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INTRODUCTION
IN THE COMMUNICATION LANDSCAPE, VIDEO IS A

SIGNIFICANT TOOL VITAL TO ILLUSTRATE ACCURATE

AND IMPORTANT GOVERNMENT INFORMATION.

Within the government sector, the rise of
digital media has enabled communicators  
to have more reach and engagement than
ever before. With this digital rise has
come a trend towards branding and
campaigns that have a less traditional,
formal feel and a more engaging,
contemporary style.

Government programs and events
experience the same challenges as any
brands in the modern digital market –
primarily how to cut through the clutter in
the crowded online and social media
space.   This is particularly relevant to
governmental organisations looking to
raise public awareness and promote
community campaigns. 

In a marketplace where exposure is key,
approachable and reliable branding
combined with authentic content is a
ticket to consistent traffic and interest. 
 Video provides a clear medium to express
who you are, what you do and what your
call to action is.

More than any other communication tool,  
video content will increase the
effectiveness and impact of your strategy
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Video can be used to both inform and
engage – promoting the accessibility of
personal, authentic stories across a
broad range of digital platforms.
Depending on your department or
organisations goals, video can be
employed as a tool for change, to raise
awareness, educate, launch a new
product or service, promote public
service messages and education/training.

When video is done well, it becomes  a
highly effective way to connect with  new
audiences, increase your social footprint
and traffic, increase search engine
optimisation and help strengthen
engagement and existing relationships.
Additionally, it helps create a
recognisable face for your
organisation/service/product that is able
to consistently shift along with business
aims and goals. 

Video marketing for Government is
multifaceted, but at Laundry Lane we
know focusing on authentic storytelling
will give you the best results.



WHAT TO EXPECT FROM THIS

DOCUMENT
Laundry Lane will help you navigate the world of personalised video marketing and
communications.  Whether you're a seasoned pro or you have limited experience
commissioning videos, this will give you some insight into what you'll need to get started,
what the process usually looks like and what it takes to make 'videos with heart'.

What this document is going to cover:
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WHAT TO CONSIDER

BEFORE YOU START
An effective video strategy is a well planned one,
it's important to consider the primary purpose
of your communication, your audience, your key
messaging and how your content will be
distributed before you begin creating.

DECIDING ON YOUR KEY

MESSAGE
You can say anything with video. Consider who you
are targeting and the purpose of your
communication to come up with 1-2 key messages
a viewer could retain from your content.

DECIDING ON A VIDEO STYLE 
2D animation, 3D animation, real footage or a
combination? Would you like to explore personal
experience, explain how a program works or use
animation to promote a service?  We will explore
some of the different types of videos so you can
decide what's best for your project.

THE PRODUCTION

PROCESS
The production process for
video and animation is
different for every project but
we have outlined the usual
steps so you know what to
expect once you get started.  
 We explore the process for
both filming and animation
projects.

PRODUCING VIDEO

WITH HEART
At Laundry Lane our focus is
different, we know that videos
that tell stories, show
authenticity and display genuine
emotion are the best way to
engage your audience, we will
show you how to produce
videos with heart.



Human connection must always be at

the heart of your video strategy,

otherwise people will just switch off.

Will Cordukes 
Director, Laundry Lane 
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CONSIDER YOUR

AUDIENCE

 TAILOR YOUR
MESSAGING

CONSIDER YOUR

OPPORTUNITIES
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Consider your marketing personas, where will they be viewing the content, on what devices,
on what platforms? What tone will most appeal to them? What lifestyle do they live? Are they
time-poor, are they retired, are they 9-5ers watching video on their commute to work? What
are their challenges?

In what ways can you reformat your video content to maximise audience engagement and get
the most out of your budget? You can create social media cut downs for use across different
platforms or even screen shot many different parts of a video and add text to the still images to
use as social media tiles which can push people back to your video content.

By breaking your video down into smaller grabs directed at specific audiences you can get
better results. As with all video strategy, you need to measure your results with each targeted
video so that you can continually improve. Every platform has its own quirks & differences in
terms of the way you format your video. By having adaptable formats ready for content, videos
can better reach and appeal to audiences on your social platforms.

HOW TO GAIN THE MOST

FROM YOUR VIDEOS
To make effective, engaging video content it should be well planned and considered.  These
are some of the essential considerations before you start making video communications.



Raise awareness of your organisation/service

Educate people about your brand or product

Drive website traffic

Effective training

Recruit/engage employees

Encourage people to attend an event

Showcase your impact

Direct people to your website

Explain how to use you service

DECIDING ON YOUR
KEY MESSAGING
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Viewers retain 95% of a message

compared to 10% when

reading it in text form

when they watch it as a video

WHAT DO YOU WANT YOUR VIDEO TO ACHIEVE?

Video communications always need a strong message so the viewer can take away
and retain what you're trying to communicate.  There are so many different types
of videos to suit any communication or marketing need, take some time during the
planning stage to decide the purpose and key messaging of your video.

