
HERE'S SOME "PREVENTIVE MEDICINE" THAT CAN REDUCE COSTLY 
REVISIONS IN YOUR VIDEOTAPE PRODUCTIONS 

BY DETECTING CHANGES EARLY IN THE GAME . . . 

VIDEOTAPE 
STORYBOARDS... 
THE EASIER WAY 

BY THOMAS W. RICHTER 

The show's in the can. It's a fait 
accompli, and from all signs, it s 
one of the best you've ever done! 
That could add up to several pats 
on the back, a handsome raise, and 
even guarantee your future in the 
audio-visual department of your 
company. Who knows how far you 
can go now? Especially after the 
review session with the hierarchy 
of the division for which it was pro-
duced. 

Ah, the review session . . . the 
final approval . . . the beginning of 
acclaim. 

Fade In 
A videotape review session of a 

training program on "Work Orders 
and Production Line Procedures. 
Present are: 

MD (that's you, the media direc-
tor who put the great show to-
gether); CLIENT (the divisional 
representative overseeing the pro-
ject); BOSS (the client's depart-
ment head); CONTENT EXPERT 
(one of the divisional people with 
all the answers on the subject, but 
not the one you've been working 

with). 
Roll the tape, begin 25 minutes 

of exciting footag£ right down to 
the end titles. Stop Tape. Wait for 
applause. Silence . . . broken by: 

CLIENT: Now that's a really 
great training tape. I think we did 
a fantastic job. 

MD: Thank you! 
CLIENT: We should get it into 

the field as soon as possible. 
BOSS: Not bad, but not really 

ready for the field just yet. Those 
work-order forms. They're obso-
lete as of last week. If they weren't 
so legible, we might have gotten 
away with it. 

CLIENT: True. As a matter of 
fact, I didn't think they'd be shown 
in such big close-ups (hearty again) 
But that can be changed very 
easily, right? 

MD: We had to show them big to 
explain them. But if they re wrong 

well, I guess we'll just have to 
shoot the new ones and edit the 
scene. Of course, that's going to 
take time and if . . . 

BOSS: (interrupting) And now 
that I think of it, we could show a 
little more on the safety aspects ot 

OSHA happy. 
MD: (sensing trouble) But that 

would use up time we need to dem-
onstrate . . . 

CLIENT: You're right, Boss. 
MD can probably find something in 
the out-takes to highlight safety. 
We'll just add some narration to 
cover it. 

MD: Out-takes??? 
CONTENT EXPERT: (very sin-

cere) I really hate to tell you this, 
but the men weren't following our 
latest procedures. 

MD: (he knows there's trouble) 
Uh, I know it's not the way they 
usually do things, but I got them to 
follow the manual I was given. 

CONTENT EXPERT: Oh, great! 
The reason they don't follow the 
manual is because we ve found 
those procedures don't work. 

MD: (he really shouldn't say it) 
Then why did . . . 

CLIENT: (oh, so confident) 
Don't worry about a thing, folks. 
I'll bet there's some stuff in the 
out-takes to cover that, too. Well, 
thanks for sitting in, Boss. We'll 
make those little changes and still 
hit our next week deadline. 

MD: (mumbling under his 
that production line to make 
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breath) I get the feeling this guy 
thinks we made two tapes and just 
accidently showed the wrong one. 
- FADE OUT 

While it may be an exaggera-
tion, our little scene, or something 
like it, occurs in company screen-
ing rooms from coast to coast. And 
although the media director's final 
comment sounds like a joke, it 
really goes to the heart of the 
matter. 

From the time a script is final-
ized and approved, two versions 
are actually being produced, the 
one the director visualizes in his or 
her planning and the one the client 
and his or her supervisors think 
they see on the typewritten pages. 

