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WHO WE ARE 

 
 
 
 
 
 

Scott Kramer 
Group Director, W2O Films 

@scottskramer 
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Ian Beckman 
Jr Video Producer, W2O Films 

@ibeckman671 
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www.w2oGroup.com 



WHY YOUTUBE? 
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88% of video 
results are from 
YouTube* 
*searchmetrics Universal Search Study 2015 
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BEST PRACTICES 

•  CONSIDER 
–  What resources you have 
–  How many videos you want to make 
–  How this can impact the long term 

•  USE 
–  Optimization Tools 
–  Repurposing content 
–  Driving traffic & engagement 

•  MAKE A PLAN! 
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OPTIMIZATION TOOLS 

•  What to change? 
–  SEO 
–  Playlists/Organization 
–  YouTube Brand Tools 
–  Analytics 

6 

•  Tools 
–  Google Planner 
–  YouTube Playbook 
–  Google Trends 
–  Google & YouTube suggest 
–  Google Webmaster Tools 
–  YouTube Space Workshops 
–  YouTube Analytics 
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SEO 

•  Easy as 
–  Title 
–  Description 

•  CTA 
–  Keywords 
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PLAYLISTS/CHANNEL ORGANIZATION 
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BRANDING TOOLS 

•  Annotations 
•  In Video Branding/Watermarks 
•  Featured Content 
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ANALYTICS 

•  Watch time 
–  Not views! 

•  Audience retention 
•  Demographics 
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REPURPOSING 

•  YouTube on a small budget 
–  Evaluate 

•  Art assets 
•  Video segments 
•  Enhancement Tools 
o  YouTube Music Library 
o  Stock Image Repositories  

»  iStockPhoto 
»  GettyImages 

15 #SOCIAL16 



ASK: CREATE OUR YOUTUBE PAGE 
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RESULTS: BENZAC YOUTUBE VIDEOS 
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DRIVING TRAFFIC & ENGAGEMENT 

•  Empower your audience 
–  CTA 

•  Watch more videos 
•  Subscribe now 

–  Advocates 
–  Community engagement/contests 
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ACCOUNT INK 
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HOW IT CAN WORK FOR YOU! 

22 #SOCIAL16 



KEY TAKEAWAYS 

•  Long Term Game Plan 
•  Consistency is key 
•  You must be engaged 
•  Be Flexible in the wake of change 
•  Capitalize on virality 
•  Play to your strengths (with help from Analytics) 
•  Have Fun! 
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OPTIMIZATION RESOURCES 

•  Search Metrics Google Unviersal Search 2015 
•  Creator Academy YouTube Analytics 
•  YouTube Cards 
•  Google Keyword Planner 101 
•  TubularInsights YouTube Description Optimization 
•  Gawker Image Case Study 
•  Moz Image Case Study 
•  Soren Skrive Image SEO Best Practices 
•  KissMetrics Caption Blog Post 
•  Ideal Length of Everything Online 
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