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How to Make Online Videos Your Audience Will Love

Rohan Kay



Chapter 1: Why video content will propel your business 

Welcome. I’ve created this resource to show you how to make videos that will connect with your audiences 
online. It’s important to note that this resource is NOT about video gear — there are plenty of gear-related 
resources available online already. Instead, this resource shows you how tell stories through video. For more 
information about my story marketing business, check out the last page. All right, let’s get started . . . 

One of the most powerful ways to turbocharge your brand, product / service, message, or idea is with online 
video. 

Online video is predicted to comprise an astonishing 82 per cent of all internet traffic by 2022. That means if 
you’re not creating video content online right now, the time has come to start doing so. 

That being said, if so many enterprises are expected to produce video content in the future, how will you 
stand out in such a crowded field? 

The answer? Storytelling. 

In this resource, I dive into the key elements of storytelling with video, as well as the production approach 
you need to make your visual stories look fantastic. I hope it inspires you to create video content that wows 
your audience and grows your business. 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Chapter 2: What does your business STAND for? 

If you run a business, then you’re in the business of impressing your customers and prospects. One of the 
most powerful ways you can do that is through video. Through the medium of visual storytelling, some awe-
inspiring visuals, and a dash of emotionally-charged music, you’ll be impressing your audience in no time. 

But every good story needs a message — something your audience dwells on, and thinks about, long after 
the story is told. I call this the ’stickability’ factor. 

So, what should your video message be? And how can you make it stickable? 

Having provided marketing and communications consulting to businesses large and small for more than 20 
years, I can say your video message needs to be exactly the same as your business story.  

So if you have a business story that connects with your customers and prospects, you’re ready to incorporate 
that story into your video content. 
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Chapter 3: What makes a GREAT story? 
There are plenty of videos online where the art of storytelling doesn’t feature at all. You know the kind: 
they’re the type of videos made and distributed for the purpose of simple entertainment — no story 
required. (Think: cat videos.) 

I’m here to make the case that the videos you create to build your business shouldn’t dispense with story; 
instead, they should embrace it. Why? Because human beings are hardwired to hear and watch stories. 
Streaming services such as Netflix, HBO, and Amazon Prime know this — which is why they invest so much 
on story writing and storytelling through the visual medium. 

And the stories we love the most don’t have to be particularly compelling, either. I know of one YouTuber 
who makes videos of his travels overseas (and by travels, I mean his bus trips, or his walks through markets). 
But because he’s going from point A to point B and runs into an obstacle — which is, after all, the essence of 
a story — his audience loves him for it (more than 200 thousand YouTube subscribers can’t be wrong). 

Reading his YouTube comments, it appears clear to me that this content creator has created a strong 
connection with his audience. And I would argue that his storytelling gift is the key reason why. Storytelling 
really is the surest way to building an audience I know.  

For advice and support on creating your own business story, email rohankayconsulting@gmail.com or visit 
www.rohankay.com. 
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Chapter 4: Be CLEAR who your audience is — and isn’t 
A business person who doesn’t truly know who their audience is no business person at all. 

The same is true of video makers. Every video 
that you create needs to have your specific 
audience in mind. It’s not good enough to say 
that your video content is aimed at everybody. 
That’s like saying your content is aimed at 
NOBODY. 

There will only be a fraction of society who 
instinctively connect with your message — who 
will get what you stand for. And that’s a good 
thing. Because these people can get super-
excited about your message. 

All this means is that you should do all you can 
in your videos to make it clear who your audience is — and who it isn’t. But how? How do you do that? The 
first piece of advice I give when I’m asked this question is: Say so. 

What I mean by that is: be explicit. Often times, when a YouTuber introduces one of their videos, they will 
use an introductory tagline that tells the viewer who their intended audience is. For instance: 
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‘Hi, I’m (name), here to help (identifies audience) (do or learn something). Today, we’re looking at …’. 

This approach works because it’s explicit, but, unfortunately, it’s use is limited to YouTube education videos, 
predominantly. Most cases, it’s hard to justify being so explicit about your audience in your video content. 

