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"'5 LEARNING OUTCOME

After participating...

...you will be able to use video more strategically across your
institutional marketing channels.
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mm AGENDA

* Video as a strategic marketing tool
+ Video production considerations

» Effective use of video: Institutional
examples

#Altraining

VIDEO AS A STRATEGIC MARKETING
TOOL
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m WHY VIDEQO?

Hubspot, 2016

You( [

86% of colleges
and universities
have a YouTube
channel

But why?

mm DWINDLING ATTENTION SPANS

Microsoft Corp, 2015

The human attention
span is now shorter
than that of the

goldfish!
HACADEMIC
oll MPRESSIONS &
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mm DWINDLING ATTENTION SPANS

14

The human attention
span has dropped to

eight seconds (down

from 12 seconds

15 years ago).

2000 2015

Microsoft Corp, 2015 IOI| IM E |

mm DWINDLING ATTENTION SPANS

e , The descent of the

~ [ attention span matches
the beginning of the
mobile revolution and
the video revolution

Microsoft Corp, 2015
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mm SMARTPHONE MARKET PENETRATION

Today about half the adult population owns a smartphone;
by 2020, 80% will.

The Economist, 2015

mm  MILLENNIAL RELIANCE ON PHONES

“When nothing is occupying
my attention, the first thing
| do is reach for my phone.”

Microsoft Corp,"2015
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mm  MILLENNIAL RELIANCE ON PHONES

“When nothing is occupying
my attention, the first thing
| do is reach for my phone.”

77% of 18-24 year olds agree

10% of 65+ agree

Microsoft Corp,'QQ.E

mm WEEKLY TIME SPENT WITH SELECT
MEDIA AMONG US CONSUMERS

18-24 25-34 3549 50-64 &5+

‘Wakching on traditicnal TV 1833 24:52 3224 42371 50000
LIsing the internat on a computsr 445 551 T3 BET 3O
Using a game consale 409 256 106 022 007
Watching time-shifted Ty 142 320 41 416 E38
‘Watkching vidao on internat 141 1:52 145 140 OF
Using DVDVEIU-ray device 055 1:18 112 102 O3B
‘Watching video on 2 mobile phone 026 o1y @13 Qo7
ACADEMIC
E-Marketer, 2014 @il  MPRESSIONS 12
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mm VIDEO USAGE CONTINUES TO
DOMINATE THE INTERNET

Cisco, 2015

By 2019, 80% of
internet traffic will
be video

Animoto, 2015

mm  MILLENNIALS USE VIDEO FOR MORE
THAN JUST ENTERTAINMENT

8 out of 10
Millennials use video
when researching a
product or service

Academic Impressions
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mm YOUTUBE USE DURING THE COLLEGE
SEARCH PROCESS

Viewed videos linked 41%
from college site 36%
Viewed college 36%
channel 37% B SENIORS
M JUNICRS
Viewed videos in 29%
social media 27%
Subscribed to 9%
channel 8%
’ 36%
Noth

Ruffalo Noel-Levitz, 2015 @ll MPRES

mm PROSPECTIVE STUDENT INTEREST IN

WEBCASTS
80
70
60
W Have watched a
50 webcast
40 -
B Would watch a
30 -
webcast
20 -
10
0 4
Juniors Seniors
. H ACADEMIC
Ruffalo Noel-Levitz, 2015 @il IMPRESSIONS 16
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Does great video exist
If No one sees It?

mm INTEGRATING VIDEO INTO
YOUR MARKETING PLAN

CONSISTENCY IS KEY

» Offer video all year long

* Keep to 2 minutes or less (with some
exceptions)

+ Can’t do too many right now (with some
exceptions)

Academic Impressions
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mm INTEGRATING VIDEO INTO
YOUR MARKETING PLAN

INCLUDE IT IN YOUR PLAN

» Discuss with videographer and creative
team on content (Must be VISUAL ideas)

+ Come up with a minimum number (ex: 2
per month) but be open to doing
additional

* What are president (exec staff)
requests/expectations?

