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The Content
Marketer’s
Guide to
Brand Video

Find out everything you need to know
about why video works and how to
make it work for your brand.
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Chapter 1

Why Video Works
For Brands

« The Science Behind Video
« Why Video Is So Popular
« The Video Audience

- How Video Benefits Brands

Video has experienced a surge in popularity in
recent years for many reasons, but primarily because

audiences are naturally attracted to the medium. Why?
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visual communication (as opposed to other
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mediums). It is particularly effective because
it appeals not just to how we consume

information but how we feel when we do.

VIDEO IS EASIER FOR YOUR BRAIN TO
PROCESS

Watching a video is a passive activity compared to reading

an article. This doesn’t mean it's less engaging; it means it
A 2014 MIT study found that the brain

can process an image in as little as 13
brain spends energy recalling stored information and images milliseconds.

requires less energy to synthesize. When you read text, your

in the mind, then connecting them to make meaning from
the text processed. Processing visual information is a much
faster brain task. We see images almost instantly, instead

of having to recall them. It takes less work for the brain to
absorb the information presented, making it more relaxing to

) Video is processed 60,000 faster than text.
kick back and consume.

VIDEO TRIGGERS AN EMOTIONAL RESPONSE
Emotion is the unique value of video. Whether it makes you feel happy or sad, joy or anxiety, video elicits an
immediate emotional reaction. This is because of your brain’s mirror-neuron mechanism process. As psychologist

Liraz Margalit Ph.D. explains in Psychology Today:

ll A mirror neuron is a neuron that fires not just when we ourselves perform an action but also
when we watch someone else perform that same action. Our brains mirror what'’s unfolding

before us as if we were part of the scene, even if we are just sitting passively on the sidelines.”

This emotional investment cultivates a powerful connection between the on-screen story and the audience. This is
significant for brands. If content marketing is a vehicle to form relationships with consumers, video makes it easier
to do so.
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https://www.psychologytoday.com/us/experts/liraz-margalit-phd
https://www.psychologytoday.com/us
https://news.mit.edu/2014/in-the-blink-of-an-eye-0116

Why Video is

So Popular

Digital video is everywhere these days:
social media, blogs, websites, you name it.

According to the Cisco Visual Networking

Index, IP video traffic will be 82% of all
consumer Internet traffic by 2020, up from

70% in 2015. This rapid explosion in

popularity shows no signs of slowing down.
Since 2012, digital video consumption has
grown tremendously, and it's only expected to

continue doing so.

Monthly Digital Video Viewers in U.S., 2012-2017
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Jﬂ Video’s popularity can be attributed to many things, yet in recent years
several shifts have contributed to its success.
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https://www.cisco.com/c/en/us/solutions/collateral/executive-perspectives/annual-internet-report/white-paper-c11-741490.html
https://www.cisco.com/c/en/us/solutions/collateral/executive-perspectives/annual-internet-report/white-paper-c11-741490.html

1 THE EVOLUTION OF CREATION TOOLS

Technology has produced content creation tools that
have increased in quality and capability and decreased
in price. Video production is more prevalent now,
whether you're shooting on an iPhone or filming a
full- fledged commercial. For startups and small

businesses, this has been a great improvement,

L 2

allowing them to explore a medium that was

previously inaccessible.

2 THE RISE OF MOBILE
Thanks to the proliferation of smart devices, consumers
can access video content anywhere and everywhere.
‘ .\"i According to the Ooyala Global Video Index Q22016,
I

mobile accounts for 51% of all video plays. Accordingly,

ﬂ eMarketer predicts digital video ad spend will reach
$14.77 billion by 2019.