If you can’t be audience-explicit — or the style of videos doesn’t render itself to stating who your audience 
— the alternative is to communicate your message subtly. This is by far my favourite approach.  

To get your message delivered in a subtle way, you have to let your story and video style take a front 
seat, and let your message ride shotgun. 

Having an implicit message is fun because it gives your audience the chance to walk away from your videos 
thinking about your content — and allows them to discover your message for themselves. Self-discovery is 
the most powerful form of marketing. 

To make an implicit message, think of your story and video style as a bottle, and the message as the, well  …  
the message. Your story and video style needs to CONTAIN your message. Be subtle, though. Don’t make it 
obvious. But don’t make it vague, either. After all, you want your audience to discover your message! 

Let’s say your video message is: that freedom to express yourself matters more than anything else. Your story 
ideas would develop out of that message. And your video style — the characters you choose, the look of 
your videos, the locations you film in — would all reinforce that message. See how this works? Knowing who 
your audience is — and isn't — before you start creating videos will make your message that much stronger. 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Chapter 5: Create a strong lead CHARACTER 
Character is the backbone of video. If story is what gets the video made, character/s is what gets the video 
watched. Put it this way, you can have a great story, but without a strong character, your story might be 
unwatchable. 

Let’s look at how you can devise a strong lead character. 

First and foremost, let’s define what we mean by ‘strong character’. A strong character is one who, to the 
audience, is considered: 

• Caring — your character cares about something or someone 
• Charismatic — your character has that special ‘something’ or they are eminently watchable on-screen 
• Comfortable — your character is comfortable in their own skin 
• Familiar — your character reminds the audience of other charismatic characters 
• Flawed — your character is not perfect; they are flawed and vulnerable (just like all of us) 
• Humble — your character possess humility, they aren’t a turn-off 
• Purposeful — your character has a strong sense of purpose 
• Relateable — your character is easily relateable — they look like, and mirror, your audience 
• Resilient — your character doesn’t wilt at the first sign of hardship; they keep going in the face of 

adversity. 
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I think it’s important that your lead character embodies each of these attributes. Why? Because through 
these attributes, your audience is more likely to like and support your lead character. Their empathy will help 
compel them to follow your resulting story (and the message it contains) until story’s end. 

If I had to sum up all of these attributes into one sentence, it would be: your lead character has to be 
relateable — someone they can see themselves in, someone who they believe has their best interests 
at heart. 

So, these are the attributes your character must 
possess. But how do you find — or, if the lead 
character is yourself, how do you cultivate — 
these attributes? 

If YOU want to be the lead character, then the 
answer is simple: Practice.  

It would be disingenuous of me to suggest you 
can cultivate these character attributes by 
studying. You have to get in front of a video 
camera and try on a character. Record, review, 
rinse and repeat.  
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Show someone you trust your video performance and ask them to measure it against the attributes listed 
above. What do they say? Then ask them what you could do to improve your audience relateability. Again, 
listen carefully to their response. 

It’s important to stress that we’re not talking about you being yourself in front of a camera. Being the talent 
on-screen requires you to PERFORM. And performing is not the same as being yourself. Performing is an 
amped up version of yourself (or a ‘side’ of yourself), just as performing on stage, or performing in a film is. 

If the lead character is not you, but someone else, then the key to success is: casting. That is, find a person 
who either has on-camera experience already, someone who intrinsically understands video performing; or, 
find a person who has the potential to be an on-screen performer. 

There is one caveat to casting any on-screen performer: make sure you hire someone who LISTENS. It can 
be all too easy to cast someone who presents quite well, but doesn’t listen or take instructions. That can end 
spectacularly badly. 

You always need to be sure that your lead character (and this rule applies to all characters in your 
video) can listen to you and take directions from you. 

The way to check this is to give your prospective lead character an audition using a scene from your video. If 
you find that they overly speak back to you or question your instructions, then it’s time to move them on and 
find someone else instead. Trust me, even if they have on-screen talent, they’re probably more trouble than 
they’re worth. 
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Chapter 6: Don’t just go shoot — have a roadmap for success 
When you produce a video, there are some things that need to happen before, during and after the video 
shoot. That’s because you — and your video producer — 1) need to be legally protected, and 2) must have a 
plan of action for creating and completing your video on-time and on-budget. 