#Altraining

VIDEO PRODUCTION CONSIDERATIONS

Academic Impressions

Ed Marketing
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mm OUTSOURCE OR IN-HOUSE
VIDEOGRAPHER

OUTSOURCE

* More expensive but
higher quality

* Access to
advertising channels

* More strategic

* Better for big
campaigns

* Almost always for
animated videos

IN-HOUSE

* More cost effective
but less quality

» Better for day-to-
day video needs

» Event coverage

» Editing software and
gear is getting
cheaper and more
accessible (everyone
is a videographer)

n ACADEMIC
@il IMPRESSIONS 21
mm VIDEO GEAR
Nikon D750 Camera Manfrotto Digital
Nikon 24-70mm Lens Director
Nikon 50mm Prime Lens Glidecam HD2000
Nikon 70-200mm Lens _Stablllzer System
Sennheiser EW 100 G3 iOgrapher
Lav Microphone Helder Wide Angle Lens
Rotolight (if necessary) iPhone 6+
Manfrotto 547B Tripod Rode VideoMicro
Microphone
Manfrotto Compact
Action Tripod
ACADEMIC
@il IMPRESSIONS 22
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mm VIDEO GEAR

Student worker with
our new gear:

Total cost: $173.94
(without iPhone)

(Not pictured is a
tripod that was $75)

HACADENHC
ell IMPRESSIONS 2

mm SCRIPTED OR
UNSCRIPTED?

+ Authenticity does not necessarily mean

YES!

* Who is the audience

* Who is your talent (what are their
abilities)

* Let’s talk about VOICE

unscripted

Academic Impressions
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mm SCRIPTING V. AUTHENTICITY

Get the right actors or

models

* Articulate

* Represent the diversity of
our campus

+ Passionate about the topic

+ Comfortable on camera

Choose the right locations

* Accurately but positively
represent the program or
facility

mm SCRIPTING V. AUTHENTICITY

Yvonne Bilinski

sctor, FLG m.._'m_.g.q.,

Academic Impressions
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mm  USING STUDENTS

* It has to be the right student

* Let them do as much as possible
* But hold their hand

* Snapchat example

mm WORKING WITH CURRENT STUDENTS

Academic Impressions

14



Using Video Effectively in Higher
Ed Marketing

mm WORKING WITH CURRENT STUDENTS

i 1]

mm WORKING WITH CURRENT STUDENTS

Fm ybur - -;:J
“‘ddven‘tum
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mm DISTRIBUTING CONTENT

P M ) oi8/1:26

mm DISTRIBUTING CONTENT: YOU TUBE

Keyword-load the title
Complete the notes

Add tags

Create custom thumbnail
Add to playlist

Complete Advanced Settings

Transcribe or upload a
transcript

Academic Impressions

Ed Marketing
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mm DISTRIBUTING CONTENT: VIMEO

display video?

How does your institution

Academic Impressions
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MNews Briefs

Featured Storles

| o> ENC%

Cimiart, e Cutins

mm DISTRIBUTING CONTENT: WEBSITE

* Add to news
library

e Add to relevant
sites

Add to homepage

MPRESSIONS 35
What's happening at FLC this month? View this email in your browser
Include in your
email
communication
with constituents.
Skyhawk soccer player Students in Associate
Luc Cisna (Biology, '99) Professor Ryan Smith's
was inducted into the Engineering classes CR——C
Rocky Mountain are helping keep the "Day in the Life" video,
Athletic Conference Durango Silverton starring Michael
Hall of Fame on July 8, Narrow Gauge Railroad Watchman, a Business
the first-ever soccer running by recreating Administration major
I'I| MPRESSIONS 36
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mm DISTRIBUTING CONTENT: FACEBOOK

PR Fortis Colege * Upload native video files

Published by VSpmVu(Soc\aJ May 20+ 7 dll’ectly to Facebook
Want to know what it's like to be an FLC student? Spend a day with .
Business Admin major Michael Watchman as he goes 1o class, works two Whenever possl ble R
campus jobs, and picks his son up from school! )

» Facebook counts a view

after 3 seconds; YouTube
counts at 30 seconds.

