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o Symbols & Numerics ®

3-D effects/devices, 135,, 227, 261-264
3GPP/3gp (video file format), 282

3Play Media (closed-caption service), 326

180-degree rule, 184-185

1000 words, a picture is worth, 11
H.264 (codec), 205-206, 282
HTMLS5, 282

MPEG-4/MP4 files, 138, 205-206, 282

o/ o

Ableton (music software), 239
accessories
batteries, 147-148
checklist, 171-172
“go bag”, 172
lighting, 144-145, 155-156
microphones, 145
miscellaneous items, 148
monopods and Steadicam, 146-147
tripods, 146
action/activity, scripting, 6567
actors. See also cast/castiag breakdown
about working with, 95-130
casting calls, 106-107
conducting auditions of, 107-109
connecting with an audience, 100-101
finding professionals, 364
identifying natural talent, 109-110
memorizing lines, 105, 111, 178
motivation and believability, 102-104
relationship with the director, 176-178
talent alone is not acting, 103, 356
tools and techniques, 101-102
voice as a tool, 165-167
voiceover narration, 242-243
webinar hosting, 111-112
using non-actors, 110-111, 119-120

using professionals, 15-16, 104-105, 118

Adobe After Effects (software), 263

Adobe Flash Video, 205-206, 268
Adobe Premiere (software), 96, 195-197
“Aha!” moments, 60

Amazon,10, 144-145, 291

ambient sound, 158, 232, 243-244

American Federation of Television and Radio

Artists (AFTRA), 75, 105, 119
analytics (measuring rerformance)
about, 10-11, 337-358
defining goals of th= program, 338-340
determining duta needed, 340-341
establishing a schedule, 341-342
getting nrofassional help, 370
hostiug services, 293, 296-297, 347-349
pler ninig corrective action, 342-343
social media, 306
using Google Analytics, 347
using Pixability, 370
using YouTube Analytics, 343-347
“angels”/“angel” network, 83
animation/animated videos
about, 38-39
adding 3-D effects, 227
films, 262
motion graphics, 261-264
online software, 17, 365-366
Animoto (online video editing), 200
annotations, video, 274-276
Any Video Converter, 207
appearance waiver (release form), 120
Apple Computers. See editing software
Apple iPhone. See smartphones
Apple Motion (3-D software), 263
Apple ProRes (codec), 205-206
archetypes, 45, 53-54, 100-101
archives, video, 229, 360-361
aspect ratio, 134-136
assumption of risk, liability, 128
audience. See target audience/market
audio. See also music; sound/sound
equipment; voiceover narration
about the elements of, 231-232
adding sound effects, 227, 242-244
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audio (continued)

improving the soundtrack, 246-247

insuring sound quality, 247-248

salvaging a back track, 248

sound mixing, 244-246
Audiojungle (stock music library), 237
auditions

callbacks, 108-109

casting call, 106-107

finding natural talent, 109-110

how-to conduct, 107-108

pros and cons of professionals, 104-105
Autodesk Maya (animation software), 263
automated online video editing, 200
autoplay, video, 298-299
AVCWare Video Converter, 207
Avid Pro Tools MP (music software), 238
Avid Studio (editing software), 197
AVS Video Converter, 207
AwesomeRoar®, 29

ol e

B&H Photo Video Pro Audio (store), 363
background music, 194, 198-199, 217,
223-224, 235, 245
backlighting, 152
banners/banner ads, 268, 335
batteries, 147-148, 161-162, 171172
behavioral analytics. See analytics
Bing, search engine optimizaticn, 10-11
bitly™ (URL-shortening service), 31
Blip.tv (video sharing piottorm), 279
blog/blogging, 12-13, 21, 139, 290
bloopers and out-takes, 250
blue screen and mattes, 95
body language, acting, 101
borrowing from others
business locations, 90-91
home and office locations, 89-90
music, 124-125, 235
respecting time and property, 91-92
using an “angel” network, 83
using internal resources, 33-34, 81-82
video styles, 42
Borst, Zachary (video designer), 74
brainstorming, 23-24, 48-50, 57
Brightcove (video hosting), 284, 295, 348

Brightroll (video ad network), 335
Broadcast News, video style, 42
B-roll footage, 186-187, 224-225
budgeting. See also costs
basic considerations, 14, 71
cameras, lighting and equipment, 80-81
casting, 74-75
costumes, 78-79
crew, 76-77
estimating costs, 71-72
fees, permits and insurance, 77-78
in-house compared to hiring, 16
items required, 72-73
leveraging an “angel” network, 83
leveraging internal resources, 81-82
make-up, 78-79
outsourcing, 83-54
promotion. 53,.54
props, 79-¢5
shooting !ocations, 77-78
video © pes, 36
voiteover narration, 242
Husiness videos, 21
nuyer types, 52
buying decisions, 30, 57-59

oo

Caffeine (software), 349, 370
call times, 170, 171
“call to action”
adding annotations as, 274-276
buying decisions, 291-292
creating an overlay, 333-334
defined, 58-59
elements, 251
promotion, 342
uses in video, 44, 62, 210, 250, 262
callbacks, actor, 108-109
camcorders, 142-143
camera angles (shots)
basic types of, 181
breaking down the scene, 181-182
B-roll footage, 186-187
composition and framing, 179-180
creating coverage, 180
matching eyelines, 183-184
multiple takes, 187



