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Here at Bakermedia, we’re passionate about how effective, 
powerful and flexible a medium video is.  We’d like to share our 
experience with you so you can take advantage of it in your own 
business.  
 
This short guide will let you know how video can help you in many 
different ways.  We’ll show how to make the most of your budget, 
and take you through every stage of production, so you’ll know 
what’s going on and why.   
 
The first thing to say is that although this is written by the team at 
Bakermedia, this won’t just be a shameful plug of how great we 
are.  It’s true we are one of the North-West’s leading video 
production companies and we’re all former broadcast producers 
and directors from the BBC or ITV and we really, really know what 
we’re talking about… but that’s where the plug stops and the 
independent guide begins!  We don’t you to make expensive 
mistakes when commissioning video, so that’s the reason why we 
have written this guide.  We hope you’ll find it useful. 
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These days of course, video is all around us; we don’t just have 
television programmes, but also video on the web and our phones. 
Video can also end up as e-mailed commercials, and there are 
screens everywhere in shops, pubs and public areas… selling, 
informing, and entertaining.  But before we look at the power of 
video as a great marketing tool, here’s a word about its use in staff 
training. 
 

 
 
As an induction medium, video scores as well.  Wouldn’t it be great 
if on an employee’s first day, when they are fresh and keen, they 
could have an inspirational welcoming message from the CEO, 
each departmental manager and have a tour of all the 
organisation’s branches, even overseas?  You can with video!  
If the newcomers have to wait to have a traditional induction 
session weeks or even months when there is enough new staff to 
make it financially worthwhile, they may have picked up loads of 
bad habits and probably would have “picked up” the job anyway. 
 
Seeing a video of safety procedures, a production technique or a 
machine in operation gets messages over effectively; it’s far better 
than mere words and even better than photos or diagrams in a 
training manual.   
 
Another great advantage using video is that trainees can learn at 
their own pace.  Videos played on a DVD or loaded onto a 
computer’s hard drive can have “interactivity”…that is, the video 
can stop at certain points and questions have to be answered 
before the trainee can move on.  They therefore HAVE to be totally 
immersed in the training programme or else they’ll be stuck staring 
a menu for ages!  So it becomes a much more active learning 
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experience rather than a passive “sitting in a classroom” 
experience. They will learn far more; there have been many 
scientific studies that prove this. 
 
You’ll also save money and hassle when using video for training.  
Video can replace some sessions of the hire of a classroom 
trainer; there isn’t the need to pay replacement staff when the 
trainees have to take time off the production line or whatever.   
 
Information retention is more effective as well; the reason for this is 
that regular training sessions, where staff tackle a short video 
chapter and answer questions, will create a “drip-drip” training 
consciousness that will retain facts better than a mind-blowing full 
day of training once a year, which is often forgotten a week later!   
 
Of course, great classroom trainers are still worth their weight in 
gold, so why not capture their efforts on video?   
 
Let's say you have an expert who travels all over the country 
training your employees to get better results in sales or to use a 
certain computer system or just to motivate and inspire.  
 
Let's say that expert has been with you for many years, and now 
that expert is leaving to take a position with another company.  
Can you download their brain and save it as a learning tool for 
future employees?  Well yes!   
 
Video can preserve your trainer’s amazing presentations.   
 
We can capture his or her teaching process to allow new trainers 
to see the style and content and it’ll inspire future generations of 
staff.   While they are still on contract to you, we’d record their 
training presentations and visualise the content to make the videos 
entertaining to watch. 
 
Of course, visiting external speakers can also for an extra fee be 
videoed as well to help train people who couldn’t make it to their 
first presentations or to remind people who did.  The video can be 
edited down, cut into chapters, added to…the medium is so 
flexible! 
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We’re all used to TV and cinema commercials; promotional or 
marketing videos are in essence longer versions of these.  
 
They should “sell” and promote but in an attractive and 
entertaining way.   
 
Often the script will have a traditional structure of:  
a) There’s a problem to be solved.   
b)  Here’s a product and/or a service that solves t he problem!   
c)  Here’s what you have to do now! 
 
This last section is called a “CTA” or Call To Action, and is often a 
phone number to call or a website to look up. 
   
Of course, you don’t have to follow this structure at all, that’s 
where creativity, or as we say in media “thinking outside the box” 
scores.   
 
We do know however, that case studies work particularly well on 
video.  It’s fine to read the words  of a customer who is pleased 
with your service or products, but to actually see the positive 
expressions and body language of people in case study clips, is 
very powerful.   
 
Promotional videos are often duplicated on DVD, but quite often 
video files are encoded for streaming on clients’ websites or if 
“squeezed” small enough, to be e-mailed to potential customers. 
 
TV Commercials 
If you haven’t used TV advertising before, it’s important that you 
understand that there are strict rules about what you can and 
cannot say and show on TV.  All scripts have to be cleared by a 
London-based compliance panel before it can be cleared for 
transmission.  Sometimes “small print” has to appear on screen 
especially for finance adverts or where a scientific claim is made. 
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Also on UK network channels, there has to be a one second audio 
gap between TV commercials, so a 30 second advert only gives 
29 seconds to say your message. 
 
