
An HSQ Guide To
Video Production
Planning For 2018 



Video is an ever-growing resource for putting your brand at the heart of a 
conversation. Since 2018 is almost here, HSQ Productions are keen to inspire 
your plans for the New Year, so you can make video a core strength of your 
marketing strategy. 

Read on for our full, progressive guide to video production over the next 12 
months. By following it, step for step, you’ll be able to build a plan of attack 
for the year ahead.

It’s the time of year when we take a close 
look at our marketing, and ask what could 
be better. Scrutiny is good – it can drive 
real improvements, providing we can map 
out a plan to action them. Every brand 
should be able to face itself, identify a 
weakness, and act on those revelations.



The natural starting point for any marketing plan is to know who you’re 
trying to reach. Who you think you appeal to, as opposed to the reality 
of your audience, can differ tremendously. Even if you’re an established 
brand, the goalposts can move, and become relevant to new prospects 
you may not be aware of. 

Our first piece of advice, then, is to employ the best tools for tracking who 
visits your website, shares your social content or makes repeated trips to 
your blog. Google Analytics is probably the standard method of doing so, 
but it’s not alone by any means. Kissmetrics, Spyfu and BuzzSumo grant 
specialisations to various points of your research, including competitor 
keywords and how long users spend on a web page. Once you have the 
data, it’ll lend an up-to-date view of who is searching for you, what they 
like about your business, or the location/age bracket they slot into. 

Use this knowledge to direct the sort of videos you want to film. For 
instance, a high rate of drop-offs from a product page – something 
that’s fairly technical and industry-specific – might suggest you need an 
explainer video showing it in action. Conversely, an increased proportion 
of under 25s searching for your keywords can place more emphasis on 
social content i.e. 20-second films on Instagram and Facebook. 

In short you need to decide three things:

 Where does my audience lie?

 How should I target them? 

 What videos could suit the format/platform I’ve decided on?

A production agency can help you with the last point, but it’s a good idea 
to develop an understanding of your target audience before you begin. 

Re-assess your audience 
and objectives01
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Once you’ve isolated the crowd that you’re talking to, it’s time to focus on 
money – at least the rough ceiling on what you’re able to afford. This is 
crucial, because high-flying concepts may be unachievable when we get 
down to filming. No-one wants to spend frivolously. Every penny matters 
for ROI (return on investment).

The budget should have a ‘minimum’ and ‘maximum’ threshold. Whatever 
you allocate, try to leave some wiggle room in case a lightbulb idea takes 
precedence later in the year. Scheduling will affect it too, since your 
content plan – i.e. the regularity of video production and distribution – 
will determine how your budget and topics break down. 

We’ve written before about how to make the most of low-cost videos. If 
you’re working to a tight budget, or you want to produce as many videos 
as possible within it, glance over our advice to see where the price can be 
trimmed back. In any case, remember that the top 5% of marketing videos 
retain 77% of their audience until the very last second. Cracking into that 
premier position will be worth the expenditure. 

Build a provisional budget02
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Whoever is tackling your video production campaign for 2018 will have to 
be aware of the timescales for storyboarding, scripting, shooting, editing 
and uploading the content. That’s an awful lot of work – hence why the 
majority of agencies take weeks to deliver the film you’ve paid for. 

You could do it yourself, in-house, yet there’s a greater chance of being 
overwhelmed as the year carries on, especially if you aren’t used to 
developing your own videos. That’s why you need a company that’s 
skilled at producing affordable, fast turnaround video content. At HSQ, we 
pride ourselves on the ‘done in a day’ philosophy, whereby we aim to have 
your content ready in 24 hours. 

Some videos may require a lot of preparation, tinkering or hours in the 
editing suite. Leave a portion of your timescale free for such projects, 
and blueprint the cycle for more basic, bread-and-butter videos. If you 
commission a project on a Monday, for example, when do you aim to 
publish it? By the end of that same week? To coincide with another arm 
of your marketing tactics, the Monday after? A robust calendar will lay the 
framework of your campaign in place. 

Plan your production 
schedule 03
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We don’t want to assume you’re lacking the tools we examined in 
Stage 1... Yet if you do have to upgrade your engagement-tracking 
arsenal, it should also be utilised to follow the impact of your videos 
when they hit the web. 

You can gain a real-time indicator of your content’s performance through 
viewing figures on YouTube, Vimeo and Instagram. Analytics software 
will be able to monitor the hit rate, number of plays and time spent on 
the video, so you can get a feel for the impact your content is having. 
Correlations may also be drawn from a boost in sales or enquiries if the 
video is linked to a particular product or service… 

Measuring performance allows you to refine your approach over the year. 
By analysing the data, you can determine what video formats work best 
on what social channels, as well as exploring the optimum times to post. 

Discuss how you might 
measure the results04

STAGE



We’re getting near the end of our video production guide – after 
everything we’ve discussed so far, there’s enough information to have 
a vague idea of what your videos will look like, and the practical or 
locational demands they may carry. 

From HSQ’s perspective, these are the main things to bear in mind: 

Actors, sets and outdoor weather can be unpredictable.
Sometimes, all the elements just click, and the resulting video is a vast, 
complex spectacle that packs a lot into a single frame. More commonly, 
though, a spanner will fall into the works when you least expect it. Bad 
weather can waste a day’s filming, actors can drop out, and special 
locations may only grant you a limited shooting period. See where you 
can cut a video down to its simple, reliable elements, instead of trusting 
an army of resources to come together at the right moment.

What filming techniques will suit your brand?
Speaking direct-to-camera can portray you as a friend and educator. 
Time lapse photography is a thrilling display of your artistic, cookery or 
construction skills. Event documentaries show how much you pay 
lip-service to others in your field. Aerial shots reflect a limitless, 
panoramic scale that’s set to transform something in a big way… Every 
second of every video should embody your business values. By focusing 
on a certain ‘look’ or stylistic tone, you’ll maintain your brand’s integrity. 

Some special equipment may be necessary.
Aside from a quality camera, there’s a huge amount of ancillary gear 
to explore. Some of it may include lenses, drone cameras, professional 
lighting, and special effects that are added in post-production. Although 
these are factors to discuss with a video agency, it can’t hurt to dive into 
some technical aspects, doing as much as you can to forecast where 
equipment costs may rise or fall. Adjust the schedule to leave space 
between high-cost assignments, so they don’t sap too much of your 
resources at any one time. 

Choose potential film styles, 
locations and equipment 05
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In summary, your marketing strategy for 2018 should consist of the 
following: 

 Check where your objectives align with an audience that genuinely 
 wants to engage with you. 

 Get a budget into shape, with a min/max spend over the next 12 
 months. 

 Sketch out a video calendar. This will show you where special 
 showcase content can pepper shorter, more regular uploads over 
 the year.  

 Plan methods of tracking engagement for every upload. Whilst 
 doing so, ensure you’re prepared to harness these insights to fine-
 tune your strategy. 

 Debate the message you want to project via a particular format or 
 approach to filming, as well as places where cost can be cut back 
 without harming quality. 

Your very last decision is this – who to partner with? Our portfolio 
speaks for itself, but we take our clients on their own terms; HSQ can 
do something amazing with your concepts, funds and timescales. 

So don’t wait to start the New Year with a bang. Contact HSQ Productions 
today, or whenever you’re ready, to make 2018 the greatest year to date 
for your video marketing plan. 

Forge a fantastic video
partnership! 06
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