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In the mobile-first, digital world, video is key for marketing 

success. Why? Video marketing tells a story and can often tell 

it quickly. Videos communicate authentically, while also helping 

customers connect to your brand. People 

want to share what they love and authentic 

videos help customers love you. Leveraging 

the power of YouTube and video marketing to 

drive traffic will allow you to say more to your 

current and potential clients in far less time 

and convert that traffic into sales.

Content is king, but people have so many 

things vying for their attention. Video boosts 

SEO, increases the amount of time users stay 

on a page, and builds trust and authority with a brand. That’s 

why it’s critical to get your video optimized correctly, right from 

the start. 

Even in 2010, the advisory firm Forrester Research found an 

optimized video increased the likelihood by 53 times that a 

brand would appear on the front page of a Google search engine 

result. In April 2015, Think with Google discovered 65 percent 

of YouTube TrueView campaigns improved brand interest by an 

average of 13 percent. With TrueView ads typically costing less 

than $1 per view (many average $0.10 to $0.30), digital video ads 

are becoming critical to the marketing mix.

Don’t get us wrong, the written word still offers tons to desire, but 

with more platforms becoming video friendly (think Facebook’s 

Mark Zuckerberg and Facebook Live), video is the way to be 

seen in 2017.

CONTENT IS KING, 
BUT PEOPLE HAVE 
SO MANY THINGS 
VYING FOR THEIR 
ATTENTION. 
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YOUTUBE: HOW TO OPTIMIZE 
YOUTUBE FOR LEADS

With numbers like that, it’s easy to see why YouTube should make up 

the foundation of any comprehensive video marketing plan. 

But having a video on YouTube and having a video viewers engage 

with on YouTube is not the same thing. Even though anyone can 

upload a video to YouTube, viewers have different standards for 

individuals on the platform versus brands. 

So how do you up the ante, take advantage of the platform’s 

popularity and make your YouTube videos more discoverable?

Here are five ways you can optimize your YouTube videos and make 

your existing videos become lead magnets, starting right now and 

with no budget:

YouTube is the second-largest search engine (second 

only to its parent company - Google) with more than 30 
million visitors per day.

Search Engine Optimization (SEO) isn’t just for websites. Like all SEO, start 

off by identifying keywords your ideal clients search for. 

The Google Keyword Planner is a free resource through your Google 

AdWords account. This is a great place to get started (you can sign up for 

free). The Keyword Planner allows users to search for keywords and to see 

how a keyword may perform. 

How do you know when you find the right keywords? Just make sure your 

target keyword gets a few hundred searches per month in Google.

V I D E O  K E Y W O R D S0 1

01
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Y O U T U B E :  H O W  T O  O P T I M I Z E  Y O U T U B E  F O R  L E A D S

Google’s autocomplete, predictive search text is another way of finding 

keywords and groupings of words.

So now what do you do with all those keywords? A whole lot, as it turns 

out, so stay tuned.

Doesn’t the idea of “nesting” conjure up images of a flock of birds snuggled 

together (or is that only us)?

Actually the analogy, while strange, is not that far off. A nesting title is the 

process of titling your video so that search engines – and potential viewers – 

can figure out what your video is all about. It’s informative, engaging and it 

should resonate with – or call in – who you are trying to engage with. 

You’ve already conducted keyword research (if not, hop back to the first 

step), so you are in good shape for crafting a highly searchable title. From the 

list of optimized keywords you created, select your most relevant keyword(s), 

or keyword phrase, as the starting point for your title. Remember, this is a 

word or phrase that you have already identified as being highly searched for 

in Google.

The best title will use the keyword, followed by a compelling reason to click, 

and, if relevant, the name of your brand or series.

C R E A T E  A N D  A D D  A  “ N E S T I N G  T I T L E ”0 2
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Voila – a perfectly crafted and highly sought after, nesting title.

Word of note: the title of your video must be relevant to the content in the 

video. If it isn’t, viewers will likely be disappointed and bounce to another 

video. 

Bouncing hurts more than your ego; it can actually hurt your SEO efforts, 

because YouTube interprets an unfinished video as content not relevant to 

the topic being searched and you’ll be penalized in the rankings. 

There are about 5,000 characters available to use in YouTube’s field, but it’s 

the first few sentences that are critical because they will show up in social 

media, Google and YouTube results.