The great thing with TV commercials these days is that the 
campaign isn’t dead once the airtime budget is used up.   
 
You can easily get the video loaded up onto You Tube and other 
similar sites and wacky or unusual ads in particular can get picked 
up by fans that’ll send the links to their mates.  A 30 second 
commercial can be “squeezed” down to about 2 Mb at decent 
quality so that’s fine for e-mailing potential customers as well. 
 
Advertorials 
These are mini-shows with similar restrictions to commercials.  
Quite often they are disguised as real TV programmes, but it’s 
soon obvious as a viewer that they’re selling.  The rules on most 
channels say that the caption “Commercial Presentation” has to 
pop up every few minutes so the poor public can’t be fooled! 
 
Conference Videos 
These fall into two sections.  First, video production companies like 
us make videos as play-in VT’s or Video Tapes for conferences.  
They can have themes ranging from a description of a major new 
IT package the company is buying to a report from overseas 
branches or news about a takeover deal.  
 
Maybe a chairman or CEO can’t be present at a conference due to 
a clash in the diary, so we would pre-record their speech for  
play-in on the day itself, which saves cash and hassle all round.  
 
The second type of project is the filming and recording of the 
actual conference itself.  The advantage of this is that the 
speakers’ presentations are put on record for reference later and 
can be distributed to staff that couldn’t be present or weren’t 
invited, again to save costs on time away from work, travel and 
accommodation.  
 
An extra bonus of recording presentations at conferences is that 
the speakers have a superb multi-camera record of how they 
actually look under pressure on stage under the lights.   
The feedback the DVD gives them will help them improve their 
future performances.   
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The communication skills training days we hold with various 
executives always use video recording and playback and it’s seen 
as a very useful feedback tool. 
 
Exhibition and reception area videos 
We’re all drawn to moving images on video screens, it’s human 
nature.  That’s why so many exhibition stands have a video playing 
on it.   
 
The mistake so many people make is to simply play their normal 
corporate video on a loop on the stand.  The video may have 
interviews and voiceover on, and after a few dozen loops, the 
stand holders have to turn the audio right down as it’s annoying 
the hell out of them…or the people from the next stand!   
Of course the video now makes no sense at all!   
 
The best way to tackle exhibition videos is to re-edit them to 
minimise or eliminate audio and to use more striking images, 
animations and graphics.  The same goes for “looping videos” in 
company reception areas or customer waiting lounges.  The great 
selling point here is that these videos give a corporate feel to the 
waiting areas, they can inform customers and visitors about the 
latest corporate news and negates the need to have a screen 
showing dodgy daytime TV game shows… with commercials 
maybe from the company’s rivals! 
 
Sell-through DVDs 
Quite often we’ll work with a client to create a DVD which is to be 
sold commercially.  We can advise on how to market the disks, the 
sort of price to put on them and if the content needs BBFC 
classification such as commercial DVD movies require.   
 
Of course the packaging and labelling has to be first class for a 
commercially sold DVD, and a good production company can 
design all this material in-house, or maybe you can do this 
yourself.  If you have image files for packaging and on-body 
printing, they need to be the best quality possible.  Small images 
off your website won’t be good enough resolution.   
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Selecting a video company isn’t like finding a vendor for some 
office stationary where you find a good price, the goods get 
delivered and that’s that.  The video production process can be 
long, and lines of communication have to be very strong.  You 
must get on with the people who are pitching to you, and have 
every confidence that they can deliver what is promised.  In other 
words, they must totally understand what you are trying to achieve.  
 
It’s worth asking if the company has got a solid track record in 
broadcast production and own (not just hire in) professional 
broadcast equipment which really sorts the amateurs from the 
professionals.  You must also ask about the type of clients the 
company has made videos for recently.   
 
Then any budget you will be given must be fully itemised so you’ll 
see where your precious cash will be going.  At the beginning, 
there is always an estimate of how many filming days will be 
needed, and you may find during filming that the shooting days are 
actually less than originally quoted for.  So you’ll need that 
itemised quote to ensure you don’t get charged for the extra 
shooting time and any associated daily expenses! 
 
In our business, we know the difference between a happy and 
unhappy client is all about expectations.  You may get along great 
with your video production company, you may love their past 
corporate video samples, and you may agree on a fair budget to 
do the job, but if the details  of the job are not clear to everyone, 
you may, in the end, hate the relationship.  It could be all the fault 
of one detail that was left off the discussion. Such as, what will the 
DVD actually look like to the user?  Will it have a complex custom 
menu or a simple "burn" on one disk?  Or, how many revisions of 
the edit are included in this budget?  Or, will your DVD play in the 
USA & Canada?  The devil is in the detail on projects like this! 
An experienced production company will guide you in these 
discussions. If they don't have the experience, be prepared for 
some surprises.  
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The Initial briefing Meeting 
So what should happen at the first planning meeting with your 
chosen production company?  
 
