suggest 2 min - 5 min
○ Longer videos suggest keeping under 1 

hr 
○ Best to break up into 12 min - 15 min 

segments 

● Default upload max length is 15 min 
default but can be increased up to 12 hrs 
with verified account 



YouTube: Audience & Vibe
● Audience: 

○ Longer videos - Baby Boomers and 
Gen X

○ Shorter videos - Millennials and Gen Z
 

● Vibe: More “traditional” video formats

 



YouTube: Content 

● Recorded industry interviews or 
roundtables 

● Short narrative documentary 

● Customer success stories 

● Community partnerships 

● Promote new initiative or service 

● Educational content 



YouTube: Content (cont.) 

● Educational content 

○ Recorded webinar

○ FAQ segments 

○ Mortgage & personal finance tips 



How To’s: YouTube  
Step-by-step instructions for using the platform 
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How to Create a YouTube 
Business Channel 



YouTube “Sign-in” 
Create or use existing Google account 



“My Channel”
Use a business or other name



Create channel name and 
customize your page 



How to Optimize Your 
YouTube Channel 



The Essentials 

1. High res profile image & cover photo

2. Use program for scheduling, tracking, responding to comments

3. Choose simple & relevant titles

4. Fully fill out description

5. Clean and clear thumbnails 

6. Use Google Adwords keyword planner

7. Include contact details 





How to Promote Your 
YouTube Channel 



Include “Subscribe” link in 
email list & email signature 

1



Share on social media channels 
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Paid advertisement 
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Create playlists based on different themes 
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Q&A videos “You asked, we answer” 
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Ask a colleague or influencer to share 
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In summary...

● Embrace video for building an authentic personal brand 

● Create a content plan, be prepared and produce quality 

stories that are engaging 

● Promote video through your network on a consistent basis 



Questions? 



Access free resources at 
www.culturaloutreach.com



Subscribe to our YouTube page! 
Cultural Outreach 



Follow us on Instagram: 
@CulturalOutreach 



Access free resources at
 www.discoverm3.com 

http://www.discoverm3.com


Subscribe to our M3 Newsletter! 



   www.culturaloutreach.com
kristin@culturaloutreach.com
sarah@culturaloutreach.com 