O P T I M I Z E  Y O U T U B E  V I D E O  D E S C R I P T I O N S0 3

Y O U T U B E :  H O W  T O  O P T I M I Z E  Y O U T U B E  F O R  L E A D S
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This is the opportunity to expand that fab nesting title you created, and 

further your video’s SEO value. Online platforms can’t watch your video to 

figure out what it’s all about. So, the more information you give YouTube 

through tags and keywords, the better the site is able to rank it (and suggest 

it to viewers). In essence, you are helping YouTube to function properly! 

Each video should have its own keyword-rich description that describes what 

your video is all about, using the language that your ideal clients would use 

while searching for the video. For example, what problem do they have that 

you are about to solve? Give them a brief on the video and entice them with 

a reason why they should choose to watch your video. 

Side note (and we’ll get into this in a little bit): The description is the perfect 

place to add an appropriate call-to-action (CTA), depending on the goals 

you have for the video, such as a link that drives leads to a chosen website, 

landing page or blog post.

Out of the mouth of YouTube itself, tags are 

descriptive keywords you can add to your 

video to help people find your content.

Adding 10 to 15 highly relevant keywords 

and phrases (aren’t you glad you compiled 

such a comprehensive list of relevant 

keywords in point #1?) helps Google (and 

YouTube if searched within the platform) 

to rank in the search results for relevant 

searches. Don’t miss this valuable step.

While you’re uploading, you’ll see a “Tags” 

section below the upload progress bar 

where you can add your tags. To add tags to 

an existing video, visit your Video Manager, 

then click the Edit button below the video 

where you’d like to add formatting tags.

O P T I M I Z E  V I D E O  T A G S 0 4

Y O U T U B E :  H O W  T O  O P T I M I Z E  Y O U T U B E  F O R  L E A D S
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While you can definitely use YouTube rankings to your own advantage, it 

can also backfire when the platform, in its oh-so-helpful manner, starts 

suggesting other videos that you might like. That’s all well and good, but 

when the videos listed causes you to lose your viewer (even worse, to a 

competitor) it’s time to take matters into your own hands.

Enter: YouTube playlists. 

So how can you benefit from this nifty 

feature? 

To optimize an existing channel, it’s time to 

sort and place ALL your videos in appropriate 

playlists (essentially groups of similar and 

related videos) so that they can be watched 

continuously. 

Playlists rank better, and more often, as well as appear on search results 

for both YouTube and Google. Playlists also open doors to use additional 

keywords because they are listed separately. So while you may have used 

certain keywords for your individual videos, once they are grouped together 

you may see an opportunity to use another related keyword to describe the 

videos collectively. 

Creating playlists is a great way to bump up views on your own videos. How? 

A playlist can consist of an unlimited number of videos (and can include 

other people’s videos as well). One potential way to increase viewership of 

your videos is to place a popular video, by someone else, into your playlist. 

However, only do this if it makes strategic sense for your channel.

P L A Y L I S T S 0 5

These five tips will go a long way to not only help you optimize 

YouTube for leads, but help you maintain relationships with 

current clients. Before implementing any changes, remember 

to establish a baseline for future evaluation. How? Start by 

implementing URL tracking to measure your return on investment 

(ROI). 

Y O U T U B E :  H O W  T O  O P T I M I Z E  Y O U T U B E  F O R  L E A D S

PLAYLISTS RANK BETTER, 
AND MORE OFTEN, AS WELL 
AS APPEAR ON SEARCH RE-
SULTS FOR BOTH YOUTUBE 
AND GOOGLE. 
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A proper conversion tracking set up in Google 

Analytics or other web analytics tool will help 

to measure the effectiveness of your YouTube 

video marketing strategy. A well-executed video 

marketing strategy will help increase your YouTube 

Authority and effectiveness.

Have we spurred you on to turn your YouTube 

channel into a direct sales generator? It’s a great 

tool. But, a properly optimized YouTube channel 

isn’t enough. You have to be ready for your 

YouTube viewers to land on your website.

Y O U T U B E :  H O W  T O  O P T I M I Z E  Y O U T U B E  F O R  L E A D S
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WEBSITE: HOW TO DRIVE LEADS THROUGH 
VIDEOS ON YOUR WEBSITE 

Successful lead generation with video marketing doesn’t 

happen by chance. It must follow a carefully crafted 
plan of attack. 

02

Ultimately, any marketing strategy worth its salt comes down to 

generating leads, so if you are spending time optimizing your 

videos, then you should be doing something to capture and 

retain those viewers. Not so?