U.S. Digital Video Ad Spending, 2014-2019 (Billions)
B vobile
$795
$707
$6.23
$5.51
$4.69
] I I
2014 2015 2016 2017 2018 2019

Source: eMarketer (2016)
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SOCIAL MEDIA PLATFORMS

As the demand for video has increased, more and

W

more social media platforms are accommodating the

medium. In recent years, we've seen Instagram increase
A its video lengths, Facebook introduce in-feed video
I— autoplay, and Snapchat explode onto the scene. There
b

are more ways to publish and access video than ever,

which keeps video in front of consumers 24/7.

f >

Facebook YouTube Instagram

1.7 billion users watch a If 1 billion users wasn't 500 million users upload 95
stunning 100 million hours impressive enough, the million photos and videos
of video per day. average viewing session a day.

on mobile is more than

40 minutes.
Twitter Snapchat
Of its 300 million This new player boasts 100
monthly users, 82% watch million users and 10 billion
video content. daily video views.

While these social channels have made video incredibly popular, video viewing across the Web is also a popular activity.
Interestingly, eMarketer found that while mobile users spend as much time watching digital video as they do on other social

media activities, desktop viewers spend significantly more time watching digital video than they do on social media activities.
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Average Time Spent Per Day by U.S. Adults, 2012-2018 (Minutes)

B social Networks B videos

Mobile

0:09

2012 2013 2014 2015 2016 2017 2018

Desktop 0:25 0:25
0:24 0:24

0:22

0:20

0:14 v v
0:13 0:13
| | | | | | |
2012 2013 2014 2015 2016 2017 2018

Source: eMarketer (2016)
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The Video
Audience

For many consumers, watching digital video is
considered a “fill-in” activity to entertain or
inform them throughout the day. Now that it
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is so pervasive, audiences not only crave but

NN

expect communication in this form. According

to Pew Research, 78% of online adults watch

or download videos online. However, different

viewers have different consumption patterns.

() Unsurprisingly, millennials spend the most time watching video.

Weekly Time Spent by U.S. Consumers, by Age (Hours; Minutes)

[ | Watching video on mobile phone

0:26
0:17 .
013 0:07
] — A
I
18-24 25-34 35-49 50-64 65+
Source: eMarketer (2016)
u For some, watching video is preferred over text. A Levels Beyond survey

found that 51% of millennials would rather watch a video than read.
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https://www.youtube.com/watch?v=mGgBY3yBpYY
https://www.reachengine.com/levels-beyond-report

Watches Brand Videos on Video Sites Would Rather Watch Videos than Read Content

20% 30%

Millenial Baby Boomers Millenial Baby Boomers

Source: Consumers Demand Brand Video Survey (Levels Beyond, 2014)

Brand Video and Gen Z 6] )

Video has become a staple among Gen Z, both in how > f
they like to communicate and what they like to consume.
According to 2016 Fluent research, two-thirds of respondents

say they watch up to two hours of video per day for fun. 80% 79%
use Youtube. use Facebook.

Will Consumers Watch Brand Video?
61%

watch company-produced videos if
friends have shared them.

45%

think a brand video is worth watching if it’s
trending on social sites.

38%
are more likely to share brand videos.

Source: Consumers Demand Brand Video Survey (Levels Beyond, 2014)

Top 5 Reasons for Watching Digital

| prefer to watch original digital video on my own schedule I 38%
To watch content not available on TV or in amateur videos I 1

| like watching video content that is not available on TV I 25

To watch video content about my hobbies or interests I 2

I click on a link I stumble upon and get drawn in W

Source: IAB Original Video Report (IAB, 2016)
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https://www.marketwired.com/press-release/fluent-survey-reveals-method-to-genzs-social-media-madness-2106521.htm

4 Types of Video Consumers

YuMe research and Verto Analytics identifies the four main types of digital video consumers. As your brand pursues

video, consider how these personas may align with your own customer personas. (If you haven't created customer

personas, here’s how to do it in under 60 minutes.)

THE SCREEN HOPPER
A heavy video user who watches

video on multiple devices.

47% are age 18-34.
46% have a college degree.
Monthly video sessions: 194

THE TECHNOLOGY ENTHUSIAST
A user who consumes content on multiple

devices but not necessarily video.

33% are age 18-34.
53% have a college degree.
Monthly video sessions: 37

Average Hours Watched Per Week

1z

\

Chapter 1 - Why Video Works for Brands

THE VIDEO ADDICT

A single-device heavy video user.

