
Video Marketing with Act-On 
A Starter Guide 



Up until now, content marketing has been centered around 
static content like ebooks, white papers, case studies, blog 
posts, etc. These assets are great, but they provide little insight 
on how contacts are engaging with the content. Like which 
paragraph from a blog post was most popular, and what 
chapter in the ebook was most read. Video speaks to us and 
gives us detailed information about how contacts are engaging 
with our brand. 

Introduction 



By integrating video with marketing automation software like 
Act-On, you can gain infinitely more insight into your potential 
customers and more easily convert viewers into leads. In this 
eBook we breakdown10 distinct ways to use Act-On with Video 
Marketing Platforms (VMP) and what the alternative on 
YouTube might be. For some folks, YouTube may seem like a 
strategy in itself, but in reality, there’s much more you can do 
with a video marketing platform integrated with Act-On. 
  
With player-level analytics, you can tell if someone finished 
watching the video, if he/she clicked on the call to action, and 
countless more details. It’s not enough to just upload to 
YouTube, which only gives you basic play analytics, which can 
only help you to a certain degree. 

In this eBook, we’ll keep it simple and just talk about how to 
best leverage Act-On with an VMP, understand the general 
behavior of your customers, and determine how to best pull 
them through the funnel. 
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“ 
Why Focus on Video? 
The Value of Video in Content Marketing 

Video speaks to us 
providing insights into 
prospect engagement 

Here’s just a sample of the type of data video can provide 
marketers: 

•  Video Play Data - Did the viewer complete the video? How 
much did they watch? 

•  In-Video Behavior – Bookmarks/TOC, Annotations, 
Quizzes, Interaction Data 

•  A/B Testing – Which version of a video performs better? 
Video vs Thumbnail testing 

•  General Behavior – Did the same contact return to the 
video? What other videos did they watch? 



“ 

Measuring viewer behavior 
can give you a clear 
picture of where a 
prospect is in the buying 
cycle. 
  
Are the videos the 
prospect watched showing 
a pattern of buying 
behavior? Is the same 
video being watch over 
and over again? 
  
Connecting your video 
content to Marketo will 
give you answers to these 
important questions and 
ultimately reduce the cost 
of sale. 

“5% of prospects 
 are ready to 
 make a 
 purchase upon 
 initial contact. 
 Source: HubSpot, 2012 



Marketing Objectives 
 How Video Impacts the Marketing Funnel 

	Audience 
Blog, SEO, YouTube, Social 

   Media, Email  

   Leads 
Nurture, Measure, Directed 

     Messaging  

    Opps 
       Qualified    

      WIN 
  New Customers 

Provide specific 
video content to 
nurture, track, and 
score leads        
Reduce human 
interaction, lower sales 
costs, retain customers 
with video 

		 	  Attract new 
   leads with video 
  deployed accross 
 content marketing 
     assets              

Auto-opt out 
opportunities or 
subscribe to specific 
videos to help close 
deals 

Video can be used in all stages of the inbound marketing 
funnel. Shorter video clips at the top of the funnel, gradually 
increasing to more meaty videos as the contact progresses. 
  
Positioning the correct video content relative to where a 
contact is in the funnel is important to reducing human 
interaction and ultimately lowering the cost of sale. 



Chapter 1 
Video on Act-On Landing Pages 

This is one of the most common strategies because it quickly 
increases engagement and conversion rates. With Act-On, you 
can embed any video player object directly into a landing 
page. You can easily get play data (i.e. did the viewer play the 
video? what was the length of completion?) and tie that to 
actions in Act-On like nurture tracks. (We’ll go into this in 
more detail later in the ebook.) 



Chapter 2 
Video in Email 

This is an increasingly popular strategy and it can be an 
effective, unique way to run an email campaign. Using a Video 
Marketing Platform that’s integrated with Act-On, you can 
grab the thumbnail object from within Act-On and drag that 
into your email template. When it’s clicked, your video will 
automatically play on a unique landing page. You won’t want 
every email to have an embedded video, but it can be a 
powerful strategy if used sparingly. 



