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Using video 
analytics 
to drive higher engagement 

and increase audience.
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Companies that master marketing tackle two distinct 

types of promotion: outbound marketing and inbound 

marketing. Outbound marketing tactics are ones where 

an organization attempts to attract new customers by 

placing information about a company and what they sell 

somewhere where they hope their potential audience 

might see it. Types of outbound marketing include:

• Display ads

• Billboards

• Television Commercials

Outbound marketing is considered to be “interruptive”: 

people don’t ask to consume the company’s marketing 

content, they simply encounter it while they are doing 

something unrelated.

In contrast, inbound marketing tactics are ones in 

which a company creates useful, valuable material and 

disseminate that material with the hopes of drawing in 

potential customers. Inbound marketing techniques 

including:

• Blog articles

• Email Newsletters

• Online Training

 

Inbound marketing tactics are not interruptive because 

an individual must choose to engage with the marketing 

material once they discover it (i.e. a person has to read a 

blog post or sign up for a course in order to consume it). 

Inbound marketing tactics help companies develop 

their reputation as a thought leader, paint themselves 

as valuable to consumers, and ultimately, help convince 

leads they are an organization worth buying from.

One of the most powerful—and sometimes 

underutilized—forms of inbound marketing is video.

The Basics of  
Video for Marketing: 
Why It Works
To clarify: Video marketing isn’t always an inbound 

marketing tactic. For example, pre-roll videos that play 

on YouTube or in-stream pop-ups can be considered 

outbound tactics. But there are many types of inbound 

or content marketing tactics that utilize video and are 

extremely powerful at drawing in an audience, convincing 

them to consume the content, then persuading them to 

buy from a company.

Video makes sense as an inbound tactic because a lot of 

people choose to watch video on the internet. In fact, 

people are watching more video than ever since the 

COVID-19 pandemic; 96% of consumers say their online 

video consumption has increased since lockdowns began 

in March 2020.

Videos work well for marketing for several reasons:

1. People Like to Consume Video 
According to surveys, people watch an average of 
16 hours of online video per week. Also, 68% of 
consumers prefer to learn about brands through 
video over other media like articles, infographics, 
presentations, and more. If you choose to market 
via videos or on video platforms, you are spreading 
the word about your brand where people actually 
spend time and in a way they like to consume their 
content. It’s smart to market your company where 
you know your potential audience is most likely 
looking and spending their time. 
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2. Video Has Mass Appeal 
Not everyone likes to consume their information 
via the written word. Unlike blog posts or written 
tutorials, video appeals to both visual learners and 
non-readers who may skip over written content that 
has to be read. 

3. Video Can Be Shared Easily 
The social shareability of video makes it a format that 
lends itself to virality and dissemination on its own, 
without an organization’s intervention. Users can post 
videos to their social media profiles where their fol-
lowers can then re-share those posts with their own 
followers, just by clicking the Share button. Since 
they don’t have to create their own posts, it reduces 
friction in the sharing process and makes spread-
ing the video as easy as possible and more likely to 
happen. Also, in most social media feeds, videos play 
automatically, which means that they are more likely 
to catch people’s attention and encourage consump-
tion than an article or even a photo. The less work a 
person has to do to share or consume your video, the 
more likely they’ll be to do so. 
 
Create a video to promote your company, and it’s 
possible that viewers who see it will share it. That’s 
free promotion for your company. 

4. Videos Communicate  
a Clear Sense of Brand 
Unlike other forms of content marketing, it’s easy 
to convey tone, language, aesthetics, and more in a 
video. Videos make it obvious who a company is trying 
to sell to, and who should be paying attention—and 
maybe, eventually, making a purchase. Using video 
marketing tactics also helps companies paint them-
selves as tech-forward and up-to-date. Videos appeal 
to millennials and Gen Z viewers, and companies who 
are able to produce them show that they care about 
the most popular platforms and technology and that 
they’re a company that’s knowledgeable and relevant 
in today’s digital landscape.
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Types of Marketing or  
Promotional Videos
As mentioned above, there are plenty of types of videos that can be considered outbound marketing. TV ads, pre-roll 

videos, and pop-up videos are all interruptive tactics that don’t necessarily target viewers at the right time or in the  

right place.

