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Thought 2020 would be the 
high-water mark for video? 
Think again. 

Even though 2021 saw 
organizations starting their 
return toward business as usual, 
video uptake continued to grow.

After buyers were thrust into virtual-first 
purchasing experiences during the pandemic, 
many concluded that they actually prefer 
buying remotely.

What does that mean for business teams, even 
as the world returns to normal? So far, there 
hasn’t been—and likely won’t be—a snap back 
to the pre-pandemic status quo. New tools and 
approaches are necessary to reach and convert 
customers.

In this vacuum, video has cemented itself as 
one of the most important tools for sellers, 
marketers, and internal comms teams to master. 
As we found in our 2022 State of Video Report, 
93% of people say that video converts the same 
or better than other forms of content. Thus, 
teams of all sizes are striving to fold video into 
the core of their business operations.

Introduction
And this is the prevailing line of thought 
across the industry. Sales experts and trainers 
recommend that reps start using video for 
outreach; marketing teams increasingly 
funnel investment into video content; internal 
communicators find video indispensable for 
connecting a hybrid or fully remote workforce. 

As the use of video becomes increasingly 
pervasive, it’s important to understand how 
businesses are using it, so we can determine the 
best practices that guide effective video efforts. 
To that end, we’re bringing you our fifth annual 
Video in Business Benchmark Report. This study 
analyzes the way businesses use video to support 
their sales, marketing, and communication 
initiatives.

These findings are based on first-hand data 
collected from a sample of Vidyard customers, 
including more than 1,350,000 videos over 
a 12-month period, from January 1, 2021 to 
December 31, 2021. This year’s report also 
marks the first time we have investigated the 
types of live video that companies are using in 
order to better understand its place in the video 
landscape.

This data is supplemented by findings from 
the 2022 State of Video Report conducted by 
Demand Metric and Vidyard. The insights in the 
report are also supported by findings from our 
annual customer survey.
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This report is packed with 
fascinating insights. Here are a few 
that we found the most compelling:

Key Takeaways
The most common types of videos 
were brand videos, live videos, and 
product videos. The most common video 
distribution channels were social media, 
sales prospecting and conversations, and 
customer conversations and support. 

The average video created in 2021 was 
9 minutes and 58 seconds long—the 
second year in a row where video length 
went up.

When controlling for all video lengths, 
54% of viewers watched a video all the 
way to the end. (That’s up from 45% in 
2020.) For videos under 60 seconds in 
length, 62% of viewers watched through 
to the end; conversely, only 26% finished 
a video over 20 minutes long.

83% of companies used some form 
of video analytics, up from 73% in 
2020. The most popular analytics 
functionalities were video performance 
analytics, in-video calls to action, and 
channel performance analytics.

Overall video creation increased 178% in 
2021 compared to 2020.

80% of all videos created in 2021 were 
user-generated, versus 60% in 2020. 

Companies created far more user-
generated video this year. (High notes: 
High tech grew 113%, retail grew 231%, and 
communications grew 607%.) On the other 
hand, the creation of produced video was 
largely down across the board.

81% of the videos created by companies 
under 200 employees were user-generated. 
For companies over 600 employees, 75% of 
all videos were user-generated.

Large and medium companies moved away 
from external video creation, focusing 
instead on leveraging a combination of 
internal and external resources. Small 
businesses continue to concentrate on 
internal video creation.
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CHAPTER 01 

Video Creation 
and Publishing



Total Videos Created
Video creation increased 178% in 2021. In total, over 1.3 million videos were created with or 
uploaded to Vidyard in 2021. (Compare that to approximately 760,000 in 2020.)

What tools are businesses using to create their videos? To answer that, we compared the 
popularity of videos created using Vidyard’s screen recording tool (what we call “user-generated 
video”) against videos that were created outside of the Vidyard environment, then uploaded to 
the platform for hosting (which we term “produced video”).

80% of all videos created in 2021 were user-generated videos, versus just 60% in 2020. User-
generated video has a few distinct advantages: It’s quicker to create, it’s cheaper, and it shows 
the relatable humanity of the person behind the screen.