Firstly, just like at a broadcaster’s planning meeting, you need to 
determine the target audience, so that everything can be focused 
towards them.    
 
What kind of video have you in mind and who exactly will watch it?  
Is it aimed at the public?  Shareholders?  Business customers?  
Suppliers?  Your staff?  The same subject would be tackled totally 
differently for each of these target audiences.   
 
If you need a video for more than one group of viewers, you will 
really need to have multiple versions produced.  
 
Don’t worry though, this shouldn’t be horrendously expensive.   
 
Usually all we’re talking about is an adapted script, an extra 
voiceover session and more edit time to create another version; it’s 
won’t be simply double the cost of the first.  However all this needs 
to be determined at the start of a project. 
 
If you are making videos for a corporate audience, be aware that 
many office computers, particularly in large organisations won’t 
have sound cards installed to stop staff watching i-player all day! 
 
So a web or e-mailed version of the video may need to work with 
subtitles in or with a completely different structure as, say, a 
version distributed on DVD disk.   
 
Any computer or player that can take a DVD will almost certainly 
be wired for audio.   
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The Call To Action 
 
What do you want your viewers to do after they watch your 
marketing video?  
 
Perhaps you want them to call about the product or service, or 
maybe you'd rather have them look to your website for more 
information.  
 
Every video should have a focused  message, and you shouldn't 
be afraid to spell it out directly. Tell your audience exactly what 
you'd like them to do.  
 
You may be tempted at the planning meeting to think about the 
exact duration of video required.  But that’s not important at this 
stage.   It’s up to the video production company to work out what 
message you want to say first and to determine how long this will 
take to say.  It could be that the project would be more effective as 
a series of shorter videos.   
 
This is where a good company won’t persuade you for them to 
shoot a two hour epic when it’s not needed; in fact here at 
Bakermedia, our policy is to cut down scripts, to simplify, and to 
create LESS work for us, as we know that shorter and snappier 
videos will often be far more effective for our clients; and they’ll be 
good return customers for future projects. 
 
At the end of the first meeting, it’s important to determine how 
many filming days will be needed to capture all the elements 
required, as this will have a big effect on the quote.   
 
Where the filming is to be done is another factor to be discussed; 
travelling long distances costs cash as well as taking valuable time 
out of the filming days assigned.  Would a studio be needed or 
could the filming be done at your own premises?  If it’s filming 
somewhere else, would permission and a fee be required?  
 
The mainstay of factual video is the interview.  You’d need to 
determine who would come over well, and who needs politically to 
be included.  Then balance up the delicate equation!  Think about 
what an interviewee would actually contribute.  Would they be 
better replaced by a condensed sentence or two by the voiceover?  
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Other details to discuss when interviews are to be shot: 
 
1) CAMERA MOVEMENT –  
What will the camera movement be while your interviewee talks? 
What style are you after?  Our advice is to stay away from 
requesting the shaky "MTV look" because not many camera 
operators can do this right, and there are so many varieties of this 
look that you will most likely be disappointed with the results.  
 
A much safer, easier to work with, and still very professional look is 
to ask for a locked off camera on a tripod. This means that the 
camera will stay still throughout each take. Between each take, 
looking at the monitor, you can request that the director adjust to 
get a variety of close, medium, and wide shots to help you in the 
editing stage.   If two different parts of the interview are edited 
together using the same shot size, it will cause a nasty “jump cut”.  
This cut could be covered over by “cutaway” shots of what is being 
talked about, but if nothing is relevant, cutting to a closer shot on a 
synchronous second camera will do the trick and create more 
interest in the piece as well.   
 
2) THE DIRECTION THE INTERVIEWEE SHOULD LOOK –  
Will you ask the interviewee to look straight at the camera, or do 
you want them looking slightly off camera left or right? Usually the 
language of TV is such that people looking at the lens should be 
“presenters” and not experts answering questions.   
 
For example, a CEO introducing a video would look fine talking 
straight to camera.  Staff talking about the main subject later 
should be in “interviewee” mode, that is, they should look slightly 
off camera, just like the way interviews on TV news are recorded. 
 
3) SEATED OR STANDING –  
Should interviewees be in a comfy executive chair behind a desk, 
standing in a conference room, or do you want your CEO to be 
walking through the company offices?   
 
A relevant location is always best, but if that’s impractical then 
we’d suggest shooting against “green screen” or “Chromakey” so 
another picture can be electronically keyed in the background 
afterwards – it’s a system just like broadcast weather presenters 
use.    
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4) TELEPROMPTER – Can your boss talk on the fly, adjust his or 
her words as they are recorded on camera, or does your CEO 
prefer reading from an Autocue machine with an exact script?  
It’s fine to use a teleprompter, even outdoors as long as it’s not 
sunny (as it’s difficult to read the scrolling words) but it’s very 
important to remember that if somebody is writing the script who is 
not the person who’ll deliver it, the script needs to be written in 
their style.  Otherwise, the delivery is likely to sound stilted and 
“read” and not natural at all.  
 