50% are age 18-34.
6% have a college degree.

Monthly video sessions: 295

THE OCCASIONAL VIDEO USER
An average single-device user who

does not stream video regularly.

20% are age 18-34.
34% have a college degree.

Monthly video sessions: 35

. Screenhopper

B Video Addict

925
827
754 B Technology Enthusiast
413
o Il Occasional Video User
124 115 109 105 25 o3

Depending on your consumer audience, video may be a mandatory starting
point in the conversation.
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https://cdn2.hubspot.net/hubfs/1955707/Files/Day_In_The_Life_FINAL.pdf?t=1508335376318&utm_campaign=Website%20Resources&utm_source=hs_automation&utm_medium=email&utm_content=38249291&_hsenc=p2ANqtz-9mm5FLD8l6qmT_QWj5QkDTA41mZq_pO0IXHBjnetEVJ9wKJc7KbSkJIykAejrnUZ0eqmWNSCcslQ3V4ZyUsXa5abs70o5-t_wAwKSa9qAxrsowHPo&_hsmi=38249291
https://www.columnfivemedia.com/how-to-create-marketing-personas-in-under-60-minutes/?__hstc=51647990.ab33964b601793160976526879dfc0dc.1626389406367.1626389406367.1626389406367.1&__hssc=51647990.1.1626389406367&__hsfp=3027337724&_ga=2.217856082.597391771.1626389406-1589388409.1626389406
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As you build your content strategy, consider
how video can enhance your efforts in the

following areas.

ENGAGEMENT
According to a Usurv study, consumers are 39% more likely to share, 36% more likely to comment, and 56% more
likely to‘like’a video than a text article. |AB research found that 92% of mobile video consumers share videos

with others.

TRAFFIC
Aberdeen research found that marketers who use video receive 41% more web traffic. And posts with video also
get 3X more inbound links than text-only posts, according to Moz. When it comes to digital video ads, research

suggests that it can be more effective than any other medium. According to a 2014 Business Insider report, video

ads have the highest click-through rate.

Average Click-Through Rate By Ad Format (2014) i §

1.84%

| | | | >

Video Mobile Display Flash

Source: Business Insider (2014)
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https://www.maruhub.com/solution/agile-polls-and-surveys/
https://www.iab.com/wp-content/uploads/2016/05/2016-Original-Digital-Video-Study-Full_Report.pdf
https://www.aberdeen.com/removed/
https://moz.com/blog/what-makes-a-link-worthy-post-part-1
https://www.businessinsider.com/digital-video-advertising-aggressive-spending-and-growth-2014-9

CONVERSION
While videos may not be your sole content investment for driving traffic and conversions, they can play an important role in

your overall strategy. A Liveclicker video commerce survey found that 88% of their customers, including brands like Best Buy,

Petco, and Under Armour, reported an increase in conversions after adding video to a product page. Unbounce experienced an

impressive 100% lift in conversion by adding video to landing pages.

A 2014 Facebook study also examined the efficacy of incorporating video into an advertiser’s online campaign. To

test, they showed viewers ads in three different sequencing combinations:

® Avideo ad, then ® Astaticad, then ® Astaticad, thena

a staticad avideo ad second static ad

Effective Ad Combinations on Facebook

Test 1
> A video ad, then a static ad increased conversions 31%.
Test 2
S A static ad, then a video ad sent more visitors to the
advertiser’s site than the control group.
Test 3
A static ad, then a second static ad increased traffic
S - d

to the advertiser’s site 75%.

Source: Facebook Study, 2014

BRAND AWARENESS
Video has also proved to be particularly powerful in contributing to brand awareness, recall, and lift. A 2015

Facebook and Nielsen study measured how much effect video had on three core metrics: ad recall, brand

awareness, and purchase consideration.

