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Housekeeping
• If you prefer to use your phone, select “Use 

Telephone.” Call in number:
– Toll: 1-866-740-1260
– Access Code: 2794800
– Audio PIN: Shown after joining the meeting

• Questions will be answered in a brief Q&A 
session following the presentation.  

• A link to the recorded webinar will be sent to 
you following today’s presentation.  
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Today’s Presenters

• Russ Somers
Vice President Marketing, Invodo

• Lauren Freedman
President, the e-tailing group
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About Invodo

• Creating & delivering the world’s most 
powerful content

– Strategy to begin with best 
practices

– Content to cover the catalog
– Platform to deliver and 

measure ROI



About Invodo

Delivering profitable video programs for major brands
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The Merchant Speaks

METHODOLOGY
• Discussions with 20 executives from a cross-section of categories and business 

models ranging from brands to multi-channel retailers.
• Explored evolving video strategies and the range of retail scenarios from testing to 

optimization. 
• Highlights from our recently conducted research with Invodo of 1000+ consumers as 

well as recognized industry research to best illustrate each section. 

BUDGETS AND MODELS
• Budgets for video were forthcoming as 1 of every 2 of the companies was spending 

over $100K annually on video with 2 under $50K and the remainder $50-100K. 
• From a production standpoint, merchants desiring control or extremely invested in 

video utilize an internal team or build a studio in-house. 
• Outsourcing ranges from companies like Invodo to high-end agencies while several 

employed a mix of the two models. 
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LESSONS LEARNED
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#1.  LISTEN TO THE 
CUSTOMER

Align content with consumer needs factoring in 
customer feedback
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Consumers Drive Video Growth 

“If you can say it, why not say 
it in video.” –Mass Merchant

THE FACTS:  “85% of the 100 
merchants we shopped in our 4Q12 
mystery shopping employ video to 
engage consumers. 

Retailers believe that video 
growth is based on its 
“unique ability to emulate a 
great sales associate who’s 
linked to the site” -Footwear 
Brand

“it’s absolutely necessary as 
while it may be new today it 
will be essential to have 
video for kids so being in the 
game now is advised.”
–Mass Merchant

Without the benefit of the 
tactile in-store experience 
video has proven to be the 
perfect means to educate, 
inspire and convert 
shoppers. 
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#2.  NO ONE READS

“People are visual and prefer video versus reading 
30 bullet points where feature benefits can be better 
presented via such means.” –Accessories’ Retailer



the e-tailing group

Why Video Works

Visual 

65%
Auditory

25%
Textual

10%
Video
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#3.  EMBRACE VIDEO 
TECHNOLOGY AND LEARN
“It’s a perfect storm as consumers are watching as 
part of their shopping journey where she starts 
online but ends up at retail.” --Children’s Brand
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Brands Bolster Direct-To-Consumer and Channel 
Partnerships Via Video 
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Retailers Test and Optimize:  Video Supports Unique 
Brand, Category and Channel Needs

THE FACTS
Video was cited by 51.9% of 
marketers for having among the 
best ROI (eMarketer)

“

way.

“We have seen 40% comp 
increases with video 
demonstrating a strong 
success story. That 
includes good engagement, 
increased interactivity and 
ultimately conversion. For 
us, video will continue to 
play a role in ecommerce 
based on the user’s 
journeys and we will work 
to find a way to bring them 
up in the funnel, testing and 
measuring all along the 
way.” –Footwear Brand
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Video is Integrated Across A Myriad Of Locations

2012 2011
Videos/Audio 85% 83%
Product Page 79%* 69%*
Brand Boutique 49%* 47%*
Video Gallery 41%* 43%*
Category Page 40%* 36%*
Home Page 18%* 19%*
2012 e-tailing group Mystery Shopping 
Survey
*subset of 100 merchants

THE FACTS:  RETAILERS
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#4. BUT OPTIMIZATION 
STARTS WITH THE PRODUCT 
PAGE 

“Usability at product page level is an 8 out of 10 as 
video ranks 4th on our list of product page elements 
behind product information, brand and photos.”
--Multi-channel Sporting Goods Retailer
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Product Page Consumption Escalates, Overtaking All Other 
Locations For Viewership

Invodo/e-tailing group 2013 Consumer Video Survey 
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Videos Are An Education Efficiency Model

“It’s simply hard to convey 
the product through large 
copy blocks or alternative 
views which often includes 
how product is best used. 
Conversely in 1 minute we 
can tell the product story, 
sharing its selling features 
(often in 30 seconds).

-Apparel/Sporting Goods            
Multi-channel Retailer



- PAGE 19 -the e-tailing group

Video Enhances Product Attributes And Elevates The 
Propensity To Buy

It’s often about FAB 
(features, advantages and 
benefits) where 1-1.5 
minutes is enough time 
for the consumer to 
digest where conversion 
then results. 
-Footwear Brand
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Video Positions Savvy Retailers As Subject Matter Experts 

“We are providing helpful 
content in a way that works 
for shoppers taking 
advantage of our associates 
who are subject matter 
experts. Our ability to 
succinctly explain product 
technology/benefits allows 
shoppers to better determine 
what's right for them.”

