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Campaign Title: Boeing Innovation Series  Brand: Boeing  Company(s) Involved: Boeing, FCB Chicago, TMP Worldwide  Category: Media     Summary 
 
The Boeing Innovation Campaign was built around Boeing’s promise to ‘Build Something 
Better’, and serves to showcase the company’s continuing dedication to innovation. Boeing 
was looking to maximize the engagement of viewers that it was reaching through both paid 
and owned media and wanted to make sure they were creating the most relevant and 
engaging online video content. 
The Content Analysis Research decomposed the creative elements in past online videos to 
help identify those elements that most effectively helped retain viewers and build advocacy 
for the videos. This analysis led to the development of a scorecard that helped identify how 
to best structure videos to maximize engagement. 
As a result, new videos created in the series are able to apply the best practices uncovered 
by the study, to creatively structure videos in a way that results in higher engagement 
rates, and maximizes the ongoing impact of the program. 
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   Marketing Challenge 
 
The Boeing Company is known around the world as a leading manufacturer of commercial 
airplanes, but what is less well known is that Boeing is also a leader in technology 
innovation beyond airplanes; from cutting edge space technology and communications 
systems, to material sciences and robotics.   
One of the key challenges facing Boeing was positioning itself as a truly innovative 
company to elite engineering students and young Science, Technology, Engineering, & 
Math (STEM) professionals, a majority of whom viewed Boeing as a manufacturing 
company; not an innovator. These folk were increasingly being swayed by the likes of 
Silicon Valley tech giants and startups, and even Wall St. trading firms, so Boeing needed 
to find new ways to meaningfully connect with them in the areas of differentiation. 
The Innovation Series’ goal was to educate and engage key audiences with the depth and 
breadth of innovation at Boeing through the voices of employees, laddering up to Boeing’s 
higher purpose to ‘Build Something Better’. It was critical that the videos produced in the 
series were engaging and captured the attention of online audiences before they became 
distracted by the myriad options available to them in today’s frenetic online content 
universe. 
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  Methodology 
 
The Boeing Video Content Analysis research project utilized a new, innovative technique 
that decomposed each of the 40 existing online video assets that Boeing had created for 
its Innovation Series. 
We re-examined the 40 videos that had already been distributed in the series, and boiled 
the content within them down to 10 major Creative elements, such as Personal/Human 
Stories, Product Footage, and Relatable Applications. These elements were identified and 
coded to each of the online videos, on a second by second basis.  The videos were further 
coded into 4 sections: Intro, Main Body, Close, and End, to further understand the 
sequential effect of these creative elements. 
These elements were then correlated to engagement metrics, such as likes, shares, new 
subscribers, retention rates at 25% and 75% of the video, and click-to play-rate (specific 
to Facebook video), among others.  The results were displayed in an interactive 
dashboard, which helped analysts in identifying, frame by frame, the creative elements 
and sequencing that aligned to better engagement statistics. 
A view retention chart and a view drop-off index KPI were created to help sort the data 
and generate actionable insights. The findings of the research analysis were distilled into 
best practice frameworks, which could then be used by creative production teams to create 
and arrange the video content in the most optimal manner in a way that would ultimately 
be most appealing to the audience Boeing was trying to attract and engage. 
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 Creative Execution 
 
We leveraged key insights from our content analysis in the very next video produced by 
Boeing, “Microlattice: Lightest. Metal. Ever.” As such, this video was designed to include 
the Product Information and Imagery in the first 10 seconds of the video. We also chose to 
continue talking about the product performance and Relatable Applications, along with 
science details, in the beginning of the video to keep viewers more engaged. 
Given the importance of product imagery at the beginning of the video, special attention 
was paid to developing high quality footage of the product, and featuring this in the video 
thumbnail as well. Additional findings, such as waiting to include the higher purpose and 
Human/Personal stories toward the closing, were also applied to help the final creative 
execution of this video.   
To test the findings, 2 versions of “Microlattice” were created and placed on Facebook.  
Version 1 was based on suggestions stemming from the research, while Version 2 was 
based on the original edit of the video. Results from the test showed that Version 1 
outperformed Version 2 by 10x in click-to play-rate when auto-played on Facebook. In 
addition, Version 1 garnered 20x more views than Version 2. Together, this indicates a 
stronger level of overall engagement – whether they discovered it in their news feed, or 
were nudged to watch it due to a captivating intro sequence. The winner of the test was 
strategically distributed among targeted audiences across platforms to achieve business 
goals. 
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 Business Results 
 
The “Microlattice” video was the most successful in the entire history of the Boeing 
Innovation Series (40 videos), resulting in placement on the YouTube Ads Leaderboard, 
becoming the 10th most watched ad on YouTube in October, 2015. To-date the video has 
generated over 3.3 Million Views, 10,000 Likes, 7400 shares, and 1700 new subscribers 
for Boeing. 
Application of the analysis’ insights helped improve Average View duration by 26% and 
Viewer Retention rates at the 25% and 75% drop-off points were both considerably higher 
for both Organic traffic and Paid traffic. 

  Benchmark New Increase 
Avg. View Duration  1.28 1.61 26% 
25% Video Retention Rate (organic) 72% 81% 12% 
25% Video Retention Rate (paid) 45% 51% 14% 
75% Video Retention Rate (organic) 57% 68% 20% 
75% Video Retention Rate (paid) 28% 39% 41% 

 
By keeping our viewers engaged for the duration of our videos, we could more effectively 
educate the young engineers and scientists on the innovations taking place at Boeing, and 
turn Boeing into a more intriguing partner. 
The improvement in engagement also helped accelerate the discovery of the video by 
media outlets visited by our target, such as Forbes, CNN, Huffington Post, iflScience and 
Yahoo (to name just a few). These media outlets introduced the video to their large, 
established audiences, resulting in a huge surge in earned views on YouTube. 
   


