STORYTELLING

developing a story and the pre-production process
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Story Development

Pre-Production
Production
Post-Production
Distribution

Audience Engagement




Many types of videos

Small, simple stories with
memorable moments

Learn the tools of story
development, and be nimble
In creating new videos




What is the goal of your video?
Who is your ideal audience?

What is the best story to support
that goal?

Who are the best people to tell
that story?

How will we use and distribute the
finished video?

What do you want the audience to
feel or do after seeing the video?




We have designed this
webinar for clarity in |
approach

to help make video

production attainable
for all, but feel free
to move the steps
around to suit your
particular needs.

Be flexible!




|dentify of the video
and (S)

Create a clear and simple

ldentify the best
llustrate story




What is the of your video?




Some examples include:

Donate

Enroll their children

Affiliate, stay In touch

Make parents feel good about their choice




Goal

Donate

Enroll their children

Affiliate, stay in touch

Make parents feel good
about their choice

Audience
Funders, alumni, families, community

Jewish families, alumni,
community members

Alumni, former staff, other Jewish
organizations

Parents




Some stories are meant to be life-changing narratives,
others are meant to create an emotional foundation

or connection, others can present an event to a new
community.




These people become our audience for the video.

Parents/ grandparents/ family members

Donors / funders

Prospective school families

Current students, Alumni, faculty, staff

Community members, synagogues, other schools, neighbors
Others?




Our Example Video IS:
Recruiting new students to Jewish Day Schools

Our Primary Audience is:
Parents of potential recruits

Secondary Audiences include:
Current parents, Alumni, community members, staff, etc