Chapter 3 
Video on Your Website 

This is just what it sounds like--embedding video with text on 
your website, to support the text or a general message of your 
website. With a YouTube embed code, there’s no real way to 
know if the video has been played. But with an VMP solution, 
you can capture valuable engagement data and video 
behavior. For example, if out of the 10,000 people that visited 
your home page this month, you know that 200 people played 
the video through the 30-second mark. With that information, 
you can set up a nurture track, specifically target those 
viewers, and provide them with relevant content. 



Chapter 4 
Embedded Video & Shared Video 

It may seem obvious, but you want to know where your video 
is being embedded and shared. With a Video Marketing 
Platform solution, you can track engagement anywhere the 
player is embedded because you’ll have a link that goes back 
to your video’s URL, as well as the Act-On cookie code, which 
can extend your power and visibility across the web. For 
example, if your video is picked up in a blog that supports an 
article, you’ll know that, and you can get the data. 



Chapter 5 
In-Video Call-To-Action 

For those in the B2B space, lead gating is one of the most 
common forms of in-video call to action. You may use an in- 
video form or an actual landing page, or something like a table 
of contents or a quiz. With an VMP solution, you can carry 
video that has in-video calls to actions across the web, with 
detailed events that are mapped to Act-On. For example, if a 
viewer completes a form to watch a video, that can trigger a 
nurture track in Act-On. 



Chapter 6 
Video Galleries 

When you organize your videos in a TV-like viewing 
experience, it gives the viewer an opportunity to browse 
content, build trust with the organization, and lead themselves 
through the sales process. With an OVP, you can easily track 
the progression of the viewer and understand his/her story, 
and get page- and player-level analytics as well. As an 
example, Act-On has their video customer testimonials 
arranged in a gallery format. 



Chapter 7 
Lead Scoring 

Tagging certain points in the video can trigger a score, or 
impact a lead score, something that is becoming increasingly 
common in video marketing. This is one of the few things on 
this list that there is virtually no equivalent to with YouTube. 
With an VMP, you can pipe in engagement data points into 
Act-On, tag certain points, and then trigger events based on 
those points. In terms of interactivity, you can even tag each 
topic in a table of contents, and track where your viewers click. 
This can be valuable in terms of nurturing leads, and also for 
knowing which content your viewers are really drawn to. 



Chapter 8 
Progressive Profiling 

One of the most non-invasive ways to collect data, progressive 
profiling is the ability to gradually complete a profile of a 
contact over time. For example, a viewer may watch a video 
and be prompted to fill out her name, email address, and 
phone number. The next time she returns to the site to watch a 
video, she’ll be asked for a few more pieces of information, and 
so on. With an VMP solution integrated with Pardot, this 
information can be piped directly into Pardot. There are many 
different ways to do this, especially if you use an VMP, such as 
using an in-video form after a brief and enticing preview. 



Chapter 9 
Recorded Webinars & Video 

For marketers, webinars are a great way to share knowledge 
with viewers and customers, and with a Video Marketing 
Platform solution, you can tag the webinar with interactivity. 
The webinar that this blog post is based on is a great example- 
-each tip is tagged as a topic. If a viewer only watches the 
chapter on video archives and galleries, and he watches it 
several times, we can trigger an event based on that 
preference. 



Chapter 10 
Lead Nurturing 

Last but not least, something that has been mentioned 
throughout this ebook--you want to tie all of your content, and 
especially your video, into lead nurturing tracks. Additionally, 
you’ll always want to serve the video on a unique landing page, 
so you can track the viewer’s behavior. 



Conclusion 
The Discussion Continues 

There are some similar themes throughout these tips, as you 
probably can tell. You may not be able to integrate all of these 
ideas at once, but as long as you’re focusing on your viewers’ 
behaviors and how to pull them through the funnel in an 
engaging way, you can’t go wrong. Stay tuned for a blog series 
that goes into much more detail about each one of these 
points! 




