
In a world filled with a growing number of 
distractions, organizations today are in a 
constant battle to capture people’s attention. 
Video storytelling is a reliable method of 
breaking through the noise and connecting 
with your audiences. 

This guide will provide detailed but simple 
instructions for CCALAC member clinics on how 
to develop and share compelling social media 
videos that can be shot on your mobile device.

As you prepare to tell a story through video, there are some 
important concepts to consider to ensure your content is successful. 

PLOT: What story do you want to tell? What is its structure? 

PURPOSE: The ‘why’ of video storytelling. What are you trying to 
convey or accomplish with this video?

SUBJECTS: Who are the people or ideas featured in your video? 

PLACE: Where is your video being shot? Even for a simple interview 
video, you’ll want to be conscious of lighting and minimizing 
background noise so that your interviewee is high quality and clear.  

Creating a video is an exciting process, but requires several steps. 
Here are the key processes this document will cover in developing 
your video:

1. Identifying your video’s focus.

2. Developing shot lists and talking points.

3. Filming your video. 

4. Editing and sharing your video.

Lights, Camera, Action!
The Beginner’s Guide to Video Development

https://ccalac.org/


Narrative
First, consider some of the key themes that your clinic 
specifically might want to communicate via video. Some 
ideas include:

• EDUCATION AND RESOURCES: e.g. 
promoting clinical services. 

• CREDIBILITY AND ASSURANCE: e.g. patients 
affirming they have been vaccinated and why 
others should do the same; or doctors discussing 
the need for some type of treatment.

• ADVOCACY: e.g. patients and clinicians calling 
for a specific action at the local, state or federal 
level.

Once you determine your focus, consider all of the 
different ways you can tell your story. These are the most 
likely video formats you will be using:

• INTERVIEW: The video will feature a subject 
who is being asked questions about a topic by 
someone off camera. 

• NARRATIVE: The video will include shots of 
subjects in action coupled with narration. 

• DIRECT APPEAL: The video would include you, 
the creator, as the subject making a direct appeal 
to the camera. 

If your goal is to share the video on social media, focus 
on keeping your video to 2 minutes or less to 
accommodate the different platforms. 

Once you have your focus decided, it’s time to 
brainstorm your shot list. 

Now that you have the basics of your approach down, it’s important 
to dig even further into your story to nail down the narrative, shot 

list, and talking points.

Preparing Your Story and Focus

Talking Points
Here are a few best practices to keep in mind as you prepare your talking points:

• KEEP IT BRIEF. Try to communicate your ideas with the sharpest and most 
concise copy. 

• CONSIDER WHY YOUR AUDIENCE NEEDS TO KNOW THIS. Only 
include language in your talking points that helps to drive your narrative.

• LANGUAGE. Use language that is approachable to your audience; reduce the 
use of jargon, or of medical terms that lay people wouldn’t understand. 

• SHOW RATHER THAN TELL. Consider showing your audience things (a 
person receiving a vaccine, a doctor commenting on the importance of 
COVID-19 vaccine boosters, etc.) rather than narrating these ideas to them.

Incorporate your talking points into your shot list notes, so that you can see all of your 
video elements in one place and easily reference them as you begin filming. 

Shot List
A shot list is a document that maps out everything that will happen in a scene of a 
video. It serves as a kind of checklist, providing the project with a sense of direction 
and preparedness.

To ensure you have a plan to create an informative, comprehensive video,  brainstorm 
a shot list so that you’re clear on what will be required when it’s time to film. 

An example shot list for a social media video can be as simple as a few bullets of what 
you hope to present and capture, like this:

• Text appears introducing video “Why Vaccination Is Key To Getting Back Normal”.
• Cut to shot of a doctor explaining why vaccination is an important tool in our 

COVID-19 fight.
• Cut to shot of a patient being vaccinated. 

After nailing down your narrative and plot, it’s time to put together your talking points.



Prepare for filming 
Before you start filming, ensure you have all of the necessary pieces 
in place, such as the following:

• ENSURE ANY SUBJECTS HAVE SIGNED A MEDIA 
RELEASE FORM indicating their consent to be filmed and 
have the footage shared. You can find customizable examples 
of media release forms below:
• Here for English
• Here for Spanish 

• IDENTIFY THE SPACE WHERE YOU WILL CONDUCT 
YOUR FILMING and make note of the most appropriate 
times to film there when the lighting is best, or when it’s less 
busy to avoid background distractions. 

• SHARE ANY NOTES OR SCRIPTS WITH SUBJECTS. If 
there are things you’d like your subject to say specifically, 
share your script with them prior to filming. If it’s an interview, 
share questions with them ahead of time. 

