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Ten Tips to Making A Corporate Video That Delivers What You Want

1) Know What You Want To Achieve.

Why are you making this video? The most common reasons for making a corporate video are:

Promoting your company to prospective clients

Educating prospects and existing clients about what benefits you offer

Delivering an important message to employees or clients or both

Training staff

Training clients 

There could be other reasons but no matter what the reason, make sure you know what it is and be sure your managers and/or colleagues agree.

Knowing what you want includes knowing what you want the video to achieve.

Help attract more clients?

Let prospects and clients know more about a particular service so they are more likely to use it?

Be clear about what you want to achieve and make sure whoever is producing your video is also clear and produces a video that meets your objectives.
2) Know Your Target Audience.
You’ve answered the question of why you’re making the video.

The next question is who is going to watch it. 

Different target audiences will need different approaches.

If you’re promoting your company to prospective clients you probably will want your video to be short, snappy and impressive. 
You want it to create a strong impression. 

You want it to encourage the viewer to use your services or products rather than your competitors’. 

If you’re making a training video, you will want it to be thorough and easy to understand. You will want it to be as long is it takes to cover all the points the viewer will need to know.

Different audiences need different approaches.

3) Know Where Your Audience Will Watch Your Video.

This is often overlooked. 

Where will someone in your target audience be when they watch your video?
At their desk? In a boardroom? At a conference? In a screening room? In your reception area?
Employees watching a training video that is imperative to their progress will probably be more attentive than someone passing by your stall at an exhibition. A prospective client sitting at his desk who has some interest in your company will likely be more focused than someone waiting in your reception area.

All of this makes a big difference. If your video is on display in a noisy convention centre, you might opt to use music rather than commentary or interview clips.  If it’s on a DVD loop in your reception area, it might not have any sound at all. If it’s about the great people in your company, it will be driven by the interviews they give and produced to be watched where the viewer has few distractions.

Again, the video producer and you should be clear about this and the final product should fit with where the video will be seen.

4) Know What Your Budget Is – Be Realistic.

 If you want a professional corporate video that effectively delivers your message and is compelling to watch you generally get what you pay for. Clients who have not been involved with video production previously are sometimes surprised at the cost. 
But a great corporate video should be an investment. It should either save your company money – training videos are a good example of this. Or it should be an investment that strongly promotes your company, enhances your reputation with existing clients and helps bring new business.

Again, consider your audience. If you are making a training video, the main point is something that is easy to understand and that will ensure your audience has learned what they need to learn having watched it.

If you want to impress prospective clients, a cheaply produced video could easily leave the wrong impression. You don’t need to hire Steven Spielberg with a Hollywood budget but it pays to hire professionals with a track record. 

Ask to see a corporate video reel or examples of corporate videos done by the companies you have contacted. Are their videos compelling? Do they tell a good story? Are the pictures well shot? Do the interviews look and sound good? Are you impressed when you have finished watching? What message came across?

A poorly produced video is arguably not worth doing – no matter how cheap it is.

Don’t break the bank – there’s no need to – but budget to get the results you want.

Part of this decision is what camera format you choose and what support kit you will use. 
A key question is whether to shoot standard or high definition. Some recommend only opting for HD or high definition. I don’t agree. If you are making a training video for example, standard definition is perfectly acceptable and there is no need to spend the extra money on HD. If you are making a video for your website, band width restrictions make HD a questionable additional expense.
I have also seen articles with people saying HD costs the same or less than standard definition. If you’re paying less for HD than you are for standard definition you are paying too much for your standard definition services or you are at the lower end of the HD scale.
There is a considerable range in the quality of HD cameras. For example, Discovery Channel has a gold, silver, bronze rating system for the different HD cameras. Depending on the programme, higher or lower rated formats are accepted or not.

And with leading broadcasters, some HD formats, particularly low budget HDV, have extremely limited acceptance for both standard and definition broadcasts. Typically they can be no more than ten to 15 percent of the programme. The point is there is a range in high definition quality and you get what you pay for.  

If you are making a video that you expect to use to promote your company for the next year or more, HD is probably best.

If your video will be shown on a large screen or in a boardroom, HD should be a top choice. 

Make sure the production company you use understands this and can give you advice that is in your best interest.
Tips 1-3 can help with this decision. 

5) Know Your Plan - And Plan, Plan, Plan.

Before you start shooting, prepare. 

