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SUMMARY ABSTRACT

This report, which identi�es online video as an important direct marketing category, discusses 

how and why online video is becoming a powerful new direct marketing application, 

particularly when combined with multimedia content and tracking for video landing pages 

and video microsites. The report also de�nes the �ve critical factors to consider when 

developing and deploying online video for direct marketing. 

Online video direct marketing is here to stay.  It presents exciting opportunities for marketers, 

and communicators because interactive audiovisual content increases viewer engagement, 

interactions, and response rates more than static email or web content. Just as web video and 

rich media have changed the advertising market in recent years, web video and multimedia 

are reshaping the direct marketing 170 BB direct Marketing industry as we know it.
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Online Video: The Future of Direct Marketing?

During the first twenty years of the Web, content 
presentation was focused on text and graphics. 
Today, however, video is the fastest growing content 
segment of the internet. While not yet embraced by 
the DMA and many direct marketing organizations, 
online video is becoming an immovable part of the 
direct marketing industry. According to Forrester 
Research, the next generation of Web marketing will 
be video-heavy and will be interactive. User 
interaction will be as much a part of the video 
marketing experience as the content itself.

Mainstream adoption of Internet video is happening 
now. Currently more than 3/4 of adults watch online 
video on a regular basis. David Hallerman, a Senior 
Analyst at eMarketer believes that more than any 
other advertising format, Video and rich media have 
the potential to change the rules of the game for the 
direct marketing industry. 

Internet video has the potential to blend multiple 
marketing elements together - branded 
entertainment, paid search, viral marketing, 
consumer-generated media, behavioral targeting, 
website brand marketing and direct marketing.

As new broadband and mobile based digital media technologies make web video available to even larger audiences, they 
will provide a conduit for ever richer, more engaging, interactive direct video marketing experiences. Consumption of online 
video as direct marketing messages is increasing and will reshape the direct marketing channel value chain as we know it 
today. Just as online advertising content has changed over the years, interactive video combined with multimedia is 
beginning to change the rules of the game for online direct marketing, including email, paid search, social media marketing 
and mobile marketing.

Here Are The Reasons:

As Ian Schafer, Foubnder and CEO of Deep Focus, put it in 
his commentary, Video’s New Rules: Evolve or Dissolve 
(Online Media Daily):

“It’s hard to play a game when the rules constantly change. 
However, unlike generations before, marketer-created or 
brand-sponsored video is now versatile and portable 
enough to be much more to consumers than commercial.”

Exhibit 1. Graphic 
image of a new 
type of portable 
video landing 
page called a 
“flimp”.

The explosive growth of online video can be 
attributed to a number of factors, including the 
rapid adoption of all smartphones and tablets, and 
the ability of computers to support and display 
video. Online video o�ers the ability to display 
moving images and sounds in a context that 
emotionally resonates with the Web viewing 
audience. And, unlike television, the impact of web 
marketing can be measured directly and 
immediatley on a 1 to 1 basis.

Video content has become increasingly 
a�ordable and available due to technology 
improvements that have lowered costs. 
Improved compression technology has reduced 
the size of video files, broadband has enabled the 
fast delivery of online video anywhere in the 
world, and file standardization is improving video 
accessibility.

http://flimp.me/RockyMountaineer
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Video formats such as MP4, HTML 5, and more 
standardized video formats make it possible to 
embed video both within a web site as well as 
within custom applications including email and 
search landing pages, blogs and traditional desktop 
applications, and HTML 5 has improved video 
distribution, compatibility, and accessibility for 
people using mobile devices. 

To date, online video marketing applications have 
been largely based on a traditional advertising 
model. That is, aggregate content to develop a 
critical mass of video viewers on a web site or 
network of web sites in order to sell advertising. 
Such advertising is o�ered to marketers in di�erent 
formats through ad serving networks and 
platforms and is priced according to the number of 
viewer impressions (CPM’s) or click-thrus 
generated by the video advertisement. Despite the 
growth, most video advertising isnt particularly 
revelant or practical for B2B direct marketers.