There are many types of videos that are considered strategic for inbound marketing, as well, and these videos can be 

very effective at making your brand known and convincing the right people to buy from you. Here are some of the most 

important types of videos that companies can use for promotion today:

• Social Media Videos: Videos created specifically 
for social media platforms that are video-based, 
like Tik Tok or Instagram. These videos can 
showcase products or services, show behind-
the-scenes at your company, or share helpful or 
relevant content to followers and friends.

• Brand Story or Mission Videos: Companies can 
create videos to showcase their company’s brand, 
aesthetic, and mission. Some organizations also 
create videos that outline their values and take 
advantage of the power of visuals and audio to 
clearly demonstrate the company’s priorities and 
guiding principles.

• Live Stream Videos: Live streaming allows 
companies to broadcast events to audiences 
& have a real time dialogue with customers, 
employees or stakeholders. Live stream videos 
were especially helpful during the COVID-19 
pandemic when many people had to participate 
in activities remotely, particularly when it came to 
‘virtual town hall’ events that allowed company 
executives to communicate directly with their 
employees in real time.

• Instructional / Blog Post Videos: Does your 
company offer a service or product? Lots of 
organizations create videos to explain how to 
operate or take advantage of what you sell. 
You can also create video blog posts sharing 
information relevant to your industry or market, or 
giving advice about how to do something related 
to your field (tips and tricks, hacks, etc.)

• Company Announcement Videos: If a company 
has big news, they may create a video to 
announce it instead of sharing the news in 
writing. Video announcements can be useful for 
generating buzz or stirring excitement in a way 
that a written news update could not.

• Newsletter Videos: Many companies offer email 
newsletters to subscribers. Some companies 
choose to make these regular updates via video 
rather than written newsletters. Video newsletters 
make news more consumable and don’t add to 
the pile of email that a potential customer already 
has to read.
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How to Maximize  
the Effectiveness of 
Video for Inbound 
Marketing
When aiming to incorporate videos into an inbounding 

marketing strategy, companies should not go into it 

blindly. This is true when it comes to the content of the 

videos they’re creating, the platforms they use, and who 

they’re targeting.

The following are some of the smartest ways that you 

can maximize the effectiveness of video if you choose 

to use it for marketing purposes.

Research Popular Platforms
Take a look at the platforms on which people are 

sharing videos, or where people publish different types 

of videos. Familiarize yourself with the features of each 

video platform, as well what benefits each offers over 

another. You’ll want to choose a platform that allows 

you to easily reach your audience, as well as one that 

is suited to the kind of content that you plan to use in 

terms of length, subject matter, and so on.

Keep in mind that different platforms appeal to different 

demographics. You should research which channels 

have the greatest appeal or number of users that 

resemble your customer profiles. Hone in on only the 

platform(s) that will help you publish and promote your 

videos in the right way.

Consider Cost
Some video marketing is free (like when you shoot a 

video on a smartphone and put it on a social media 

platform like Facebook or Twitter). Other video 

platforms are paid, and you must subscribe to them 

to take full advantage of their features. Consider your 

video marketing budget and choose a platform that is 

at the right price point. You want video marketing to be 

something that helps you generate significant revenue 

without costing you an arm and a leg at the same time.

Mind Your Competitors
Do any other organizations in your field already utilize 

video marketing? If so, take a look at what kind of videos 

they’re using to attract audiences and where they’re 

publishing those videos. Looking at competitors can 

give you some insight both into what they’re doing 

right (how they’re drawing in a new audience) and what 

they’re doing wrong (how they miss the mark in terms of 

tone, content, or intended viewership).

Watch Influencers
Social media influencers have mastered the art of 

utilizing social videos to captivate a huge audience. 

Clearly, they’re doing something right to get people 

to watch their content. Take a look at the social media 

influencers who are at least tangentially connected to 

your industry and get a sense of the content they create. 

This will help give you an idea of what kinds of video a 

potentially-interested audience might want to see from 

your company.