180-degree rule, 184-185
scripting details, 65-67
shooting an interview, 185-186
camera moves (pan, tilt, track), 182-183
camera operator. See director of
photography
cameras. See digital recording devices; video
cameras
Cars (movie), 262
cast/casting breakdown. See also actors;
characters
budgeting for, 71-72
determining cost, 74-75
recognizing importance of, 356
sample budget, 73
shooting schedule checklist, 171
using non-professional actors, 110-111
using union talent, 75, 105
casting calls, 106-107
Catmull, Ed (Pixar designer), 262
Celtx scripting software, 62, 64
Center for Social Media, 123
characters. See also actors
animated, 17
archetypes, 45, 53-54
auditioning actors, 100-104
casting breakdown, 74-75
computer-generated, 17
main character, 54, 167
maintaining continuity, 179
matching eyelines, 183-184
side characters, 54
storytelling, 36-37
structural models, 54-57
using non-professional actors, 109-111
using professional actors, 104-109
writing dialogue, 67
charts and diagrams, 254-255
checklists, 170-172
Chevrolet Route 66 (video contest), 74
chokepoints, communications, 22-24
chroma-key compositing (green screen)
about the use of, 94
basic steps, 94-95
cost considerations, 81
editing software, 196
tips and techniques, 95-97
Cinema 4D (3-D animation software), 263
Cisco Systems, Inc., 140
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classical music, 237-238
clip length, 211-212, 213-214, 223-224
closed-caption subtitles, 326
closing credits. See titles and credits
“the cloud”, 198, 200, 370
Coca-Cola and Mentos viral video, 21
code of conduct, fair use, 123
codec (coder/decoder compression), 205
color balance and filters, 257-260
commercials
about the origins of, 9
Chevrolet Super Bowl video contest, 74
estimating costs, 71-72
as marketing tactic, 13
residuals, 75
communications. 5e<.also internal (company)
videos
acting tools and techniques, 100-102
external rnciXeting videos, 28-31
identir’ing chokepoints, 22-24
integration strategy, 31-32
sai=amanship, 102
raining videos, 26-27
company news, 26, 359-360. See also internal
(company) videos
company website, adding videos to
creating an online strategy, 287-288
developing a marketing plan, 31-34
effective site locations, 289-290
home page placement, 288-289
landing pages, 292-293
sales and buyer conversions, 291-292
search engine optimization, 292
use in e-commerce, 290-291
video hosting, 293-296
company website, publishing videos on
about, 297
creating target links, 323
developing search tags, 323-325
displaying a thumbnail, 298
inserting an embed code, 299-301
player selection and styling, 297-298
registering a site map, 327-328
search engine optimization, 326
selecting thumbnails, 325
using autoplay option, 298-299
using closed-caption subtitles, 326
using Facebook with, 312-313
compliance, regulatory, 26
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compositing, green screen, 95-97
composition and framing, 179-180
compressed file formats, 138, 204-208
consistency. See continuity, maintaining
container files, 205-206
content
about, 11-12
basics of creating, 14-15
creating an integrated plan, 31-34
credibility, 31, 42, 59, 243, 285, 290
getting professional help, 364-365
video length and, 61-62, 354-355
content management systems (CMS), 297
continuity, maintaining, 33, 115, 178-179
conversion, files, 207-208
copyright. See also trademarks and logos
about, 122
fair use principle, 123-124
“Happy Birthday to You”, 124
ownership of scripts and videos, 120-121
YouTube, 126
cost per view, 333
costs. See also budgeting
camcorders, 142-143
considerations before marketing, 9
editing software, 194, 195, 197
lighting accessories, 144-145
music software, 238
professional actors, 105
session fee (minimum-scale pay; 75
streaming live video, 284
video hosting services, 295-296
voiceover narration, 22
Costume Express (online orders), 78
costumes
budgeting for, 71-73, 78-79
maintaining continuity, 178-179
shooting checklist, 171
storyboarding, 63-64
crazy pain, script concept, 56
credibility, 31, 42, 59, 243, 285, 290
crew. See production crew
cropping, rotating, zooming, 260-261
customer assessment/needs analysis, 28, 29
CyberLink PowerDirector (software), 198

o e

daily affirmation videos, 34
Dailymotion (video sharing), 278-279
Daum, Kevin (author)
ROAR! Get Heard in the Sales and Marketing
Jungle (Wiley), 25, 29, 52, 364-365
demographics. See analytics
demonstration videos, 37, 210, 360
dialogue. See scripts/scriptwriting
diction and dialects, 166
diffused light, 150-151
digital e-book download, 1
digital recording devices
about, 134
checklists, 171-172
high-def compeared to standard, 134-136
in-camera ¢diiing, 212
in-camero miicrophone, 160
pockzr cameras, 140-142
poitt-and-shoot cameras, 140
rros and cons of mini-cameras, 137-138
snhooting accessories, 144-148
shooting location data station, 173
single lens reflex cameras, 143-144
smartphones, 38, 139-140, 147, 211, 247
traditional camcorders, 142-143
webcams, 138-139
digital storage options, 136-137
Digital Video (codec), 205-206
direct light, 150-151
direct-mail campaigns, 21, 31-32
director
about the role and skills, 15, 113
budgeting for, 76
directing techniques, 177-178
organizing the shooting location, 172-173
pre-shoot checklists, 170-172
relationship with actors, 176-177
director of photography, 15, 76, 114, 121
documentary films, 186, 213, 217, 220, 223,
232, 260
dramatic videos, 41-42
Drupal (content management system), 297
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e-book download, 1
e-commerce, 290-291
editing. See also video editing
about, 15
as invisible art, 209-210
green screen, 96
in-house compared to hiring, 16
unwanted sounds, 158, 248
use of script details in, 65-67
editing software, choosing, 191-193
editing software, Mac
Adobe Premiere, 195
file conversion, 207-208
Final Cut Pro, 194-195, 236
Garage Band, 124, 194, 242, 246
iMovie, 81, 193-194
One To One workshops, 202
QuickTime X, 211-212
editing software, online
about, 198
Animoto and other services, 200
One True Media, 199
Stupeflix Video Maker, 200
WeVideo, 200
YouTube, 198-199
editing software, Windows
Adobe Premiere, 196-197
Avid Studio, 197
CyberLink PowerDirector: 19&
file conversion, 207-202
Sony Vegas Movie Stuaio, 197, 236
Windows Movie Maker, 196, 211-212
editor, 15, 76, 218
educational videos, 13, 55-56, 58-59
EepyBird (video production company), 21
Elance (Internet platform), 244, 264
electronics. See digital recording devices
e-mail lists, 12
e-mail marketing
about integrating with other tools, 31-32
adding video, 317-318
budgeting for, 84
getting professional help, 369
embed code, 299-301

