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Web Video – Can I have one of those please?
You can’t have failed to notice that the web is now bursting 
with video content. I’m not just talking about those sur�ng 
dogs and clips from the X factor that populate YouTube, or 
even the fact that you can now watch virtually any TV show 
when you like on your computer. No, what I’m talking about 
is the stuff that’s increasingly appearing on your customers’ 
and your suppliers’ websites, maybe even your own 
organisation’s site; the corporate video, the product promo, 
the customer testimonial or whatever other video incarnation 
you’ve stumbled across.

So what if you’re faced with the task of researching, 
reporting on, or perhaps even commissioning a video for your 
organisation’s website – what will you do, where do you start 
and who or what are you going to put in it? The following is a 
brief guide to getting your video made and on-line.

Let’s start at the very beginning
Videos get made for all sorts of reasons and most of those 
reasons are wrong. 

For any organisation there really is only one good reason to 
make a video. Communication. That’s it.  No hidden agendas, 
no complicated business or marketing theories – the only 

reason you could possibly want to spend time and/or money 
on a video is to �nd a better way to communicate with other 
people. And to do this your video simply has to tell a story, 
with a beginning, middle and end – in other words it has to 
have effective narrative content.   

Does it pass the test?
Before you try to produce a video you need to have a very clear 
idea of the message you’re trying to communicate and who 
you are trying to communicate that message to. These points 
really are fundamental and they are regularly ignored by most 
video producers. I know this because most web video fails a 
crucial and time honoured test. Namely, the highly respected 
and fearsome “So What?” test. This is the one great test 
that all communication (not just video) must pass with the 
intended audience. It goes like this: When you’ve watched 
the video, read the article, listened to the concert, attended 
the seminar, stared at the painting – you simply ask yourself 
the question “So What?” If the answer is “dunno” or worse “I 
don’t care”, then the message has failed, at least for you. Of 
course it may have worked brilliantly for someone else, and 
that’s �ne, but it must work for somebody and preferably the 
person or people it was aimed at in the �rst place.

Video content is becoming a web staple - but how do 
you make sure the investment yields real bene�ts for 
your company?
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How to commission a video
Assuming you are sure about your message and your 
target audience then you have to decide if you’re going 
to do it in-house or use professionals.  Here’s my very 
best tip – use professionals! There’s a lot of “amateur” 
video out there, it’s the backbone of YouTube and many 
companies have used John’s brother-in-law with his 
handycam to produce a video (well he did a good job 
at Bob and Vera’s wedding didn’t he?). Unless you want 
your video to look appalling (in other words the shaky 
camera work, bad lighting and awful audio is somehow 
part of your message) then please don’t let Jim from 
Accounts anywhere near it with his camcorder. 

Amateur video will damage your brand and make 
people think you couldn’t be bothered. It is usually worse than 
not having video at all.

Find the right production company
There are loads of us out there just desperate to take your money 
and turn it into the next YouTube megahit. A quick Google search 
will reveal just how many. But ask around your network, �nd out 
if anyone has been down this road before you, and once you 
have a few names, look at their websites and most importantly, 
watch examples of their work. If there is nothing on-line to watch 
then my advice is to surf away as quickly as possible.

You want a company that understands web video, so if they 
haven’t bothered to put any video on-line then it’s a fair bet they 
don’t. Try and watch a real client video not a compilation show 
reel. Ask yourself the all important “So What?” question, bearing 
in mind you’re probably not the target audience. 

And be honest – does the video effectively communicate an 
idea or is it simply a sunset and cheesy music fest? This will 
give you a very good idea of the sort of out�t you are dealing 
with and whether they understand the importance of content 
and storytelling. 

In cyberspace no one can hear you stream
Once you’ve made the �lm you then have to get it on to the 
web. With a good production company this should be simple 
as they will do it for you as part of the package. The video can 
and should be hosted by them, so you can easily embed it on 
your site and they deal with all the issues around streaming and 
storage.

Some companies will charge you extra for streaming, either 
monthly or per viewing. Others will include it in the production 
cost. Make sure you ask about cost structure from the start. 

If they don’t do hosting then you may be stuck with 
embedding from YouTube or something similar, which frankly is 
not good enough if you’ve just spent money on a professional 
production. 

What sort of video? 
There are many types of video and deciding what sort to choose 
can seem daunting. You can, for instance, pay someone to 
script a little drama for you, but beware, these playlets often 
end up looking indescribably naff unless you can afford real TV 
writers and good professional actors.   

Or, you can produce the traditional corporate promo and wow 
them with a sales pitch, caress them with that cheesy music, 
impress them with special effects. However, this is exactly 
the sort of approach that so often fails the “So What!” test. 
Alternatively you can make a little documentary – this is a simple 
(and therefore less expensive) approach but can be extremely 
effective. This involves interviewing the key players, the director, 
the designer, the project manager, existing customers and letting 
them tell the story, in their own un-scripted words.  

A good interviewer will get the best out of people and the 
producer (often the same person) will be able to edit all this 
together in a way that tells your story with a beginning, middle 
and end. You can get a lot of information across very quickly 
using this approach.

How much?
If you ask most producers how much to make a video they’ll say 
“how long is a piece of string”.

Cost is a notoriously elastic concept in the world of �lm 
production. But it doesn’t have to be. If you have a clear idea 
of what it is you want, then a good production company will be 
able to produce a budget that everyone can stick to. 

You can make professional video for around £500 or you can 
easily pay £50,000. It really depends on the style and scope of 
the project – a multi location shoot with writers and actors could 
cost tens of thousands of pounds, a �ve minute documentary 
can be achieved for less than £2000 and still look thoroughly 
professional.   

Content is king
What is the real value of video on the web?  Well it beats reading 
for most web surfers, it keeps people on your site much longer 
and it can be an extremely ef�cient way of conveying information 
in a compelling and memorable form.

Google also loves video, so it helps to make your site easier 
to �nd. But remember, content is king, you must tell a story and 
you must do it in a way appropriate to your audience. If you and 
your video producers are clear about this, you shouldn’t go far 
wrong.

Dave Harries is a director at BizView.tv, a web video company which 
specialises in producing corporate documentary-style videos.

When you’ve watched the video... you simply ask yourself the question: “So What?” 
If the answer is “dunno” or worse “I don’t care”, then the message has failed.
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