Once you have an understanding of your audience and key message, you can start
to think about the type of video you want to create. There are so many different
video styles and formats you can use to engage your audience. Lets go through
some of the styles available to you.

https://www.wordstream.com/blog/ws/2017/03/08/video-marketing-statistics#:~:text=Video%20marketing%20statistics%3A%20the%20consumer%20side&text=Viewers%20retain%2095%25%20of%20a,about%20a%20product%20or%20service.


Department of Education, Skills and Employment - Anastasia

DIFFERENT TYPES OF
GOVERNMENT VIDEOS

CONSUMER

CASE STUDIES
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This video style engages potential
consumers, people tend to have
more trust and confidence when
they can identify, learn and gain
reassurance from someone in a
similar situation. 

Department of Social Services - Carer Gateway

Case Studies are a meaningful,
important tool to create engaging
and informative video campaigns
for government. This format brings
an authentic & human perspective
to issues and empowers
individuals to inspire others
through sharing their experiences.

Watching a  case study video of
someone with a similar experience
or who has engaged with your
service, viewers can learn more,
feel less alone and acquire a
greater sense of control. 

Stories that are relatable give us
identity and hope and can help us
make sense of potentially difficult
circumstances.

Cancer Institute NSW - Bowel Cancer Screening

https://vimeo.com/577449984
https://vimeo.com/577449984
https://vimeo.com/276791260
https://vimeo.com/290833661
https://vimeo.com/290833661
https://vimeo.com/276791260


Department of Industry, Science, Energy and Resources - Food
Agility - Case Study 

People are looking for
informative, credible and
authentic videos that will
broaden their knowledge and
allow them to better understand
a subject matter. 

Professional case studies allow
people to understand a matter
from a business perspective or
feel they have received accurate
information.

These videos are also great for
peer to peer education. 

TIP: Avoid industry
jargon and break

down complex
messages into clear,
concise, digestible

points. 

DIFFERENT TYPES OF
GOVERNMENT VIDEOS
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OFSC - Nicholson Construction WHS - Case Study

PROFESSIONAL AND

INDUSTRY  CASE

STUDIES

IP Australia - Inventia

https://vimeo.com/542005651
https://vimeo.com/542005651
https://vimeo.com/400974168
https://vimeo.com/400974168
https://vimeo.com/577444873
https://vimeo.com/577444873
https://www.industry.gov.au/


DIFFERENT TYPES OF
GOVERNMENT VIDEOS
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Dept Education, Skills & Employment - Youth Jobs PaTH 

NDIS - Calculator

Dept Education, Skills & Employment - Self Start

Endless creative scope to
get your audience to
embrace a message
Great engagement results
on web & social media
Takes ideas & sometimes
complex concepts & brings
them to life in simple &
powerful visual forms
Can be tailored to an
organisation’s branding,
colour & design
Eye-catching and engaging
visuals to break through
digital noise
Endless design possibilities.
They can be fun, serious,
informative, educational,
upbeat, warm, friendly….
A wide range of
opportunities from text,
icons, diagrams, logos,
illustrations…
Can be integrated with real
footage

Animation and

Motion Graphics
Animation is informative,
engaging, entertaining and can
bring any concept to life.
Some of the many benefits
include:

https://vimeo.com/237991775
https://vimeo.com/237991775
https://vimeo.com/360423156
https://vimeo.com/360423156
https://vimeo.com/225934581
https://vimeo.com/225934581


DIFFERENT TYPES OF
GOVERNMENT VIDEOS
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HYBRID VIDEOS:

REAL FOOTAGE +

MOTION GRAPHICS 

Export Finance Australia  - Infrastructure - Hybrid Explainer

AWE - Rural R&D

Federal Government Reel

Motion graphics integrated with
real footage is visually very
engaging. It can help to inform,
educate, motivate and inspire 

Using a combination of real
footage and motion graphics
you can create something
unique and bespoke to your
messaging, design and branding.
This style also provides the
opportunity for imagination, you
can create eye-catching designs,
show the real or potential
impact of a project and display
predicted outcomes.

TIP: Motion graphics and
animation can take time as there
are several stages of the process.
Storyboarding can’t commence
until scripts are finalised and
often internal approvals can hold
up the process. Allowing 6 weeks
from start to finish is the optimal
amount of time.

https://vimeo.com/449152613
https://vimeo.com/449152613
https://vimeo.com/356329812
https://vimeo.com/356329812
https://vimeo.com/436286820
https://vimeo.com/449152613


DIFFERENT TYPES OF
GOVERNMENT VIDEOS
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text text text

Educational and

Training Videos
Comprehensive training,
onboarding or educational videos
can be a valuable way of
communicating with employees,
and demonstrating workflows or
difficult processes in a way that is
engaging and people are most
likely to retain the information.  By
presenting information in this way,
your message is clear and
effective.