 
 
Here are some questions that need answering by you at the first 
briefing meeting before a realistic quote can be put together by 
your video production company. 
 
Target audience Who will actually be watching the video? 
Outcome What do you want the viewers to do or to gain? 
Subject matter So what’s the video about? 
Participants Who will be interviewed? 
Prompting Will anyone present to camera, such as the 

MD?  Will they need to read off Autocue? 
Presenter Is an in-vision presenter required? 
Voice-over Is a voiceover required?  Male or female? 
Actors & extras Have you considered using dramatic 

sequences?  Are there any actors or extras 
required?  Could you use comedy sketches? 

Location Does the video need to be filmed in a studio or 
on location?  Is the location free to film in? 

Set & props If a studio shoot, what set and props are 
needed? 

Script Who will write the script? 
Footage Is there archive film that needs to be included? 
Stills Are there stills that need to be included? 
Rights Do you have the copyright of footage and stills? 
Graphics Are there any obvious graphics needed to be 

created such as graphs and maps? 
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Animations Are there any animations needed? Will the 
company logo require animating? 

Music What music do you have in mind, if any? 
DVDs How many DVDs would be needed? 
On body print What do you need printed on the disks? 
Packaging Do you need the DVD in transparent floppy PVC 

pouches or in standard DVD boxes? 
DVD cover What do you need for a box cover? 
DVD booklets Do you need a booklet inside the DVD case with 

additional or reference information? 
Web video Do you need the video streamed on the web? 

What file type and data rate will be required?  
Windows Media?  QuickTime?  Flash video? 
Then what frame size and data rate?   
A question to your IT manager! 

Foreign 
versions 

Do you need foreign versions?  If so, do you 
require a dubbed soundtrack or subtitles? 

Deadline What is the deadline for this project, and for the 
finished DVDs to be delivered? 

Budget Is there any budget guidance at all for this 
project? 

 
After the initial meeting, it’s really important for your organisation to 
assign one person, not one department or one committee to be the 
single  point of contact for the video production company. 
 
Find one person within your company who will manage your 
project from start to finish, who will communicate with the video 
production company, giving feedback with a unified voice to the 
producer on behalf of all those who will have a say in the final 
product. 
 
Your “point person” on this project will need to have the talents to 
gather feedback from different people within your company, sift 
through differing opinions, and coalesce all responses to give the 
production company one set of opinions and corrections. 
 
This is important as the video production company may otherwise 
get various conflicting opinions about content, script, music and 
editing styles, and this can lead to a more expensive project as the 
video producer tries one version, is told by someone to change it, 
and then by another to change it yet again!  
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From the beginning of a project it's crucial that you and your video 
production company come to an understanding of what your 
working relationship will be. 
 
How often will meetings be needed?  
Where will the meetings be held?  
Who is responsible for what steps of the production ? 
What is the payment structure? 
 
Get a clear letter of agreement or contract with your video 
production company outlining your project. This agreement will 
summarize your responsibilities as the client and the 
responsibilities of the video production house.   The Letter of 
Agreement is important because it forces all involved to clarify the 
needs, expectations, and scope of the video project. 
 
It is very important to detail exactly what the video production 
company expects from the client and what the client needs from 
the video production company. 
 
Your Letter of Agreement should include details of equipment to be 
provided, and a list of deadlines for writing the script, planning the 
shoots, number of days of production, and editing.  It should also 
delineate the possibility for additional costs if initial production 
expands to exceed current budget.  
 
Production deadlines – set and agreed 
The best way to ensure a successful video project is completed on 
time is to set reasonable deadlines for every stage, and to base 
payment to your production company upon achieving those goals.  
At Bakermedia we normally ask for 1/3 payment after the first day 
of shooting, another 1/3 after the first full edit of the project, and 
the rest when the video is mastered or duplicated on DVD. 
 
Setting deadlines is good for everyone. It reduces the stress to you 
and those you must answer to. It increases the quality of the final 
product because you have the time to test your product, make 
changes, and add production if necessary.  
 
By making clear deadlines in your agreements, with incentives, 
you will increase the professionalism of your video and have a 
more satisfied boss!  
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Your organisation may want to write the script yourself, or you may 
wish the production company to research and write everything.  
Most commonly the writing process falls somewhere between 
these two extremes, with the client or us doing the first draft of the 
script. After that it's a collaborative effort. The main thing to 
remember with video is that you need to think what pictures are 
going to be on the screen at all times.  If the script goes into detail 
about the data results of a survey or financial figures, will an 
animated graphic make things clearer?  Conversely if the script 
talks about concepts such as the future direction of the company, 
what do you show on screen, if the future doesn’t exist yet?  This 
is where the use of an in-vision presenter is useful, as at least the 
viewer sees somebody in vision rather than a series of shots which 
do not reinforce or compliment the script.  The script is written on 
one side of the document, and all the visual elements are on the 
other side. Shots are listed, stills or graphics noted, archive 
footage detailed.  A storyboarded script is the master document we 
all work with during all stages of production. 
 