Keep accessibility top of mind 
as you design your video
Videos have the most impact when they can reach as large an audience as  
possible. Accessibility helps you reach a diverse group – including those who may use 
text-to-speech software or who may require captions to understand videos. 

Here are a few key tips for ensuring your video is accessible to a wide range of 
users:

• WRITE YOUR SCRIPT FOR A UNIVERSAL AUDIENCE. As mentioned 
in the script writing tips above, brevity and clarity are keys to success. But 
your language should also appeal to a universal audience. Unless it’s 
essential to properly telling your story, try to limit gendered terms, naming 
identity markers such as race or religion and avoid jargon. 

• IF TIME PERMITS, DEVELOP CAPTIONS FOR YOUR VIDEO. 
Captions provide a way for people who are deaf or hard-of-hearing to enjoy 
your video and understand its message. The guide linked below contains rich 
detail on how to upload captions for each social platform. While captioning 
will require some extra steps after your video has been completed, the 
payoff in accessibility and engagement is significant. 

• FOCUS ON YOUR SOCIAL COPY. The copy that accompanies your video 
provides a critical opportunity for accessibility. Copy should be written in a 
way that is friendly to text-to-speech programs: limit use of caps and emojis, 
use camel-case for hashtags, and avoid calls-to-action like ‘click here’ that 
assume your audience has the ability to do so. Instead, use calls-to-action 
like “Read more” or “Learn more” that don’t imply a physical action. You’ll 
want to consider how your social copy works against your video’s message 
and script, so start thinking about it early in your video development 
processes! 

For more detail on accessibility, including detailed instructions for how to develop 
video captions for each social platform and more copywriting best practices, please 
refer to this guide.

https://ccalac.org/wordpress/wp-content/uploads/CCALAC_Media_Release_English.docx
https://ccalac.org/wordpress/wp-content/uploads/CCALAC_Media_Release_Spanish.docx
https://blog.hootsuite.com/inclusive-design-social-media/


Provide your subject with tips to 
make them comfortable.
It’s very likely that the subject of your video — 
particularly for interviews — may not have a great deal 
of experience being on camera. If your interview 
subject is filming themselves (either via camera phone 
or Zoom) it’s important to remind them of:

1. Any script lines you’ll want them to read.

2. A rough idea of how you expect them to act on 
camera (e.g. relaxed, enthusiastic). 

3. The goal of your video and what you’re trying to 
achieve.

4. A reminder that they should try to center 
themselves in the frame and to speak clearly, 
naturally and directly. 

Regardless of whether you’re filming for an interview 
or narrative-type video, it’s important to remind your 
subject that multiple takes can be made. If dialogue 
gets messed up, they are nervous or background 
distractions enter the frame – don’t fret – start again! 

Filming Your Video
Now that you’ve built your narrative and talking points, 

it’s time to prepare for filming! 

The following section details best practices for getting 

a good result during the production of your video. 

Make sure the lighting is appropriate. 
Lighting is one of the most essential elements for your video, and makes a 
massive difference in how your subject is captured. Remember the following:

1. Prioritize natural, diffuse lighting. Facing a window that doesn’t receive 
direct sunlight, filming in the evening hours, or using soft muted indoor 
lighting are the best bets for capturing a clear result. 

2. If you’re outdoors in midday sunlight, find a shady spot to film in (e.g. 
under a tree or building) to avoid harsh light. If there is no cover, it’s 
best to orient yourself towards the sunlight; orienting yourself away will 
create shadows. If at all possible, wait until the evening hours before 
sunset to film when the light is softest. 

3. Test your lighting before filming. Take a few test shots prior to filming 
and adjust the light as needed. Drawing window coverings, or turning 
on or off indoor lights can all have a dramatic effect on the outcome. 



Film with these best 
practices in mind.
No matter how you choose to film your video, 
here are some important tips to keep in mind 
for each of your potential filming methods:

Laptop Camera 
Many laptops have cameras built in, which provide an ideal 
means to capture interviews and direct appeal videos. Here are 
a few notes for capturing great laptop videos:

1. Ensure the laptop camera is directly aligned with the 
subject’s face. You may need to use a riser of some kind to 
achieve this. A stack of books or a small box should suffice! 

2. Try to ensure the subject is centered in the filming space. 
Work to ensure that the subject sits right in the middle of 
the video frame.

3. If reading from a script, ensure the subject’s eyes are as 
close as possible to the camera and not darting all around 
the screen. This can be achieved by making the script font 
large, and moving it up on your computer screen to just 
below the camera. 

