
7 Critical Decisions You Need 
To Make To Maximise

Your Video Marketing Budget



• What do you want the video to say to your potential customer?
• What do you want the video to achieve?
• What company image do you want to put forward?
• Do you have certain company restrictions you need to adhear to?
• Do you need to follow a set of branding guidelines? 

It’s never a good idea to make a video for the sake of it, or because your 
competitors are doing it.  The first step in the planning for any video should be 
to figure out, in general terms, the aim of the video and what your goal is.  

It could be to launch a new product, a how to video to increase sales on an old 
product, interviews with your sta� members to give your customers a more 
personal relation to your business etc.

1. What is the aim of your video?

Video production can be a confusing and 
potentially expensive process, especially if 
it is your first foray into video marketing.  
It’s really important that when you are 
investing in video that you get a result 
that fufils your goals and objectives.  

5 Questions To Ask Yourself

“Without a clear aim, your video can never reach 
it’s full potential and you will be flushing 
your marketing budget down the drain.”

With that in mind here are 7 critical decisions you need to make to
maximise your video marketing budget.
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2. Who are your target audience?

Who are you trying to reach?  Hopefully you have already worked out who your 
target demographics are for your business, product or service, this information 
will also apply to your video marketing.

Di�erent visual styles, music choices and marketing techniques will appeal to 
di�erent demographics so it is important to know this data before starting 
the production process.

Your target audience will determine the decisions you make in the following 
steps as well as informing the style and tone of the video.

5 Questions To Ask Yourself

• Who do I want the video to reach?
• Who is my company’s main demographic?
• Does my company have more than one demographic?
• Do I want this video to reach more people in my main demographic 
   or spread out in to a new market?
• What do my target demographic like? (Music, films, hobbies etc.)
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3. Which video hosting platform will you use?

This area leads directly on from your target audience.  Where your demographic 
spend their time online and the aims of your video will dictate which platform your 
video should be hosted on.  You could of  course post to all of them but this will 
make it a lot harder to track the success of your video and your ROI.

Although there are many video platforms such as Vine, Instagram and Vimeo to 
name but a few, the two main platforms are Facebook and YouTube.  Lets break 
down the di�erences between them.

YouTube Pros Facebook Pros

• Great analytic tools

• Best for Google SEO

• Can advertise before 
   competitors videos

• Can make video adverts

• Easier to link to more of your 
   video content, boosting SEO 
   and awareness 

• Owned by Google leading to
   pre�erential search rankings

• Great for advertising, can 
   target very specific interests

• More comments and interaction 
   than YouTube

• Easier to share

• Easier to send viewers to your 
   website in adverts through 
   CTO buttons

• Videos stay on your company 
   page, YouTube links sink down 
   on your timeline

• Can advertise to fans of 
   competitors

VS
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YouTube Cons Facebook Cons

• Three hundred hours of 
   content uploaded every minute

• Can be hard to rank unless 
   you know what you are doing

• Can have competitors 
   advertise on your videos

• May need to monitor 
   for negative comments

• Auto play videos make it 
   harder to track your views

• Lower quality video

• Not tied in to Google SEO

• Can’t see Facebook video 
   without a Facebook account

In the end you will need to weigh up these pros and cons and decide which 
platform suits your business and the marketing plan for your video project.

5 Questions To Ask Yourself

• Where do my target demographic spend their time online?
• Where do my target demographic watch videos online?
• Will a majority of my target demographic have a Facebook account? 
• Is video quality a top priority?
• Am I using the video to boost my SEO?
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4. How will you market your video?
The most common marketing strategy mistake is to post the video to the various 
social media channels and not do much else. To get your video seen by your 
target audience you need to have a sound video marketing strategy.

The most basic strategy will involve picking the right keywords that relate to your 
video.  These will be used in the title, description and tags of the video.  
This is geared more towards YouTube but is also applicable to Facebook.   

The same rules apply with video keywords as they do with the keywords on your 
website.  This means that you want to find the most relevant keywords which have 
low competition but a high search volume. 

If you would like more in depth information about writing the best video description 
and title I have specific blog posts on www.proudbusinessproductions.com 
covering this.

The next step is getting your video in front of your potential customers.  The best 
place to start is by sending it to your existing customers through your email 
newsletter.  These people should already be invested in your company (if not, why 
did they sign up to your newsletter?) and will give your video its first few views to 
help get it ranking on YouTube and Google.

As well as writing posts on social media you should also try using their advertising 
tools.  If you post a video directly to Facebook, you can easily convert the video 
into an advert.  This will allow you to add a call to action button such as 
‘Buy Now’ or ‘More Info’. 

“Making your title and description keyword rich 
will help rank your video highly in YouTube 

as well as appearing in the top page of Google.” 

www.proudbusinessproductions.com 07740 357 507



Another advertising option through Facebook is the ‘Boost Post’ feature.  
Using Facebook’s same advertising tools you can narrow down a very specific 
audience that you want to see your post.  The great thing about both of these 
forms of advertising on Facebook is that it is relatively cheap and you can set 
your own budget.

