How to get started with
personalised video

We live in the age of personalisation...
The old days of marketing, when success was defined solely by how many eyeballs you
reached with your billboards or TV ad campaigns, are fading into distant memory.
Today’s marketers know it’s all about engagement – reaching the right user, at the right time,
with the right messaging, and inspiring a desired action.
They know that modern consumers increasingly expect to see content that’s tailored to them
– their interests, needs and demographics – and that a ‘one-size-fits-all’ philosophy simply
won’t cut the mustard anymore.
And, in the exact same way that, as kids, we went crazy for a lunchbox or keyring with our
name on it, as consumers, we innately crave experiences and products that are seemingly
custom-made for us.

Or is it the age of VIDEO?
These days, video is king. And there are statistics that prove it everywhere you look.
Currently, a third of all internet activity is spent watching video. By 2019, 80% of the world’s
traffic will be video (85% in the U.S. alone).
There’s a technological aspect to this, sure, as platforms, devices and connection speeds
have all evolved to enhance the distribution and consumption of video content.
But the bottom line is this: the demand for video content seems nearly insatiable. And it’s
largely being driven by consumer preferences for video over other media types.
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So...um...why don’t we personalise video?
Personalisation is already a huge buzzword in other marketing fields. We’ve seen businesses
enjoy phenomenal success with personalised email, social media experiences, content
marketing and programmatic display advertising. We even saw personalisation applied to
product packaging by Coke during 2013 and 2014.
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And yet video, so far, has pretty much lagged behind.
Despite the staggering growth and popularity of online video, direct response marketers
have often preferred to focus on traditional models like banner advs. These, they argue, are
controlled by behavioural targeting and much more focused on user intent.
But that could all be about to change – video could be about to level up.
Jim Nail, principal analyst at Forrester, recently said:
Combine video’s unique capacity to inspire, educate, engage and entertain, with the power

“We believe that personalised video will command increasingly
larger portions of advertising and marketing budgets due to its ROI
improvement over traditional video content and other outbound
methods of communication.

”

of personalisation, and it’s hard to shake the feeling that we’re looking at a huge opportunity
for businesses here.
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In fact, personalised video might just be the holy grail for marketers – the chance to deliver
targeted, personalised content to consumers in a medium they actually want to receive.a
In this e-book, we’ll walk you through the basics of personalised video, and show you how to
get started.

DID YOU KNOW:
• A third of marketers, when asked to name one capability that
will be important to the industry in future, answered with
‘personalisation.
• 74% of online consumers say they get frustrated with websites
when content appears to have nothing to do with their interests.
• In-house marketers who personalise web experiences – and are
able to quantify the improvement – see a 19% uplift in sales on
average.
• 73% of consumers prefer to do business with brands that use
personal information to make their shopping experiences more
relevant.
• 86% of consumers say personalisation plays a role in their
purchase decisions.
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What is personalised video?
In simple terms, personalised video pulls information from a data source, and displays that
information, contextually, within the video content – making it appear tailor-made for the
viewer.
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It’s a relatively new concept, but there’s an extremely high likelihood that you’ve already
experienced it in one form or another.
One of its main proponents so far has been Facebook. Back in February 2014, when the
company turned 10 years old, they ran a campaign they dubbed ‘Look Back.’ This allowed
users to view a nostalgic montage of their most notable status updates, photos and
memories from their time using the social network, all set to an ambient piano soundtrack.
More recently, they ran the ‘Friends Day’ campaign – different name, similar idea. This pulled
events and interactions from the users’ profile, and algorithmically slotted them together into
a montage all about friendship. This was a really engaging campaign that developed a lot of
buzz among the network’s users.
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And it’s not just Facebook.

Some pretty dramatic spikes on that Google Trends map, right? Those spikes, very simply,
represent December, each year.
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And here’s why...

