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Video Engagement Campaigns

Set up video landing pages with time-based interactions like
question, poll or a lead generation form
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Video Targeting

Understand user behavior on the website and target relevant
videos to improve conversions
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Video Conversion E

Enable hot spots on video and hyperlink products in the video
to direct viewers to the store page
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Video Click-through Optimization

Run split tests on video thumbnails and make sure, the video
thumbnail is drawing enough attention.

Video Thumbnail Split testing
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URL http://www.plumb5.com/centent.html|
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Video Analytics by Usage

Get Performance metrics by number of impressions, video
length played, by location, by sources and by campaigns

http://ecom.plumb5.com/#store
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Video Analytics by User

Know which prospect/customer has seen the video and plan
your next video campaign for effective demand generation

All Contacts( Group - Thanksgiving ) Select Group for action ¥

People who have watched your “Thanksgiving” Vide

[ Name @ Email Id

(] arun.indian arun. indian@gmail.com

[ madhu madhu, rangaiahi@decisive.in
O maurice . montoya maurice, montoya@kren, co
(] caolleen colleeni@za:xcom. com

O vineeta vineeta@decisive.in
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O Jon jEiman@capooy erage, com
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[ catherine catherine. way@guycarp.com
[ 3oshua jsmith@hertz, com

(] Erad bhancock@floweoniz, com

] Larry dicecco@martsandlundy .com
[ shire hitleyo@tonathome, cam .
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Video Attribution

Include video views to your attribution analysis and measure
how much each video contributed towards conversions.

http://ecom.plumb5.com/#store
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measure your video campaigns on

www.plumb5.com