Lastly there is YouTube advertising.  Although the demographic tools aren’t quite 
as powerful as Facebook, YouTube advertising has the great, albeit cheeky, ability 
to advertise before your competitors video.  

This is the big question, you have already decided your aim for your video, 
this is where you lay out the quantifiable goals you want your video to achieve.  
This can be anything from brand awareness to X amount of products sold or 
even X amount of newsletter sign ups.  It is important to know what you want 
your video to do for you as it will dictate how you plan the next section 
‘Tracking Success’.

5 Questions To Ask Yourself

• Where do my target demographic spend their time online?
• Where will I be hosting my videos?
• How much do I want to spend on advertising? 
• Do I want to directly challenge my competition?
• What can I do that my competition isn’t already doing?

5 Questions To Ask Yourself

• What do I want the video to do for my business?
• Is there a specific quantity of product I want to sell?
• Is there a special deal I could o�er to further boost the videos potential?
• Does the video link in with a specific sales/marketing campaign?
• Is my websites sales chain set up to take advantage of new tra�c?

5. What is your expected ROI?
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6. How will you track your videos success?

How will you know a video is bringing you more business if you have no way 
of tracking it’s success?  If you can’t prove that the money you invested in a 
marketing video has provided a good ROI, how can you justify spending your 
marketing budget on more content?  

Unless you are trying to improve your brand awareness then video views are not 
a true way of tracking a videos success.  For example, you are selling fitted
bathrooms and you have a case study video showing the process from planning 
to completion.  Your video has 20,000 views, which sounds great but for all you 
know 15,000 views could be from students, i.e. people who are not going to buy 
your product.  

So if you can’t use view numbers to track success, what can you use?  This is 
where is gets a bit tricky as none of the major video hosting sites currently have 
tools that let you know how many people clicked from a  video to your site.  
Even Google analytics can tell you a click came from YouTube but it can’t tell 
you which video it came from.

“It is more important that you have a lower view count 
but your video is being viewed by the right people.  

This is where your marketing strategy comes in.”
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One way to get around this is create custom forwarding pages for your website.  
If you create a separate link for each video, which will then take the viewer to a 
page which will automatically forward to the desired page on your website, then 
you will be able to tell where the visitor came from and also track where they go 
using your websites analytical tools.

The same goes for email sign ups.  Create a separate email opt in page for each 
video.  Another way is to add a ‘Where did you hear about us?’ section to either 
your email sign ups or contact form.  A disadvantage is that you may have viewers 
clicking through to your website but not following through.  This would expose a 
flaw in your website sales chain rather than an issue with the video.  

5 Questions To Ask Yourself

• What is your expected ROI?
• What data do I want to track?
• Is your website easily customisable to set up forwarding pages?
• Are my websites analytics tools robust enough to track a users progression?
• Am I going to further track potential buyers through Facebook pixels?

“If you know where your website clicks are coming from 
and going to it makes it easy to not only know if your 

video is working but also identify weaknesses 
in your sales chain.”
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What is a realistic budget for my video?

Finally you need to know roughly how much you are willing to spend.  
Obviously you are not a professional in this field and the price can vary wildly 
depending on your needs.  But it is good to have a rough idea of how much you 
are going to spend.  Things like using actors and di�erent locations can quickly 
up your budget but in general the price breaks down into these sections for a very 
simple 2 minute video filmed at your o�ce with no extra voiceover or actors.

Amatuer

Expect a do-it-yourself look.  Usually shot on an iPhone or cheap handy-cam.
May be cheap but could negatively a�ect your brand.

Approx. £0-£500

Pro-Am

Usually videography is not this persons full time job meaning the 
project may take longer and you won’t have any support 

in marketing your video.  Quality is very hit and miss.

Approx. £500-£1000

Professional

Great looking video with little special e�ects work.  
Filmed and delivered in HD.  Good quality but not good 

enough to broadcast on TV.  Little support in marketing the video.

Approx. £2000+

Premium

Cinematic visuals with any special e�ects you need.  
Filmed and delivered in 4k for future proofing.  

High enough quality to be used as a TV advert.  
Full support in marketing the video including SEO.

Approx. £5000+
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When budgeting for a video don’t think in terms of the amount of work involved 
but rather what the return on investment will be.  If your planned ROI is to sell 
20+ underfloor heating systems at a cost of £2,000 profit each, equalling profits 
of £40,000, then £2000-5000 is a great investment.

6 Questions To Ask Yourself

• Where will the video be filmed?
• Do I need any actors or models?
• Do I need help writing a script?
• Will there be any animation?
• Do I need an animated logo?
• Do I need licensed music?

Next Steps
With all these areas considered you should now know what you want to achieve 
from your marketing video, how to track that success and roughly how much you 
would expect to spend on the video.  This will not only help you achieve your 
goals but will also make it easier to convey these goals to your chosen video 
production company.

For more in-depth information on some of these subjects and more check out 
the blog section of our website www.proudbusinessproductions.com/blog

If this all sounds like something you are keen to 
progress with then we wouldbe happy to have a 
chat with you to see if we are a good fit to help 
you achieve your goals.

You can contact me directly on 07740 357 507.

Thanks
Dave Proud
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