Here are the 10 steps (in order) I use with my clients to start and finish a video successfully: 

1. Speaking — Client and video producer speak with each other and agree to work together. 

2. Brief — This is the template I fill in so the video 
producer understands my or the client’s video 
needs. This template solicits information on the 
budget, video goals, video look, video use, video 
requirements, and video message. 

3. Quote — The video producer provides to the 
client an estimated quote and estimated 
timeframe for video completion. If satisfied, the 
client agrees to this quote by return email. 

4. Contract — The video producer provides to 
the client a contract that provides legal protection 
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to both parties. If satisfied, the client agrees to this contract by signing and initialing where required. 

5.  Deposit paid — The client pays 50% of the estimated quote; once paid, the video producer starts work. 

6. Video plan — The video producer speaks to the client — building on the client brief (step 2). The video 
producer then creates a video plan that captures and builds on the client’s information, covering the video 
production timeline, process, and story that will be told. If satisfied, the client agrees to this video plan by 
return email. 

7. Video shoot — This is where the video director takes control and oversees the video production (video 
preparation and shoot); the video producer remains in regular contact with the client to provide updates. 

8. Post-production — Following the video shoot, the video producer oversees the editing and finishing of 
the video. As part of this process, the client receives draft versions of the video for their revisions and final 
approval. Client revisions need to be consolidated so that time and potential costs aren’t lost in back-and-
forth revisions between the video producer and multiple parties that the client might need to consider. 

9. Final funds paid — On approval, the video producer sends a final invoice with the remainder of the cost 
(that is, the final 50% of the estimate) to the client for prompt payment.  

10.  Video delivery — The final video, which has been edited, colour graded, soundtrack added, and 
possibly visual effects included, is delivered to the client in the frame rate, bit-rate, format, and aspect ratio 
of their choice. 
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Chapter 7: Shoot and edit using quality equipment 
Storytelling lies at the heart of video making. But without a quality way of telling your stories on video, the 
audience might look away. Here, then, are the seven items I personally find essential to making videos for my 
clients. 

Camera — No video can happen without a device that captures and stores moving images. Ideally, footage 
should be recorded in high definition (HD), i.e. 
1080p, or, if you see your videos being broadcast 
at some point, 4K. Use a DSLR / mirrorless 
camera to capture your video footage such as 
the Canon M50 or Sony A6600.  

Lenses — The reason why cameras are better 
than smartphones for recording video is because 
they allow you to interchange lenses — hence, 
get different kinds of interesting shots. Lenses 
come in two types: prime lenses (fixed length) or 
zoom lenses. Use the lens that came with your 
camera. Sigma lenses are an excellent third-party 
alternative. 
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Audio equipment — Audio constitutes half of what makes a great video. Recording great audio on-set 
requires someone whose job it is to ensure audio quality is pristine during the shoot. I use Zoom audio gear 
such as the Zoom H1n together with a wired lavalier mic system like the Rode Lavalier Microphone. The 
Tascam DR-10L is also a good all-in-one lavalier-and-recorder choice.  

Lights — Artificial lights and natural sources of light (the sun) are non-negotiable when shooting video. Make 
sure you have lights at-hand when you’re shooting your videos. Aputure are a great supplier of LED lights. 

Stabilisers — Shaky camera footage isn’t appreciated by any viewer. Camera operators will use tripods, 
gimbals, sliders, jibs, and other kinds of stabilisers to keep their camera shots steady. I use Manfrotto tripods. 

Non-linear editor — This is a fancy word for what is computer software that allows you to edit your video 
footage so you can tell the story you want to tell. There are many kinds of NLEs, including Apple Final Cut 
Pro X, Adobe Premiere Pro, Avid Media Composer, and DaVinci Resolve. I personally use Final Cut Pro X. 