--Sporting goods Retailer
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#5. VIDEO WILL SPUR 
PURCHASING

“Video absolutely spurs purchasing particularly as we 
sell complicated things so shoppers need help; At the 
end of the day it’s like an infomercial without baggage 
where we see 40% increases in purchasing.”
-Mass Merchant
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Purchasing Power Derived from Video Viewership

THE FACTS
Profit-minded retailers should take note that 44% strongly/somewhat agree that they 
purchase more product after viewing a related video

Invodo/e-tailing group 2013 Consumer Video Survey 
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#6. VIDEO HAS LEGS VIA 
MOBILE AND SOCIAL 
CHANNELS

“When consumers have a moment they are 
‘snacking’ on video via their phones to get a quick 
fix.” -Mass Merchant
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1 In 4 Shoppers Are Consuming More Video 
Via Mobile Devices

Q24
Invodo/e-tailing group 2013 Consumer Video Survey 
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Categories Dictate Mobile Strategies

“Our customers are ‘always on’ from a phone perspective but don’t tend 
to use tablets for outside car repair jobs so this knowledge has been 
invaluable in constructing their mobile strategy.” -Automotive Retailer 



- PAGE 26 -the e-tailing group

Snacking Is Sweet Across Many Categories

The Facts
Mobile video viewers are 3x more likely to purchase than non-viewers 
(Media Post)
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The Tablet’s Heightened Conversion Dynamic is Clear

“The iPad has changed things where entertainment is essential and 
more pressure on quality is present.” -Accessories’ Brand

““The tablet is converting at 
desktop levels while phone 
is behind so conversion 
rates in the 1% range were 
suggested by one retailer as 
compared to their 3.7% on 
the site.”
-Sporting Goods Brand

Invodo/e-tailing group 2013 Consumer Video Survey 
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#7. UPFRONT PLANNING 
MUST BE MANDATORY
“Video is relatively expensive to produce so ROI is 
paramount.” -Automotive Retailer
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Identify As Part Of That Plan The Types Of Videos That 
You Believe Will Be Effective And Test Hypothesis 
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#8. CREATIVE SAVVY COUNTS
“When coming up with long laundry list of all the 
things you want, it's more than you need to show.”
–Apparel/Sporting goods’ Multi-channel Retailer
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Leave No Creative Stone Unturned 

• Keep it simple.
• Keep 'em short (< 3 minutes). 
• Consistently deploy branding.
• Attention to detail is essential from scripts to talent selection and no stone should be 

left unturned.  
• Zero in on product/feature being discussed (i.e. interior organization feature); use of 

close-ups of features ideal. 
• Show movement (look, fit, feel) spinning it and showing it from every angle.
• Look at drop-off rates so you can help determine the right video length for your brand. 
• Don’t regurgitate existing content just saying what’s already on the site as consumer 

value will be limited.
• Try a lot of video types and get feedback from customers along the way.
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#9. DON'T PUT IN VIDEO 
GHETTO

Content must be embedded throughout the 
shopping experience/path so avoiding a siloed 
scenario is highly recommended as content where 
no one goes is problematic      -Mass Merchant
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From Product Page to Home Page Inspiration Optimal
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#10. MEASURE FOR ROI

“Set up analytics in advance and be clear on KPIs 
so you understand how to gauge success as you 
can't improve if you don't have a baseline.”
–Footwear Brand
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FOCUS METRICS 

VIEWING/ENGAGEMENT -# views, # started, # completed  
-Length of engagement (50%, 70%)-standard video watch thresholds and # 
visitors that reached threshold 
-# times watched 
-email clickthroughs to video  

COMMENTARY -Feedback/comments  

$/CENTS -Product conversion, conversion per play  
-Revenue per view per page, revenue per page 
-Incremental value of video based on purchase rate increase/lift 

TYPES -360-degree spin vs. talent talking 
-Product versus support driven 
-New product or new category

LOCATION -Tradeoff in sales from adding video to the boxtop 

BEFORE AND AFTER -What peaked their interest in a video including marketing of video (If they spin or 
thumbnail of video and/or related messaging) 
-Where they enter (pages) 
-Where they exit; # who leave and go to a retailer’s pages  
-How they interacted with specific page and then path to purchase-where else 
did they go?  
-Means from which they enter (mobile, tablets) 

COMPARISON -Watcher vs. non-watcher behavior against above metrics (conversion, sell-
through, add on sales, basket size, etc.) 
-Standard video watch thresholds and # visitors that reached threshold 

 

Metrics Are Not A 1 Size Fits All Model

• Everything you want to measure 
needs to be properly tagged. 

• KPIs and goals for video 
performance should be 
determined in advance of the 
production not as an afterthought

• Early learning is optimal and can 
be benchmarked against 
expectations

• The end goal is production of the 
right video where “we need 
effective video” versus just 
producing any video 
understanding that if selected with 
results in mind both engagement 
and conversion can be 
forthcoming. 



The Invodo Methodology



The Invodo Methodology

Video Value Cycle

• Supports Program 
Growth

• Drives Continual 
Improvement

• Delivers & Measures 
Incremental Revenue



the e-tailing group



- PAGE 39 -

Russ Somers
russ@invodo.com

@rsomers
512-279-4800

www.invodo.com

Lauren Freedman
LF@e-tailing.com

773-975-7280
www.e-tailing.com

THANK YOU