We’ve all seen TV commercials where they’ve obviously spent a 
fortune on actors, sets and effects yet the message is unclear or 
confused.  Then there are cheaper looking commercials which we 
all remember.  The difference is in the script.   
 
A good script has flow, pace and really captures the ear of the 
listener.  Any distraction in the script, where for example a piece of 
jargon isn’t explained, can lose a viewer as they try to work out 
what is meant.   
 
The script is the keystone to a successful corporate, training or 
marketing video.  If you have a well-written script, the whole 
shooting process will be more effective as well, so there will be 
less wastage in the production budget.   
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After the briefing meeting, the budget agreed and a contract 
agreed and signed, the next stage is the production of a call sheet 
for the filming days.  This will include the enormous amount of 
detail that is required so that every filming day goes smoothly.   
 
As well as a list of what is to be filmed in what order, there will be 
everyone’s mobile numbers, the locations, detailed maps, plans of 
rooms with mains points noted and points of contact as well as 
emergency numbers including hospitals and police stations. 
 
We’d be happy to show you our Call Sheet template on request. 
 

  
 
With a fully checked call sheet in pace, the filming days should be 
efficient.   
 
However there will always be one interviewee who is late or a 
machine doesn’t work the way it should; this is why it’s good to 
plan the main “meat” of interviews and presenter or acting parts 
early in the day and the GV’s (or General Views) later so that if 
there is a potential half hour of waiting around, this can be usefully 
filled by shooting shots of the offices, factory or whatever, which 
could be done at any time.   
 
Filming causes disruption in the workplace, but this can minimised 
by telling everyone that filming will be taking place, and also by 
assigning one of your team to be with the film crew at all times. 
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This stage of post-production is the most important as skilled video 
editors can really bring all the elements together of footage, 
interviews, graphics, music and voiceover into an extremely 
effective video production with pace and power. 
 
It’s not just putting elements in the right order with split second 
accuracy, video editing is a true art and the best editors will have 
years of experience to transform your video, even if you think the 
footage on location wasn’t that good.  In edit, it’s choosing the right 
shots, it’s sweetening the audio, filtering out wind noise and 
making the subtle enhancements to the picture to create the right 
sort of image.  This is done all the time for major movies, and 
video production companies like Bakermedia have the equipment 
and expertise to realise this.  For example: 
 

·  Interview pieces can be flooded with a glow that takes away 
harsh lines on the interviewee's face, making them look more 
personable. 

 
·  Outdoor scenes on a cold dull wintry day can be injected with 

more colour to make them more vivid and attractive. 
 

·  Scenes of meetings round a table can be given, say, a touch 
of amber or pink warmth to make them look more relaxed, or 
a steely tinted grainy monochrome to make them look more 
businesslike and dynamic. 

 
·  Production shots can be put into boxes within boxes on the 

screen to show that many things are happening at once. 
 

·  A dirty factory or cluttered office could be enhanced with 
glow making it look cleaner and tidier. 

 
·  Work activity could be made grainier looking, giving the 

impression of industry and diligence. 
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Everything can be enhanced to look more attractive. more 
powerful or more compelling.  Or if you’d prefer the natural “news” 
look, that’s fine as well.  Remember you are in the driving seat 
during the production process, whatever you need, your production 
company should be able to sort it for you!   But they need to know - 
a video editor wouldn’t like to waste time making your video have a  
film-noir look when you really were looking for a bright Technicolor 
feel!   
 
That’s why it’s important at the briefing stage for the video 
production company to fully understand your brief and to invite you 
in to the edit suite or for you to regularly download rough cuts from 
the video company’s ftp server so you can check progress. 
 
The feel of a project also extends to the DVD menu and box as 
well, if this is required.  Astonishing animated DVD menus can be 
created to match the Hollywood ones if you need it, or you may 
like to keep things simple, with a simple list of chapters on which 
the user can click on.   
 

 
 
It’s the old adage that a picture tells a thousand words, and it’s so 
true.  A graphic is used where the camera cannot go, to explain an 
idea or data in a way that gets this information across very clearly.   
 
These days, amazing 3D animations can be created quite quickly 
and relatively inexpensively, but they have to be used with care.   
If you’ve ever been annoyed by watching a business PowerPoint 
presentation where the slides or bullet points fly in and out, you’ll 
appreciate that too much animation can distract.   
 
Tell the video production company the style you’re looking for and 
they’ll create the graphics and animations to match.  What colour 
palette is required?  The same as your company logo, or for the 
project’s theme? 
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When you start the planning process, a part of you may think why 
waste cash on highly paid presenters when your own staff should 
star?  Of course you CAN do this, and there are many cases when 
it’d be better to use the true faces and voices of a company.   
 
But using a professional presenter who you can pick for age, looks 
and image can represent your organisation on your video and 
know how to deliver lines in just the way you want.  You may want 
to hire an actor as the “face of your company” and use them not 
just in the videos but also on your advertising and marketing 
literature.  
 