emotions/emotional benefits
attracting customers, 28-29
casting actors who convey, 100-102, 179
compelling ideas create, 47-52
compelling script components, 52-53
creating a feeling of, 52-62
creating core values, 25
events create, 32, 38
music and, 231-235, 240-241
shooting the scene, 180-182
sound effects, 243
storytelling creates, 36-37
using archetypes, 53-54
video editing, 223-224
video marketing ar<', 10-11, 19, 35
video styles, 40-42
visual effects, Z56
words and nictures lack, 39
working witii non-actors, 110-111
writing diaiogue, 67
entertaipment
civxting an experience, 59-60
g50d scripts provide, 55-57
videos as, 39-44
entertainment industry, 118-119
entertainment systems, 135
equipment. See accessories; video
production equipment
events/event videos, 31-32, 38
Expresso (software), 370
exterior scenes. See shooting locations
eyelines, 183-184

ofF e

Facebook
advertising and paid campaigns, 314-315
creating a presence, 307-308
integrated marketing and, 31-32
managing your company page, 312-313
placement, buying, 84
recording videos, 309-310
tagging and editing videos, 311
uploading videos, 310
video sharing, 279, 308-309
YouTube videos, posting, 311-312
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fair comment, free speech, 126
fair use, legal issues, 123-124
FanBridge (social media), 368-369
FAQs, 30, 290, 361
Favorites list, 273-274
fees and permits, 77-78, 94, 121, 124, 128
file formats

compression, 204-205

container file types, 205-206

conversions, 207-208, 268

mobile devices, 281-282

resolution, frame rate, data rate, 206-207
Final Cut Pro (software), 96, 194-195, 236
First Amendment rights, 124, 126
Flash Video (.flv), 205-206, 268
Flip cameras, 140-142
FlowPlayer (video player), 296
fluorescent light, 151
Foley sound effects, 243-244
Footage Firm (stock music library), 237
footage “on the fly”, 94
frame rate (frames per second), 206-207
frame/framing, 179-180, 260-261, 298
free speech, legal issues, 124-126
freelance video support

3-D animation, 261, 263-364

audio, 244, 248

budgeting, 76

editing, 16-17, 203-204

where to find, 364
“friending” on YouTube, 276-277, 316

oG o

gaffer/gaffer tape, 110, 115, 172

Garage Band For Dummies (LeVitus), 124

Garage Band software, 194, 238, 239, 246

Gazelles (executive coaching), 25

geographical statistics. See analytics

Getty Images (stock images), 225

“go bag”, 172

Go Daddy (Internet hosting company), 57

Go!Animate software, 17, 38-39, 365-366

Go!Animate versus Xtranormal, 366

Goeldi, Andreas (author), 234, 264, 293,
308, 370

“gofer” (production assistant), 115

“going viral”, 20-22, 75, 303, 357
Google
acquisition of YouTube, 268
registering a site map, 327
search engine optimization, 10-11
testing a site map, 328
YouTube policies, 126
Google Analytics, 347
“gotcha” moment, script concept, 55-56
government permits. See permits and fees
graphics creator, described, 15
green room, 87, 173
green screen, 81, 94-97, 196
Grobe, Fritz (EepyBird founder), 21
guerrilla videos, 122

oH o

H.264 (ceqec), 205-206, 282
hair and make-up, 78-79, 115, 155
Haliican, Brian (author)

Inbound Marketing (Wiley), 369
AaadBrake (file conversion program), 208
“Happy Birthday to You” (song), 124
Happy Grad (Super Bowl video), 74
hard disk drive (HDD), 137
hard lighting, 150-151
Harnish, Verne (educator and coach), 25
head shots, 106-107
headphones, 158, 165, 248

