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With the rapid increase in the use of video marketing, how 
can you ensure that your video will have maximum impact?  
While there are at least 5 different factors that influence the 
success of your video results (script quality, directing skill, 
proper equipment, editing for attention and budget) this 
article will focus on the importance of the script.  
 
Any successful marketing script will effectively address the 
following three elements:  
 

• Accurate targeting of an audience 
• Giving them some useful information 
• Giving them some “safe” action to take 

 
So you are ready to launch a marketing video!  What do you 
want to say?  Who do you want to say it to? What do you 
want them to do?  Sound simple?  Consider the following: 
 

• Every new product has advantages and 
disadvantages.  If it is safe, efficient and attractive, it 
may be more expensive.   

• If it is economical and safe, it may be less efficient or 
less attractive. 

 
Marketing is not much of a chore if your product is all things 
to all people at a lower price than anyone else.  Most of us 
don’t have that luxury.  The trick is to identify a segment of 
the population for which your particular mix of advantages is 
attractive enough for them to spend some money even 
though your product is not perfect.  
	  

	  

1) Accurate targeting of an audience. 
 
Like most things in life, begin by making some choices.  The 
video that tries to convince all possible audiences of all 
possible benefits is usually a disaster.  Be selective.  If you 
could only attract one new type of transaction what is the 
profile of the customer for that transaction?   
 

• Are you trying to sell existing customers a new 
product or service? 

• Are you trying to attract new customers to an 
existing product or service? 

• Are you after “value” seeking customers? 
• Are you after “feature” seeking customers? 

	  

Example: 
 

I want to sell you a new product for your business.  
It is an air purifying solution.  It involves some 
hardware and software.  It makes people less 
sleepy, it improves their health and it keeps things 
cleaner.  How do I convince you?  By the way, it is 
pretty expensive. 
 
Questions: 
 
Is there a minimum business size (number of 
employees) needed for the product to be cost 
effective?  More than 50? More than 500? 
 
Are there certain types of businesses that are more 
likely to care about the benefits?  Office buildings 
vs. retail spaces? Medical/dental vs. factories? 
 
Are there physical locations or geographic regions 
where the system is more effective?  Dry vs. humid 
climate? Hot vs. cool daytime temperatures? 
 
Targeting decisions: 
 
We are going to target small businesses, between 
50 and 200 employees.  This is because larger 
businesses are going to be harder to attract, since 
the buildings have more complicated HVAC 
systems and have much longer sales cycles. 
 
We are going to target office buildings, because we 
believe it will be easier to quickly attain 20% or 
more market share in this segment.  The messaging 
can be more focused and the value statement is 
more consistent.  

 
We are going to target the southwest, because hot 
and dry climates have more potential for air quality 
problems.   
	  



	  

	  

	  

3) Giving them some useful information 
 

Two of the biggest mistakes in poorly designed 
marketing videos are: 
 

• Providing too much information. 
• Providing information that is not 

interesting or useful to the audience. 
 

Why is too much information bad?  Because if 
you answer all of their questions, they don’t 
need to give you any reason to know that they 
are interested. Unless you are selling an online 
product that they can click to buy, it is a mistake 
to over-inform.  Give them enough information 
to make them curious. 
 
Also, providing information that they don’t care 
about will cause them to click away 
immediately.  Once you have their attention, 
don’t lose it! 
 

Example: 
 
For our air purifying system, what are the two or three most 
important things to share?  Do we explain how it works? Do we 
outline the operating costs or the purchasing costs? Does the 
potential customer care about these things or not?  What do they 
care about? What would make them curious? Are those things 
obvious? Do we actually know?   
 
At this point in the project, it is important to make clean and clear 
decisions.  The decisions that are made, will steer the remainder of 
the project and its budget!  It is best not to make these decisions in 
a void.  This is the point at which the outside perspective and the 
customer perspective are blended with the “manufacturers” 
perspective. The opinions and ideas of your producer and your 
sales force are as important as your own. 
 
We decide to make the video about the reduced cost from 
improved employee health and the increased productivity from 
improved employee attitude.   

	  

2) Giving them some “safe” action to take 
 

Oh how nice it would be if our short presentation 
were so compelling that people whipped out the 
checkbooks or purchase orders and started 
throwing money at us.    This is just not the way 
that most large purchases work, especially when 
business decisions are involved.   
 
It is at this point that we need to decide what we 
would really like them to do.  Arrange a sales 
presentation? Request a cost estimate? Approve 
a building inspection? Obviously, we want them 
to contact us, but it is at this point that we can 
make our request as compelling as possible.  
Perhaps we offer a discount if we are contacted 
by a certain date. Perhaps we let them know that 
there is an energy credit if they act. Perhaps we 
offer to send them a report that outlines further 
benefits.   
 

	  

Example: 
 
We decide to offer a free building audit and a report that includes 
an ROI calculator.  This gives them the chance to see more about 
how we think and it gives us a chance to begin a relationship.   
	  

Summary 
 

Hopefully, this brief summary of a very involved process gives you a glimpse into the importance of writing a “good” 
script.  Good is defined by the parameters and expectations that you have for your marketing video project.  
 
Jungle Media is here to help at any stage of your project.  If you plan on producing a marketing video, we will always 
begin by working on these script elements with you.   
 
Contact me for a complementary review of your script idea. Brian Groves   (503) 538-4356   briang@junglemedia.com	  
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