Email sent by Henry Lahore Aug 4, 2013

Subject line: FYI: just realized one of the hidden reasons that a video must be short to become viral, AND - perhaps 2-4 minutes

Shorter videos are far less likely to pause when people have low bandwidth connections.
 
 The normal video player buffers up somewhat (I suspect several minutes) before starting to display the video.
 
 People with low bandwidth connections are probably used to encountering a pause about 5 minutes into a video,
 so they will tend to not even look at the longer videos.  
 This is another reason that longer videos are less likely to become viral
 
 Pausing should not be a problem with the Vitamin D video for 2 reasons
 1) It will be short
 2) It will be using efficient encoding so that the video buffering will probably provide pause-free viewing for perhaps 15 minutes - even with a low bandwidth connection
 
 
 Some items on the web about viral video length
 seems like 3-4 minutes is OK
======================================
 http://winmaxvideo.com/press-release/?p=305
   

Anyone making a viral video wants to know what is the optimal length of a good viral video. I did an internet search on that very question, and came up with a variety of answers.

I first checked About.com. Their article on how to make a successful viral video suggested aiming for a length of 30 seconds to 1 minute.
 They also pointed out that most successful videos are made by amateurs, and they noted that interesting content is the king.

I next look at the results of an online poll asking viewers what length video they preferred to watch on You Tube.  The poll takers overwhelmingly voted in favor a length of 30 seconds to 5 minutes.
A start up promotion company in the DC area, called Genius Rocket, disagreed with About.com,
 and stated that based on their survey of viral videos, the most popular viral content is more than a minute.

One way to consider the question is to look at the length of the most popular viral videos.
 The top ten are posted on http://www.web-video-virtuoso.com/best-viral-videos.html , along with their length.
 #1 with 80,000,00 views is evolution of dance. This video, depicting a famous comedian’s portrayal of the modern evolution of dance, runs for 6 minutes.
 #2 Free Hugs, depicts a man offering free hugs in a public street, synchronized to a musical background The video has well over 54,000,000 views and runs 3:39 .
 #3 is the “Will it Blend” campaign. Considered the most successful viral video marketing campaign, each ad features a moderator throwing his old cell phone into a blender after he purchases a new cell phone. Total views of the campaign have topped 100,000,000 with a typical video run length of 2:45
 # 4 “Thriller” racked up 16,000,000 views. The video depicts Philippine inmates in jump suits dancing to the tune of a Micheal Jackson song Thriller. Its length is 2:45 minutes.
 # 5 a music video called “Pork and Beans” has 10,000,000 views and runs 3:39
 # 6 “Where is Matt,” depicts a performer dancing alone and with people in countries all around the world, the video, which was at 10,000,000 views, now has 25,000,000 views and the most recent edition runs 4:25 seconds.
 #7  is Paul Potts sings Nissan Dorma. The video depicts an unknown cell phone salesman singing at a BBC talent contest. The sheepish looking man shocked the judges when he sang a tenor aria and gave a world class performance. Current views have topped 29,000,000, and the video runs for 4:10 seconds.

This survey of famous viral videos demonstrates that the average length of a super successful video runs around2 /12 minutes to 4 1/2 minutes.
 This finding is confirmed by a bar graph depicting the average length of viral videos, seen on You Tube, broken down into content category.
 The average length for
    dramatic videos is 3 minutes, 
    educational videos 14 minutes, 
    political videos 7 minutes,
    comedy videos 3 minutes,
    music videos 3-4 minutes,
    advertising videos 2 minutes.
 Whatever the length, however, everyone agreed that content is the king, the material has to be of interest to attract views.

=================================================
 http://smallbusiness.aol.com/2011/01/30/making-a-viral-video-5-things-you-need-to-know/
 

A video by topic is about 10 times more likely to end up in the top 10 search results than a text piece of the same topic, since search engines try to diversify the results.
In short, videos get preferential treatment, and there's a better clickthrough rate than with text pieces because videos show up with a hard-to-miss thumbnail.

Gregory says there is a sweet spot for video length: 2:08.
Nalty prefers shorter hits, ranging from 30 to 90 seconds, and
Akin says there are "no set rules" for length, but it should be "fairly short."

================================================================

http://beth.typepad.com/beths_blog/2009/07/guest-post-by-michael-hoffman-viral-video-for-nonprofits-a-rethinking.html


Guest Post by Michael Hoffman: Viral Video for Nonprofits - A Rethinking
Without fail, we get a call at See3every week asking us to produce a “viral” video. “You know”, they say, “a video that will get a lot of views when we put it on YouTube.”

And every week, without fail, there is a sigh and a deep breath among the staff at See3 as we explain that maybe a viral video isn’t what you really need. Maybe, we say, what you really need is a video strategy.

The Siren Song of Viral
Nonprofit organizations work very hard to get their messages in front of new audiences. They work to get people to join their emails lists, to show up to events and to eventually become donors. Unlike other marketing efforts that take the actual hard work of building relationships, viral video seems like a short-cut to organizational riches.

The viral video story goes like this: A video will be uploaded to YouTube and it will (magically) catch fire. People will send it to each other and it will get so many views that it ends up in the “Most Viewed” rotation at YouTube, which will only bring in more views and next thing you know 1 MILLION PEOPLE have watched our video!

At this point in the story I ask, “And so what does that get you?” Well, they say, when 1 MILLION PEOPLE know about us, many will go to our website, sign up and be compelled to donate because our video was so good [funny] [sad] [moving] [powerful].

It’s a nice story, but unfortunately, it rarely works out that way.

