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McConnell Dowell 
Video Storyboard
Best Practice Video Creation Guide
Poor videos are easy to create, and the corporate world is rife with them (including some of our own stuff!)
On the flip side, engaging videos – especially business-related ones – can be difficult to achieve. They need time, planning, creativity, clarity of purpose, and money!
Want to create an engaging video that keeps your audience watching until the end?  Read on. (Perhaps even print this out as a workbook; your videographer / producer (and budget) will thank you!).
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[bookmark: _Toc165977011]Who’s your audience and what’s your objective?
Pretty simple concept – before embarking on the creation of a video, be clear on who your audience is, why they are going to be interested in watching it, and what you want them to learn / do after watching it. 
In essence, ‘What are you trying to say, to whom, and why?’
If you can’t answer this question, don’t bother creating a video. 
And if you don’t have a budget and available funds for your video, then perhaps think of another, simpler and cheaper communication method.
My audience and the purpose of my video is…
	

	

	



[bookmark: _Toc165977012]What’s the emotion of your video?
Emotion is hard to convey in corporate videos, but have a think about it anyway, to give your video some real punch!
Lead with an emotional question - Questions are instant engagers.  Engage your viewer with direct questions to make them feel like you’re having a conversation with them, rather than just talking at them.
Create a reaction - Whether it’s funny or dramatic, if people have an extreme reaction like laughing or crying, they’ll remember your point. And connect the emotion with the information.
Appeal to hope (or fear) - Spreading hope (or fear) can be a great tool to engage your audience and make your video content valuable and inspirational.
Share our culture and personality - Show people who we are. This will deepen the bond between you and your viewers and will make your videos authentic - which is one of the keys to an engaging video.
Include your ‘why’ - Your ‘why’ (Providing a Better Life?) can be a powerful tool for making engaging videos. When the reason why you’re doing what you’re doing is at the forefront of your video, customers who believe in the same thing will rally around, support you and share your videos. 
The emotion of my video is…
	

	



[bookmark: _Toc165977013]What benefits (not features) are you promoting?
If you focus your message on the benefits to your audience, you’ll keep them engaged and eager to hear what you have to say.
The benefits my audience will get / understand after watching my video are:
	

	

	


[bookmark: _Toc165977014]What’s the length and style of your video? 
Interview? Voiceover? Captions? Timelapse? Flyover? A mix? 
Seen a style of video you want to replicate? That’s always a good place to start.
Have you thought about talent – who’s going to appear / speak in your video?
So what length video are you aiming for? Remember, short is best. 30-60 seconds is great for social media, a bit longer for ‘explainer’ videos. Anything approaching more than around 2.5 mins and you’re going to need all the techniques outlined in here to keep people interested.
The style / length of my video (including any talent involved) is…
	

	

	



[bookmark: _Toc165977015]What’s your 8-second hook?
If you don’t capture someone’s attention in the first 8 seconds, you’ve lost them.
So, deliver your hook in the beginning of your video. Viewers are used to clicking through mediocre content until they find what they’re looking for, so let them know they’re in the right place so they can stop searching.
Research and find a titbit of information you know would be of value to your viewer. Then present the information in an entertaining way. 
Ask a provocative question. Open with some breathtaking footage. Try some humour!
My opening, 8-second hook will be…
	

	

	





[bookmark: _Toc165977016]How are you going to add credibility to your video?
If you’re going to make big claims in your video, get endorsements from a third party like a customer or reputable source and present them. Ask for their logo and show it on the screen when you mention them. Have you received any awards? You don’t necessarily need to have them around your neck or be holding your trophy, but have your plaque on the wall behind you.
Get a testimonial saying how your product or service is the bee’s knees. But refer to it after you paint your emotional picture, not before, or your whole video will fall on its face. Your audience must first feel an emotional draw toward your product or service, then they need to be able to justify it with facts, figures, and credentials.
I’ll add credibility to my video by…
	

	

	



[bookmark: _Toc165977017]What’s your call to action?
Videos are made to get a reaction, so after your audience has watched your production, what do you want them to do? 
‘Click the link below’? ‘Log into our website’? ‘Scan the QR code’? Do something? 
My call to action is…
	

	

	