Hein, Bettina (author), 203, 234, 264, 308, 370

high definition resolution (HD), 134-136
holiday-themed videos, 234, 239
Hollywood Toys & Costumes, 78
H.R. Larious (video production), 25, 366
HTMLS5, 282
HubSpot (media marketing), 368-369
Hulu (video sharing platform), 279
human resource videos. See internal
(company) videos

humor/humorous videos

about the video style, 40-41

avoiding chokepoints, 22

bloopers and out-takes, 250

editing and comedic timing, 241-242

examples, 178, 182

getting professional help, 366
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internal marketing and, 25, 26
lighting mood/tone, 150

music and sound add, 65

uses in video, 42, 43, 45, 53, 59-60

o]e
Image Line FL Studio (software), 238
image stabilization, 142-143, 146-147
iMovie, 81, 96, 193-194, 245-246
Inbound Marketing (Halligan and Shah), 369
Incompetech (scoring), 125, 237, 366-367
independent contractor agreement, 120
indoor lighting, 151-152
industry news and information, 26, 368
information and help. See resources
in-camera microphones, 160
insurance, 77-78, 94, 121, 124, 128
integrated marketing, 31-34, 84
internal (company) videos
about, 19
“call to action”, 59
casting talent, 81-82, 106, 109
communications and training, 24-27
getting professional help, 366
“nonmarketing” uses for, 359-362
using humor, 41
video styles, 55
internal flash drive, 136-137
International Alliance of Theatricai Stage
Employees (IATSE), 119
interview videos
audio, 162
boom mics, 165
lighting, 155
shooting scenes, 185-186
iPhone. See smartphones
iStockphoto (stock images), 225

o]o

jargon, video production, 5, 175-176
Jobs, Steve (computer innovator), 262
John Wiley & Sons, Inc.
Garage Band For Dummies, 124
Inbound Marketing, 369

Pay Per Click Search Engine Marketing For
Dummies, 329
ROAR! Get Heard in the Sales and Marketing
Jungle, 25, 29, 52, 364-365
Web Marketing For Dummies, 328
Joomla (content management system), 297
Justin.tv (video hosting service), 284
JW Player (video player), 296

oo

Kaltura (video hosting service), 295
Ken Burns effect, 217, 260
Kent, Peter (author)
Pay Per Click Searcn Fngine Marketing For
Dummies (Wi'ey), 329
keywords, 270-273, 306, 320-325, 328-333, 345
KISS (keep it shiort), 61-62, 354-355

o[ =
r

Jarding page videos, 292-293
‘avaliere (clip-on) microphones, 161-162
iead generation, 28-29
legal issues
about creating videos, 14, 117
copyrighted materials, 122-124
defamation, 125-126
fair use, 123
fees, permits and insurance, 77-78
filming in public places, 92-93, 121-122
guerrilla videos, 122
intellectual property, 127
liabilities and insurance, 128
limits of parody, 124
litigation and lawsuits, 128-129
music, 124-125
ownership of scripts and videos, 120-121
permissions (written consent), 93
trademarks and logos, 93, 125
using friends and colleagues, 119-120
using union talent, 118-119
LeVitus, Bob (author)
Garage Band For Dummies (Wiley), 124
liability insurance. See insurance
libel and slander, avoiding, 125-126

377
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licensing fees. See fees and permits
lighting designer, 15
lighting/lighting equipment
about, 149
budgeting, 76
choices and types, 150-152
green screen, 96
location scouting, 86-87
optional accessories, 144-145, 155-156
three-point lighting, 152-155
LinkedIn (business networking), 317-318
litigation and lawsuits, 128-129
Livestream (video hosting service), 284
locations. See shooting locations
Logic (music software), 239
logos. See trademarks and logos

ol o

Mac (computers). See editing software
MacLeod, Kevin (musician), 237, 366-367
Magisto (automated video editing), 200
make-up. See hair and make-up
Mandy.com (talent agency), 364
man-on-the-street, video style, 42
marketing. See also company website

credibility/overcoming objections, 30-31

as “call to action”, 58-59

communications chokepoints; 22-24

creating a sense of urgency, 57--58

generating leads/customer:. 2§-29

integrating video into, 15, 51-34, 287
marketing performance. See analytics
marketing videos. See also internal

(company) videos

about creating, 14-15

comparison to artistic videos, 37

creating an experience, 59-60

creating text and titles, 321-323

critique, 228-229, 307, 353, 356-357

defining the message, 353-354

“going viral”, 20-22

identifying buyer types, 52

KISS (keep it short and simple), 61-62

live streaming, 284

measuring effectiveness, 12-13, 15

outsourcing, 84

search engine optimization, 319-320

search tags, 323-325
seeking feedback, 346
use inside your own company, 24-27
using closed-caption subtitles, 326
measuring performance. See analytics
Mediamobz (Internet platform), 264
Metacafe (video sharing platform), 279
microphones
about the choice of, 145, 158-159
boom microphone, 164-165
dead microphone, 158
in-camera microphone, 160
lavaliere (clip-on) microphone, 161-162
pickup patterns, 159
recording music, 229
shotgun mics, 92,145, 148, 159, 162-164
voiceover recorciig, 243
wind screemn;, 163
mini-cameras, 137-138
miniDV tape, 137
Mixcraic {music software), 238
moutie devices, 280-282
iocha (software), 370
rodels, script structure
about the use of, 54-55
brainstorming, 57
crazy pain model, 56
educational model, 55
“gotcha” moment model, 55-56
rational solution model, 56
wrong way/right way model, 55
monopods, 146-147
montage videos, 44
mood, lighting choices, 150
motion graphics, 39, 227, 261-264
MPEG Streamclip (file conversion), 208
MPEG-4/MP4 files, 138, 205-206, 282
music
about choosing, 233-234
appropriate to the audience, 234-235
background, 194, 198-199, 223-224, 245
classical music, 237-238
copyright issues, 124
creating your own, 238-239
emotional impact, 235-236, 240
insertion into a video, 239-240
matching the video to, 241-242, 366-367
open source, 125, 237-238



reusing existing material, 238
royalty-free, 233-234, 236-237, 366-367
scripting details, 65-67
software programs, 236, 238
soundtracks, 232, 246-247, 273
stock music libraries, 237
timing of “hooks”, 240
video editing and, 216-217
music videos, 362
Muvee (automated video editing), 200
Myspace (video sharing platform), 279

o\ o

natural light, 151-152
news-style videos, 42-43
nudity, avoiding, 46

o () o

oDesk (Internet platform), 264

old-style newsreel footage, video style, 42

omnidirectional microphones, 159
One True Media (online editing), 199
180-degree rule, 184-185