“Results show from the moment a video ad was viewed (even before one second), lift happened across ad recall,
brand awareness, and purchase consideration. That means even people who never watched the video, but did see
the impression, were still impacted by the ad. And, as expected, lift increased the longer people watch the ad,”

Facebook says.

Chapter 1 - Why Video Works for Brands Column Five // 13


http://www.videocommerce.com/wp-content/uploads/2015/01/VideoCommerce2.pdf
https://unbounce.com/conversion-rate-optimization/case-study-using-video-to-lift-landing-page-conversion-rate-by-100/
https://www.facebook.com/business/insights/
https://www.facebook.com/business/news/value-of-video

Even if a consumer watched a video for under 10 seconds, the video still
helped increase brand awareness and purchase intent.

TRUST & CREDIBILITY
To cultivate a relationship with your consumer, you need to demonstrate that you know who they are and what
they need—and that you are here to help them. Whether you're producing educational content or showcasing your

culture, video provides a great opportunity to communicate these messages.

How Marketers Use Video

Which of the following objectives do you plan to meet using Video Marketing?

Increase brand awareness
N, 917
Accelerate lead generation
I, 5%

Establish oneself as a thought leader
I 66

Build credibility and trust

I, 62

Trigger customer engagement
I 627

Influence purchase
I 557
Enchance adoption and usage
L Ju¥
Convey unique product positioning
I, -7
Build competitive advantage
I, 4 0%

Define product use case

I, 537

Source: Regalix (State of B2B Marketing, 2015)
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How to Use
Brand Video

« Video Use Cases

- Type of Video

To make an effective video, you need to tell the right
story in the right presentation. Video is a flexible format
that allows you to deliver different messages in different

ways, depending on your needs.
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Video Use
Cases

Video can provide value to your audience,

AN

helping you communicate at every touchpoint.

Some of the most common use-cases include:

ADS

Online video, commercials (national or regional).

EXPLAINER VIDEOS
Introductions, overviews, processes, tutorials for products, services, or ideas. (Read more about explainer videos.)

PROMO VIDEOS
Viral videos, case studies, interviews, testimonials, product reviews—anything that publicizes work or brand.

CULTURE MARKETING
Content to showcase brand, people, or causes. (Read more about culture marketing.)

SOCIAL VIDEOS
Content to engage followers, whether education or entertainment.

Note: While video can help you achieve your marketing goals, it is also a useful communication tool to help your internal team in their day-to-
day. Sales collateral, company information, or presentations can easily be converted to video to save time and energy.
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https://www.columnfivemedia.com/why-explainer-videos-help-your-brand/
https://www.columnfivemedia.com/resources/culture-marketing-brand-content-that-matters/

What formats do you use as a part of your marketing mix?

Corporate Videos

I, 767%

Product Demo

I ;-

Webinar

I 557%

How-to/Tutorial

I 51%

Testimonials

I, 51%

Interview

I 4%

Case Study
I <<%
On-Location/At-Event

I 5o

Source: Regalix (State of B2B Marketing, 2015)

Chapter 2 - How to Use Brand Video

Animations

I s5%

Presentation

I 2

Chalk-Talks/Expert-Talks

I 22

Vlogs

I 20~

Product Reviews

N 5

Viral Videos

.

Behind-the-Scenes/Documentary

-
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Types of
Video

Video can take many forms. The story you
want to tell, the resources at hand, and the
audience you're trying to reach all influence
the format you choose. Each provides a

unique opportunity for creative expression.

‘.

LIVE ACTION

When most people think “video,” they think of live-action:

real actors and sets telling a narrative story, captured on
camera. This is the most popular type of video. (Remember:
When audiences “see” themselves on-screen, they feel

more empathy.) Live-action allows for short- and-long-form
storytelling. It also requires a number of production elements:

location, talent, and crew, etc.

Example: In collaboration with DialPad, we
co-produced a live-action video that puts a comedic

spin on the challenge of video conferencing—and

positions the brand’s software as the answer.