Two-thirds of user-generated videos were either screen recordings (capturing just what’s 
on-screen) or “hybrid” videos (which include a webcam feed in the corner of the screen 
recording to show the presenter’s face at the same time). 

As we’ve found in our other studies, such as our State of Virtual Selling Report, hybrid videos 
see the highest response rates and produce the best results—something that video creators 
are clearly seeing, too.

Total User-Generated vs. Produced Video
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Average Number of All Videos Created 
by Industry
2021 saw a substantial shakeup in which types of companies were creating the most videos. 

High tech has been the leading industry for video creation every year we’ve published this 
report. There’s no change this year: High tech continues to reign supreme in 2021 when it 
comes to the average number of videos created, at 882 per org last year. Video saw 51% 
annual growth within that industry. 

However, the media, entertainment, and publishing industry is now hot on high tech’s heels. 
Average video creation grew 109% for this industry in 2021. Reasons for this likely include a 
steady increase in media consumption, a doubling down on virtual events, and movement to 
embrace new forms of consumer interaction.

The third-place industry, communications, is a new figure on the podium this year, with an 
average of 662 videos created by each org in 2021. Although the communications industry 
was third in this list, this group saw the largest growth, with an astronomical 334% increase in 
average videos created over 2020.

While it wasn’t able to crack the top three, the retail industry sits at fourth place, with 56% 
growth in average video creation since last year. A COVID-driven evolution in the way that 
retailers market and sell has no doubt spurred this drive toward video.

V I D E O  I N  B U S I N E S S  B E N C H M A R K  R E P O R T



Average Number of All Videos Per Company by Industry
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Average Number of User-Generated 
Videos Created by Industry
To dig deeper into the trends surrounding business video use, we broke down the average rate 
of creation of user-generated versus produced video. The results were eye-opening.

In 2021, the high tech industry continues to lead the charge when it comes to the number of 
user-generated videos it produced. High tech organizations created an average of 721 videos per 
company—113% more user-generated videos than in 2021.

The media industry saw a similar rate of growth, increasing its user-generated video output, 
with an average of 675 user-generated videos per org—an increase of 147% over 2020. The 
retail industry saw a larger jump at 231%. But the biggest boost? The communications industry’s 
staggering 607% year-over-year growth in user-generated video.

These stats agree with the findings in our State of Video Report, where we learned that nearly 
60% of teams are using video in their customer and sales conversations. One-to-one video 
is uniquely capable of forming authentic connections with customers to drive deals forward, 
making it an obvious choice for industries seeking better business results in a changed post-
pandemic landscape.

V I D E O  I N  B U S I N E S S  B E N C H M A R K  R E P O R T
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Average Number of User-Generated Videos Per Company by Industry
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Average Number of Produced Videos 
Created by Industry
With such meteoric growth in the creation of user-generated video, it’s unsurprising to see 
that the rate of produced video generation has remained relatively flat (if not shrunk).

The top three sectors that published traditionally produced video content in 2021 were the 
retail, high tech, and financial services industries. This was the 1-2-3 lineup last year as well. 
However, all three industries have cut back on their creation of produced video. Retail created 
9% less than 2020, high tech created 34% less, and financial services created 26% less.

Only three industries published more traditionally produced videos than last year: 
Communications (a 42% increase), real estate (a 22% increase), and media, entertainment 
and publishing (a 14% increase).

With the rising ubiquity of user-generated video, this reduction of investment in traditionally 
produced video isn’t surprising. Companies—even traditional holdouts like retailers—are 
shifting their video efforts to quick, easy, and effective user-generated videos that cost less 
to make while posting comparable (or better) results.
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Average Number of Produced Videos Per Company by Industry
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Average Number of Videos Created by 
Company Size
It’s no particular surprise that larger companies create more video. Greater resources and 
support frequently equal more opportunities to explore video, whether it’s user-generated or 
produced content.