Go through the steps above. Decide who you need to interview. Decide what elements you need in addition to interviews. What shots will you need for your edit? Will you need graphics? Will you need music? Sub-titles in other languages? A narrator? 

Go through everything with the producer or director you are going to use. Establish a clear plan for shooting and editing – every element it will take to see you through to your completed video – and make sure the costs are within budget. If they are not, remove the elements you can most easily do without.

Proper planning will save you time and money. It also means everyone involved will have a clear picture of what they’re doing and when.

Depending on the type of video, you may even be able to write the script first. This is especially possible for training videos – not so possible if your video is going to be driven by comments taken from interviews. At the very least, agree on a working structure so have an idea of where everything you’re shooting is meant to go in your edit.

Set up your interviews so that you can shoot as many as possible on each crew day. 

Think about what music and graphics you might need. Get the work on this going early in case, particularly with graphics, it will take time.

Plan as much as possible before you start shooting and editing and your production will go far more smoothly. This process can also further clarify what you’re doing and whether what you have planned will meet your objectives. This is the best time to make changes.

6) Know The Edit Before You Start Editing.
Once you’ve shot everything, make sure the director or writer screens and shot lists all the material you have and then writes the proposed script. 

Go through the script thoroughly. Is everything as you expected? Does the script meet the original brief? If you have questions or would like changes, this is a good time to sort them out. It’s a lot easier and less costly to change a script than it is to change an edit.
This is also a good time to fine tune any graphics requests, approve possible music and make sure you have all the elements you need.

Once you’re happy with the script, you can start editing with a clear plan.
7) Approving The Edit.
Make sure you check in on the edit while it’s underway. If you haven’t been involved in this process before, it may be difficult to offer feedback but if something you like or don’t like jumps out at you, a good time to raise this is during the edit.

The edit is finished and it’s time to approve it. Ideally you have checked in during the edit and any glaring changes you wanted have already been sorted. 

Now sit back and watch it. Try to put yourself in the same frame of mind as your target audience. Is it compelling? Does it keep your interest? Is it informative? What impression does it leave you with? Does it inspire the reaction you hope your target viewer will have? How do you feel having watched it?
If you’re happy, that’s great. 

If you’re not, think about what worked and what didn’t. Discuss it with the director and the editor. Discuss it with a colleague or colleagues who may also be involved. Try to reach agreement on what changes are needed and then make them. But remember – it’s very difficult to please everyone. And deciding everything by committee can really delay progress. If getting agreement on various points proves difficult, defer to whoever has final say.
Once any changes are made, watch it again. If you’re still not happy, see if there are any obvious changes still to make and make them. 

Again, if this process drags on too much, make sure someone has the authority to give final approval and make sure they use it. 

8) You Like The Edit, Now The Final Steps.

The edit is finished and you like what you see and hear.

The final stage is inserting any subtitles you might need and then doing what’s called a colour grade. 

The colour grade ensures your final video looks the way it should - that all the colours are right and the images look good. It’s a final technical and creative step that can give that extra bit of enchancement. 

You might also need to get a final sound mix done at a dubbing suite. This is not always necessary – it depends on how complicated the mix is and the capability of your editor and edit suite. And on your budget.

Once the grade and final sound mix are finished, make sure you’re still happy and … 

9) Get It Out There.

You made this video for a reason, now put it to work.

Get it into the hands of your target audience.

Distribute, distribute, distribute.

If you produced it to show at a trade exhibition, make sure you display it prominently.

Or you produced for prospects, get it to them. You might even consider taking your laptop and playing it while you watch with them.

If it’s a training video, get it into the training sessions.

Get people to watch it!

Oddly enough, some organisations invest in a video then fall short when it comes to distribution. A potentially powerful marketing and informative tool is left on the shelf.

10) Review The Results

You produced this video with clear objectives in mind.

Were they achieved?

How did your target audience react?

Keep track of the response.

What feedback are you getting?

What you don’t want is indifference.

Is your target audience impressed?

Has the video generated more interest in your company?

If it’s a training video, are the trainees learning what you need them to learn?

Is the information clear and easily understood?

Are the trainees better at their jobs?

Find out what was especially effective and, if it’s the case, what wasn’t.

Take note of what really has an impact – what works – and what doesn’t.

You will likely be making more videos.

Use each one you’re involved with to develop your sense of what elements really make your video achieve your objectives. Commit them to memory. This knowledge will always be useful.

Follow these tips and your video should achieve what you want it to achieve. 