Facts about Viral Video
You cannot predict which videos will be viral hits
We never promise viral hits because very few organizations are interested in being edgy enough, or off-message enough, to make their video a must-see. YouTube is littered with videos that the makers had hoped would be hits. The real viral video hits – the ones that get in everyone’s email — are, with some notable exceptions, videos with cute pets, people saying stupid things, sex appeal, and other qualities that rarely have anything to do with a nonprofit mission. (All of us should envy the animal welfare groups, because they have the unfair advantage of cute furry creatures.)

YouTube views do not translate into website traffic.
The average video length on YouTube is about 1.5 minutes while the average session time on YouTube is about 30 minutes. What this means is that the most likely thing to happen after someone watches a YouTube video is that they will watch another YouTube video, not enter in your URL to check out your website.

You need long-term supporters, not 1-minute sympathizers
A consumer product, such as Blendtec, gets a benefit from having lots of videos watched on YouTube because it helps their branding, which in a retail setting, translates into purchases. Nonprofits, on the other hand, are not sitting on store shelves. Organizations need to have online strategies that follow-up initial interest with real engagement over the long term. One successful YouTube video, even if it moves people while they are watching it, does not facilitate this engagement. It can be part of a strategy toward engagement, but it cannot be an end in and of itself.

You don’t want to be a one-hit wonder.
The people who are most successful on YouTube aren’t focused on making a single viral video. They are making a series of videos with a character or a set-up that is interesting and brings people back for more. In other words, they are building an audience through regular production of videos that tell stories. That’s what you should be thinking about. By investing in many videos over a long period of time, you are also much more likely to hit on one that attracts others to join your long-term audience.

People who like to watch kittens in paper bags may actually not be good donor prospects
The first question we ask about viral is, “Viral to whom?” The unspoken viral video assumption is that random people on YouTube are potential donor prospects. Some of them may be, of course. But it is likely that the people who spend a lot of time watching the viral video hits are teenagers, for example. You are better off identifying and speaking more directly to the audience who is most likely to already care about your core issues.

One of our biggest viral video hits was this video for the Maryland State Teachers Association. It only has about 2000 views. How can it be considered a viral hit? Because the goal of the video was to influence a debate about education funding and the state-level policy-makers and journalists that matter in that debate all heard about it, passed it on, and watched it. It worked.

Towards a Video Strategy
Viral is just another way of saying “word of mouth” and at its core it means that people pass the content on to one-another without the need for much intervention from the organization. In this sense, having viral marketing work for your organization is important. If you have really important, interesting things to share – and you share them in creative and interesting ways – then people will pass them on to their friends and increase your marketing effectiveness.

Where you should start with online video is to make a commitment to using this new medium to connect people to your work. You need to think about what the important and interesting things are and ask yourself, “How do we document this work?” You need to ask yourself why do you think what you do is important, and ask your staff as well. You need to then capture – on a regular basis – those important and interesting things. If you can find the funny stories, the creative metaphors, and turn your issue on its head once in a while, so much the better. But please, stop focusing on making a viral video and start focusing on making a viral cause.

========================================================================================================
 http://www.livdigital.com/worlds-most-watched-videos/
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	Title
	Author
	Number of
Views
	Interaction rate
	Video Length (Seconds)

	1
	Kobe vs Messi: Legends on Board
	Turkish Airlines
	101 621 822
	1,2%
	61

	2
	Ken Block’s gymkhana five: ultimate urban playground SF
	DC shoes FILM
	38 488 002
	2,4%
	592

	3
	Felix Baumgartner’s supersonic freefall from 128k’ – Mission Highlights
	Redbull
	31 923 945
	0,6%
	90

	4
	Man of Steel – Official Trailer #2 [HD]
	Warner Bros Pictures
	25 827 140
	1,0%
	153

	5
	My time is now
	Nike Football
	21 225 632
	0,8%
	189

	6
	L’Invitation Au Voyage
	Louis Vuitton
	19 972 569
	0,1%
	60

	7
	Skyfall – Official Trailer
	Sony Pictures
	18 371 728
	0,4%
	154

	8
	The Hottest @Abercrombie & Fitch Guys, “Call Me Maybe” by Carly Rae Jeps
	Abercrombie&Fitch
	18 114 393
	2,5%
	196

	9
	‘Secret Garden – Versailles’ | Film
	Dior
	17 467 731
	<0,1%
	60

	10
	Grand Theft Auto V: Official Trailer #2
	Rockstar Games
	16 524 876
	0,1%
	111

	11
	Barbie Life in the Dreamhouse — Happy BBirthday Chelsea
	Barbie
	15 953 239
	<0,1%
	198

	12
	Madagascar 3 – Afro Circus Remix
	Dreamworks Animation
	15 690 383
	0,4%
	60

	13
	 Introducing Samsung GALAXY Note II
	SAMSUNG Mobile
	15 652 019
	0,4%
	497

	14
	Go Google: Google Drive
	Google
	15 234 990
	<0,1%
	55

	15
	Zeitgeist 2012: Year In Review
	Google
	13 147 575
	0,6%
	166

	16
	The Athlete Machine – Red Bull Kluge
	Redbull
	12 900 122
	1,0%
	358

	17
	Seductive Motion
	Samsung Televisions
	12 733 152
	0,1%
	99

	18
	Assassin’s Creed 3 E3 Frontier Gameplay Demo
	Ubisoft
	12 518 497
	0,1%
	422

	19
	Heineken The Express
	Heineken
	11 938 117
	0,1%
	60

	20
	J’adore Dior | Le Parfum- The film – [60" Version]
	Dior
	11 899 329
	0,6%
	63