Chapter 2 - How to Use Brand Video
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MOTION GRAPHICS

Motion graphics include 2D or 3D animated graphics. (They
can also include a mix of live-action and graphics animation.)
Storytelling in this format relies on audio and on-screen
visualizations. The production is more controlled. Explainer
videos are often presented as motion graphics because

they allow you to break down abstract concepts, show how
something works, present data, or depict worlds that may be

otherwise difficult to capture in live-action.

Example: We created this motion graphic explainer video to

help Intuit explain its new Invoice with Google Calendar app.
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https://www.youtube.com/watch?v=-vZi5WNF53A

IMMERSIVE FORMATS
Emerging technologies are taking video to the next level. These video types require more production, specific equipment, and
technical skill to produce, but they will only become more popular. Some brands are already finding great success with these

formats.

® 360-Degree Video
This technique expands the viewer’s perspective, allowing them to explore a panoramic scene from every

angle. Example: See The North Face adventure through Nepal.

® Virtual Readlity
VR is a computer-generated simulation of an environment that viewers can interact with. It is immersive and

contained storytelling that puts viewers in the driver’s seat. Example: See Coca-Cola’s VR Santa Sleigh Ride.

Augmented Reality

® This tech allows the viewer to interact with their physical environment. Example: See the Tesco Discover App,

which allows users to scan Tesco publications to see videos, recipes, etc.

Example: We collaborated with Visage to create a
360-degree video that explores the building of the brand.
The unique experience lets you intimately explore the

environment.

According to YouVisit's Virtual Reality Brand Power Index survey,

/L 75% of the top 100 brands* have used VR or AR or are investing or
developing this type of technology.
—

*Top 100 of the 2015 Forbes World’s Most Valuable Brand list
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https://www.youtube.com/watch?v=Cr-9ujLco50
https://vimeo.com/147636314
https://vimeo.com/79117134
https://www.youvisit.com/insight/
https://www.youtube.com/watch?v=HdV4HVbtsmM

Chapter 3

What Makes
Great Brand
Video?

 Providing Value
- Storytelling with Emotion

- Case Study: Internet Explorer

Video is unique in that it is multi-layered storytelling—
it's not just print on a page. Each element of production
contributes to its success. As your brand explores video,
ensure that every aspect of creative aligns with

your goals.

Chapter 3 - What Makes a Great Brand Video?
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Providing
Value

Why produce video—or content—at all? It's not

s
.
_
L
-
%
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7
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just because you want to sell your product. If
you want to do content marketing well, you

must put your audience first. Specifically, you
must create content that provides value to
them in some capacity. This can be provided
via content that is:

® Engaging

Content that sparks their interest or curiosity.

® |[nformative
Content that teaches them something. This can be practical knowledge, tutorials, advice, or

information that expands their knowledge in a way that helps them do, think, or live better.

e Entertaining

Content that is novel, exciting, interesting, humorous, etc. Most viral videos fall under this category.

Types of Online Videos Consumers Like to Watch

How-to/instructional Comedy/spoof Product/information
@ Y

67% 42% 34%
Micro-documentaries Animations/infographics

33% 30%

Source: Regalix (State of B2B Marketing, 2015)
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Storytelling
with Emotion

One of the most compelling traits of video
is its ability to elicit an emotional response.

A 2015 study of emotions and viral content

found that content with an emotional hook
is far more likely to be shared. This is thanks
to emotional contagion, a phenomenon of
one person’s emotions triggering similar
emotions and behaviors in others. Whatever
story you choose to tell should be anchored
by a core emotion. Once you have identified
that emotion, everything else should be
created to support it.

I
Plutchik’s Wheel of Emotion joy
+
anticipation
optimism

interest

anticipation
+

anger anticipation

aggresiveness

loathing

disgust
+
anger

contempt

boredom

sadness
+
disgust

remorse

Chapter 3 - What Makes a Great Brand Video?
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joy
trust

serenity love

acceptance

trust
+
fear

ecstasy submission

admiration
terror apprehension

amazement

fear
+

surprise surprise

awe

sadness
distraction
pensiveness surprise
+
sadness
disapproval

i

Column Five // 22


https://arxiv.org/pdf/1503.04723.pdf

Engaging

Every aspect of production takes its cue from the
story you're telling (aka script). Make sure you have a
compelling narrative. That may include a setup and
payoff, a logical sequence of events, or a cliffhanger
meant to push viewers to action. Tell your story as

powerfully and succinctly as possible.