There are many advantages also of hiring a professional voiceover 
as well – it takes skill to read a script and not make it sound “read” 
and you can in the audio recording session, direct the voice talent 
to get across the right sort of energy and style required to suit your 
video. 
 
What about hiring celebrities for marketing videos?  If you really 
wanted well-known names in your video, not only would cost be 
horrendous but what does it say to viewers?  They may love or 
hate the celebrities to begin with, and then anything they say about 
your products and services will be tainted with the viewer thinking 
“Well, of course they would say that, they’ve been paid to say 
that!”   
 
That’s why there’s a strong school of thought to say that it’s far 
cheaper and more effective to use “unknowns” who are still good 
actors but will appear much more realistic.   
 
Little sections of drama can add comedy value or tell a point in a 
way that no voiceover or presenter to camera can do.  The use of 
non-celebrity actors can really make a video come alive and will 
certainly not cost as much as big names. 
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The choice of music is very subjective in a business video; one 
person on your team may love to hear heavy rock, another may 
like light jazz.  But it’s important not to choose what you personally 
like, and to choose music carefully to improve the pace of a video, 
to highlight certain sections.   
 
The music should compliment the message you are trying to say, 
and to add contrasts and to give surprises during the video.   
 
It usually is a pretty lazy decision to have just one track running 
throughout the whole video.  Watch a TV or movie drama and hear 
how the music is used to create all sorts of emotions and 
expectations.  We do not recommend that you pay for a  
well-known piece of chart music as this may distract and will be 
very expensive….plus its use can date a video quickly.   
 
Classical music is more affordable, but do you really want viewers 
humming along to Carmen when they should be concentrating on 
your message?   
 
That’s why professional video production companies subscribe to 
“library music” which is especially produced for corporate videos 
and commercials.  It used to be called “mood music” as it created 
a mood without a distracting melody!   
 
These days it’s much more sophisticated and you can download a 
whole variety of different mixes of a track you feel may be suitable.  
At Bakermedia, we have a blanket licence with a great library 
called Audio Network who are extremely good.  Listen to some of 
their tracks on http://www.audiolicense.net/ 
 
Sound effects are also important to add realism and humour if 
required.  The same professional libraries that offer music often 
also have sound effect files. 
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The early stages of video editing are extremely boring for an 
outsider as it’s all digitizing and logging shots, creating bins on the 
computer and it’s as interesting as watching paint dry.   
 
That’s why what normally happens is that the video production 
company will create a “rough cut” (or some call it an “off-line”)  
which you can see and then from your feedback, the video editing 
can continue to perfect the project in exactly the direction you 
require. 
 
At last you can see your video in some kind of correct order and it 
all suddenly comes alive.  You may prefer to be sent a DVD or if 
time is tight, it’s easy for you to download a video file from an ftp 
sever so in minutes you can watch the rough cut on your computer 
screen.  Let your production company know if you’d prefer 
Windows Media files or if you’ve got a Mac, QuickTime files would 
be compatible with your system. 
 

 
 
Before mastering a video, we strongly suggest that you test  the 
video first!   Before a Hollywood studio finishes another 
blockbuster movie, they do a series of test screenings, inviting 
specially selected attendees to watch the film and then to fill out a 
questionnaire detailing their feelings about the film.  
 
Questions asked may include, "Was this film too long or too 
short?", "Would you tell your friend about this film?", and "How did 
you feel about the ending? Please explain."    Movie studios are in 
the business of making a profit, and they will do what they can to 
improve their product, to better target their advertising cash, and to 
increase their profits.  
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Studios have been known to re-shoot the ending of a film in the 
attempt to raise audience ratings!   Similarly, you, as a company 
commissioning a corporate or marketing video, should test your 
video before you finish it to be sure the video is achieving the 
goals you desire. 
 
When conducting test screenings, here are a few tip s: 
1) Gather together a group of people similar to your target 
audience. 
2) Reproduce a viewing experience similar to how your final video 
will be viewed. For example, if there will be a speaker presenting 
at a banquet setting before the video, attempt to have someone 
introduce the video in the same way. 
3) Write up a series of SHORT and CLEAR questions that will help 
your audience give you the feedback you need. 
 
After the questionnaires are given in, spend time having a 
discussion with your test audience. Now is the time to get honest  
feedback about what is right and what is wrong with the video.  
 

·  Is the main message getting across?  
·  Is the audience bored?  
·  Are there any sections which are particularly confusing? 

   
This is all valuable stuff, as you and the production company may 
be too “close” to the project to understand the impact seeing 
material for the first time will have. 
 