On the whole, video creation increased substantially across all company sizes, up 78% 
overall compared to 2020. For small and medium businesses between 0 and 600 employees, 
average rates of video creation remain largely in line with last year’s observations. Conversely, 
enterprises with over 5,000 employees saw a modest 14% drop in videos created.

The big winner? Companies between 601 and 5000 employees, which created an average of 
196% more videos compared to 2020. 

While smaller, scrappier companies have already embraced video to give themselves a 
competitive edge, larger organizations are still discovering the benefits that video can bring to 
the bottom line. The pandemic drove an upswing in large teams discovering video as a way to 
market, sell, and work more efficiently while in a hybrid or fully remote environment.

Average Number of All Videos Per Company 
by Company Size
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Average Number of User-Generated vs. 
Produced Videos Created by Company Size
As in previous years, when we look at differences in user-generated versus produced video content 
by company size, larger enterprises tend to create the most of each type of video.

However, when it comes to the percentage of user-generated versus traditionally produced content, 
smaller organizations—the ones under 200 employees—leverage user-generated video at a slightly 
higher rate.

On average, user-generated video accounts for 81% of the video content created by under-200-
employee companies, up from 75% last year. For companies between 201 and 600 employees, 77% 
of their video is user-generated. This falls in line with last year’s benchmark.

Since creating user-generated video is generally a free or low-cost activity, it makes sense that 
smaller organizations with smaller budgets adopt it at a much higher rate than more expensive 
produced video.

On the other hand, companies with over 600 employees invested the most in user-generated video, 
and experienced the largest growth in its use. In 2021, their average rates of user-generated video 
creation rose 143% to comprise 75% of the video mix.
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Average Number of User-Generated vs. Produced Videos Per Company by Company Size
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Video Production Resources
The resources that companies use to create their produced videos are changing. In 2021, 
organizations relied less exclusively on external resources for video creation. 

Large organizations saw the most significant shift (with their use of external resources down 
42% since last year).

For mid-sized companies, the most important move was to focus on a combination of both 
internal and external resources this year. This avenue for video creation accounted for 35% of 
medium-sized businesses’ content in 2021, compared to just 10% in 2020.

Small organizations still rely primarily on internal resources for video creation, with little change 
since last year.

Resources Used for Business Video Production

Source: State of Video Report, March 2022, Demand Metric, Sponsored by Vidyard

58%

44%

42%

23%

35%
37%

19%
21% 21%

External Resources Combo of Internal and 
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Internal Resources

Small (200 or fewer employees)

Med (201 to 599 employees)

Large (More than 600 employees)
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Video Type
What’s the most popular type of video? According to our State of Video Report, in 2021, brand 
videos (a new category this year) surged to the top of the heap, followed closely by live video.

This year’s report marks the first time we investigated the types of live video that companies are 
investing in. 53% of organizations report using some form of live or synchronous video in the 
last year, including live streams, virtual events, and live webinars. 

With the marked shift to remote or hybrid work over the past two years, it isn’t surprising that 
live video is rising in popularity. Additionally, while many events are going physical again, it’s 
common for organizers to add live virtual sessions or online companion components for those 
who don’t attend in person. These live video augmentations increase the event’s reach and 
produce fantastic ROI.

Type of Videos Businesses Have Already Invested In 

Source: State of Video Report, March 2022, Demand Metric, Sponsored by Vidyard

Paid Video Ads

Thought 
Leadership

Live Video
53% 

Product Demos
51% 

Training Videos
45% 

Social Video
48% 

How-To's
42% 

1:1 User-
Generated 
Videos

35% 

Culture 
Videos

26% 

On-Demand 
Webinars

25%

19%

Brand
53% 

Customer 
Testimonials

39% 
Explainers
40% 

20%

V I D E O  I N  B U S I N E S S  B E N C H M A R K  R E P O R T

https://www.vidyard.com/state-of-video-report/?utm_source=website&utm_medium=web&utm_content=report&utm_campaign=2022_04_state_of_video_demand_metric_report


Video Distribution
In 2021, social media and websites remained the top two channels for video distribution—no 
surprises there. 