Voice Over

Because a human voice is familiar, it is another device
to deliver your message in an impactful way.

That human element can reinforce a sense of comfort,

giving your brand more credibility.

Length
Telling your story in the right amount of

time is crucial. Video length should be determined by:

® The story you're telling

® The audience you're targeting

® Where your video will be located

® The action you want viewers to take

Chapter 3 - What Makes a Great Brand Video?

Music

Music is one of the most powerful emotional tools
at your disposal. It sets the mood and enhances the

narrative. Selecting the right accompaniment is key.

Visual

The images that appear on screen, whether live-action
or animated, do much of the heavy lifting. Video is an
opportunity to showcase your brand’s visual language.
Consider how your logo colors or other elements can

communicate that identity.

Brand videos can borrow from the flmmaking
principle that every action, scene, and second of
the film should be spent in service to the story.
Every video has its own “perfect”length based on

what’s needed to tell its story.

According to a Wistia analysis, 2 minutes is
the sweet spot for engagement. Yet videos
that are 6-12 minutes long also hold your

audience’s attention.
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https://wistia.com/learn/marketing/optimal-video-length

Case Study:
Infernet Explorer

As part of the Internet Explorer

“Browser You Loved to Hate” campaign,
we collaborated with Microsoft to create a
video that would introduce a new, positive

brand message to millennials.

Millennials are notoriously skeptical of traditional advertising,
so we wanted to to start a conversation in a non-traditional
way. Capturing the attention of a tech-savvy generation
required a unique emotional hook:‘90s nostalgia. Tapping into
this childhood nostalgia enabled us to start a new dialogue
with Gen-Y, reminding viewers of their early relationship with
the brand and inviting them to reacquaint themselves at the

BrowserYoulLovedToHate.com site.

For more on this project, check out our behind-the-scenes recap.

Results

49 million+ views
(7 million views in first 5 days)

Massive media pickup
(Time, Forbes, Mashable, etc.)

Nominated for Webby
and Mashie

#3 Most Watched Ad on
YouTube in 2013 (Adweek)
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Brand Video
Strategy

« Questions to Ask

- Measuring the ROI of Video

Consumers come across brand videos in a variety of
ways at every stage of the buyer’s journey, whether

on your company site or via a friend’s Facebook feed.
Producing video content tailored to specific audiences

will help you achieve better results.
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Top Ways to Learn About Original Digital Video

Friends/relatives/word of mouth

N, 5%

Social media sites

[

Ads (net)

I 297

Clicking on links stumbled upon

I 257

Recommendations on websites/apps offering original digital video

I 22

Search results

I 20%

The news/I read about it

I, 1%

Source: IAB Original Video Report (IAB, 2016)

But creating video just to keep up with the Joneses will not support
your success. Approaching video with a solid strategy is just as
7 important as coming up with a brilliant idea.
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Questions
to Ask

Before you consider video, clearly outline

what you're trying to achieve.

What are your specific objectives? How
does this content piece fit into your larger

content strategy?

What owned, earned, and paid strategies will

help get the video seen by who you want?

Chapter 4 - Brand Video Strategy
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Who are you reaching? At what stage of the buyer’s
journey? What do they need?

Video is an investment that requires more than other. To make
sure you can execute within reason, understand what it might

cost.
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Measuring the
ROI of Video

Every video serves a different purpose.
Track the metrics that are most relevant to
your project. This may include:

Reach: Views

This is how many impressions your video (and perhaps,
then, your brand) received. While it is an important
metric, it shouldn’t be the only thing you measure.
(Remember: Even a quick impression can increase
brand lift.)