Gates are a great way of trading information: you provide stellar 

value to your viewers and in exchange, they give up their email 

address (gates, as opposed to opt-in subscriber boxes, restrict 

content, or a portion of content, until information, such as an 

email address, is given in exchange). 

This is an efficient way of collecting leads, but people tend to 

be nervous about providing their contact information. Make sure 

whatever you offer is compelling to your potential viewer (“sign 

up for my free weekly newsletter” isn’t going to fly anymore).

There are many third party video-hosting sites 

providing gating services. Which one you choose 

depends on your goals. For us, we use a third party 

service so we can showcase our client projects 

without interfering with their YouTube authority for 

the original content. The third party host (at this time) 

offers more specific tracking than YouTube alone. We 

find a YouTube channel and third party video host for 

our website makes sense for our goals.

The million dollar question: where to place your gate; before 

(pre-roll), after (post-roll), or any point in the between (mid-roll) 

your video. Let’s take a look at the options and the associated 

tradeoffs. 

“SIGN UP FOR MY FREE 
WEEKLY NEWSLETTER” 
ISN’T GOING TO FLY 
ANYMORE.
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Placing a gate mid-roll gives 

you some added advantages. 

If the video content is 

captivating and value driven, 

viewers will often have no 

problem exchanging their 

information to get the 

remainder of the video. If 

they are still interested at this 

point, they are most likely 

solid leads. 

Total win. 

However, placing a gate 

midway through a video 

may be seen as an annoying 

interruption. When you 

do make a request for 

information, use language 

that is inviting rather than 

harsh or abrupt.

Technically, a post-roll email 

collection form is less of a 

gate and more of a call to 

action. However, the benefit 

of adding a form at the end 

of a video is that viewers have 

found value in your expertise. 

As long as your video has 

them wanting more, they 

are likely to exchange their 

personal info (i.e., an email 

address) in order to get their 

hands on some more of the 

goodness. 

The gate’s position (pre-roll, 

mid-roll, or post-roll) means 

balancing between views and 

signups. 

M I D - R O L L

P O S T - R O L L

H O W  T O  D R I V E  L E A D S  T H R O U G H  V I D E O S  O N  Y O U R  W E B S I T E 

Adding a gate before your 

video starts has one obvious, 

significant drawback: viewers 

could be completely turned 

off by being asked for 

personal info before they 

receive anything of value. 

It’s possible that potential 

viewers are insatiably curious 

and they have to know what 

is behind the gate, but they 

might not be qualified leads. 

The best way to use pre-

roll gates successfully is 

to generate interest first 

through a compelling landing 

page, email, social campaign 

or trailer before asking for 

personal details like an email 

address. Another pro of 

adding this step is you are 

more likely to get qualified 

leads. 

P R E - R O L L
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The folks at Wistia, an internet video hosting and analytics company, 

examined this tradeoff within their own business by conducting a split test 

to determine how gate placement affected viewership. 

In a nutshell, for the test, Wistia added a mandatory pre-roll gate, which 

garnered 11 percent conversion (signups and watching the video). Eleven 

percent really isn’t a bad conversion rate, but it does mean that 89 percent 

of people landing on that page were bouncing. 

In the second video, they added an optional post-roll signup. This method 

got 60 percent more views. The tradeoff was the post-roll signup attracted 

only 2.3 percent signups. 

Big difference. 

H O W  T O  D R I V E  L E A D S  T H R O U G H  V I D E O S  O N  Y O U R  W E B S I T E 

Whether you choose to add a 

gate pre- or mid-roll, one thing 

is for sure: gates take a lot of 

consideration. In fact, gates 

might not be for every video, but 

every single video should have a clear call-to-action (CTA). If they’ve loved your content so far, 

it would be a digital tragedy to part ways with them now. 

Don’t build your business hoping your viewers will instinctively know what they should do 

after watching a video. If you don’t use a gate or opt-in as a way to stay in touch with your 

newfound fan, then urge them to do something. Always think of the next click someone needs 

to take. It could be to contact you, book a discovery call, like and follow you on social media, 

or visit your website. Make sure this satisfied viewer doesn’t click away, never to return.

Many video hosting services offer the ability to add interactive CTAs within a video, which is 

a lot less intrusive than a typical gate. YouTube is best known for its cards and end screens 

(a call to action that pops up during or at the end of your YouTube videos). Other hosting 

services, such as Wistia, also provide such capabilities, each with their own unique benefits.