Computer/monitor — To edit and colour grade HD footage requires a computer with enough horsepower 
to do the job. You will also need to ensure your computer screen or monitor shows colours accurately. 
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Chapter 8: Stick to your respective ROLES when filming 
Imagine a famous play being performed at a distinguished theatre. 

Only, the play is going spectacularly badly. All the actors are playing each other’s roles, not the roles that 
they were given. Worse still — the theatre crew (such as the lighting technicians, the make-up artists) are 
doing each other’s jobs. It’s a catastrophe. It doesn’t work, and the audience has a terrible time trying to 
make sense of the confusion. 

That’s the scenario that would play out if role clarity wasn’t so strictly enforced when a theatrical play is 
staged. The SAME role clarity is equally important in video production. Why? Because there are countless 
instances of video cast and crew thinking they had the right to do each other’s jobs — from the lead 
character who thought they could question the decisions of the director, to a sound recordist telling a make-
up artist how to apply the make-up. 

This kind of behaviour leads to bad feelings on set, and inefficient video production workflows — costing 
time and money. The way to avoid such behaviour is for everyone to be crystal-clear what their distinct role 
is, and to understand and support the hierarchy that needs to exist on every video shoot. 
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Chapter 9: Here are all the elements for a high-quality video 

There are certain elements that are absolutely necessary to get right if you want your videos to be viewed as 
professional. Let’s see what they are: 

Excellent footage — Your video needs to be: 

• High resolution — shot at least in HD (1080p) 
• Shot with a stabiliser (a tripod, gimbal, or other camera-stabilising device/technique) so that the footage 

isn’t shaky or otherwise difficult for the audience to watch 
• Composed of multiple camera angles so there are a variety of shots to keep it interesting 
• Artistic — you need to demonstrate signs there is thought behind your video, and it has something to say 
• Original — your video shouldn’t be a rehash of something that the audience has seen before — it should 

come across as being original in some way (but familiar in other ways). 

Well-lit — Your video needs to be well lit so that your characters are clearly visible to the audience. 

Top-notch sound — Your video needs to have top-notch audio: no hisses or other noises from the recording 
devices, or unintended noises captured on-set or on location. This means your audio needs to be recorded 
with dedicated microphones, monitored on-set, and synchronised to picture in post-production. 

Unique story and message — Without a unique story and message, your video is more than likely to end up 
in the online equivalent of the bargain bin. 
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Relateable lead — Your lead character has to 
be relateable to your audience. If not, they just 
won’t care about your lead character enough to 
continue watching the story. 

Great editing — Editing is an artform that can 
levitate your video footage (and story) into 
something memorable and extraordinary. 

Compelling soundtrack — Your video should 
contain music (licensed music) that will help to 
draw emotion from your audience. Never, ever 
underestimate the power of music in videos. 

Understandable with the sound off — Believe 
it or not, subtitles are important to the fortunes 
of video — especially for videos destined to be published online. That’s because MANY people view online 
video content with the sound turned off. 

Sticky – Above all, your videos need to be ‘sticky’. Stickiness is that special-something that compels your 
audience to remember your video and talk about it with others long after they have moved on from watching 
it. Don’t leave stickiness to chance — by planning for it from the start, you’ll increase your odds that your 
audience will be raving about your story and message for a long time to come. 
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Providing communications, writing, editing and video support 
Thanks for reading. I am a communications specialist, writer / editor and video creator. If you have a writing 
or communications need that isn't being met, speak with me. 

I have worked in communications for 20-plus years, serving clients including ANZ, Austrade, Caltex, Nestle, 
and the Red Cross. Clients in recent months have included the University of Tasmania (writing), Clear Horizon 
Consulting (editing), The Wine Loop (video), and the Collective ed. initiative (consulting). 

I started my career as a journalist on national newspapers and magazines, including at The Guardian. 

As well as being a proficient writer and editor,  I am a video producer, capable of overseeing the planning, 
filming, editing and delivery of video content that will engage your audience. 

If you’d like help with your communications, get in touch. Or visit my website at www.rohankay.com. 

If you have a question about any of the content in this resource, email me at rohankayconsulting@gmail.com. 

All images sourced from www.pexels.com
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