Engagement: Likes, comments, watch rate
Watch rate shows you how much of the video your audience
watched. Identifying the drop-off can help you spot issues:
maybe your video was too long, maybe the story took an

unexpected twist.

Word of mouth: Social shares

If your video resonates with your audience, they are more
likely to share. Tracking shares can help you gauge which
social platforms generate the most engagement, and
therefore which ones you might want to target in paid

campaigns.

Conversions
This measures how your video inspired viewers to take
an action, whether that was to go to your website,

subscribe, sign up for a demo, or download something.

Chapter 4 - Brand Video Strategy

Relevance: Play rate

This is the percentage of people who clicked play. You can
A/B test video placement or tweak your thumbnail image to

make it more enticing.
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Which Metrics Do You Use to Measure Performace of Your Videos?

Tracking views

[

Attention span and drop-off rates

I, 5.

Leads generated

I 5

Clicking call to action

I, 4o

Click through rates

I, <7

Social media conversations

I, <27

Source: Regalix (State of B2B Marketing, 2015)
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Engagement

I 0%

Event tracking using Google Analytics

I 25

Total amount of video content leads consume

-

Revenue/sales growth

I

Brand mentions

I o~
Customer recommendation

i
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Video
Production 101

Levels of Production

Finding the Right Idea

Pre-Production

Production

Post-Production

S Tips for Video Production

« Organizing Your Team

Each stage of the video production process is crucial
to the video's success. If you want your project to go
smoothly, your team must be empowered to succeed at

every stage.

Chapter 5 - Video Production 101
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While each video project is unique and has y
its own variables, depending on a multitude
of factors, production generally falls into the
following categories. These production tiers
vary in terms of both the time and resources
it takes to produce.
Simple production required, usually a single camera. No actors, minimal equipment, practical locations.
EEEER
EEEN
EEN
[ J
[
Design, music, and VO talent are required; longer Full production, including script, storyboard, actors, crew,
timeframe than a quick shoot-and-edit video. sets, sound, etc.

Highest production requirements, including full production
elements of online video, as well as union actors and higher
licensing fees for music, archival media, and other rights

usages.
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Once you have your strategy in place, you
can proceed with the fun part: Coming up
with a great idea. Video allows for plenty of
creativity, but because it requires so many
moving parts, it's important that the idea
you choose is air-tight. As you ideate, vet
your ideas by asking these questions:

Finding the
Right Idea

Does it provide value?

Can you effectively execute (within budget and timeline)?

Does it support your goals?

Is it original or unique? Not everything has to be original, but it should be unique.

Is it on-brand?
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Pre-Production

Pre-production is the most important aspect
of making a live-action video. The time
spent (and corners cut) in pre-production
will directly affect the quality of your video.
During this phase, your core goal is to plan
thoroughly enough to make sure filming goes
as smoothly as possible. If done properly,
your job should be a breeze on set.

This includes:

Itis essential that whoever is writing the script has
experience writing for the screen. Check out our guides
to writing scripts for and

for more.

Vet and cast your top-billed actors, extras,
or voiceover talent. (And make sure they actually
look )

Chapter 5 - Video Production 101
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Make sure you have sign-off from all parties involved

before you move into set design.

Your director, director of photography, and other key players
will execute your vision. You may search on your own or
source recommendations. Most importantly, you want to
make sure that they are good collaborative partners who
have the right skills.
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How to Choose a Director

/
. A director does their best work if involved from the beginning.
As you search for the right person, consider the following:

® What video style are you going for? ® (Can they stay within budget
©® Have they produced that type of video? ® Do they have a good reputation?
® What connections do they have, ® How impressive is their portfolio?

and how can those benefit your production?

000000 Art
Vs
7 /%ZZZZZZ? Art design is responsible for conveying the story
%ZZZZZZZZ%/ visually. Everyone has to be on the same page to
ééééééé‘ properly represent it.

