furn it up to 11!

ELEVEN VIDEOS EVERY BUSINESS SHOULD CONSIDER

Video is unique in its ability to capture a viewer’s full attention. And, as someone once said, if you capture some-
one’s complete attention, you are their world until you let them go. With the right team and approach, top-quality
video production can be affordable for any business or organization. But where do you start? Right here. Explore
the eleven video types (use the QR code to view video samples), then set up a call to chat to brainstorm about those
that are the best fit for your business where it is right now.

EXPLAINER

This foundational video conveys your
core story or mission statement. It

lays out who or what your business is,

a bit of your history, your “why,” and,
most importantly, what problems you
solve for your customers. Think of it as
controlling the first impression people
have of your business before they meet
you in person. It can be done in a sort of
narrative documentary style, or just with
b-roll and title cards. Generally speak-
ing, it is best for businesses to start here.

CULTURE

The focus here is on your “why,” to show
what your tribe is about, what defines
you. This can be most effective with a
series of lightly-branded videos that tell
stories of people who use or make your
product, and are the backbone of your
company. Videos that show a company
or organization’s community involve-
ment also fit here and can be a great way
to define and express your culture (inter-
nally or externally) by showing how you
walk the talk. For a nonprofit, we often
will call this an Impact Video.

PRODUCT

Here, we explain the features and bene-
fits of new or existing products. Ideal for
launches, but also for products that may
require a bit of explanation. Use video

to do the explaining, and your human
customer service folk can spend less time
doing it again and again and again...

TESTIMONIAL

This is where users and fans talk about
how your product/service/company/
organization transformed their life or
business. It is the video equivalent of
100+ five-star reviews. Video testimonials
are extremely important (92% of people
say they check testimonials before mak-
ing a purchase) and influential (70% say
positive video testimonials significantly
increased the trust they have in a
business).

CASE STUDY

The love child of a Product video and

a Testimonial video. It focuses on the
end-user and what happened to them
when your product or service came into
their life. It show viewers a person they
can identify with using or talking about
your product or service in a less obvious
way. Most effective when done as a se-
ries. Case Studies like to travel in packs.

ONBOARDING & TRAINING

Get new staff up to speed with an orien-
tation on company values and standards,
or reinforce these ideals among existing
employees. Or create a video course

for customers so you can earn money
while you sleep. Policies and practices
(or exercise and diet routines) will be
understood and retained far better if
communicated via video versus a crum-
pled, laser-printed info sheet. People
remember 10% of what they read, 20%
of what they hear, but 80% of what they
see and do. It’s why all the cool airlines
now use very creative videos for their
safety announcements.

CALLTO ACTION

The purpose here is to get people to act,
to sign on to a cause, or to purchase a
new product. These are best kept short
and sweet, and to use direct-to-camera
appeals with our teleprompter. Less is
more. Culture and Impact videos can
also step over into this realm or may
have a Cut-Down based on this style.
This is usually where we’d place a “sizzle
reel,” the intent of which is to enthrall
viewers and get them to become fans.

DOCUMENTARY

Have a story or an event/issue/idea

that you feel can capture your viewers’
attention and hold it for more than just
90 seconds? The best approach could be
to make a mini-documentary, where you
give the backstory of a company or event,
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slowly reveal a story like an episode of
48 Hours, or recount your history like
Ken Burns. If a story is compelling and
complex enough, there is no better way
to capture and tell it.

FAQ / HOW-TO

Here is where the clouds open and a
beam of light shines down to make you
feel truly enlightened and liberated.
Because a well-crafted FAQ video
strategy can save you time, lots of time.
We begin with you making a list of the
10 or 15 questions you or your customer
service people are answering again and
again and again. Then we script up the
best answers and film them professional-
ly around your business, spoken by staff,
leaders, or whoever makes most sense.
That way the videos have a dual purpose:
they also show a bit of who you are and
what you are like.

CUT-DOWN / TEASER

This is a special breed of video harvested
from Testimonial, Culture, Product, or
really any video. Think of it like a trailer
that contains the best quote or clip from
a longer video. It is meant to reel people
in from social media channels, driving
them to the top of your marketing funnel
or to your YouTube channel. Normal-

ly 25 seconds or less, these need to be
punchy and eyeball-grabbing.

WEB ROLL

This is a carefully chosen selection of
b-roll video that lives on your website
landing page, taking the place of that
static banner photo. It captures and
expresses a bit of the energy and activity
of your firm and its people. Quite often
it is a byproduct of other, more in-depth
video work among the

10 types noted above. E

Point your phone
here to see examples
of all these videos