There is actually a third version, 
and that's what our little scene il-
lustrated. The third one doesn't 
crop up until the screening of the 
one the media director taped and 
edited. It wasn't until the final 
screening that the boss recognized 
an opportunity to "show a little 
more of the safety aspects of the 
production line to keep OSHA hap-
py." In effect, he added another di-
mension to the original concept of 
the program. The other things that 
occurred in the sketch weren't 
really concept changes, just a 
simple matter of up-dated input. 

For example, the big close-up of 
obsolete forms surprised the cli-
ent, even though the script called 
for it and the MD saw it as neces-
sary for a clear explanation of how 
they should be used. Because he 
couldn't visualize from the typed 
pages, the client never realized 
how obvious it would be that the 
forms were out of date. And since 
the new forms were not available 
for taping, he thought the discrep-
ancy could be glossed over. 

As for the inaccuracy in depict-
ing production line procedures, it 
could have been caused by having 
two content experts. More likely is 
the fact that inconsistencies be-
tween manuals and practices are 
seldom questioned in script form, 
but leap out from the screen. 

Changes Are Expensive! 
Yet the single most important 

lesson to be learned from our 
sketch is that , too often, "mis-
takes" are rarely discovered until 
the final version is screened. Only 
then, it seems, when they see it all 
together, do clients feel they can 
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actually make "constructive" com-
ments. Needless to say, at that 
point changes become very expen-
sive. 

One way to avoid these costly 
calamities is to hold virtually end-
less, detailed, preproduction dis-
cussions with everybody who is, or 
might be, involved in the final ap-
provals. But when all is said, there 
is little time left for done. Even 
then you face the prospect of hear-
ing an anguished, "Gee, that's not 
how I thought it would look." The 
easy way to overcome a client's in-
ability to visualize a script is to 
visualize it. 

Because it gives the effect of mo-
tion and provides for the addition 
of a sound track, the video story-
board helps you and your clients 
see as well as hear something ap-
proximating the finished produc-
tion. Equally important is the fact 
that a video storyboard can be 
turned out very inexpensively and 
relatively quickly. 

But even though the media 
director need use only the rough-
est visuals and scratch track, he or 
she should exercise the same care 
taken in developing the finished 
program. Otherwise the media 
director defeats his or her own 
purpose . . . to elicit constructive 
comments, spot inaccuracies, and 
generally give the client an oppor-
tunity to actually see and hear 
what he or she couldn't in the type-
written pages. 

As for the materials comprising 
storyboard visuals, they can come 
from a variety of sources. In most 
cases, stills or slides of a proposed 
subject are readily ava i lab le . 
Where art is called for, loose lay-
outs will suffice. And if all else 
fails, clip art and pictures from 
books, magazines, encyclopedias, 
company publications and even 
newspapers can be used to illus-
trate just about every subject con-
ceivable. The value of video story-
boards can best be illustrated by 
some actual examples of how they 
have been used. 

Our Employee Relations De-
partment wanted to develop a pro-
gram to explain employee benefits. 
The client was convinced that 
direct reproduction of the pages of 
a handbook would tell the story 



clearly enough for everyone to un-
derstand. The only way to "uncon-
vince" him was to show him the 
tables from the handbook and then 
modified by a video technique. 

By using magic markers, simple 
line art and some cut-outs from a 
handbook, a video storybook was 
made in short order and at very lit-
tle expense. After seeing both ver-
sions, the client readily agreed 
that the video technique hit home 
more effectively on the major 
points he wanted emphasized. 
Equally dramatic was the fact that 
the script had been approved by 
several people in the Employee 
Relations Department. It wasn't 
until the figures appeared on the 
screen that some errors were dis-
covered. The changes were easily 
made, without ruining an entire 
production, and when the final 
version was screened, it was ap-
proved the first time around. 

In addition to eliminating those 
dreaded last-minute changes, vid-
eo storyboards can also be tre-
mendously helpful in making crea-
tive decisions. 

^ 

Who teaches if 
better than 

anyone else 
In America? 

'job-related, objective oriented 
writing and speaking 

Robert R. Max 
Founder of 

L/R Communication Systems | 

DISCOVER HOW— 
L/R Communication Systems, Inc. 