Personalised video tends to get particularly popular around Christmas time, largely thanks to
services like Portable North Pole. This is a site that lets you create personalised messages
from Santa for your kids, spouse or co-workers.
It’s a seasonal thing, sure, but this reflects the fact that customers really regard personalised
video as something special, and that they’re willing to seek it out and share it with their
friends and family.
The appetite for personalised video content is there.
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Potential Uses of Personalised Video
We’ve chosen the above examples solely because they’re use cases you might already have
come across.
But they really only scratch the surface of what personalised video could be capable of in the
business world.
So what about real, bona fide business processes that you could optimise through
personalised video?
The important thing to note here is that, for many of these use cases you already have the
data. You collect it anyway, and all you’re doing is putting it to use in a way that is proven to
engage and convert new customers, while delighting existing ones.
So let’s put that data to use with a few ideas...

10

Bills and Statements
What if you could create easy to understand bills and
statements, that broke down information into a format that
was colourful, nicely designed and easy to understand?
Personalised billing videos let you display billing information
in your brand colours, using timing and transitions that makes
the data much more interesting and engaging to the viewer
than traditional paper bills.

Renewal Reminders
Renewal reminder emails are already common practice within
many businesses. What if you could pair that up with a video
breakdown that laid out all policy details – old and new – and
called on the viewer directly to renew with you?
This is a powerful way to build loyalty and show how much
you value your customers.

Product Launches
Product Launches often perform better when customers feel
a part of the process – this is a part of the reason for soft
launches and beta groups. Sending out personalised videos
that directly reference your customers name and company,
for example, would be a nice way to show that the product is
designed specifically for them.
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Entertainment
Of course, you don’t just have to use personalised video to
boost sales. The Portable North Pole example is living proof
that people often just get a kick out of seeing their name up
in lights – whether it’s on the number plate of a flash car, or
held aloft by your favourite sports mascot, as shown in these
BizNizTV examples. These are a great way to increase brand
exposure and attract social shares.

Birthday Greetings
Birthday emails with relevant offers are a great touch for your
customer, and you could make it even more special with a
birthday video.
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Setting up Personalised Video Campaigns
So, now you have a few ideas, it’s time to answer the all important question: how does
personalised video actually work?
Well, first, you need to create your video. This will act as your template and a blank canvas
for personalisation. Check out our Ultimate Guide on How To Create The Perfect Explainer
Video for a comprehensive guide to video creation, or (cheap plug!) get in touch if you want
our team of experts to create it for you.

Remember, when you’re writing your script, you’ll need to identify specifically where each bit
of personalisation will appear. Get creative and identify blank spaces where your customer
data can be shown.
But be careful, too! Remember, that data needs to fit, and it needs to be consistently
displayed. For example, if you’re going to be pulling the customer’s name, you need to make
sure it’ll fit within the space provided, otherwise you’ll totally undermine the illusion that the
video was created specifically for the viewer.
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Recommended Software
There are a number of products on the market that let you create personalised video. These
include:
1. Impossible Software
2. Pitney Bowes EngageOne Video
3. Idomoo
4. Reviva Group
5. SundaySky
6. Rednun
However, if you’re looking for an all inclusive, expert service, then get in touch - we’d love to
chat about what we can do for you here at Wyzowl!

A Word About Costs
Whichever product or platform you use to personalise your videos (see below for a few
options) it’s important to be aware of how these videos are created and how that can affect
your costs.
When you buy a one-off video, you receive a single rendered file and, as a result, you’d
usually expect to pay a single one-off price.
Personalised video is slightly different.
Every time a different user watches one of your videos, the video needs to be individually
rendered by your chosen solution. Recent technological developments mean that this
process is quicker than ever before, but it does mean there’s usually a cost for each view.
This means that, as well as the cost of hosting your video, there’s also a cost for each time
the video is streamed. Some providers charge on a per-view basis, others simply take a
subscription fee which includes everything. Whichever your preferred option, it’s best to
check this with your chosen vendor before signing up.
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Closing Thoughts
Video and personalisation are seemingly the dominant marketing trends of our time, and it
seems unfathomable that – so far – they haven’t interacted more closely.
However, all the signs seem to suggest that this situation is about to change.
There’s always the temptation to sit back and wait to see how this all catches on.
But there are also numerous benefits to being an early adopter.
The cost of producing great video content has continued to fall, and personalisation could
well be the key differentiator that helps take you to the next level of video marketing.
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