Take Advantage of Analytics
Video analytics reveals the data behind your audience, 

giving you insights into how your videos can have 

the maximum reach. By understanding what your 

video analytics means and gleaning some actionable 

suggestions from them, you can improve what you’re 

doing with video—whether that means tweaking your 

content, where you share it, how you promote 

it. Analytics is perhaps your company’s most 

important key to maximizing the effectiveness 

of video in order to help you grow  

as a business.
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What is Video Analytics?
Video analytics is the data that gives you insight into your video performance. Analytics doesn’t just include the numbers 

showing how many times a video has been watched. They can include things like who is watching your video, from where 

they are watching, what screen they are watching on, and how long they are spending viewing.

Some useful aspects. of video analytics to examine from a marketing perspective are:

Why Video Analytics Matters
Video analytics isn’t just a chance for your organization 

to gauge the popularity of each video. They also give 

you a real understanding of who is actually watching and 

engaging with your videos, so you can better tailor your 

marketing strategies—either to create videos that better 

appeal to the audience that is watching, or to try different 

tactics so that you reach a different audience. Analytics is 

essential for maximizing the effectiveness of your video 

marketing efforts, and they help you ensure that all of 

the money you are pouring into video marketing ends up 

paying off.

Here are some more specific ways video analytics matters 

and how it can help you refine your marketing efforts so 

that they are as powerful as possible.

• View count

• Number of impressions

• Watch time

• Engagement

• Demographics

• Traffic sources

• Playback locations

• Play rate

• Time spent on page

• Bounce rate

• OS type

• Link Click-through rate (if 
there are clickable links in 
the video)

• Video Click-through rate

• Parts of a video that are  
re-watched

• Average view duration

• Average completion rate

• Device type

• Source of referral

• Completion rate

• Conversions (if your video 
has a CTA)

• Subscription rate

• Share count

• Unique viewers

• Peak live viewers (for live 
stream videos)
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Determine Whether You Are 
Meeting Your Goals
When you create video marketing content, you 

should set goals for that content. What do you hope 

to accomplish by creating videos for promotion? Do 

you want to grow your social media following? Or do 

you want to get a certain number of new leads in  

the pipeline?

Determine how much of your marketing budget 

you want to invest in this goal with the hopes that, 

ultimately, it will pay off (and, in the long run—

hopefully—bring more revenue to your business). 

Analytics will then help you measure whether or not 

the investment into your video was worth it.

With video analytics, you can determine things like:

• How many viewers became leads by 
watching

• How many people clicked a link in the video

• How many people viewed your video 
compared to how many people purchased 
the new product or service it was 
announcing

This information helps determine whether the ROI 

on your videos is high enough to justify what you’re 

spending on video marketing. If the investment isn’t 

worth it, then you need to either tweak your video 

marketing efforts, or you need to change the amount 

you’re investing in videos to make sure that you’re not 

allocating dollars where they are not going to pay off.

Provide Insight Into Your 
Video Audience
Video analytics doesn’t just show you how many times a 

video has been viewed and how many people watched 

until the end. Instead, they can give insight that is a whole 

lot deeper and more detailed when it comes to who is 

actually viewing your videos, as well as the audience you 

are attracting. Detailed analytics can include things like 

the location of the viewers; their age range; their gender; 

their behavior pre- and post-video watching; and what 

platforms they’re watching a video on.

Truly understanding your audience gives you a sense 

of what kind of people your content is resonating with. 

This can be beneficial in multiple ways. First, it can help 

you understand who your brand actually attracts. This 

will inform not only how to tailor video and marketing 

content, but also who actually wants to buy from your 

brand. Having a true gauge of who your potential 

customers are allows you to tailor your sales efforts so 

that you are appealing to the right leads in the right way.