Additional things to lock down in pre-production:

® Budget ® Location
(practical or sets)
® Callsheets
(including all relevant shoot info) ® Parking

(crew, equipment trucks, etc.)
® Craft Services
©® Timelines
® Insurance, permits, safety
® Production Design
® Production Design (materials and rentals)

(materials and rentals)

® Wardrobe

® Equipment

(camera, gear, or special effects)

® Transportation and vehicles

(crew, equipment, production design, etc.)
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Production

By the time you’re on set, you should have ////2/2/7 Z 7 %ZZ/Z;/ ,7//
done your due diligence to make sure ///Z%/ gzzzgy/é
things go as quickly as possible. Time and e, PP

money are limited resources on set. Even the

slightest change can severely affect

the production.

Art design is responsible for conveying the story visually.

Everyone has to be on the same page to properly

represent it.
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Video is a complicated process. The more you know, the better product you can create and the

more effectively you can work.

Don't interrupt a shot. If you see a problem or have a question, ask the appropriate
stakeholders. Typically the assistant director, producer, or production manager would be good

people to speak with first.

While feedback is important, everyone on set should be empowered to do their job to the best

of their ability. (This is also why pre-production is so important.)

No matter how much you prepare, issues will still arise. In such case, you need
a clear chain of command to make decisions quickly. Keep objectives front of mind to help

simplify decision-making.

While post-production greatly enhances your product, it isn't a miracle fix.

Do as much as you can on set to prevent post-production burdens.
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Post-Production 7
b 2
Often once a shoot wraps, the real work of / //%%%%%%% /
storytelling is just beginning. Post-production ////f%fff
is the final stage that brings your whole video ZZZZ/
LS
together and into final form. This includes:
Archival or other third-party assets
Design
Cal (if applicable)
¢
Color correction ’

Editing

Music

Sound design -

(original composition or stock)
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5 Tips
For Video
Production

o (o) Make sure everyone on your team understands the ultimate objectives. Every decision

made will support this.

(®) o Again, time is money. Be clear and concise in your feedback at all stages. “l want

the set to really pop!”isn't as helpful as “Let’s try the magenta throw-pillows on that

W couch!”

\ Video is a fun opportunity to get creative. Collaborate and trade inspiration that
might influence any part of production. (We've found inspiration in everything from

award-winning ads to bourbon packaging.)

(o) A misprinted call time, the wrong tagline, continuity issues—these are the things that will
\\ make you go crazy. Go over everything—and then go over it again.
(o) u Video production can get crazy. You have multiple stakeholders, multiple departments.
>

It's easy for miscommunications to happen. Don’t assume someone will take care of

something. Ensure that every aspect is covered.
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Organizing
Your Team

To do great work, you have to have the
right creative partners. Even the most simple
production still needs a core team. Depending

h

on your resources, you may produce video
in-house or seek a video agency to help.

-

If you have the skills, equipment, knowledge, and bandwidth to produce video, you

should certainly explore doing so. Low-production video (think agile videos, interviews,
documentaries, or simple tutorials) can be produced with a smaller team and fewer
resources. However, if this is your first foray into video or you have a larger concept, consider

outside help.

An agency can help you in several ways. First and foremost, however, they should function as true
creative partners. With a good working relationship, your brand can benefit from everything a video

agency can offer, including:

Expertise: They have specialized knowledge—or know the right people—who can help

execute your vision.

Experience: They also know what works (and what can go terribly wrong),

so they’ll call on lessons learned to keep you on the right path.

Relationships: Video production requires many different skills. They have existing

relationships with vendors and can help you negotiate deals.

If you think you could use some expert help, read our tips on . And remember that no matter
what type of video you produce, success comes when you focus on delivering good value to your audience. That said, if you're
feeling intimidated, your only job is to start where you are and grow your video strategy from there. With strong planning, a

solid infrastructure, and the right metrics, you can only improve.
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Need some support to create your next brand video?

Let’s talk about how we can bring your vision to life.

Created by

%

COLUMN FIVE

Column Five is a B2B-focused creative agency that helps ambitious

brands find and tell their best stories to drive real results.

Column Five // 39


https://bit.ly/3hFtjHh