Student life at FLC: A day in the life of Michael
[VIDEO]

Wonder what its like to be a student at Fort Lewis College? Join non-traditional
student Michael, a Business Administration major, as he goes through his day:.

HTTPS/WWW.FORTLEWIS EDUNEWSFULLSTORY/ARTMID/23,

mm DISTRIBUTING CONTENT: INSTAGRAM

L Verizon ¥ 3:57 PM i WD
fortlewiscollege ~ 10}
- 1331 5546 701

]

B R Video length has
Fort Lewis College increased from 15 tO 60
FLC is Colorado's crossroads of adventure and
fon. Tag #ortiew to get reposted. GO seconds

SKYHAWKS!
www.fortlewis.edu

Academic Impressions 19
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mm DISTRIBUTING CONTENT: TWITTER

Video can be up to 2:20

Fort Lewis College /L COurango - May 20
What's it like te be an FLC student? Spend a day with Business major
Michael:

1l

Student life at FLC: A day in the Iife of Michael [VIDEO]
‘Wonder what it's like to be a student at Fort Lewis College? Join
non-traditional student Michael, a Business Administration major, as he ...
fortlewis.edu

mm DISTRIBUTING CONTENT: OTHER

Academic Impressions

Ed Marketing
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mm DISTRIBUTING CONTENT:
SCATTERED VIEWS

104 + 6§ + 76 +
232 + 44 ...

mm ADA COMPLIANCE

“Under the Americans with Disabilities Act,
publicly available videos, whether for
entertainment or informational use, must be
made accessible to individuals with
disabilities.”

The Rehabilitation Act (Sections 508 and 504)
specifically addresses online video content.

HACADEMIC
ell IMPRESSIO

NS 4

Academic Impressions
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mm ADA COMPLIANCE

FCC quality standards for captioning:
* Accuracy

+ Time Synchronization

* Program Completeness

* Placement

mm ADA COMPLIANCE

Closed captioning options:

* Upload a transcript

* Transcribe the video live

* Hire a third-party service to transcribe it

Academic Impressions
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mm ADA COMPLIANCE

View published subtitles and CC: English

Actions ~

Hello, my name is Michael Watchman,
and this is a day in my life.

| am an early riser, so every day | wake up
early and head on over to my 8am class
studying business administration.

After my 8am class, | head on over to the
Office of Admission. At the Office of
Admissions, | am a student

ambassador, so | give tours and do minor
office work. When | give tours, | really
enjoy getting

potential students really excited about
attending Fort Lewis- this is a wonderful,
beautiful

campus full of diversity.

After my shift at the Office of Admission

Student life at FLC: A day in the life of Michael

Sl

¥
Hello, my name is Michael Watchman, and this is a day
ein my In’e

P o= 005/126

1y naffie is Michael | :am an early riser, so every day | wake up earlyand | After my Ban
"an, ad this is a day in my hiead on over to my 8am class studying business Admission. A
administration.

HACADEMlC
ell IMPRESSIONS s

#Altraining

EFFECTIVE USE OF VIDEO:
INSTITUTIONAL EXAMPLES

Academic Impressions

Ed Marketing
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UNIVERSITY OF CENTRAL ARKANSAS

HACADENHC
ell iMPRESSIO

NS

ma WHAT KIND
OF VIDEOS?