However, for the first time ever, YouTube dropped to fourth place in channel popularity. Its 
replacement? Sales and customer conversations.

As we found in our State of Video Report, 93% of respondents say that video converts the 
same or better than any other form of content. With that in mind, it makes sense that video has 
risen in popularity as a customer conversation tool. It’s one of the most effective ways for sellers 
to catch prospects’ attention, and it’s an unrivaled tool for driving deals to close. 

Distribution Channels Where Video Content is Used
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Top Video Distribution Channels Based 
on Role
As we saw in the previous section, using video for sales prospecting, customer 
conversations, and support have shot to the top of the list for both sales and customer 
experience roles. This further reinforces video’s value as a tool to change minds and 
deliver top-tier buyer experiences.

Interestingly, the other two top uses for video by sales roles are in websites and marketing 
emails—both traditionally marketing-specific channels. This may allude to a growing 
interconnection between sales and marketing, where teams are blending their traditional 
responsibilities in order to build a better buyer experience from start to finish.

Rank Marketing Sales Customer Service

1 Social Media
Sales Prospecting and 
Conversations

Customer Conversations 
and Support

2 Website Website Training

3 YouTube Marketing Emails
Internal Communications 
Channels

Top Video Distribution Channels by Role

V I D E O  I N  B U S I N E S S  B E N C H M A R K  R E P O R T



Video Length
In 2021, the average video length was 9:58. That’s a substantial jump from 2020’s average of just 
over six minutes. In comparison, the length of an average video in 2019 was close to four minutes. 
This is the second straight year of video lengths trending up.

56% of videos are under two minutes long. As videos have grown substantially more popular for sales 
and customer conversations, the prevalence of shorter videos isn’t surprising.

The single biggest jump was in videos over 20 minutes in length, surging from 6% of all videos 
created in 2020 to 18% in 2021. The rise of virtual webinars and events, where on-demand recordings 
can run from half an hour to over an hour in length, has no doubt contributed to this growth.

Video Length Distribution
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Viewers are busy people. Not everyone who 
clicks Play is going to watch your video all the 
way through. But how long your video does 
retain its viewers before they drop off can tell 
you a lot about how that video is landing with 
your audience.  

In 2021, viewer engagement actually trended 
up—that is to say, viewers watched for a longer 
period of time. When averaged across all video 
lengths, 54% of viewers watched a video all 
the way through to the end. That’s up from 45% 
of viewers who did the same in 2020.

Viewer engagement peaks at the first 10% of 
runtime, then decays steadily as the video goes 
on, whether it’s one minute or 20+ minutes long. 
On average, 62% of viewers will stay engaged 
until the end of a video if that video is under 60 
seconds in length. (That’s 4% more viewers than 
last year.) If a video is over 20 minutes long, 
26% of viewers keep watching until the end—a 
2% boost over 2020. 

These findings offer three critical video creation 
tips. 

First: Aim to keep your videos as short as 
possible, since engagement slumps as video 
runtime grows. 

Engagement and Attention Span

Second: Deliver key information early into the 
video to ensure that the maximum number of 
viewers see it. 

Third: If you can keep long-form video content 
below 20 minutes in length (for example, by 
creating brief highlight packages summarizing 
longer webinars), you can net up to 38% higher 
retention.

If you consider adding chapters to your longer 
form content, you could potentially increase that 
retention even farther and make your content 
easier to discover and consume.

In our State of Video Report, we discovered that 
video performance analytics are the most-used 
advanced video feature, and for good reason. As 
you’ll see in the next section, teams are striving 
to understand exactly how their viewers are 
interacting with their videos so they can make 
more informed decisions about how to structure 
and deliver their content. 

Instituting video analytics into your own video 
strategy (and, better yet, integrating those video 
analytics into your MAP or CRM platform to feed 
lead and customer records) is an important next 
step for any business who hasn’t yet capitalized 
on these tools. 