Zoom Recording
Zoom and other video hosting services are popular methods of 
communicating but they can also be used as an interview tool 
when your subject is not in person! 

Best practices for Zoom recordings are similar to the Laptop 
Camera instructions. The subject should be mindful of lighting, 
where they are in the recording frame and all other previously 
listed tips. 

Camera Phone
Today, nearly all cell phones are equipped with a camera feature. This 
makes for an easy way to capture videos on the go! Cell phones are  
great for capturing footage in the field for a narrative style video, or  
for making a direct appeal where you turn the camera on yourself and 
speak directly to it. 

Keep these best practices in mind when filming a direct appeal on a 
camera phone:

1. Film with the phone horizontal in an upright, stable position. 

2. Prop the phone up on a table using a stack of books or other items, 
ensuring it is directly in front of your face, or your subject’s.

3. Record in a smaller room to stop echo. 

4. Film yourself at least two times so that you can choose the best  
cut when editing. 

Trim a video
1. In Photos, open the video, then tap Edit.

2. Drag either end of the frame viewer below the video to change  
the start and stop times, then tap Done.

3. Tap Save Video to save only the trimmed video, or Save Video  
as New Clip to save both versions of the video.



Tips for drafting social media copy for your video
The social copy that accompanies your video is important not just to contextualize your video, but to continue the story, 
add new details and encourage action. 

Here are some tips for writing the strongest copy for videos designed to advocate for specific outcomes:

As mentioned in the accessibility section of this guide, the language you use as you write your 
copy is just as important as the message itself! Brevity, clarity, universal appeal and action are 
all important topics to keep in mind as you select words and phrases. 

Summarize your intentions in a single impactful statement.
Regardless of the platform, social media copy is best when clear, concise and impactful. You’ll want to hook 
readers within the first few lines of your copy! 

For example, if you’re advocating for vaccine adoption, an impactful leading statement may be: 

Use facts where  
possible to validate 
your statement. 
Evidence can be extremely 
persuasive in backing up a claim 
or statement. 

Use hashtags  
for tracking and  
campaign branding.
Hashtags are important, 
particularly on Twitter, for the 
visibility of your content. If your 
video is associated with a specific 
campaign and a hashtag exists 
for that campaign, don’t forget 
to use it! As a best practice, do a 
quick Twitter search for hashtags 
and capture popular ones within 
your social copy. 

Here are some great tips  
for creating a social media 
advocacy campaign.

Always include a 
strong call to action.
All social copy should include a 
call-to-action to compel your 
audience to take the next step. 
While a call-to-action can be 
included in your video, it’s 
always helpful to reiterate it in 
the social copy, and link users to 
wherever it is they can take 
further action. 

Learn how to get vaccinated at ccalac.org
#CommunityHealth

The #COVID19 pandemic is not over yet. 
As positivity rates hit 20% within our 
community, now is the time to get your 
whole family vaccinated so we can get 
back to doing the things we love. 

As positivity rates hit 20% within our
community,

https://mediacause.com/9-tips-for-creating-a-social-media-advocacy-campaign/


How to share a video on...

Twitter

Facebook

YouTube

TikTok

Ready to become a pro?
The following resources provide further reading for helpful 
information on how to edit and share your video:

Simple iPhone video editing tips

Simple Samsung video editing tips

Best practices for sharing 
your video on social media

Instagram

https://help.twitter.com/en/using-twitter/twitter-videos
https://help.twitter.com/en/using-twitter/twitter-videos
https://www.facebook.com/help/166707406722029
https://www.facebook.com/help/166707406722029
https://www.wix.com/blog/2019/02/how-to-upload-video-youtube-guide/
https://support.tiktok.com/en/using-tiktok/exploring-videos/sharing
https://www.wix.com/blog/2019/02/how-to-upload-video-youtube-guide/
https://support.tiktok.com/en/using-tiktok/exploring-videos/sharing
https://support.tiktok.com/en/using-tiktok/exploring-videos/sharing
https://iphonephotographyschool.com/video-editing/
https://iphonephotographyschool.com/video-editing/
https://www.youtube.com/watch?v=PzeP8Nl02aw&ab_channel=JustinBrown-PrimalVideo
https://www.youtube.com/watch?v=PzeP8Nl02aw&ab_channel=JustinBrown-PrimalVideo
https://www.webfx.com/blog/social-media/social-media-marketing-videos/
https://www.webfx.com/blog/social-media/social-media-marketing-videos/
https://www.webfx.com/blog/social-media/social-media-marketing-videos/
https://ccalac.org/
https://help.instagram.com/456185931138729
https://help.instagram.com/456185931138729