1000 words, a picture is worth, 11

2\

OneLoad (video marketing software), 4t

one-on-one interview, video style, 42
online retailing, 10

online editing. See editing software
Online Video Marketer’s Guiide -368
online video marketing toais, 370
Ooyala (video hosting service), 295, 348
open source music, 125, 237-238

open source video players, 296-297
optical zoom, 142

outdoor filming/lighting, 92-94, 151-152
outsourcing, video production, 84

opPoe

pan, tilt, track (camera moves), 182-183
panel of experts, video style, 42

parody, legal limits of, 124

Parsons, Bob (Go Daddy CEO), 57
participant release form (waiver), 120
Party City (costume shops), 78

Pay Per Click Search Engine Marketing For
Dummies (Kent), 329
pay-per-view, 12, 330, 333
PCs. See editing software; editing tools
performance, measuring. See analytics
permissions. See also copyrights
fair use principle, 123-124
guerrilla videos, 122
location releases, 121-122
ownership of scripts and videos, 120-121
release form (appearance waiver), 93, 120
use of parody, 124
waiver of liability, 128
permits and fees, 77-78, 94, 121, 124, 128
Pixability (video editing service), 203
Pixability Online Vic¢eo Grader, 214, 370
Pixability Video/Maiketing Software, 239, 305,
321
Pixar (movie studio), 262
pixels, 134-:136
playlisis. 273-274
pociret cameras, 140-142
nonii-and-shoot cameras, 140
r'owerPoint presentation, 32,39, 262
price. See budgeting; costs
Prime Concepts (marketing), 368-369
print advertising, 33
Pro Tools (music software), 239
producer, 15, 113-114
production assistant (“gofer”), 115
production crew
basic roles and skills, 14-15, 112-115
budgeting for, 71-73, 76
finding professionals, 364
profanity, avoiding, 46
promotion manager, 15
promotions. See also video promotion
about the basics of, 12, 15
as “call to action”, 58-59
creating a sense of urgency, 57-58
“going viral” on purpose, 21
props (properties)
budgeting for, 79-80
scripting details, 65-67
shooting schedule checklist, 171
using friends and colleagues, 81-82
prospecting/needs analysis, 13, 29
Pure Digital Technologies, 140
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Qik (video hosting service), 284
QR codes, 33
QuickTime (.mov video file), 205-206
QuickTime X (media player), 211-212

o R o

rational solution, script concept, 56
Real Networks, video sharing, 268
reddit (video sharing site), 12
ReelSEO (online marketing guide), 368
referrals/repeat business, 28
reflected light, 150-151
regulations. See permits and fees
REIT (real estate investment trust), 24
releases. See permissions
reputation. See credibility
residuals, 75
resolution, 134-136, 206-208
resources
animation, 365-366
books and classes, 201-202, 367
content development, 364-365
finding talent, 364
internal video production, 366
legal issues, 123
music scoring, 366-367
promotion and measuremert 370
social media integration. 262-369
stock music libraries, ? 21125
video gear, 363
video marketing insight, 368
résumés, 106-107, 317
return on investment (ROI), 22, 72, 367
Ricky’s NYC (costume shops), 78
ROAR! Get Heard in the Sales and Marketing
Jungle (Daum), 25, 29, 52, 364-365
ROARing Video™ (video production), 24, 34,
202, 367
room tone, 158, 248
rotating, cropping, zooming, 260-261
rough cuts, 218-219
royalties
budgeting for, 71-72
classical music, 238

open source music, 125

voiceover narration, 242
royalty-free music, 233-234, 236-237, 366-367
rule of thirds, 180

oS e

Saeks, Ford (social media marketer), 369
sales/selling

acting is different from, 102

buyer conversions, 291-292

as “call to action”, 58-59

creating a sense of urgency, 57-58

e-commerce, 290-291

overcoming buying cbjections, 30
Say Media (video aa nietwork), 335
scenes. See shootiag scenes; video editing
Screen Actor's Guild (SAG), 75, 105, 119
scripts/sciipiwriting

about the basics, 14, 64-65

cadence (rhythm) and line reading, 178

cetzcmining location, 86

estimating length, 65

in-house compared to hiring, 16

maintaining brevity, 27

memorizing lines, 105, 111, 178

ownership and copyrights, 120-121

sample page, 66-67

shooting schedule checklist, 171

software, 64

storyboarding, 62-64

use in video editing, 216
scripts, creating a compelling idea

answering the value questions, 47-48

brainstorming the problem, 48-50

defining a solution, 50

differentiating an approach, 51-52

identifying buyer types, 52

writing dialogue/text, 67, 322-323
scripts, creating the concept

about the components, 52-53

awesome experience, 59-60

call to action, 58-59

emotional connections, 53-54

KISS (keep it short and simple), 61-62

urgency to buy, 57-58

using humor, 60

using structural models, 54-57
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SD card (storage device), 136
search engine marketing (SEM)

about integrated marketing, 31-34

choosing a thumbnail, 325

closed-caption subtitles, 326

creating a strong video title, 321-322

describing video content, 322-323

developing effective tags, 323-325

optimizing videos for, 319-320

setting the target link, 323

social media and, 357-358
search engine optimization (SEO)

embedded videos and, 326-328

integrated marketing and, 31-34

video marketing and, 10, 292, 319
Seeding™ (video marketing agency), 21
seminars, 33, 202, 367
session fee (minimum-scale pay), 75
sexuality, avoiding, 46
Shah, Dharmesh (author)