V I D E O  I N  B U S I N E S S  B E N C H M A R K  R E P O R T
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Use of Video Performance Analytics
One of the most commonly cited challenges surrounding video use lies in measuring their 
impact. As video’s popularity has grown, so has the use of video performance analytics to 
understand how videos are contributing to ROI.

In 2021, 83% of companies reported using some form of video analytics. 
That’s up from just 73% in 2020.

Across all roles, sales pros are most likely to report using basic analytics. In contrast, marketers 
tend toward advanced analytics. Customer experience teams tend to fall in between, most often 
leveraging intermediate metrics. (See the next section for definitions of these analytics types.)

67% of marketers and nearly 76% of sales professionals report the importance of accessing 
video view data in order to qualify leads, engage prospects, or influence deals.

The video platform features that businesses say they care about most in an enterprise video 
platform are aggregate viewer analytics (including viewing trends, drop-off rate, and channel 
performance across viewers) and individual viewer analytics (tracking views and engagement 
for each individual viewer). Rounding out the top three is robust integration into marketing 
automation or customer relationship systems.

When it comes to actual analytics functionality in use, the most popular are video performance 
analytics, in-video calls to action, and channel performance analytics.

26V I D E O  I N  B U S I N E S S  B E N C H M A R K  R E P O R T
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Video Effectiveness Measures in Use
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How We Define These Categories of 
Measures
Basic Analytics
Measures of consumption such as views or shares. These are relatively easy to capture. 
However, they don’t help determine ROI, nor do they provide indicators of engagement. For 
these reasons, their usefulness is limited.

Intermediate Analytics
Simple measures of engagement, such as average viewing duration. With intermediate metrics, 
insights into video viewing behavior begin to emerge.

Advanced Analytics
Higher-level forms of measurement, such as views by embedded location, viewer drop-off 
rates, viewing heat maps, and attribution to the sales pipeline. With these metrics, precise 
determinations of revenue impact and ROI are possible.
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Demographics
The 2022 Video in Business Benchmark Report was created and produced by Vidyard. The 
information for this report was collected from anonymized video creation data from a sample of 
Vidyard customers, representing more than 1,350,000 videos. The data encompasses the time 
period of January 1, 2021, to December 31, 2021.

Companies represented in this report span a variety of industries and organizational sizes. 
The most prominent industries were high tech, professional services, financial services, and 
manufacturing and distribution.

Companies included in the report spanned the size gamut based on their number of employees, 
with 29% in the 0 to 30 employee range, 31% in the 31 to 200 category, 14% with 201 to 600, 16% 
with 601 to 5,000, and 8% with more than 5,000 employees.

This report makes reference to the 2022 State of Video Report. Please refer to that report for 
the demographics represented within that study. Some of the data is also supported by insights 
from Vidyard’s annual customer survey.
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About Vidyard
Vidyard is the video platform that’s built for 
business. Sales reps, marketers, and corporate 
communicators use Vidyard to record and share 
videos that grab attention and deliver the message 
in a personal, impactful way. 

It’s more than just a plain old video hosting 
platform. Customize the experience for each 
viewer, track video performance analytics, 
integrate video data into your CRM for follow-up, 
and much more. 

Generate More Leads
Video isn’t just for brand awareness anymore. Use 
video engagement analytics to identify exactly 
who’s engaging with your content. Leverage 
in-video calls to action to drive immediate 
next steps. Feed view data into your marketing 
automation and customer relationship platforms 
to pinpoint tangible video ROI.

Close More Deals
Video is a sales rep’s #1 tool. Grab prospects’ 
attention and make authentic face-to-face 
connections from a distance. Keep engagement 
high throughout the sales process. Cultivate 
those crucial relationships that close more deals 
and clinch more renewals. 

Beat Your Performance 
Goals
Want to learn more about the video solution 
that Microsoft, LinkedIn, and thousands of other 
businesses rely on?

Get Started for Free

https://www.vidyard.com/free/?utm_source=website&utm_medium=web&utm_content=vidyard_free&utm_campaign=2021-benchmark-report