“If there is one sweeping trend that provides a 
monumental opportunity - and challenge - for digital 
marketers , its the harnessing of online video as an 
advertising and marketing platform. The video revolution 
is here, but it’s still [in its] early days.”

Geo� Ramsey, CEO
eMarketer

While video advertising makes sense for interactive 
brand agencies, media companies and large consumer 
companies; it is not an optimal choice for many direct 
marketers. Advertising on well known websites like 
Yahoo!, MSN, or YouTube is very expensive, reaching a 
broad consumer audience. In addition, inventory on the 
major media sites is often pre-sold to the media 
brokers and agencies and can require large minimum 
contract commitments. As a result, only a third of 
businesses are utilizing online video programs in their 
marketing. 

Existing Channels Video Landing Pages

Direct Mail

Direct TV

Print

Websites

Telesales

E-Mail

Text Messages

http://flimp.me/BestBuy
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The Need for More Engaging Direct Marketing Content

The surge in online video viewing and in marketers’ need for more engaging, responsive and measurable marketing 
channels, coupled with the strong trend toward database and web/email based marketing spending is creating the 
opportunity for powerful new direct marketing applications like video landing pages and video microsites.

It’s a well known fact that most direct marketing 
channels are not performing as well as they did 
several years ago. Email response rates have 
consistently declined due to over saturation, 
while print and direct mail costs keep rising. 
Telemarketing has been severely limited in recent 
years by Federal Do Not Call regulations and 
legislation that imposes large fines on 
telemarketers who make unsolicited calls to 
phone numbers on Do Not Call lists. Trade events 
are both expensive and time consuming given the 
low number of qualified leads that are actually 
generated. Response rates for advertising in print 
publications like trade magazines, newspapers, 
and yellow pages are declining due to more 
readers accessing information online. Finally, 
tracking and measurement of results  from 
traditional direct marketing channels lags behind 
the measurement capabilities of most online 
direct marketing channels.  

As a result, many direct marketers are rapidly 
shifting budgets from o�ine to online channels 
and focusing more on database marketing to 
get measurable results. The Direct Marketing 
Trends study conducted by CRM Magazine 
summarized in the graphic below found that 
75% of surveyed direct marketers said they 
increased spending on web-based marketing 
and 70% of marketers invested more in e-mail 
marketing. This compares to 45.6% and 30.8% 
respectively for direct mail and telemarketing.

The trends in direct 
marketing are online and 

towards measurable results

0% 10% 20% 30% 40% 50% 60% 70% 80% 
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43.7 % 28.7 %

45.6 % 23.4 %
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Captured data may then be used by marketers for analytical 
purposes relating to the e�ectiveness of the message for viewer 
feedback, and for lead generation purposes. The three essential 
elements for successful online direct marketing using video landing 
pages are:
     Interactivity: An actionable,   interactive message containing 
audiovisual content and other content elements that provide a “call 
to action”.
     Online Distribution: The ability to easily distribute or “push” the 
message to target viewers using Internet communications methods. 
      Measurability: The ability to collect viewer activity and response 
data in order to measure the result of the marketing e�ort. 

Online video becomes online video marketing only when all three of 
these components are combined. 
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The Emergence of a Powerful 
New Direct Marketing Application: Video Landing Pages

The same online video trends that are 
beginning to disrupt the $60 billion 
television advertising market are similarly 
starting to impact the direct marketing 
industry. The integration of web video and 
direct response marketing are propelling the 
development of a large new direct marketing 
product category: video landing pages. 
 Landing pages are typically used to 
focus viewer attention on a specific o�er or 
information, either editorial or commercial. 
Video landing pages contain audiovisual 
content and typically generate 4-7X higher 
engagement and response rates than static 
image and text landing pages.
 The emergence of the video landing 
page and video microsites is impacting the 
way many marketers and communicators 
view Internet marketing, specifically the role 
of web sites, email marketing, and paid 
search marketing. 
 Video landing pages are part of the 
direct marketing/internet marketing 
convergence that includes email, paid search 
and social media marketing. Unlike videos, 
Video landing pages provide an opportunity 
for viewer interaction and response together 
with the capability to capture and measure 
their activity and response data. In this 
respect, video landing pages have to provide 
an opportunity for interaction that can be 
measured by a web analytics component - 
beyond simple tra�c numbers.
 Video landing page messages can be 
distributed through a variety of Internet 
delivery channels including email, paid 
search, web sites, weblinks, blogs and video 
advertisements, and can be part of existing 
websites. Viewers’ interactions with these 
marketing messages are captured and stored 
in a database. 