Box X 
Summit, N.J. 07901 
(201) 273-4829 

Circle No. 147 on Header Service Card 

Our merchandising department 
was about to execute a very com-
prehensive and expensive point-of-
purchase program. It was still in 
the developmental stages when 
they asked for a dealer presenta-
tion package. One of the principal 
requirements of the presentation 
was to show dealers how effective 
use of the displays would help in-
crease their sales. This was espe-
cially important since the dealers 
would have to pay for the package. 

A video storyboard was produc-
ed from sketches, line art and lay-
outs of the P.O.P. pieces. At the 
screening sessions, a free-for-all 
discussion erupted concerning 
which retail outlets should be used 
for locations, and exactly where in 
those outlets the P.O.P. should be 
displayed. What had happened 
was that the video storyboard 
started the merchandising people 
thinking through some things that 
should have been analyzed before 
initiating the P.O.P. program and 
asking for a dealer presentation. 

The outcome was a very selec-
tive pinpointing of exact locations 
to be used and the most effective 
placement of P.O.P. in each. Since 
dozens of locations had to be filmed 
in 'a matter of five days, a lot of 
hours were saved once the actual 
production was under way . . . and 
before any real money was spent. 
Seeing the video storyboard also 
helped decide whether or not the 
P.O.P. program should even be 
executed. It was . . . and it was 
successful. 

Video storyboards can really be 
helpful and save a lot of money 
even when the script is virtually 
finalized, particularly if the script 
calls for an exotic and remote loca-
tion. This was the case in a pro-
gram describing a production op-
eration in Trinidad. 

The client had what amounted to 
a shooting script and a box full of 
slides from previous trips to the 
site. By matching specific shots in 
the script to slide scenes, the 
director virtually choreographed 
his entire shooting expedition be-
fore seeing the first actual loca-
tion. He really did his scouting by 
looking through the slides. 

A video storyboard was made 
using the slides and a scratch track 

to help time the scenes. The client 
was able to approve the production 
before one travel dollar had been 
spent. 

A peripheral benefit emerged 
from this use of the Trinidad story-
boards. When the director got to 
Trinidad and set about working 
with the native crew which had 
been assigned, the video story-
board was shown to the crew. In 
pictures worth thousands of words, 
they saw what was being called for 
and worked more efficiently. This 
enabled the director to shoot foot-
age for a 35-minute program in 
under 10 days, less than half the 
time originally budgeted. 

Realistically, nothing we know 
of can totally eradicate postpro-
duction changes. But the concept 
of video storyboards can be com-
pared to preventive medicine, 
reducing the likelihood of the "di-
sease" of costly revisions by de-
tecting "incipient malaise" early in 
the game. Furthermore, the final 
productions tend to be of a higher 
quality as a result of better com-
munication between production 
staff and client at the very outset 
of a planned program. 

It is equally satisfying to any 
audio-visual department to act as 
more than a mechanical producer 
of a program. Through the use of 
video storyboards, the production 
staff can make valuable creative 
contributions that help the client 
achieve goals in a cost-conscious 
manner that makes everybody 
happy. One of the few enemies 
which video storyboards can't con-
quer is change for the sake of 
change. But then, nothing is per-
fect. 

Editor's Note: For a free 25-minute, 
color videocassette illustrating the con-
cepts discussed in this article, just send 
a blank cassette to: Mr. Thomas W. 
Richter, Manager, Audiovisual Produc-
tion Services, Stan/lard Oil Company 
(Indiana), 200 East Randolph Drive, 
Chicago, 1L 60601. 

Thomas Richter is manager, Audio-
visual Production Services for Standard 
Oil (Indiana). Among his accomplish-
ments: He designed two media equipped 
industrial training centers, participated 
in the design of one of the most sophisti-
cated audio-visual departments, pro-
duced and/or directed numerous indus-
trial video productions. 
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