And we all know, the less effort viewers have to put forth, the more likely they are to take 

action. There is absolutely no excuse to forgo CTAs in your video! These CTAs can help boost 

your social media efforts.

EVERY SINGLE VIDEO 
SHOULD HAVE A CLEAR 
CALL-TO-ACTION. 
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SOCIAL MEDIA: HOW TO ENGAGE USERS WITH 
VIDEOS ON SOCIAL MEDIA 

Video commands attention in a way that text and 

images cannot by adding a variety of elements including 

visuals, audio, personality and emotion. If you attracted 

the attention of potential customers and they love your 

content, then it’s time to get them to share. 

03

There are a number of ways to do this. The 2017 word of the year, 

especially when it comes to video, is more. More social media 

sites will use video; more people will watch video; and more data 

bandwidth will be dedicated to transmitting video.

It’s no secret that live video has become a priority for Facebook.

In fact, Mark Zuckerberg has said that he “wouldn’t be surprised 

if you fast-forward five years and most of the content that people 

see on Facebook and are sharing on a day-to-day basis is video.”

Many websites, such as YouTube and Facebook, already have 

algorithms that reward video content that gets shared socially. 

Platforms such as Sniply allow their clients to add a call to action 

to any webpage, which helps you to engage with your followers.

Here are four effective strategies to make sure you are making 

the most out of your Facebook and Instagram videos. 

Facebook has already tweaked its algorithm to show live video broadcasts 

higher up in people’s news feeds (not something that happens when sharing 

from another platform, such as YouTube) and there have already been 

hints that when Facebook goes video first, you’ll want your videos to be 

embedded natively on the platform.

E M B E D  Y O U R  V I D E O  N A T I V E L Y  0 1
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H O W  T O  E N G A G E  U S E R S  W I T H  V I D E O S  O N  S O C I A L  M E D I A 

Computer programs can’t figure out what your video is all about, so tags help 

Facebook “read” your content. Think about how people will find your video: 

the subjects they search for, long-tail keywords and descriptive keywords.

For Instagram, use hashtags to make sure people 

can find your video. For inspiration, look at what’s 

trending, upcoming holidays and which hashtags 

trend every year. Make sure you create content 

that fits in a larger, social conversation, but also 

be yourself. People will follow you because they 

love what you do and they love how you do it 

differently. 

Even a single hashtag on Instagram will increase 

your average engagement by nearly 13 percent.

T A G  Y O U R  V I D E O 0 2
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With video projects, it’s critical to think through the end goal. Who is your 

audience? What are their motivating self-interests? What do we know will 

resonate? What will likely make them bounce? When you know that, you 

can craft a specific call to action that will affect and influence your viewers’ 

emotions to achieve the desired next click.

If you’re going to go to the trouble of making, editing and uploading a video, 

don’t forget to tell people what to do next. If it’s to like your Facebook page 

or visit your website, then tell them. They’ve watched your content, now help 

them along the sales funnel.

Video is great because it communicates so much without words, including 

your personality, so don’t try to be anyone but yourself. If your video is forced, 

or not who you are (or your brand), then your viewers will see it as insincere 

and move along. That means you need to be personal. Put the camera on 

yourself and explain how your product or service can benefit your audience. 

Show them why they should care about your product or brand.

In the case of Instagram, people follow companies because they like the 

brand. They want to interact and share what they love. Be your cool or 

badass-brand self on Instagram. 

H A V E  A  C A L L  T O  A C T I O N

B E  Y O U R S E L F
 

0 3

0 4

Social video should not 

be an afterthought. No 

matter what kind of 

videos you post, make 

sure they fit within your 

larger brand voice. 

H O W  T O  E N G A G E  U S E R S  W I T H  V I D E O S  O N  S O C I A L  M E D I A 

AFTER ALL, NOT EVERY 
VIDEO NEEDS TO SELL 
A PRODUCT, BUT EVERY 
VIDEO NEEDS TO SELL 
YOUR BRAND.
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VIDEO ADVERTISING: GOOGLE ADWORDS/
YOUTUBE ADS 

Optimizing your video marketing plan can have a 

profound effect on engagement that drives traffic and 

increases solid leads. Now, let’s talk about TrueView ads 

on YouTube.

04

TrueView video ads help reach and engage your audience on 

YouTube and across the web. The beauty of TrueView ads is 

you pay when a viewer watches 30 seconds of your video or 

engages with interactive elements in the ad. For in-stream ads, a 

“Skip ad” button also lets viewers opt out of watching the video 

after 5 seconds.

