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GUIDELINES FOR DEVELOPING AN EFFECTIVE COMMUNICATION BRIEF 

GETTING IT RIGHT

Great movies, television and videos all begin with great scripts. More than any other single factor, the script determines a video's success. Just look at some of the fare that comes out of Hollywood. Despite spending millions of dollars, many of these films are neither entertaining nor profitable. Throw money at a mediocre script and you get an expensive, but still mediocre movie. 

Alfred Hitchcock felt that when his script was completed, his film was essentially in the can. Shooting and editing the film were anticlimactic. The real work had already been completed in the script. Many of his films are considered classics, and will continue to be entertaining and profitable 50 years from now. Great films are made from great scripts. 

The script is a blueprint for both the shooting and editing of a video.  Production and post-production, are where most of your budget will be spent so it is vital to get the script right.  The script becomes the master plan for your video. 

However before the script is written it is important to get your ‘Brief‘ right.   The following questions are designed to analyse your communication objectives so we can develop an effective creative treatment and script for your production.

COMMUNICATION OBJECTIVES

1. Who will watch this video?

The audience is everything. They are your reason for making this  video. Their reaction to the video determines whether it's successful. If you make the video to please only yourself, you are making, at best, an art film, at worst a home movie. Neither will succeed in marketing your business. 

One of the most important jobs you have is to think like your audience. What kind of people are they? What do they care about? The more completely you answer these questions, the better prepared you are to direct the video toward this audience and their concerns. 

2. In what setting will they watch it?

How your video will be viewed can determine the kind of script which should be developed. For instance, a video that is intended primarily for use at a trade show booth should be short, most people at a trade show will not stand still long enough to watch a ten minute video.  Other presentation mediums like laptops, big screens,  plasma screens all have various pros and cons so it is important to establish these earlier rather than later.  For example if you are wanting to present your production on a Plasma screen… you need to shoot everything in 16:9 (widescreen). 

3. What is the goal of this video?

Your video must have a clearly defined goal. There are as many possible goals for videos as there are businesses.  It is essential that you keep your communication objectives focused on one clear goal. Then list the three to five most important ideas that will achieve this goal. 

4. What sort of ‘Style and Treatment’ do you have in mind?

It is vital to consider your audience here and whether a particular approach will appeal to them.  To help you establish this, take inspiration from other productions,  commercials,  websites,  even photographs. 

5. Will additional support materials accompany the video? 

Some information is more appropriate in print than it is in a video. Price lists and technical specs, for example, are more useful in print. 

Let print and video each do what they do best.  Video is excellent for creating an emotional association or for leaving a memorable impression of your company. Generally, short videos with a clear message make the most sense. Anything else the customer needs to know is best handled with literature, a phone call or in a personal meeting. 

6. How Will The Video Be Distributed? 

While this question may not directly affect your brief or script, it's better to consider it now rather than after the video is completed. Too many videos are produced and then relegated to a shelf because no one thought to make a distribution plan. To maximise your productions reach,  a strategic approach can be developed.  Integrating powerful delivery channels such as DVD or web can significantly extend your audience reach.

7. Will the video be shown in other countries? 

This is important to establish as it could dramatically affect the script and budget.  If the video is to be distributed in other languages,  translation and voice-over artists will need to added to the budget.  However the most important factors are onscreen acting, interviews and graphics.  These issues should be clarified well before the script is written as it will affect the budget and technical approach to production and post production.

Also this will effect distribution depending on what format each country operates in.  i.e  PAL, NTSC,  SECAM.

SUMMARY

The development of your video is a living process and will evolve through the course of the production.  

However, answering these questions will help you to understand your specific needs and objectives… and help us to deliver a powerful and effective communication tool with style and impact.   
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