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VIDEO WORKSHOP OVERVIEW
1. Why, what, when and how of video
2. Video storytelling tips
3. Webcasting
4. DIY webcast and video kit
5. Short break
6. SFU News videos
7. SFU C&M custom videos
8. SFU brand and video
9. Q&A



EXAMPLE VIDEO: MAKE IT COUNT



WHY VIDEO?
1. Why do you want to make this video?
2. Who is the audience for the video?
3. Where will your audience find the video?
4. What kind of video is it?
5. Is video the best tool to use to achieve your defined goals?



EXAMPLE VIDEO: PUBLIC SQUARE



WHAT VIDEO?
1. What is the measurable goal you are trying to achieve?
2. What do you want the video to communicate?
3. What do you want the audience to feel or think or do after watching 

the video?
4. How does the video fit into your brand narrative or a current 

campaign?



WHEN VIDEO?
1. When your message has emotional resonance
2. When your message can be supported by compelling visuals
3. When your message is more than text and infographics
4. When your story is about action, discovery or change
5. When you can show your story instead of telling it
6. When the combination of moving images and sound are the best way 

to tell your story



WHEN NOT VIDEO?
1. When you haven’t identified a specific audience
2. When your subject matter is too internal or experiential
3. When you cannot easily summarize your subject
4. When your idea isn’t quite ready – many great videos emerge from 

ideas that initially seem like they won’t work as videos



EXAMPLE VIDEO: STOP RECYCLING



SOME TYPES OF SFU VIDEO
1. Promotional or trailer
2. Profile
3. Recruitment
4. Demonstration or orientation
5. Community spirit
6. Sharable micro video or “stories” for social
7. Event video or webcast
8. News story



EXAMPLE VIDEO: MICRO  VIDEO



HOW VIDEO?
1. Show, don’t tell
2. Will it be a live recording or will it involve editing and sound design?
3. Are you going to make this video?
4. Are you going to use professional equipment or your phone?
5. Are you going to hire someone else to make it?
6. Are we going to make this video for you?



VIDEO STORYTELLING TIPS



VIDEO TIPS
1. Shot framing
2. Production location
3. Clean audio
4. Edit pacing
5. Delivering for specific channels



WIDE SHOT

Great for 
establishing 
the location 
and the 
people in it



MEDIUM 
SHOT
Now let’s 
see details 
of that 
action



CLOSE UP

All the 
better to 
read 
emotion 
through the 
eyes



THIS IS ALSO 
A CLOSE UP
Close ups: 
not just for 
faces

This type of 
shot can be 
called an 
insert



THINGS TO AVOID
1. Noisy environment
2. Backlighting
3. Bad backdrops
4. Video equipment left in the background
5. Mixed lighting



VIDEO EDITING SOFTWARE
1. Adobe Premiere (preferred)
2. DaVinci Resolve by Blackmagic Design (preferred)
3. Avid Media Composer
4. Apple iMovie



VIDEO DEMO



DELIVERING VIDEOS
File Format: MP4 in H264 video codec with AAC audio
Size for YouTube, Facebook, and LinkedIn: 1920x1080 pixels
Size for Twitter: we recommend 1280 x 720 pixels
Size for Instagram square: 600 by 600 pixels (1:1 aspect ratio)
Size for Instagram vertical: 600 by 750 pixels (4:5 aspect ratio)
Size for Instagram horizontal: 600 by 315 pixels (1.9:1 aspect ratio)



RECOMMENDED VIDEO DURATIONS
Facebook and YouTube: 45 seconds to 3 minutes
Instagram and Twitter: 15 to 45 seconds
LinkedIn: 15 to 90 seconds
Webcasts: 15 to 30 minutes
Videos at live events: 1 to 3 minutes



WEBCASTING



LIVESTREAMING DEFINITIONS:
WEBCASTING VS. VIDEO CONFERENCING

1. Webcasts evolved out of video broadcasting. It is a video broadcast 
livestreamed online. Interactivity occurs via technology adjacent to the 
video. Webcasts work well for livestreams that also need to be 
recorded for posterity.

2. Video conferencing evolved out of phone conferencing. It offers a 
higher level of interactivity, but often at the expense of visual quality 
and audience capacity. 



LIVESTREAMING BENEFITS:
VIDEO CONFERENCING VS. WEBCASTING

1. A video conference is informational - it is a live, interactive lesson or 
lecture, and that is what the audience signs up to experience. Video 
conferencing is handled by IT Services.

2. A webcast performs better when it is still somewhat interactive: either 
the host acknowledges the audience watching online, or a separate live 
social media moderator interacts with the online audience on social 
channels.



LIVESTREAMING:
WEBCASTING SUCCESS

1. It’s about FOMO: offer a “behind the scenes” experience, exclusive 
access and personal connection to an event.

2. The ideal runtime is just over 20 minutes.
3. Longer live lecture webcasts have been declining in popularity since 

2017.



TERRY FOX RUN
Hosted Facebook Live 
webcast at the start of the 
event, prior to the run. 
Interactive via moderation 
on the Facebook Page.

This webcast was 
planned, partially scripted 
and rehearsed ahead of 
time.

