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Build A Strong Foundation 
Your new video is one of the strongest assets in your entire communications 
toolkit. When used properly, it can increase visibility, strengthen trust, improve 
conversion rates, and create a consistent message across every platform you 
operate on. This guide shows you how to extract far more value from your 
content with practical, repeatable tactics. 
  
1. Website Integration 
Your website is often the first place a potential client or customer will interact 
with your brand. Your video should be positioned where it delivers maximum 
impact. 

Best practices 

• Place the video above the fold on high intent pages such as the homepage, 
product pages, service pages, and landing pages. 

• Add a clear and direct call to action under the video such as Book a Call, 
Request a Quote, or Learn More. 

• Keep your video player large, clean and distraction free. Avoid clutter around 
it. 

• Use autoplay muted only when the context is appropriate. For example on 
explainer pages or feature highlights. 

• Ensure fast loading by using compressed versions or high quality streaming 
platforms. 

• Add a written transcript below the video. This helps with accessibility and 
gives your site a significant SEO boost. 

• Add structured data markup so search engines can understand and index the 
content. 
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Advanced tips 

• Create a shorter specialised version for mobile users. 
• Test multiple thumbnail images to see which increases engagement. 
• Use a heat map tool to analyse how users interact with the video section on 

your site. 
  
2. Social Media Deployment 
Social media is where your video can spread quickly and repeatedly. Your goal 
is to tailor the same core asset into multiple variations optimised for each 
platform. 

Platform specific tips 

• Instagram: Use square (1:1) or vertical (9:16). Add subtitles because most 
users watch without sound. Use a bold hook in the first two seconds. 

• LinkedIn: Use a clean horizontal video and lead with a question or insight. 
Add a caption such as Watch our new explainer. 

• TikTok: Use fast paced vertical cuts. Add simple on screen text. 
• YouTube: Upload the full version, but also create YouTube Shorts with key 

scenes or tips. 

General tips 

• Include captions on every clip. Silent autoplay is now standard. 
• Use platform native posting rather than linking to another site. 
• Create three versions of the same video: a 5 second teaser, a 15 second 

medium version, and a 30 to 60 second extended cut. 
• Use hashtags strategically. Three to five focused tags outperform long lists. 
• Repost the same video at different times and angles. Social algorithms rarely 

punish repetition. 
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Engagement boosters 

• Turn a key moment from the video into a meme style post. 
• Share behind the scenes clips to create authenticity. 
• Tag collaborators, partners, or featured clients where appropriate. 
  
3. Email Marketing 
Video can dramatically improve email engagement when used properly. 

How to use video in email 

• Do not embed the entire video. Instead, use a thumbnail image with a play 
button graphic that links to your website or landing page. 

• Place the thumbnail near the top for higher engagement. 
• Add the phrase Video Inside in the subject line when appropriate.  
• Use a short personal introduction above the video to build context. 
• For newsletters, include a small animated GIF showing a motion preview of 

the video. 

Advanced techniques 
• Create an A and B test where you compare different thumbnails. 
• Personalise the email text based on user behaviour or segment. 
• Add UTM tracking so you can measure clicks that came from email 

campaigns. 
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Expanding Reach And Multiplying Value 
Your video should not sit in one place. You can extend its reach far beyond your 
website and social feeds with careful planning. 

4. Paid Advertising and Campaigns 
When used in paid campaigns, your video can become the most powerful asset 
in your marketing system. 

Best practices for ads 

• Keep the opening strong. People decide within two seconds whether to 
watch or scroll. 

• Test multiple variations. Changing only the first two seconds can greatly 
impact performance. 

• Add clear and visible calls to action such as Learn More or Book a Demo. 
• Ensure mobile optimisation. Most ad platforms are heavily mobile first. 
• Use subtitles since many people scroll with sound off. 

Where to run your video 

• Meta ads (Facebook and Instagram) 
• LinkedIn ads for B2B segments 
• YouTube ads for high intent audiences 
• TikTok ads for creative or product driven brands 
• Google Display Network for remarketing 

Advanced optimisation 

• Run retargeting campaigns that show the video to users who visited your 
website but did not convert. 

• Use different versions for cold audiences versus warm audiences. 
• Test different lengths to see which format converts best in your sector. 
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5. Sales and Outreach 
Your video is a powerful sales tool. It can be used to warm prospects faster, 
reduce friction, and increase response rates. 