In terms of video marketing, having an understanding of 

your audience can help ensure that your video content is 

resonating with the right people. If it’s not, you’ll want to 

tweak the content of your videos to better appeal to the 

people that you want to watch it. Or, alternatively, you 

can change your understanding of who you are selling 

to, so that you better appeal to the people who have 

actually expressed interest in learning and buying from 

your brand. All of these insights are simply an opportunity 

for you to do better and more effective marketing using 

videos and other media.
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Decide Which  
Persona is Resonating
Companies should have audience or customer personas 

that represent each type of person that may watch 

your videos and buy from your business. Customer 

personas aren’t just general, vague descriptions of people 

you think might be interested in your company and 

the demographics they fit into. They should be deep, 

nuanced understandings of the types of people who 

actually buy from you, including not only the basic facts 

about them (age, gender, etc.), but also things like what 

they do for a living, how they have fun, where they spend 

their money, other brands they like, and so on.

When you look at your video analytics and see who 

is spending time watching your videos, it should be 

pretty clear which one of your customer personas your 

video content is resonating with. Understanding which 

persona is most drawn to your video can help you 

ramp up marketing and sales efforts to further draw in 

that segment of your audience. It will also guide you in 

creating additional material to help generate more serious 

leads and nurture them through the buyer’s journey to 

become paying customers.

Can Be Assessed to Increase  
Engagement and Audience
Advanced video platforms can show you the moment 

people stop engaging with your videos, or the specific 

videos that make people stop engaging. When you better 

understand the common drop-off points in engagement, 

you can better identify the weak points in your video 

marketing—and where you need to change your strategy 

or content.

Metrics like completed views, click-through-rate, and link 

clicks demonstrate how your video content is working 

to encourage or influence watcher behavior. When your 

tactics to encourage viewer interaction fail, you can 

pinpoint what strategies you need to go in and rethink—

without having to guess where they’re falling short or  

not working.
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How Organizations Use Video Analytics  
to Increase Engagement and Audience
As we’ve demonstrated, analytics are crucial for understanding where your video efforts are working and where they 

are failing. However, if you are new to creating and using video content for promotion, or you have never harnessed the 

power of data to improve your video marketing efforts, utilizing video analytics can feel daunting. After all, how do you 

even access all of that information about your video and its performance, let alone glean actionable insights from all the 

information to make specific, useful changes?

Read on to learn more about how companies use analytics to increase video engagement in order to grow their 

audience. These efforts ensure that the money you allocate to video marketing pays off in the long run.
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Create Videos
The first step in using video content to promote  

your brand? Actually creating videos.

You can use an in-house team to make videos for 

marketing purposes, or you can hire an outside video 

production team to create and produce them. You can 

also use a team to help you publish and promote  

your video.

Your choice about whether to create videos in-house or 

outsource them depends upon factors like:

• Budget

• Available equipment

• Manpower

• Your knowledge of video creation

• Desired video quality/complexity

• Storage capacity you have for video files

Decide how you’re going to make the videos, then make 

a plan to have the videos filmed, edited, and finished. 

Creating the right video content is the first step in utilizing 

this type of powerful media to draw new people to your 

brand.

Publish and Promote Your  
Videos on the Right Platfrom
As mentioned above, there are countless platforms for 

publishing and disseminating videos. Are you going to 

utilize social media channels? Do you want a branded 

company video library that leads can visit to learn more 

about your organization? Do you want to create video 

blogs? Decide how you’re going to use your videos first, 

then start narrowing down which platform you’re going 

to use to publish, store, and share videos.

Something to consider when choosing a video platform is 

whether the platform can handle video management, and 

whether it’s scalable as you grow.

Also, be sure to choose the platform that gathers the 

analytics that matter to you. For really precise and 

effective marketing efforts, you want to choose a 

platform that collects as many in-depth metrics as 

possible. You also want to be able to gain some insight 

into what publishing platforms are really worth investing 

time and effort in. Some platforms naturally attract 

the people who will actually buy from your company, 

while some will draw in a different audience. The more 

powerful and centralized your video platform is, the 

more you can rely on it to help you maximize your video 

marketing efforts as you use it.

Integrate Video and  
Marketing Data
One consideration you should also keep in mind when 

choosing a video platform is whether that platform has 

the ability to integrate with your marketing data easily. 

Some video platforms provide their own analytics which 

you can use to make decisions regarding other aspects 

of your business—like who to target with marketing, how 

to better nurture people through sales, ways to improve 

your customer retention strategies, and more.