Having a friendly and open attitude which encourages honesty with 
your test groups will bring about the best results. Your job is to get 
the audience to open up and give honest feedback, without the 
fear of reprisal.  As the discussion progresses, you may be curious 
about a particular section of the video that no one has yet 
mentioned and which you were concerned about. Save all leading 
questions about that particular moment in the video for the end of 
your discussion.   So often our clients don't do this final step which 
we feel is crucial for success of their video. Get feedback! 
However, we’d suggest that you don't get too caught up in the 
details of any subjective feedback and make changes for every 
comment!   Often the comments and discussion will give you 
invaluable ideas for vastly improving your video, bringing better 
results, improving your bottom line, and increasing your job 
security.  
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What kinds of outputs can your videos be produced in?  Once 
mastered onto full-resolution AVI or QuickTime files, a variety of 
other media can be produced from these: 
 

·  DVD disks, for countries such as the UK who use the PAL 
system or countries such as North America who use NTSC. 

·  Video files for CD-ROMs or Flash Memory Sticks – a useful 
promotional tool which can have your logo on the side! 

·  Video files for your website. 
·  Video files which can be e-mailed…but only if the video is 

short enough! 
·  Video files encoded for solid state looping machines used in 

exhibitions and reception areas. 
 

 
 
If your video is required in foreign languages, it’s important that the 
production company knows at the briefing meeting, as it can 
change the whole style of shooting.   
 
English is a very concise language.  If the voiceover is read 
afterwards in another language, quite often the whole video will 
have to be extended with extra shots to accommodate this!  
  
Subtitles are another option for your video, and of course with DVD 
technology, there can be multiple versions on one DVD disk. 
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All “authoring” really means is putting the various video chapters 
through a process so that they can burnt onto a DVD disk and read 
by DVD players and computers.   Menus need to be created in this 
process as well, assuming there is more than one chapter.   
These can be elaborate with animated direction finders or “pictures 
in pictures”; think of a style and it can be created!  Make sure that 
it’s obvious to a user as to where to click and you haven’t created 
something which is “style over content”. 
 
The graphic style should be reflected in the DVD box and also on 
the artwork that will be printed on the disk itself.  Remember that if 
you want photos from the actual video on the cover of your DVD, 
then screen shots from the video may be too poor quality to be 
printed.  Standard Definition video frames are only 720 pixels by 
576, so that’s pretty poor resolution!  It’s only because video is 
showing these frames at 25 times each second that makes the 
picture sharp.  So we’d suggest that high definition stills are taken 
during the filming of the production specifically for your DVD cover.  
 
When it comes to DVD duplication, as with most things in life, the 
more you buy, the cheaper they get!  An average DVD with say 
4Gb of material on, with a colour wrap-round cover in a box and 
with a 24 page colour booklet in can cost about £25 each for 20 
copies, but this plummets to about £10 a copy if you need 500. 
 
With DVDs, both standard definition and HD Blu-ray, there is a cut 
off point where “duplication” ends, and “replication” is required. 
 
Duplication:   Burning the files onto disks using a similar method 
as on your own computer.  It takes time, but it’s the only option for 
short runs. 
 
Replication:   Over 1,000 copies, it’s more cost effective to make a 
glass master and to have your disks “replicated”.  Then the disks 
are punched out very quickly. 
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No you don’t have to read this is you don’t want to, but we know 
many of you are interested by TV production and this will go some 
way to explain the kit we use and why we use it.  Some production 
companies have little kit of their own and hire most of it in.  At 
Bakermedia, we have a lot of our own kit as we know it’s been 
looked after and we all get very experienced with the use of it. 
 
CAMERAS: 
We have both large, heavy shoulder held cameras like the Ikegami 
HL-7 and Sony 450 you’ll see with TV news crews, and small 
lightweight cameras like the Sony Z1 and Z7 which are useful for 
where space is a premium, for example at a seminar you’re 
filming, or for where the crew needs to be low-key and mustn’t 
stand out too much.  All these cameras use DV tape, either the 
small ones similar to those used in domestic camcorders, or the 
larger tapes which can record 3 hours.   
 
The difference with professional cameras using similar tapes as 
consumers is that the lenses are far better quality and offer far 
wider angles.  Often the lenses on their own cost up to £15,000. 
The mechanics of professional cameras are far more robust and 
can also give the user a wide choice of variables such as different 
types of focus, aperture, shutter speed and so on.  
 
Professional cameras also will run normal DV tape in “DVCAM” 
mode, which is faster over the heads to give better stability of 
pictures.  A slight disadvantage is that a “60 minute” DV tape will 
only run 43 minutes in DVCAM mode, but that’s usually no 
problem on most location work.  Professional cameras don’t 
operate in “Long Play” mode, by the way! 
 
HIGH DEFINITION 
Have you thought of a video shot in High Definition (HD)?  
If the finished video is for showing on huge plasma or LCD 
screens, or at a cinema, of course HD will give the best results.  
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But you must ensure that everything in the playback chain from 
Blu-Ray DVD reader to projector is fully HD compatible.   
If the video is simply to be duplicated on standard DVD disks or on 
the web, then of course HD benefit will be lost. 
 
True HD filming and editing can be up to 50% more expensive 
than SD (Standard Definition) work because of the cost of the 
filming and editing equipment, but a compromise some may 
consider is HDV mode, which even the little Sony Z1 camera can 
record in. There is no extra charge at Bakermedia for HDV but it 
doesn’t give as sharp a picture as true HD.   
 
