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MAKE VIDEO CUSTOMER TESTIMONIALS

AGGREGATE YOUR VIDEOS IN AN ONLINE
MEDIA CENTER

A media center, like this one from Alteris Renew-

ables makes it easy for customers to browse.




MAKE VIDEO CUSTOMER TESTIMONIALS

GUIDE VIEWERS INTO YOUR ONLINE
SALES FUNNEL.

Picture someone at their computer, watching your
videos. They've watched three or four, and now
they're ready to take the next step, perhaps to request
an estimate. The layout of your web page that’s dis-
playing the videos should clearly show your offer and
encourage viewers to click. Think of your videos as
cups of delicious Starbucks coffee in Barnes & Noble.
The longer people hang around, the more likely they
are to buy. Just make it easy for them to take action
when they're done sipping, or you'll lose them. You
have to be careful, however, not to be in the cus-
tomer’s face and selling overtly. Remember that this
Is UN-advertising. You're educating your customer,
but also making it clear that you are there for them
when they're ready to buy.

Get Started Now!
Click to learn more
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ENCOURAGE ABSOLUTE HONESTY

When you interview customers, encourage them to

tell the unvarnished truth and not to gild the lily just I woulD TRADE
because they're on camera. People see right through : m;"}[f:g's:o';o:"
BS, and recognize the truth when they see it. You _ _

might even want to have a customer talk about a Y | SHAM Wow!
situation where, for example, a problem occurred

with the product you're selling, and how your company

recognized their error and fixed it. This gets to the

heart of credibility, and your customers will appreci-

ate it far more than canned expressions of delight.

DON’'T DO THIS. PLEASE.
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OPTIMIZE YOUR VIDEOS FOR SEARCH

Do some research to see what search terms your
target audience is using to find solutions like yours.
Then give your videos titles that include those search
terms. In addition, when you post the videos to your
web page, include some text that's relevant and
searchable and make sure this is in close proximity
to the video. Some companies actually publish
transcripts or abstracts from the videos on the
same page as the videos. The reason this is impor-
tant is that search engines like Google can quickly
locate text, but not video files. In addition, when
you publish your videos on sites such as YouTube,
add “tags” to each video that put them in easily
searchable categories [i.e. solar power, cars, etc).

happaned. Walch the story of how the
Wind Kids heiped bring & major wind
project to their town — revilalizing the
local economy end providing power to
tsns of thousands of houssholds in
Southern California.

Steal Winds: Generating Wing
Power an a Brownfiald

Steal Winds, s wind farm bullt on tha

site of whial was onca the world's largest
Steal Mill, has transformed & brownfield
toxic wasla site info & producer of clean,
rengwahla wind power.
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Wind Power is a
popular search
term

Text in proximity
to the video is also
easily searchable.
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KEEP PUBLISHING NEW VIDEOS ﬁ

o
DAILY GR
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MMET

Just as you're constantly gathering customer case
histories for print, it's important to continuously
publish videos to your site. Customers like seeing
new, fresh stuff on your site. And search engines
will rank your site higher if it's frequently updated
with new content.

o W) 45 MENU

The Daily Grommet has found success by
publishing a new video every day.
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CHOOSE CUSTOMERS TO INTERVIEW ON
CAMERA WHO REFLECT YOUR IDEAL NEW (alteris
CUSTOMER PROFILE

RENMEWABLES
Migalon Poopla  Enwironmani

B &m Oilvg on

Look at the buyer personas of customer groups who evmo

are most likely to buy from you, then find current

customers to interview who match those profiles

as closely as possible. You want your web audience

to relate to the person they see on screen. Also,

remember that you're not looking for models. You

need people who look real, and not like they just AT Ac e
jumped out of a JCrew catalogue. gatlomeowner

T

Al Anderson is an Alteris Renewables customer. He
also fits the profile of new customers—people who
have always wanted to ‘go solar’ but didn’t know how.
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INTERMIX SHOTS OF YOUR CUSTOMERS
WITH IMAGES OR VIDEO OF YOUR PRODUCT

Seeing just customers on camera can get a bit dull.

Spice up your testimonials with ‘b-roll’ showing
customers using the product.

no:og/
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PRE-INTERVIEW YOUR CUSTOMERS

Have a call with each customer before the shoot to
give them a sense of what you'll be talking about. You

don’t want to tell them what to say, but talking with
them beforehand in general terms about the subject
can set their mind at ease and help them be more
relaxed during the actual interview.
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