Other video platforms are able to integrate with a 

company’s existing CRM, marketing software, or business 

intelligence solution in order to merge their existing 

customer and lead data and video analytics. This will 

give you a clearer sense of which audience segment is 

watching video content and how the performance of 

a video is aligning with intended goals. 
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Some common business intelligence software options 

that integrate well with video platforms for useful  

insights are:

• Amazon CloudFront

• Fastly

• Looker

• Microsoft PowerBI

• Salesforce Einstein Analytics

• Tableau

If you use business intelligence software that doesn’t 

automatically integrate with your video platform at the 

click of a button, consider choosing a platform that offers 

you the ability to import data other ways, or that will 

offer you support to guide you through the integration 

process. Integrating your video platform with existing 

data sets is the most meaningful way to understand video 

performance, as well as how to change your efforts to 

optimize the results.

Scale Video Production 
for Effectiveness
Once you’ve chosen a platform, published some videos, 

integrated your business software and used video 

reporting to understand your content’s impact, you can 

(and should) start to tweak your video marketing efforts to 

increase their effectiveness.

Consider scaling your video production process to 

ensure that it’s giving you the ROI you’re hoping for. If 

your videos are more successful than you expected, you 

may want to ramp up efforts; if they’re not doing as well 

as you’d hoped, you may want to scale back on video 

production, or you may want to make some serious 

changes to how you’re approaching your  

marketing activities.

Increase Viewers and Engagement
As you make changes to your video marketing strategies, 

you should base your decisions on the insights you’ve 

been able to glean via analytics. Consider creating more 

content for the audience that has proven to be interested 

in the content you create. Alternatively, tweak the 

content of your videos to appeal more to the people your 

company serves so you can convince them to become 

paying customers.

Also consider where you’re sharing your videos (what 

platforms, social media channels, etc.) and at what time 

of day/day of the week. Let the data be your guide when 

you make these decisions. Hopefully, you will see an 

increased audience size and boosted engagement as your 

efforts get more and more spot on, over time.

Enjoy Sales Benefits
One additional benefit of harnessing the power 

of analytics to increase your audience and video 

engagement is that you should see boosted sales. While 

it can be more difficult to see the DIRECT link between 

video watchers and purchases, it would make sense 

that as you draw in more people to watch your videos—

assuming those videos have content that appeals to 

people who may want to buy from your company—you’ll 

see an increase in converted leads. As more people 

buy from your company, you’ll see more revenue and 

increased opportunities for growth.
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Magellan Financial 
Group: A Real-World 
Video Analytics  
Success Story
Hearing about how to use analytics in the abstract may 

seem useful—but understanding how it may impact a 

business in the real world can seem ambiguous. A real 

world example might be more informative.

Recently, financial company Magellan decided to use the 

video platform Viostream to publish all their video in one 

central place, then collect video data so that they could 

improve their video marketing efforts. Ultimately, they 

decided they wanted to make sure they were harnessing 

the power of video to have the desired outcomes.

To get a sense of how video analytics can help a company 

grow, take a look at how Magellan used analytics via 

Viostream to grow their audience and improve their video 

marketing efforts. It will help you gain an understanding 

of how you can use analytics to also get more from the 

videos you produce and promote.

Magellan’s Challenges
Magellan is a financial services company operating in 

Australia, New Zealand, and the United States. Founded 

in 2006, Magellan is now one of the top 100 public 

companies in Australia, managing more than $110 billion 

in global equities.

And yet, despite their success over the last 15 years, 

company leaders felt like they were missing out on a type 

of inbound marketing tactic that could really help them 

grow: video. They knew that they wanted to harness the 

power of video, but they weren’t sure that their current 

video marketing efforts were working as well as they 

could be. Though they had produced a number of videos, 

they didn’t seem to be getting many views or reaching a 

particularly big audience. Magellan had a number of goals 

they wanted to accomplish:

• First, they wanted to make sure their videos 
could help them differentiate their brand. There 
are a lot of large and similarly-sized financial 
services companies out there, and they needed 
to make sure that their videos helped them stand 
out and didn’t get lost in a sea of other financial 
services videos.