How to use video in sales 

• Add the video to every proposal or pitch deck. 
• Place the video at the top of your online proposals or Notion pages. 
• Use a shortened version in sales outreach emails. 
• Include the video thumbnail in your email signature. 
• Ask your sales team to start calls or demos by referencing the video. 

Sales psychology tips 

• People trust what they can see. A good video reduces perceived risk. 
• Videos shorten the time it takes for a prospect to understand your offer. 
• Prospects who watch a video are significantly more likely to convert. 
  
6. Internal Use and Training Applications 
Your video can also be an asset inside your organisation. 

Ways to use internal video 

• Onboarding new staff 
• Training new team members or franchise partners 
• Sharing updates with investors or stakeholders 
• Presentations at events or conferences 
• Internal culture building and values reinforcement 

More creative internal uses 

• Display it on screens in your reception or office areas. 
• Use segments during town hall or quarterly review meetings. 
• Add it to your internal knowledge base or portal. 
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7. Presentations, Events and Exhibitions 

Your video can shine offline too. 

• Use it as a looping display at trade events. 
• Add it to PowerPoint or Keynote decks. 
• Use a silent looping version for exhibition stands. 
• Use a short high energy cut for conferences. 
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Long Term Value And Repurposing 
A good video should continue working for months or even years. You can 
multiply its lifespan and effectiveness with the strategies below. 
  
8. Repurposing for Multi Channel Value 
Think of your video as a content engine. One asset can create many supporting 
pieces. 

Repurposing ideas 

• Create animated GIFs from the most visual moments. 
• Turn quotes or script lines into branded social graphics. 
• Break the video into topic based micro clips. 
• Convert the script into a blog article. 
• Create a LinkedIn carousel from key frames. 
• Turn the visuals into a PDF one pager for sales. 
• Extract audio to create a short podcast style clip. 

Innovative uses 

• Use frames from the video to create hero banners for landing pages. 
• Convert scenes into posters, leaflets or print assets. 
• Create story based social threads that reference the video. 
• Build a case study from the production process. 
  
9. Hosting Strategy 
Choosing the right hosting location affects performance, SEO and user 
experience. 

YouTube 
• Helps with search visibility and discovery. 
• Works well for long term organic reach. 
• Good for embedding in blogs and help centre articles. 

A N I M A R A S T U D I O S  . C O M 8



Vimeo or Wistia 
• Clean branding and better control over the player. 
• Ideal for websites, landing pages and professional contexts. 
• More control over privacy, autoplay and playback options. 

Avoid direct file hosting 
• Large video files slow down your website. 
• Streamed players give smoother and more professional playback. 

Extra hosting tips 
• Use a consistent naming structure for easy tracking. 
• Upload custom thumbnails that fit your brand. 
• Add chapters or time stamps for longer videos. 
  
10. Tracking, Analytics and Performance Measurement 
Your video is most effective when you measure how people interact with it. 

Metrics to track 
• Watch time 
• Completion rate 
• Engagement rate 
• Click through rate 
• Conversion rate 
• Drop off points 

Tools to use 
• Google Analytics 
• YouTube Studio Analytics 
• LinkedIn or Meta video insights 
• Wistia or Vimeo analytics dashboards 
• Heat mapping tools for website engagement 
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How to use your data 

• Identify where viewers drop off and adjust future videos accordingly. 
• Refine your messaging if a part of the video underperforms. 
• Use insights to tailor future campaigns or cut downs. 
• Create follow up content that addresses questions viewers repeatedly ask. 

_________________________________ 

Final Note from Animara Studios 

Your video is the starting point, not the end point. When used across every 
touchpoint, it becomes one of the most valuable assets in your communication 
strategy. Use this guide to help your content work harder, reach more people 
and make a lasting impact. 

If you want us to create an extended version of this document, an interactive 
PDF or a branded downloadable version for your website visitors, I can produce 
that next. 
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Animara Studios™ Ltd. 
701 Stonehouse Park,  

Sperry Way, Stonehouse,  
Gloucestershire, GL10 3UT,  

United Kingdom 

Phone: +44 1452 447 108 
Email: info@animarastudios.com 

Web: animarastudios.com 

MANAGEMENT 
Simon Jones - Founder and CEO 

simon@animarastudios.com 

SALES Dept. 
James Harwood - Sales Director 

james@animarastudios.com 

CREATIVE Dept. 
Dorian Marinescu - Creative Director 

dorian@animarastudios.com
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