Video landing pages can generate higher response rates 
than traditional HTML landing pages by combining an 
interactive experience with targeted distribution, viral 

messaging and comprehensive viewer tracking.  No other 
direct marketing application combines all of these features. 

http://flimp.me/FoxSearchlight
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The 5 Critical Elements of An E�ective Video Landing Page

E�ective video landing pages need to contain an 
engaging audiovisual presentation that includes 
interactive multimedia elements (beyond video); some 
level of user control during playback; meaningful 
measurability; easy cusomization; viral sharing 
capabilities ; portability; and cross browser device 
compatibility. 
In addition to the three (3) components for video 
marketing - interactivity, web distribution, and 
measurability, the five (5) additonal factors required to 
create an e�ective video landing page are:
     Engaging Multimedia Content
    Portability/Universal accessibility
     Intuitive viewer controls
    Viral sharing capabilities
    Ease of use

1. Engaging Multimedia
The audiovisual element of a web video marketing 
message does not have to be a traditional “video film.”             
   A complete video landing page needs to be able to 
deliver an engaging video message within multimedia 
content. Video alone doesn’t allow for user 
interactivity, response and measurement.
  A key aspect of web video is that it can be any type of 
sensory content, such as animations, moving slideshow 
images, images with voiceovers, etc. Web video is 
being used in a wide range of disparate formats from 
15-second banner ads to long form documentaries. 
   E�ective video landing pages often have a strong 
multimedia context in that the “audiovisual” content is 
surrounded by other elements such as text, graphics, 
web links, images, animations, color, etc. Audio, in the 
form of voice over, music, scripts, and sound e�ects, 
can add to the richness of the message and enhance 
the user’s engagement. Accompanying text can help 
set the context for the video message and, in some 
cases, keep the user temporarily engaged while the 

video is playing. Text can also be used to supplement or 
reinfornce the visual aspects of the message. The use 
of supplemental image and graphics use can provide 
additional opportunities for interaction, can add 
branding to the message, and can provide a delivery 
vehicle for sponsorship that can o�set production and 
delivery costs. Images can be in the form of PNG, JPG, 
or GIF, which can optionally be hyperlinked. 
Interactivity increases the number of data capture 
points for use in analytics. The interaction with each 
element in a video landing page presentation can be 
tracked - regardless of how the landing page is 
distributed. Metrics can then be used for A/B 
comparisons, for measuring campaign e�ectiveness, 
and for use in determining ROI. Engaging content 
encourages user interaction. 

2. Portability/universal Accessibility
Portability increases options for distribution. E�ective 
video landing pages can be delivered through a variety 
of delivery vehicles - with email messages, on a web 
page, paid search marketing, in a blog, or via weblinks. 
All of these options point to the versatility of web video 
marketing and its potential as a e�ective direct 
marketing application. 

Universal accessiblity means that the video message 
can be easily displayed and viewed by a majority of 
viewers without proprietary software downloads or 
reliance on a specific operating system or browser. An 
e�ective video landing page cannot require users to 
take additional action, such as download a video 
proprietary software program or other software in 
order to view and interact with the video message. 
MP4 video is compatible with 99% of the computers 
and mobile devices used today - regardless of the 
operating system. 

