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Types of Videos (é’l%‘q’r & YPhIR)

Video marketing is an important part of digital marketing. It uses videos to promote
products, services, brands and ideas, attract customers and communicate information

effectively.
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Major Types of Videos (ﬁﬁm‘r & UHM YPhIR)

1. Explainer Videos (ATHATHD ?ﬂ%??ﬁ): Explain a product, service or concept in a simple way.
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2. Brand Videos (818 ?ﬁ%?ﬂ): Build brand identity and awareness.

o ST P U 3N AHWIA 9¢1d 3 |

3. Testimonial and Review Videos (URIATUF TG qHten aﬁ%xﬁ); Share customer experiences and build trust.
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4. Social Media Videos (@IQT?T Aifgar d’r%a‘r): Short, engaging videos designed for social platforms.
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5. Live Videos (dIgd Eﬁﬁs’l’ﬁ): Enable real-time interaction with audiences.
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6. Animated Videos (Eﬁﬁ%g Eﬁ%zﬁ): Use animation to explain complex information creatively.
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Buying Models (E'\ﬂ_d IITG?T)

Buying models are pricing methods that determine how advertisers pay for digital
advertisements. The choice depends on campaign objectives, budget and desired results.
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Major Buying Models (WY E’\ﬂ_d 'FIV'IG?T)

1. CPC (Cost Per Click): Advertisers pay for each click on an advertisement.
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2. CPM (Cost Per Mille): Advertisers pay per 1,000 ad impressions.
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3. CPV (Cost Per View): Advertisers pay according to qualifying video views, as defined by the advertising platform.
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4. CPA (Cost Per Acquisition/Action): Payment is based on a specified action or acquisition.
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5. CPL (Cost Per Lead): Advertisers pay for generating a potential customer or lead.
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6. Fixed Cost/Sponsorship (ﬁf%’?‘[ WWH/WﬁG?): A fixed amount is paid for an agreed advertising placement or sponsorship.
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Importance / Hed: Buying models help control advertising expenditure, select suitable campaigns and evaluate advertising costs.
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Targeting (ﬁ&-ﬁw )

Targeting is the process of selecting a specific audience for digital advertisements based
on characteristics such as age, interests, location and online behaviour. It helps deliver
relevant advertisements to suitable people.
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Types of Targeting (a&ﬂ’lw & YhR)

1. Demographic Targeting (GT:THT@IH%H a&zﬁaﬁw): Targets audiences by age, gender and other demographic characteristics, where available.
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2. Interest Targeting (??ﬁ[ araTiRd Ff&ﬁf$?UT): Reaches people according to their interests and preferences.
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3. Behavioral Targeting (gdgIX murlRa FT&I?[$?UT): Uses relevant online activities and behaviour signals to reach audiences.
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4. Geographic Targeting (ﬁf’ﬁﬁ'f$ AR HI): Targets people in selected countries, states, cities or regions.
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5. Device Targeting (%Tﬂ"é’ﬂ negrfied F’T&ﬁ%?ﬂ): Selects eligible devices such as mobiles, computers or tablets.
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6. Remarketing/Retargeting (ﬁm%%ﬂ/g:rﬁ&!ﬂ$wn: Reaches previous website visitors or other eligible audiences who have interacted with a business.
o JTUIST U UGH 31 & U1 AIAY I VIS &I P T APl dP aIaIq ygaT|

Importance / Hgd: Targeting reduces irrelevant ad exposure, improves audience engagement and helps businesses use their advertising budget effectively
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Optimization (I cTH)

Optimization is the continuous process of improving a digital advertising campaign to
achieve better results at an appropriate cost. It involves analysing performance data and
making necessary changes to the audience, advertisement, bidding or landing page.
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Major Optimization Methods (S I G| UHd W)

1. Audience Optimization (E{Qf$ 3P d): Improve audience selection according to campaign goals.
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2. Ad Creative Optimization (ﬁfﬂq:f qraU 3P d): Improve video, images, headlines and messages.
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3. Landing Page Optimization (?r‘%n LIS 3JpI): Make the destination page relevant, clear and easy to use.

o RATUT T I UF & WIM®, WY M IUAT & 3= AT

4. Bid Optimization (ﬁﬁ?ﬁ 3JHd): Adjust bidding strategies to meet campaign objectives and budget limits.
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5. A/B Testing (Q/@ﬁ Uﬁ&‘TUT): Compare two versions of an advertisement or page to identify which performs better.
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6. Performance Monitoring (U?{Qf:f ﬁ’TQT:ﬁ): Regularly monitor impressions, clicks, conversions, cost and ROI.

o IWYA, fda®, FA, AT IR ROI B Fafrg Ay 3

Importance / Hgd: Optimization improves campaign efficiency, reduces wasted expenditure and helps achieve marketing goals.
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Optimization

Videos are an important part of digital
marketing. Different types of videos are
used for different purposes and audiences.
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Explainer Videos (sareareis difzal)
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(e.g. How it works)
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Brand Videos (g 9ifzal)
Brand image 3R gg=i= &= & &

BRAND (e.g. Brand story)
6 . Testimonial / Review Videos
£ Customer 379d iR w4 @™ & ferg)
*hk&A (e.g. Customer review)

o Social Media Videos (drsrer #if3ar fifzan)
g Social platforms (FB, Instagram, etc.) & fag|
(e.g. Short & engaging clips)
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Real-time engagement & Q|

(e.g. Live Q&A, product launch)

Animated Videos (gfA@2=s dif2al)
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(e.g. 2D/3D animation)
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Buying Models
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Buying models decide how and when
advertisers pay for their ads.
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Targeting helps in showing ads to the
right audience at the right time.
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o Demographic Targeting
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3y, foim, s, f&ran, Oen anfé & smem @)

(Age, Gender, Income, Education, etc.)

Interest Targeting
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(Interests & Preferences)

Behavioral Targeting
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(Online behavior & past activity)

Geographic Targeting
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Device Targeting
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Key Takeaways
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«” Right video type + Right buying model

+ Right targeting + Continuous optimization =
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Better results
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| Optimization improves the performance

of campaigns and gives better results
with lower cost.
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Conclusion (ﬁWEf)

Successful digital marketing requires selecting the right video type, choosing an
appropriate buying model, targeting the correct audience and continuously optimizing

campaign performance.
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