[bookmark: _Toc165977018]Developing a storyboard and script
After consideration of all the above, you should start to develop a storyboard and script outline for your video. 
A storyboard is a simple breakdown of what every scene in your video will look like.  Example below, click the picture to see the result.
You can include your script outline in the storyboard too. If it’s an interview style video, think about the answers you want and develop the questions that will illicit that response.
Remember, people speak at around 120-150 words per minute, so use this as a guide for video length.
Your storyboard and script don’t need to be fully developed by you, but at least starting the process will come in handy for discussions with your videographer/producer.
Use the template at the end of this document for your first draft storyboard and script outline.
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[bookmark: _Toc165977019]Filming and editing tips
For consideration if you are shooting the video yourself, or during discussions with your videographer / producer about filming and editing style.
My proposed videographer / producer(s)_________________________________________________________
______________________________________________________________________
[bookmark: _Toc165977020]Use multiple cameras or movement 
Use two or more cameras, or try moving your single camera and/or talent during filming.
Why movement? Because of short attention spans. Most explainer videos have someone standing there talking. Even if the content is awesome and the person is stunning, watching the same frame for too long gets boring.
While you’re recording, stop talking, change the zoom on your camera, then get back in position and resume talking. If you don’t have a zoom lens, just move the actual camera forward or backward. Make sure your camera’s still in focus!
A different way of breaking things up to make engaging videos is to change your actual position in the frame. During your recording, stop talking, take a step to the left or right, then resume your topic. Again, check your camera focus.
Moving the camera with the talent as they speak is a great way to maintain interest, especially in explainers. The subject remains the focus of attention while the background keeps changing. 
Walk and talk toward a stationary camera or walk and talk with the camera following you. This creates dynamic visual energy and keeps things refreshing because the surrounding environment keeps changing.
All these tricks are effective but use them sparingly. Don’t overdo it and make viewers nauseous.
[bookmark: _Toc165977021]Use snappy editing
Bad editing or no editing can cause viewers to click away from your video. This is mostly for attention span reasons. After about 8 seconds, people start getting antsy. Even if the subject is especially interesting, a frame with very few or no cuts quickly becomes boring, and if the shot is too tight, it can even become claustrophobic. Snappy editing ensures that your viewers won’t get bored and helps you tell an interesting story that people will want to keep watching.
[bookmark: _Toc165977022]Include informative captions and graphics
Captions and graphics are great for explaining complex actions or providing interesting and easily digestible information as people watch your video. 
If you’re showing a timelapse or flythrough, add a few captions to help the viewer understand what they’re looking at. Some interesting facts, dimensions, benefit statements, etc. One caption about every 30 seconds is about right, and nothing too long. Here’s a good example. 
In interviews, use graphics to introduce your guests. As you’re introducing them or they appear, put up a title card showing their name and position/role. Use first names only for a casual feel.
[image: Subtitles outline]The style of graphics you use can complement the style of presentation you are making. In general, graphics make your production look slick and polished.
Note: most online corporate videos should include Closed Captions – recognising that people watch them in offices. YouTube or Vimeo to self-generate these (and check / edit them), or better still, add them during production. Make sure you position any captions and graphics so they work with self- generated Close Captions.
Refer to our brand guidelines for correct graphics and transition treatments.
[bookmark: _Toc165977023]Make use of sound effects and music
Using music to add a certain feel, using ambient sound effects and combining music with ambient sound effects are all surefire ways to create engaging video content.
The secret is, the music must match your message. Just because you have a favourite piece of music, doesn’t mean it belongs on your video. Chill music for a chill message. Whacky music for comedy. Epic music for majestic footage.
[bookmark: _Toc165977024]Integrate B-Roll strategically
‘B-roll’ is basically extra footage that you shoot or stock footage that you buy, which you can insert into your video to put emphasis on certain points or to cover cuts and edits.
It’s one thing to see a project manager speak about the complexity of the bridge, but if you cut away to actual footage of it, the audience goes there, and can feel it in their mind. And when combined with the sound elements mentioned above, this technique can be a home-run.
Of course, B-roll also breaks up the monotony of seeing the same person talking for too long. Photos can be used the same way. 
Make sure you talk to your videographer about shooting some B-roll while they are filming the main footage.
[bookmark: _Toc165977025]Use props
If you’re making a video about a specific product, don’t just talk about it - show it!  Hold it up so we can see it when you introduce it. Point to the features, rotate it. Include some close-ups. Props create added interest and spice up a scene. They become objects of fascination and will keep your viewer’s eyes focussed on what matters.
[bookmark: _Toc165977026]Thumbnails
Once your video is complete and uploaded to our sharing platforms (YouTube or Vimeo), make sure you add an on-brand thumbnail to make our playlists or ‘watch more’ carousels look professional. Use Canva for creating your thumbnail.
[bookmark: _Toc165977027]Summary
Creating an engaging video is based on understanding what your audience wants and needs, and knowing what you want to achieve with it. 
Take a look at the most engaging videos, and what they do seems like magic. 
But look closer. The effects that seem like magic are really just results of psychological know-how - and with the techniques outlined above you can do it too.
[bookmark: _Toc165977028]More assistance
Contact Group Brand, Marketing and Communication for assistance with scoping out, producing and filming your next video. marketingandcommunications@mcdgroup.com
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Storyboard for: 
Length:
Talent: 
Videographer / Producer: 
Shoot location(s): 
Deadline: 

	Timing
	Narration / Script Outline / Interview Questions
	Visuals (Talent / Clip / Photo)
	Captions / Graphics / subtitles

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	



Add rows as needed.
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