Here’s the thing: you literally get the opportunity to expose your 

brand, expertise and feel to a viewer for up to 29 seconds, and 

it’s free. You only pay if the viewer clicks on the ad or watches 

the whole ad (or at least more than the first 30 seconds of it). 

Back in 2015, Nielsen completed a study which found that 

if a viewer watched an ad, they were 10 times more likely to 

subscribe to your channel and engage with your content. Nielsen 

also found that those viewers were more likely to engage with 

your brand. 
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Those are the kind of leads we don’t mind 

paying for! 

The effect that video has on your marketing 

goes for advertising as well. The personal 

nature of video invites interaction and 

engagement, and allows you to weave a 

story. You’re the expert of your business, 

so share your expertise with the world. 

V I D E O  A D V E R T I S I N G :  G O O G L E  A D W O R D S / Y O U T U B E  A D S

10 times 
more likely 
to subscribe 
to your 
channel 
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YOUTUBE AUDIT 
No matter how much you put into your digital marketing 

plans, it’s important to evaluate where you are as a 

starting point.

05

No matter how experienced you are in video, you have committed 

to starting a digital strategy for 2017. Know where your year 

started out at so you can finish 2017 strong. 

A complete YouTube Audit engages our team of top experienced 

digital marketers and researchers who will compare your channel 

to your two nearest competitors and tell 

you exactly what to do to dominate in 

your video space. The paid YouTube audit 

is more than 60 pages with multiple calls 

to action. We explain the best practices 

and give ideas on how to improve your 

channel so you can beat your competition.

Some clients use the results of the paid 

YouTube audit and hand off the valuable 

information to their internal marketing 

department who takes the ball and spikes it in the end zone. 

Other clients get their paid audit results and have us implement 

the strategy. Either way, we are ready to hop on a phone call to 

talk about the details behind your results so you will never be left 

scratching your head.

WWW.FUNNELBOX.COM
503-595-5901
HELLO@FUNNELBOX.COM
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AUDIT AND VIDEO OPTIMIZATION RESULTS06

• The first quarter after the initial YouTube channel optimization, Biamp ex-

perienced an 18 percent increase in watch time and a 17 percent increase 

in views. Biamp increased subscribers by 12 percent.

• The second quarter, Biamp’s channel had a 21 percent increase in watch 

time and a 21 percent increase in views. Biamp increased subscribers by 13 

percent.

• The third quarter, watch time continued a steady increase by 17 percent 

and views increased 18 percent. Biamp increased subscribers by 10 per-

cent.

• Over nine months, Biamp had notable growth in engagement (likes, 

shares, comments, etc.). The average quarterly increase was more than 60 

percent.

• Assisted conversion (people clicking to the site within 30 days of seeing 

ads) increased more than 19 percent the first month.

• Month-to-month mobile transactions increased 39 percent. 

• Month-to-month eCommerce conversion rates increased 130 percent and 

transactions also increased 15 percent.

• Bounce rate (people leaving the landing page right away) decreased 28 

percent.

• 54 percent more pages were visited per session.

B I A M P  -  A U D I T  A N D  O P T I M I Z A T I O N

D O M A I N . C O M  -  O P T I M I Z A T I O N

01

02

It’s all fine and dandy to say our audits and video 

optimizations provide results. We know you want to see 

them, so we’re going to share three client success stories.
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Ten months after the initial audit, Cadet Heat followed our guide and had the 

following results:

• Subscribers increased more than 150 percent from 385 to 603.

• Channel trailer had nearly 1,700 views in five months.

• Views from playlists increased 7,725 percent from 16 to 1,236.

• Views from suggested videos increased from 45 to 47 percent.

• Total watch time increased 42 percent.

• Views were up 43 percent.

C A D E T  H E A T  -  A U D I T  A N D  S E L F - O P T I M I Z A T I O N03

A U D I T  A N D  V I D E O  O P T I M I Z A T I O N  R E S U L T S
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A goal without 
a plan is little 
more than a 
wish. What are 
you waiting 
for?

Having a clear video marketing plan in place is so-2017. 

Optimizing your videos, adding a CTA, sharing and using 

advertising is your step-by-step, kick-it-up-a-notch strategy you 

need to get to the top of your industry this year. 

CONCLUSION
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503-595-5901
hello@funnelbox.com