90-second to 2-minutes “Bear Tales”
Alumni Spotlight

30-second TV Commercials
30-second animated video

2 minute videos about campus life on
microsite

Long form videos to recap/review school
year

Campus Happenings

n ACADEMIC
s PRESSIO

IMPRESSIONS 48
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mm EXAMPLES
OF VIDEOS

UCA.edu/beartales

mm BEAR TALES VIDEO:
PREPARING FOR FALL

https://youtu.be/ALOEbb4qg6zI

o) 003/213

Academic Impressions 25
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mm ALUMNI SPOTLIGHT
VIDEOS

mm TV COMMERCIAL

Academic Impressions
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mm 30-SECOND ANIMATED
VIDEO

Go Here

mm EXAMPLES OF VIDEOS:
GoUCA.com

Academic Impressions 27
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mm MICROSITE:
GoUCA.com

> b 4 oo

mm VIDEO ON
SOCIAL MEDIA

O

University of Central Arkansas: Bear Tales - Nabholz Charitable
Foundation Gift

the Deyne Hesith Sciences Buiding

The Naaaholz Charitabée Foundation oift wil be used to estabiih B simulation cemer in

Total Video Performance

(O Minutes Viewed 2,677
23 People Reached 22,084
& Video Views 8,440
=1 10-Second Views 2,865
L unique Viewers 7,307
#  Likes, Comments & Shares 516
Il Average % Completion 17%

HACADEMlC
ell IMPRESSTONS s6

Academic Impressions
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mm VIDEO ON
SOCIAL MEDIA

Total Video Performance
) Minutes Viewed 3,045
114 People Reached 12122
e Video Views 4,581
&1 10-Second Views 83
L unique viewers 4165
#  Likes, Comments & Shares 274
- University of Central Arkansas: Bear Tales - Greek Village Sleepover
UCA's Greek alumnas rebved thair collegiate years in a special "steepover” evant in the H  Average % Completion 32%

naw Graek Villsga,

HACADEMlC
ell iIMPRESSIO

NS 57

FORT LEWIS COLLEGE
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mm HISTORY OF VIDEO
AT FORT LEWIS COLLEGE

Richard Fulton, Ed.D.

mm HISTORY OF VIDEO
AT FORT LEWIS COLLEGE

First true series
Top ranked programs
Varsity sports

Campus housing and
Career preparation

Cycling
Alumni testimonials

Mountain town lifestyle
Clubs and organizations

Personal attention from faculty
Eye-opening experiences

dining

AD

RES

EMIC
(] SIONS 60
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What do students want to see?

mm HISTORY OF VIDEO
AT FORT LEWIS COLLEGE

What do students want to see?

Academic Impressions
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mm FLC VIDEO SERIES:
HOUSING TOURS

mm FLC VIDEO SERIES:
DAY IN THE LIFE

Academic Impressions 32
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mm HISTORY OF VIDEO
AT FORT LEWIS COLLEGE

What do students want to see?

Parents
Faculty
Administration

mm FLC VIDEO SERIES:
ACADEMIC SPOTLIGHTS

Academic Impressions 33
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mm HISTORY OF VIDEO
AT FORT LEWIS COLLEGE

What do students want to see?

Parents
Faculty
Administration
Alumni
Community
Donors

mm FLC VIDEO SERIES:
EVENTS

Academic Impressions

Ed Marketing
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mm FLC VIDEO SERIES:
FLC VOICES

ACADISE

mm FLC VIDEO SERIES:
FORTIFACT MICRODOCUMENTARIES

Dr. Cynthia Dott
LC Assoc. Professor of Biology

Academic Impressions 35
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mm HISTORY OF VIDEO
AT FORT LEWIS COLLEGE

What do students want to see?

