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Era of authenticity brings focus
on reality & transparency

The
Economist

Cleaning

A 15-page report on how business is tackling dimate change
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Technology makes video
easier to create & share




What do you need to be in the
broadcast business?

A good brief & plan to deliver
A story that DAREs

Tools of the trade

An audience
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Return on Investment
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Distinctive — have a unique story to tell
Authentic — be true to yourself &/or your organisation
Relevant — ensure audiences will care about your story

E ngage — use engaging storytelling techniques to attract

audiences & get them involved through video
sharing & responding
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Audience

Resources \
expectations

available

Video skills — existing, potential or

outsourced? _ ‘ _
B : What level of video production will
Onscreen talent — existing, potential they expect?

or outsourced? _ -
What technology will they be viewing

Budget — for production, distribution from?
and promotion

Technology — camera, editing
software, storage and bandwidth

How will they share your story?
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Audience expectation

Professional equipment

Vodcasts  Viral videos

Advanced consumer
products

Internal videos — mixed footage stories
Product demos
Internal videos — talking heads
Social media releases

Plug & play

products

Viral videos

Citizen reporting

Production skills/resources available
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Attracting an audience: broadcast &
distribution

¢ |nternal v/s external
e http://www.tubemogul.com/

* You Tube, your website, others —
all?

¢ Customised channels

Assess
platform
options for
distribution

Promotional
campaign to attract
/involve audience

(o Social media — Facebook, Twitter, bloggers etc
e Traditional media

e Influencer relations

e Events

e CRM

\- Advertising, DM etc...
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Which metrics are important to you?

v Traffic

v Feeding traffic to other assets (blogs, microsites)
v Sharing (Facebook, Twitter, embeds)

v Conversations

v Target audience reach

v Sales and leads — referrals to specific landing pages
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Bondi Beach Gets Flipped.wmv
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= A practical demonstration from Cisco

Welcome: Brett Lilley, Business Development Manager,
Consumer Products
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= Effective plan

= Compelling story

= Appropriate tools

" Focus on audience involvement

= Measure, analyse, learn and adapt...

Have courage & dare to be different
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