According to Dynamic Logic MarketNorms, messages with video content deliver a 
three times higher level of engagement than messages that contain only graphics, 
such as GIF’s or JPG’s, and outperform these formats in generating user interaction. 
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“The adoption of new video marketing technologies is 
radically changing the way most companies market 
and sell products and services. We are in the midst of a 
broad shift from static text and graphic content to 
engaging audiovisual and mutimedia content, with 
more viewer interactivity, instant tracking, and better 
reporting. As web video becomes available to a global 
audience, and enables richer, more interactive 
marketing experiences, consumption of online video 
content is quickly reshaping the direct marketing 
industry as we know it today.
       
  Wayne Wall, CEO

Flimp Media Inc

For the rare viewer who cannot access MP4 video or files 
on their devices, it is time to upgrade! Both portability 
and universal accessibility result in increased response 
rates for online video marketing messages. HTML 5 
provides excellent accesibility to video marketing 
messages on mobile devices, and there is no need for 
proprietary software downloads. 

3. Intuitive Viewer Controls
Users need to be able to control the playback of the 
video message in case they are interrupted during the 
presentation and need to be able to pause the video or 
adjust the volume of the audio. Standard controls include 
Play, Pause, Volume, Full Screen, and adoptive bit rates. 
These controls have become almost ubiquitous for online 
video players. Using standard, easy-to-recognize 
universal controls increases usability and avoids user 
frustration. 

4. Viral Capabilities
From a word-of-mouth perspective, the viral nature of 
online video can be tracked more easily than o�ine 
campaigns. Enthusiastic viewers will forward and refer 
interesting content to their network. The viral nature of 
online video can help marketers expand their viewer base 
beyond the initial target audience. Based on campaign 
measurement, marketers can break down the 

e�ectiveness of video landing page between the initial 
target audience and its secondary viral audience.

Marketers know that viral marketing is an important and 
highly cost e�ective means to spread their message and 
generate buzz. Because video landing pages are much 
more engaging than traditional static landing pages, and 
because the message can be spread around the world 
instantly with the click of a button or link, video 
marketing campaigns should leverage the power of viral 
marketing by incorporating forwarding buttons and 
social media links. The tracking capabilities built into new 
video landing page technologies provide marketers with 
the means to capture lead information for viral message 
recipients readily.

5. Ease of use and modification for marketers
With new emerging technologies, video landing pages 
will be increasingly easy to develop and deploy and will 
not require sophisticated programming, databasing 
capabilities or IT resources. Creating video landing pages 
will be possible for most direct marketers and 
communicators using existing web site and video 
content. Marketers are able to create and deploy video 
landing page marketing campaigns in a matter of hours 
and can revise and update content in minutes – even 
after distribution – without any programming or technical 
skills. Marketers are now able to create, edit, distribute 
and track video landing pages without any help from the 
“IT” department.

http://flimp.me/LinbladNatGeo
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FLIMP 5®. An New Online Video Platform for Direct Marketing

New online video platforms like Flimp 5® enable fast, 
easy creation, distribution, and tracking of video 
landing pages and video microsites. Flimp 5 is an 
integrated video and multimedia platform developed 
for marketing and communications. Flimp 5 is a cloud 
based software that enables non technical users to 
instantly create, distribute, and track secure, dynamic 
video landing pages and microsites, using a 
combination of drag and drop content elements – 
video, audio, text, graphics, images, links and more. As 
video landing pages are created, detailed tracking is 
automatically applied to the content by the 
technology.  The term FLIMP originated as an 
acronym for Flexible Interactive Marketing Platform. 
 Flimp HTML 5 video landing pages and 
microsites are self-hosted and self-tracking, and they 
can be shared or distributed via web links, email, 
blogs, paid search and other internet distribution 
channels. The hosted, self contained, portable landing 
pages have a distinct URL. The platform provides a 
secure utility dashboard for real time editing, 
distributing and reporting on viewer activity, 
responses, sharing and aggregate campaign results.

Primary Marketing Problem Solved:
With FLIMP, interactive marketers can quickly create, 
edit and distribute dynamic video landing pages and 
microsites that track and report detailed viewer 
activity and response actions without any technical 
skills, software programming, or IT involvement.