Parents

Faculty
Administration
Alumni

Community

Donors

The whole country

mm FLC VIDEO:
OVERALL COMMERCIAL

Academic Impressions

Ed Marketing
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mm METRICS

[}
7112

e VRS
1200
900
500
300
A, B ity MMA

9/29/12 12/28012 3/2813 /26013  9/24/13 12/2313 3/2314

N
I

b

6/2114  8/19/14 121814 318115

2013

Video views, July 2012 - July 2016

6/16/15  9/14/15

2015

ACADE
PRESS

121315 31216 61016

2016}

MIC
ONS 73

ESSI

0

Ed Marketing

mm DON’T UNDERESTIMATE LIVE STREAMS
Top 10 Videos
Video - Watch time (minutes) View:
Fort Lewis College Spring Commenc... 1419 13% 224 5.5%
Fort Lewis College Spring Commenc... 1.064 9.6% 177 4.4%
S3E4 FORTIFACT: Up From The Sage... 852 7.7% 114 2.8% Vldeo VleWS &
watch time,
Estler Emeritus 712 6.4% 236 5.8% May 2016
Residence Hall Tours at Fort Lewis C... 486 4.4% 210 5.2%
Dodds Emeritus 485 4.4% 181 4.5%
Fort Lewis College Undergraduate R 459 47% 25 0.6
Fort Lewis College Choir Concert 363 3.3% 66 1.6
Student life at FLC: A day in the life o... 362 3.3% 279 6.9%
Fort Lewis College Choirs Present "... 357 3.2% 56 1.4
ACADEMIC
m IMPRESSIONS 74
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mm SET REASONABLE GOALS FOR VIDEO VIEWS

Average views by video type, lifetime

2500
2000
1500
1000
500
0 —
Residence Hall  Day in the Life Academic FLC Voices
Tours Spotlights
n ACADEMIC
@il IMPRESSIONS 75

mm DON’T EXPECT ENGAGEMENT

E Fort Lewis College ©

Apr1, 2016 = Jun 30, 2016

LIKES DISLIKES

o8 0

Academic Impressions 38
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10,000

5,000 P
|

& 426016 51/16

mm CHECK METRICS MONTHLY & QUARTERLY

Sifee

1016

ADE
S

RES

Watch time,
April 2016 -
June 2016

b i il e D PO SO DU T G D O GO e

S/6f16  §11/16 516/16 H2116 52616 SE31/16 6516 &

81516 B/2016 &2516 &/30M16

MIC
IONS 77

Video

Fort Lewis College Spring Commencement 20.

Student life at FLC: A day in the life of Michael

Fort Lewis College Band Concert - April 2016

Estler Emeritus

Think Fort Lewis College!

Fort Lewis College Spring Commencement 20...

Student Life at Fort Lewis College: Find your a...

Residence Hall Tours at Fort Lewis College: Co...
Residence Hall Tours at Fort Lewis College: W...
Fort Lewis College Choirs Present "Music of th...

Residence Hall Tours at Fort Lewis College: An...

Electronics, mechanics, & robotics: Engineerin...
S3E1 Fortifact: A Razor Sharp Pen: The Evoluti...
Residence Hall Tours at Fort Lewis College: Cr...

Fort Lewis College Undergraduate Research & ...

Fort Lewis College Undergraduate Research & ...

‘watch time (minutes)

4,883 (12%)
5,383 (13%)
273 (0.7%)
479 (1.2%)
856 (2.1%)
671 (1.6%)
3,755 (9.1%)
617 (1.5%)
3,470 (8.4%)
496 (1.2%)
645 (1.6%)
429 (1.0%)
2,535 (6.1%)
755(1.8%)
1,252 (3.0%)
104 (0.3%)

mm CHECK METRICS MONTHLY & QUARTERLY

views )

419 (3.8%)
410 (3.8%)
403 (3.7%)
376 (3.4%)
367 (3.4%)
365 (3.3%)
348 (3.2%)
338 (3.1%)
327 (3.0%)
204 (2.7%)
276 (2.5%)
264 (2.4%)
259 (2.4%)
2565 (2.3%)
239 (2.2%)
233 (21%)

ACADISE

@il IMPRES

Watch time,
April 2016 -
June 2016

MIC
IONS 78
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mm CHEC

MiE| ¢E

@ e

K METRICS MONTHLY & QUARTERLY

\ N\
Wy N

419 (3.8%
289 (2.4

136 (1.2%

218 (2.0%

YLy

348 (3.2%)

239 (223

\ . A
VM AN ARSI N video views,
April 2016 -

June 2016

: :
4 -t
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ii EVALUATION

Thank you!

Please remember to complete the event evaluation.
Your comments will help us continually improve the
quality of our programs.

© Copyright 2016 Academic Impressions Follow us: m@ u n 81
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