WHICH ASPECT RATIO OF PICTURE? 
All cameras can switch between the old fashioned aspect ratio of  
4 : 3 and Widescreen 16 : 9 which most of our TV is broadcast in 
now.   Most videos destined for the web are still best recorded and 
played in 4: 3 mode as this is what sites like You Tube are set up 
for.  The client cannot change their mind over aspect ratio; 
converting 16 : 9 to 4 : 3 loses a lot of quality. 
 
Heavy professional cameras need heavy professional tripods to 
keep the shots rock solid, these can cost about £5,000 for the best 
ones.  There are huge varieties in mounts for cameras to give a 
specific look for a shot; a Polecam mount can make a shot fly from 
under a car and over a hedge if you ever wanted this; a track shot 
is where the camera is on its tripod sliding on a temporary railway 
track you have laid down, this can give in particular a lovely 
opening to an interior scene.   
 
Then there’s Steadicam where the camera is connected via a 
harness, spring and weight system so the operator can walk or run 
while the picture is smooth and not jerky at all!  You will have seen 
sporting  touchline shots using the Steadicam system.  
 
LIGHTS 
We can use the best cameras in the world, but the human eye and 
the compensation factors in the brain are still more effective.  
That’s why we need to light scenes.  Sometimes we’ll simply put a 
small light on the top of the camera to put a little sparkle in the 
interviewee’s eyes, or we may need to use a 3-point lighting kit or 
a series of soft boxes which give a nice diffused light.   
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The lights professional crews use are similar to those at theatre 
and movie sets and we also use filters and gobos which are plates 
of metal with holes or designs punched in them so when placed on 
a light projects patterned effects or a company logo! 
 
AUDIO 
You would have seen video crews where the “soundie” was 
holding a big pole with a funny fluffy thing on the end.   
 
The shaggy dog on a stick is really a very directional microphone, 
inside a springy cradle with an acoustically transparent hairy filter 
which is a wind shield.  As the long ends of the hair are blown 
around the energy of the wind is dissipated so inside the 
microphone hears only the interviewee’s voice without nasty “wind 
noise”.   
 
A “Boom Mike” as this is called is great for ad-hoc street or 
location interviews or for drama when it’s a bit of a giveaway if the 
viewer sees Jane Eyre wearing a radio microphone on her blouse. 
   
For factual videos and programmes, of course, it doesn’t matter, 
and if there’s a seated interview then “Line Microphones” which 
are small clip on mikes with a direct wire, rather than a radio link 
which gives better quality audio. 
 
VIDEO FORMATS & STILLS 
The video format we use in the UK is the 625-line PAL system.  
However in the USA for example, it’s an incompatible 525-line 
NTSC system, and so if you give us a video tape from your  
New York branch and asks us to use sections from it, we’d have to 
charge a converting fee.   
 
It’s usually fine to weave in old archive footage as long as the 
customer has the rights to use it.  No, we can’t use any clips from 
Hollywood movies or commercial pop music without some very 
expensive bills to pay.   
 
Material on DVD disk is usually fine, but better if any archive 
material is on a professional tape format such as DVCAM, BETA 
SP or Digi-BETA. 
 
 
 



Everything your business needs to know about video production 

© 2008 United Video Limited T/A Bakermedia 27 

AND FINALLY…. 
 
Maybe reading this you’re thinking “why can’t we hire or buy a 
camera and make our own videos in-house?” 
 
Firstly, you’ll need more than just a camera!  But even assuming 
that you had every piece of equipment and software needed to 
film, digitize, edit and master videos and DVD’s it’s the experience 
of hiring people who have done this job professionally that 
determines whether the finished result is a good, worthwhile 
workable video of similar editorial and technical standards to 
broadcast TV or not.   
 
People expect the “language” of the media they consume to be 
consistent. By language, we mean if an interviewee is looking off 
camera, we assume they are talking to the interviewer who we 
cannot see.  If the picture slowly mixes into another picture rather 
than cuts, we assume the video is showing here a passage of 
time.  If we see a face of an actor thinking, and the picture goes all 
wobbly, it could be a dream or flashback sequence that will be 
coming up.  
 
Continuity is important too.  If an actor or presenter is wearing a 
blue jacket in one scene, they shouldn’t be wearing a red one in 
the next scene. These “rules” of film making are often thrown away 
for “art” films and pop videos, but for most film work, the viewers 
expect the basics of sympathetic picture framing, pin sharp 
resolution, clear audio, graphics that can be read easily, and of 
course overall content that is watch able, informative and if 
possible from the content, entertaining.   
 
So what we’re saying here is that the combination of a professional 
filmmaker’s experience with a professional kit of equipment will 
result in a professional video production. 
 
Good luck with your video productions, we’d be pleased to answer 
any of your questions.  We hope you found this publication useful. 
 

Written by the team at United Video Limited t/a Bak ermedia 
+44 (0)161 612 1640      www.bakermedia.co.uk  

Contact Peter Baker :  peter@bakermedia.co.uk 