Inbound Marketing (Wiley), 369
sharing sites. See video sharing
Shockwave (stock music library), 237
shooting locations

about scouting, 15, 85

borrowing space, 89-92

budgeting for, 77-78

equipment area, 173

filming at home or office, 88-8$

filming in public places, 92-93

filming “on the fly”, 94

green room, 87, 173

green screen, 94-97

guerrilla videos, 122

in-house compared to hiring, 16

permits and permissions, 93, 121-122

scripting details, 65-67

shooting area, 172

using friends and colleagues, 81-82

weather, lighting and sound, 86-87

writing/following the script, 86
shooting scenes. See also video shoot

basic guidelines for, 174-175

B-roll footage, 186-187

checklists and preparation, 355

communicating on the set, 175-176

director-actor relationship, 176-177

estimating time needed, 174

reshooting the scene, 217-218

tips for believable performances, 178
video interviews, 185-186
shooting scenes, techniques
adding “handles”, 176
B-roll footage, 186-187
camera angles and coverage, 180-182
camera moves (pan, tilt, track), 182-183
composition and framing, 179-180
directing techniques, 177-178
matching eyelines, 183-184
multiple takes, 187
180-degree rule, 184-185
rule of thirds, 180
shooting schedules, 170-175, 355
shotgun microphonez, 23, 159
shots. See camera angles
show-and-tell vide:ss (demonstration), 37
Shutterstock{(ztock images), 225
Skype, 139
slides awd graphics, 65-67
smartpiiones. See also mobile devices
aua.o quality, 247
video editing, 211
video marketing, 38
video recording, 139-140, 147
Smith, Alvy Ray (Pixar designer), 262
snail mail. See direct-mail campaigns
social media. See also Facebook; Twitter;
YouTube
budgeting for, 84
choosing the channel, 304-305
encouraging video sharing, 307
getting marketing help, 368-369
identifying the audience, 305-306
integrated marketing, 12, 31-32, 303
what’s beyond the “big dogs”, 317-318
soft lighting, 150-151
software
animated videos, 17
audio, 244
chroma-key compositing, 96
file compression, 205-206
file conversion, 207-208
music, 124, 238
scriptwriting, 64
storyboarding, 62
streaming live video, 284
video marketing, 349
Sonar X1 LE (music software), 238
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sound effects, 65-67, 227, 242-244
sound mixing, 244-247
sound operator/soundperson, 15, 76, 115
sound/sound equipment. See also
microphones
basic elements, 157-158
camcorder audio options, 143
editing crowd sounds, 167
filming outdoors, 92-93
headphones, 158, 165
location scouting, 86-87
recognizing importance of, 355-356
room tone, 158
video editing and, 216-217
soundtracks
audio tricks with, 246-247
Garage Band software, 194
royalty-free, 236
value and importance, 232
YouTube, 273
spam, 269, 277, 279, 316, 318, 322
special effects, 79-80, 95
standard definition resolution, 134-136
statistics. See analytics
Steadicam, 146-147
stereotypes, 45, 235-236
stock music libraries, 237
storyboarding, 14, 62-64
storyline, finding the, 218
storytelling, 16, 36-37, 200
strategy, video marketing
budgeting for, 84
choosing content, 11-12
fitting the message to the audience, 358
integrated marketing as, 31-34
measuring effectiveness, 12-13
promotional tools, 12
social media, 303-306, 357-358
streaming live video
basic elements, 282-283
how-to best use, 283
Internet providers, 283-284
reaching an audience, 284-285
Stupeflix Video Maker (editing), 200
Stupid Video (video sharing site), 12
subscriptions, YouTube, 276
Super Bowl XLVI, 74

oJ e

tactics, video marketing

basic tools of, 13-14

social media, 303-307

using Facebook, 307-311, 312-315

using LinkedIn, 317-318

using Twitter, 315-316

using YouTube, 311-312, 316
tags/tagging, 293, 311, 323-324
talent. See actors
talent agencies, 105
talking heads videos, 43, 210
talk-show segment, video style, 42
target audience/market

about identifying, 14

budgeting for, 34

buyer type.. 52

feedback, 225-229, 307, 353, 356-357

fitting rousic to, 234-235

fitiine {ne message to, 358

cetiing professional help, 370

icieal video length, 213-214

live video streaming, 284-285

sources of the traffic, 345-346

tracking viewer numbers, 346-347

user behavior, analyzing, 346-347

using social media to reach, 305-306
technique, acting, 101-102
Telestream Wirecast (software), 284
television commercials, 9