• They also weren’t satisfied with their current 
viewership. Magellan wanted to increase the 
number of people watching their videos and 
ensure that the dollars they were investing into 
marketing was actually paying off.

• Finally, they wanted to clarify which was the 
best kind of video content for them to make. 
Magellan has different customer personas, and 
each persona is markedly different. They wanted 
to know which kind of videos each persona 
liked to watch, and how they could specifically 
target each persona with each kind of video that  
they produced.

There was one additional factor guiding Magellan’s 

approach: a limited budget. While they were certain that 

videos could help them grow their brand, they didn’t have 

a lot of money to spend on making and marketing the 

videos. They needed to use the limited number of videos 

they could make to their fullest potential and ensure the 

best possible impact.

Magellan made their video marketing materials in-house, 

which means the video cost the company a lot: they 

needed production and editing equipment, as well as 

disk space for storage and hosting. Maintaining their 

own video files added the complication of potentially 

exposing their video to the risk of cybersecurity 

threats.
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Magellan’s Improvement
In the end, Magellan decided to approach Viostream to 

help them with their video marketing goals. Viostream is 

Australia’s leading choice of video platform for enterprise 

and government videos. The company hoped that 

Viostream could do several specific things:

• Help them publish and store their videos in one 
central library

• Manage their videos from one easily  
accessible place

• View the performance data of each video in  
one location

• Utilize detailed, in-depth reporting on their 
videos to understand how they could improve

Magellan also wanted to use Viostream to get a good  

idea of which videos were resonating with which people. 

This would allow them to segment their audience of 

viewers, then develop specific videos geared towards 

each segment.

Magellan’s Results Using 
Viostream Reporting
Magellan decided to make videos in order to grow the 

awareness of their brand. They focused on producing and 

publishing videos of their Chairman and Chief Investment 

Officer sharing helpful industry knowledge and published 

their videos using Viostream. After they disseminated the 

content, they waited for Viostream’s reporting capabilities 

to take a look at who was watching the videos.

Viostream showed that the videos did gain some traction 

with a portion of Magellan’s audience members. By 

integrating more of their marketing data, Magellan 

was able to home in on which audience segment was 

paying attention to the videos so they could continue to 

create and promote more, similar video content. Using 

Viostream, Magellan could scale their video production 

efforts to ensure their videos reached an engaged 

audience and achieve the intended impact. Ultimately, 

this allowed them to keep the costs of their video 

marketing efforts within budget.

At the end of the day, by utilizing analytics from 

Viostream’s reporting capabilities, Magellan was able to 

grow its audience of video viewers by 24,000 within a 

single calendar year. Sales team members at Magellan 

also believed this increased viewership, boosted business, 

and increased revenue, with revenue growing by $241 

million over the course of 2018 to 2020. By using a 

platform that could gather powerful analytics and give 

useful insights via those analytics, Magellan was able to 

maximize the impact of each marketing video and grow 

as a company.
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Your Basic Checklist for Increasing  
Engagement and Audience with  
Video Analytics
Through Magellan’s real-world story, you can see that using analytics is a great way to maximize the power  

of your videos. If you also want to start harnessing data to improve your video marketing efforts, keep in mind the 

following basic guide to using video analytics. By taking the following steps, you can refine and hone your marketing 

tactics and see just how much using videos can pay off for growth.

To get started using videos to increase engagement for your business, consider using Viostream. Viostream is 

Australia’s leading video platform for enterprises and government organizations. You can see if the service is right for 

you by starting with a 30-day free trial.

01. Create videos for your specific goals.

02. Choose and use a central platform for video 
publishing, management, and analytics 
gathering.

03. Take a look at the metrics of the content you’re 
producing to see which content is working and 
which isn’t.

04. Home in on the audience segment your videos 
are resonating with.

05. Scale your video marketing efforts to make sure 
your video is having the right impact and that 
you are not allocating too many dollars toward 
video efforts.

06. Continue to target the right audience with 
videos once you see who they land with.

07. Grow your audience with more effective videos.

08. Grow your sales as you grow your audience.
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