Primary Features and Benefits:

Using the FLIMP 5 platform, marketers are able to :

    Create, launch and track engaging video email 
marketing campaigns with individual viewer response 
and activity reporting.
    Create, launch and track interactive video “squeeze” 
landing pages for paid search advertising with instant 
dashboard reporting.
    Clone, edit, move, or resize the video landing 
page/microsite content in seconds, even after 
deployment.

    Create and distribute interactive video content for 
mobile devices and social media communities with 
automated viewer tracking and dashboard reporting.

A graphic snapshot of a Flimp video landing page used 
for web video marketing is shown below. It was 
created without the use of any programming skills 
using the drag and drop Flimp 5 video marketing 
platform.

The Flimp 5 Platform is integrated with over 50 email 
service providers including Eloqua, Marketo, Constant 
Contact and Exact Target. Flimp content also meets all 
five of the important components for e�ective video 
landing pages as follows:

1. Engaging multimedia content

2. Portability/universal accessibility

3. Intuitive viewer controls

4. Viral sharing capabilities

5. Ease of use

The Flimp5 video marketing platform is cited as an 
example of the emerging technologies that are making 
direct video marketing faster, easier, and less 
expensive than in the past. Further, these emerging 
technologies are increasing the accessibility of web 
video marketing to the majority of marketers, not just 
a few large consumer products companies and their 
interactive agencies. 

Exhibit 2. 
Graphic 
image of a 
“flimp” video 
message 
created with 
a FLIMP 
account.

http://flimp.me/CBREPiazzadOro
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Conclusion. Online Video is Creating A New Direct Marketing Paradigm

Trackable online video is creating a new direct 
marketing paradigm that enables marketers to 
engage target audiences with captivating, 
interactive, and actionable online video 
experiences that can be developed and 
delivered:

    At a low cost, due to the reusability of the      
    components of the message and economies      
    of web distribution

    Quickly, often within 24 hours

    With detailed automated tracking and           
reporting

    With customization and personalization

    With viral sharing capabilities including email 
and social media sharing

    Across all video player devices and browsers

The benefits of online video direct marketing are 

inherent. From a practical point-of-view, online 
campaigns are some of the most simplistic to 
launch. With the right tools, such as the Flimp 5 
online video platform, direct marketers can 
develop powerful campaigns on their own 
quickly, eliminating the need for IT involvement 
and web programmers. 
Distributing interactive video and video landing 
pages through email, paid search, social media, 
and websites o�ers potential to leverage the 
rampant growth of online networking channels 
with engaging, interactive, video and multimedia 
content that is accessible, viral, measurable and 
increasingly a�ordable.

Video landing pages and video microsites 
extend the power and popularity of online video 
to direct marketing and direct communications. 
Future technological advances may result in new 
direct marketing distribution channels and 
applications for online video that we cannot yet 
imagine, and create a whole new category of 
direct response marketing.

This whitepaper is published by the Web Video Marketing Council and Flimp Media, Inc.
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About Web Video Marketing Council

Contact Information:

About Flimp Media, Inc. (FMI)

Contact Information:

The leading news and information source for web video marketers, 
the Web Video Marketing Council (WVMC) is a professional 

association established to provide current news, articles, research 
and education for professionals interested in using online video for 

marketing and communications web video marketing category.

Web Video Marketing Council
Boston, Massachusetts

508-293-1113
www.webvideomarketing.org

Flimp Media Inc. (FMI) is an online video technology and services 
company located in Hopkinton, Massachusetts. FMI’s FLIMP 5 video 
marketing and analytics platform enables marketers to quickly create 

and distribute self-tracking video landing pages and microsites without 
any programming.

For more information about FMI products and services visit 
www.flimp.net

Flimp Media Inc.
2 Hayden Rowe

Hopkinton, MA 01748
508-435-5220

Email: jenn@flimp.net
Website: www.flimp.net