Ten Tips to Leverage Your Videos Using Social

Media Marketing (video), 369

testimonials, 31, 43-44, 290
3-D animation effects, 227, 263-264
3-D electronic devices, 135
3ds MAX (3-D animation software), 263
3GPP/3gp (video file format), 282
3Play Media (closed-caption service), 326
three-point lighting, 152-155
thumbnails, 32, 298, 311, 314, 317-318, 325
titles and credits, 249-255
touch points, 28
trade shows, 32-33
trademarks and logos

avoiding legal issues, 93, 125

as copyrighted materials, 122
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graphics, 262-263

permits and permissions, 121-122

using your own, 202, 210, 251, 314
training video. See internal (company)

videos; seminars

transitions, 65-67, 256-257
Tremor Video (video ad network), 335
tripods, 146
Twitter, 12, 31-32, 315-316
Typo3 (content management system), 297

o lf o

unidirectional microphones, 159

union actors and crew, 75, 105, 118-119
Unruly Media Ltd. (marketing agency), 21
URL-shortening, 31

U.S. Constitution, 124, 126

U.S. Copyright Act of 1976, 123

U.S. Patent and Trademark Office, 125
Ustream (video hosting service), 284

oo

value/value proposition
aligning the team to the, 25
brainstorming the problem, 48-50
defining a solution, 50
differentiating your approach, 51-52
key questions of, 48
overcoming buying objeciicns, 30
Vegas Movie Studio HD (safware), 197, 236
Viddler (video sharing piatform), 278, 295
video advertising
creating a “call to action”, 333-334
measuring effectiveness, 332
paid ads on YouTube, 328-331
targeting, 332-333
types and options, 334-335
video analytics. See analytics
video blogging (vlogging), 139
video camera. See digital recording devices
video editing. See also editing; editing
software
asking for feedback, 228-229
attempting a test project, 202
books and classes, 201-202

data rate (compression quality), 207
exporting the final video, 229

file format compression, 204-206
file format conversions, 207-208
frame rate (frames per second), 207
picture size and resolution, 206
recording/adding music, 233-242
sound effects, 243-244

sound mixing, 244-248

using professional editing services, 203
visual and sound effects, 227
voiceover narration, 242-243
working with freelance editors, 204

video editing, beginning the process of

deciding whether c¢r not to edit, 210-211
editing for length;, .11-213-214, 223-224
filling in missing raaterial, 217-218
in-camera, 212

logging footage, 215-216

reviewing the script, 216

shootinz extra footage, 212-213

vicdes editing, making cuts

avout types of, 221-222

beginning the rough cut, 218-219
connecting scenes, 224

creating rhythm, 223-224

editing music tracks, 241-242

finding the storyline, 218
incorporating B-roll footage, 224-225
moving clips and sequences, 219-220
refining the rough cut, 225-227
transitions, 221-222

video filters, 257-260
video hosting

analytics, 10-11, 347-349

choosing the provider, 295-296
displaying a thumbnail, 298

inserting an embed code, 299-301
open source players in lieu of, 296-297
player selection and styling, 297-298
providing your own, 293

using autoplay option, 298-299

using social media, 357-358

using YouTube, 294-295

video interviews, 155, 162, 165, 185-186
video length. See also video editing

determining, 36, 213-214
estimating, 65
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video length (continued)

keep it short and simple, 61-62, 354-355
matching music to, 237

planning the schedule, 89-90, 173-174
trimming clip length, 211-212, 223-224
voiceover narration and, 242

video marketing

about the history, 9

advertising options, 334-335

benefits and consumer behavior, 10-11
creating descriptive text, 322-323
ideal video length, 213-214, 354-355
incorporating social media, 368-369
industry news and information, 368
in-house compared to hiring it, 16-17
marketing strategy, 11-13

online software, 370

ownership of scripts and videos, 120-121
production team roles, 15-16

tactics, 13-14

understanding the process, 14-15
video players. See also video hosting
embed code, 299

file format issues, 267, 268

open source, 296-297

selecting and styling, 297-298
streaming live video, 282-283
streaming video providers, 284

using Facebook, 309-310

using YouTube, 294-295

video production

basic steps of, 14-15, 71

believability, 35, 60, 6 4, 178, 182
casting breakdown, 74-/5

costumes, 78-79

estimating costs, 71-72

fees, permits and insurance, 77-78
finding freelancers, 364

freelance 3-D animation, 261, 263-364
freelance audio, 244, 248

freelance editing, 16-17, 203-204
in-house compared to hiring, 16-17
items required, 72-73

make-up, 78-79

outsourcing, 83-84

ownership of scripts and videos, 120-121
producing multiple versions, 229
promotion, 33-34, 84

props, 79-80

shooting locations, 77-78

team member roles, 15-16

using an “angel” network, 83

using friends and colleagues, 81-82

video production crew

assembling the, 112-113

basic roles and skills, 14-15
budgeting for, 76-77

camera operator, 114

director, 113

producer, 113-114

using added positions, 114-115

video production equipment

about, 133

boom microphories; 164-165

budgeting for, 80-51

camcorders, 142-144

choosing hig'i-def over standard, 134-136
digitar ~ameras, 137-142

digi*ai storage options, 136-137

fiiiaing and buying, 363

cuilonal accessories, 144-148

packing the “go bag”, 172

recognizing importance of, 355-356
shooting schedule checklist, 171-172
shotgun mics, 93, 145, 148, 159, 162-164
3-D devices, 135

video promotion. See also promotions

budgeting for, 84

encouraging video sharing, 307
getting professional help, 370
target audience/market, 305-306
using Facebook, 307-315

