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BEFORE FILMING
1. ASSESS THE RISK

Before you start filming, make sure video is the right choice to get the word out; because you, your
organization, friends and the people you film all face potential risks. Risks occur when you film, when you
edit and when you distribute.

You may plan it, or sometimes
you will just be in the wrong
place at the right time and
witness something. But to have
the most impact with your
video, focus on two things: Do
you have a clear, specific goal
for change and a defined
audience that can help you
achieve it?
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Once you have made your video, how can you place it in front of the right viewers at the right time? Timing
is everything. Organize a day of action and mobilize a worldwide community of support online to take
action. Or put your video in front of a judge who is deciding a key case or a policy-maker about to vote on
legislation.

4. WHAT DO YOU WANT YOUR AUDIENCE TO DO?

Make sure to have a 'message’
for your audience. It helps to
have a direct, concrete request
for action underlying your video.
Try expressing this as a
sentence with an action verb.
STOP discrimination against
people living with HIV/AIDS.

L J

5. WHAT IS THE BEST WAY TO CONVEY YOUR MESSAGE TO YOUR AUDIENCE?
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The story you tell — the images you choose, the people who speak out — is the vehicle to communicate
your message. So pick a focus for your video — a story that is emotional, ethical and persuasive, and
well-grounded in strong personal experience as well as a specific time and place.
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BEFORE FILMING
6. PEOPLE WE CARE ABOUT
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Many advocacy videos include powerful, accurate facts and context-setting footage to help viewers under-
stand the issue. The most successful also have people in them who resonate with their audience — so
let the individuals affected by an issue talk about it, rather than explaining it on their behalf. Make sure
they express what they want to see different.

7. ENGAGE YOUR AUDIENCE TO ACTION
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Successful advocacy films get the audience to take action. Make your audience feel included, engaged,
shamed, motivated, hopeful or outraged, then give them clear options for what they can do next.

8. VIDEO IS JUST A PART OF YOUR CAMPAIGN

You can have more impact if
you work with others. Make
sure your video goes hand-in-
hand with other ways to take
action or mobilize people — a
day of action, petitions, lobby- Tj
ing, report-writing or legal
cases. Online, give context
alongside the video and point
your viewers to ways to do
something online and offline.

9. GO FOR INFORMED CONSENT
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Try to ensure that people you film give informed consent - this means that they understand the risks and
benefits of being filmed, make a choice to be filmed and tell you if they need to have their identity
concealed. You may want to talk through potential worst-case scenarios such as what happens when
their oppressor sees the video.

10. GET READY TO FILM

You don’t need much equip-
ment — a cell-phone, a video
camera, a still camera with a
video function — but you do
need to be prepared, so make a
plan: What's your story? How
do you want to tell it?

Where / when / who are you
filming? And who can help you?
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