LIVESTREAMING:
WEBCASTING SUCCESS



EXAMPLE VIDEO: TERRY FOX RUN



DIY WEBCAST AND VIDEO KIT



DIY WEBCAST KIT
1. Newer smartphone 
or tablet
iPad, iPhone, Samsung 
Galaxy or Google Pixel 
that is no more than three 
years old



DIY WEBCAST KIT
2. IK Multimedia iRig
Pre
To connect audio, add an 
iRig Pre. It can connect to 
an external microphone or 
audio source, and is 
powered by a 9-volt 
battery.



DIY WEBCAST KIT
3. Simple tripod and 
phone/tablet mount
This stability will ensure 
your video looks good.



DIY WEBCASTING SET UP
LOGIN TO THE 
CHANNEL ON THE 
PHONE



DIY WEBCASTING SET UP
LOGIN TO THE 
CHANNEL ON THE 
PHONE



DIY WEBCASTING SET UP
CREATE A POST, CLICK 
THE CAMERA ICON 
AND GO LIVE



DIY WEBCASTING SET UP
CONFIRM PRIVACY 
SETTINGS, TURN 
PHONE TO PREFERRED 
ORIENTATION 
(HORIZONTAL OR 
VERTICAL) AND GO 
LIVE



DIY WEBCASTING SET UP



DIY WEBCASTING SET UP



DIY WEBCASTING DEMO



BREAK (5 MINUTES)



COMMUNICATIONS & MARKETING 
SFU NEWS VIDEO



VIDEO EXAMPLE: INNOCENCE PROJECT



SFU NEWS VIDEO PITCH TIPS
1. Advance notice – the earlier, the better
2. Help us help you – let’s rely on each other’s expertise
3. Supply or identify visuals and related activities
4. Suggest locations for filming
5. Be prepared to move quickly – we want to capture the news cycle



SFU NEWS VIDEO BENEFITS
1. Promote research, community connections and SFU as a whole
2. Exposure
3. Frame your research
4. Demonstrate a community connection
5. Did we mention that they are free?



VIDEO EXAMPLE: PIONEER PIGS



COMMUNICATIONS & MARKETING 
CUSTOM VIDEO



CUSTOM VIDEO
1. Video is most effective as part of a cross media campaign
2. Let us know as early as possible
3. Planning is everything
4. Distribution and channels affect form



IDEAL CUSTOM VIDEO PROCESS
1. Develop it for your audience and your goals
2. Coordinate with the campaign
3. Strategize, script and schedule
4. Production
5. Post production: editing, source supporting visual material, and music
6. Distribution and embed within a campaign
7. Amplify!



BRAND TIPS



HEADLINE TEXT
Headline text summarizes 
your campaign or 
showcases the title of the 
video.

This text format can also 
be used to tell the story in 
text-only videos.



SUBHEADER TEXT
Subheader text is used for 
video text that is not 
titles, headlines, name 
keys or captions.

For example, it can be a 
call-to-action or the 
informational text in a 
news piece.



LOWER-THIRDS AND SUBTITLES
Lower-thirds can be used 
for name keys. They 
should be consistent 
within the video and 
adhere to brand 
guidelines.

Subtitles and captions 
should sit under the 
lower-thirds.



ANIMATION
Keep animation elegant.

Move horizontally or 
vertically, ideally pushing 
from the edge of the 
frame towards the centre.

Use only a few animation 
styles within one video.



RELEASE FORMS  
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CONSENT AND RELEASE FORM – PHOTOS, VIDEOS, RECORDINGS

I (name)________________________________ hereby grant to Simon Fraser University (“SFU”) the right to take photographs, video

recordings and sound recordings of me, named below, at the following date and location:

Date: _____________________________ Location:___________________________

1. I grant to SFU the non-exclusive, royalty-free license to the copyright in, and unrestricted permission to use, reuse, publish, 

and republish in any format, location or medium at any time such photographs, video recordings, sound recordings and any

works presented by me contained in the photographs, video recordings and sound recordings of me (“the Material”). I further 

grant to SFU the non-exclusive right to edit the Material before or after use, without restriction. I understand and agree that 

these licenses, grants and permissions apply to the Material in whole or in part, in any and all media now or hereafter known, 

for purposes mentioned above. I understand and agree that SFU may identify me by name in any use or reuse of the Material 

in which I appear or am recorded. I hereby release and discharge SFU and its employees and agents from any and all claims 

and demands arising out of or in connection with the use or reuse of the Material, including without limitation any and all 

claims for libel, moral rights infringement, copyright infringement, or violation of any right of publicity or privacy.

2. This consent to use the Material and my personal information is permanent.

3. I represent and warrant that nothing in the works presented by me infringes copyright according to the Copyright Act of 

Canada. See http://www.lib.sfu.ca/copyright/basics and http://www.lib.sfu.ca/copyright/law-policy for further information on 

creator and user rights under Canadian copyright law.

4. Nothing in this consent and release form can be construed as a transfer to SFU of my copyright in my performance and in 

the works presented. I may deal with the copyright in the Material in any way consistent with the terms of this consent and

release form.

5. I understand that the Material is collected under the general authority of the University Act (R.S.B.C. 1996, c.468).

I am of full legal age and have the right to contract in my own name. I have read the foregoing and fully understand the 

contents thereof. This release shall be binding upon me and my heirs, legal representatives, and assigns.

Signature of person giving consent Date

CONSENT AND 
RELEASE FORM

Currently online in the 
Communicators’ Toolkit, 
under Tools > Brand 
Tools > Templates



QUESTIONS?