using social media, 303-305

video scoring (music), 366-367
video sharing. See also marketing videos

about, 5, 267

e-mail marketing, 317-318

file formats and conversions, 268
mobile devices, 280-282
platforms other than YouTube, 277-279
social media and, 303-307
streaming live content, 282-285
using Facebook, 279, 308-309
using LinkedIn, 317-318

using Twitter, 315-316

using YouTube, 308-309
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video shoot. See shooting scenes
video site maps, 327-328
video styles
about, 39-40
creating emotion, 41-42
montage videos, 44
news-style videos, 42-43
stereotyping and profanity, 45-46
talking heads, 43
testimonials, 43-44
using archetypes, 45, 53-54
using humor, 40-41
video type, 35-39
Vimeo (video sharing platform), 277-278
viral videos, 20-22, 75, 303, 357
Visible Measures for Publishers (software), 349
visual effects. See also special effects
about, 249, 256
charts and diagrams, 254-255
colors and filters, 257-260
cropping, rotating, zooming, 260-261
motion graphics, 261-263
3-D animation, 263-264
transitions, 256-257
voice, diction and dialects, 101, 165-167
voiceover narration
about, 232
recording, 242-243
storyboarding and scripting, 62,63
uses in video, 80, 157
video editing and, 216-217
Voltz, Stephen (EepyBird ‘ounder), 21
Vzaar (video hosting service), 295

o/ o

waiver of liability, 128
weather, location scouting, 86
web analytics. See analytics
Web Marketing For Dummies (Zimmerman), 328
Web Video Marketing Council, 368
webcams, 138-139, 309-310
webinars, 14, 33, 111-112
website analytics. See analytics
websites. See also company website
American Federation of Television and
Radio Artists (AFTRA), 119
Animoto (automated video editing), 200

Audiojungle (stock music library), 237

AwesomeRoar®, 29

Backstage (online casting calls), 106

bitly™ (URL-shortening service), 31-32

Blendtec video marketing campaign, 38

Blip.tv, 279

B-roll footage resources, 225

Center for Social Media, 123

costume and make-up shops, 78

craigslist, 106

Dailymotion, 278-279

EepyBird (video production company), 21

Footage Firm (stock music library), 237

Gazelles (executive coaching), 25

Go Daddy (Internet-h¢sting company), 57

Go!Animate (software), 17, 38-39

Google Webmuist=i Central, 327

HandBrake 208

Happy Grac (Super Bowl video), 74

hrlaric:1s * human resource video), 25, 366

Hulu, 29

industry news and information, 368

Iviernational Alliance of Theatrical Stage
Employees (IATSE), 119

Metacafe, 279

MPEG Streamclip, 208

music providers, 124-125, 366-367

Myspace, 279

open source music, 237

Pixability, 203, 214, 234, 239

ROARing Video™, 24, 202

samples of forms, 35, 119, 120-121

Screen Actors Guild (SAG), 119

scriptwriting software, 64

Seeding™ (video marketing agency), 21

Shockwave (stock music library), 237

social media marketing, 368-369

streaming live video providers, 284

3Play Media (closed-caption service), 326

Unruly Media Ltd. (agency), 21

U.S. Patent and Trademark Office, 125

Viddler, 278

video hosting services, 295

video marketing software, 349

video production resources, 363-370

video tips for believable performances,
35, 60, 65, 79, 178, 182

Vimeo, 277-278
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websites (continued)
Windows Live Movie Maker, 196
Writer's Guild of America (WGA), 119
Xtranormal (software), 17, 38-39
Yahoo! Video site, 279
YouTube, 267-268
YouTube Copyright Center, 126
YouTube Video Editor, 199
WeVideo (online video editing), 200
Williams, John (music composer), 232
Windows Movie Maker, 196, 211-212
Windows Media (WMV), 205-206
Windows PC. See editing software
wireless microphones, 161-162
Wistia (hosting service), 295, 327, 348-349
Wondershare Mac Video Converter, 207
work-for-hire agreements, 120-121
workplace rules, 25
workshops. See seminars
writer, 15, 121
Writer’s Guild of America (WGA), 119
writing. See scripts/scriptwriting
written consent. See permissions
wrong way/right way, script concept, 55

o X o

Xtranormal (software), 17, 38-39, 36-566

oyo

Yahoo!, search engine auitinization, 10-11
Yahoo! Video site (video sharing), 279
YouTube

animated videos, 17

buying placement, 84

Coca-Cola and Mentos viral video, 21

compressed file formats, 138
copyrighted materials, 126
editing tools, 198-199
“friending”, 276-277, 316
“going viral”, 20-22, 75, 303, 357
instructional videos, 96
marketing, 10-11, 31, 357-358
posting videos on Facebook, 311-312
“rogue’s gallery”, 26
video sharing, 5, 9-10, 267-268
vlogging, 139
YouTube advertising
creating ads, 329-331
creating a “call to action”, 333-334
measuring effectivenecs, 332
optimizing targetiryg, 332-333
paid ads, 328-32%
perks for goud.customers, 270
YouTube Anoiytics, 343-347
YouTul:» ¢hannel
ahomt creating your own, 269-270
ada.ng annotations, 274-276
Lackground images, 270
editing videos, 272-273
“friending” other users, 276-277
linking a company website, 326-328
playlists and favorites, 273-274
subscriptions, 276
uploading videos, 271-272
YouTube partners, 270
YuMe (video ad network), 335

o/ o

Zimmerman, Jan (author)
Web Marketing For Dummies (Wiley), 328
zooming, cropping, rotating, 260-261