Staff training videos can improve
the accessibility of workplace
information and procedures and
ensures a cohesive standard of
education and training.

TIP: Training videos require
thorough scripting, so allow time
for script development in
timeframes. If you want to include
motion graphics also, then you will
need to allow time for design and
animation of text and visuals.
Think about talent for the
training...do you want a voiceover
with animation or a real person
with motion graphic overlays?
Sometimes a professional actor is
more effective than an employee. 

Digital Transformation Agency - Explainer video

NSW Health - Medical Devices Fund

https://vimeo.com/488777730
https://vimeo.com/488777730
https://vimeo.com/512737002
https://vimeo.com/512737002


Below are six things to consider when choosing to invest in video as a
training tool:

1. Cost-Effectiveness
Using video as a training tool is a cost-effective investment for organisations. In a highly competitive
environment, a strong employee training program is likely to set you apart from competitors in the
industry when hiring and furthermore, retaining staff members. Due to its versatility, it eliminates the
need for specific training days and ensures that everyone gets the same experience.

2. Flexible
With many different styles and variations available, video is a very flexible and versatile medium. From
animation to live action video, there are many different ways you can educate and engage your audience.
One of the critical benefits of video is that it can be altered and customised to suit your organisation, and
adapted in line with changes to your organisations’ policies and procedures. 

3. Engaging
When it comes to internal training and staff development, it’s really important that your employees are
engaged with your video content. The more engaged employees are with the video content, the more
likely they are to retain the information and apply what they have learnt to their job role.

4. Retention
Information retention is far higher when information is viewed in video format than in text format, and
videos can be replayed anytime and anywhere, allowing employees to simply revert back to the video
whenever they need.

5. Accessible; Anytime Anywhere
Training and eLearning videos can be made available to employees and accessed at any time, anywhere.
Essentially, video overcomes the barriers and costs that can arise when organising specific training days. 

6. Measurable
With text based learning, there is no way of measuring the success of the content. With video, you can
often view stats on how people have interacted with your video content, viewing duration, average
engagement and more which is useful when determining the success of your training program.

 

Utilising Video in Training

Video is one of the most effective training tools available.

From product education to compliance and employee

onboarding, video constantly comes out on top when

compared to text and image-based training and learning.
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Digital Transformation Agency - Reuse Animation

DIFFERENT TYPES OF
GOVERNMENT VIDEOS
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NBMPHN - Mental Health Help Website

Department of Foreign Affairs and Trade  - FTA Portal Animation

Explainer
videos
Informative, engaging, and
capable of unpacking complex
concepts, explainer videos are a
wonderful communication tool.
Whether you’re explaining your
product to potential customers or
keeping customers engaged
during the adoption process,
explainer videos can benefit your
strategy.  Real footage, animation
or a hybrid of both can all be
beneficial and effective for this
type of video.

• can help a business communicate
their purpose & message in a clear
& engaging way
• draw upon visual & auditory
senses which helps increase
retention
• can help explain complex
concepts in a simple & engaging
way
• can be visually simple but very
compelling to watch

https://vimeo.com/518382589
https://vimeo.com/518382589
https://vimeo.com/577508615/2f8a3ee742
https://vimeo.com/577508615/2f8a3ee742
https://vimeo.com/402766696
https://vimeo.com/402766696
https://www.dfat.gov.au/
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Interviewing people who have been affected by or have used your service can raise
confidence in your brand and increase brand awareness.

Department of Education, Skills and Employment  -
ParentsNext

Cancer Institute NSW - Bowel Screening MDCTP  - Promo 2020

DIFFERENT TYPES OF
GOVERNMENT VIDEOS

PROGRAM/SERVICE VIDEOS

Videos to promote health messages and
services need to be authentic engaging,
and informative with a strong call to action. 

HEALTH PROMOTION       

VIDEOS  PROMOTIONAL VIDEOS
Animated text on screen can really help cut
through on social media.

Export Finance Australia - Infrastructure - Overview

https://vimeo.com/334810266
https://vimeo.com/334810266
https://vimeo.com/319375028
https://vimeo.com/319375028
https://vimeo.com/427620644
https://vimeo.com/427620644
https://vimeo.com/471220906
https://vimeo.com/471220906


These videos can range from interviews with
experts in a field to live Q&A’s with an expert
panel and are a fantastic way of positioning
your brand as the leaders in a particular area
of healthcare. 

 EVENTS VIDEOS
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After an event, these highlight videos can
showcase the energy and passion for your
brand or event with staff, supporters and
other attendees. They can also help you to
promote the event for the following year.

This could involve taking key results from
your annual report and animating them, or in
this case combining key statistics with real
footage to tell your organisations story. 

Safe Work Australia - About video

DIFFERENT TYPES OF
GOVERNMENT VIDEOS

THOUGHT LEADERSHIP VIDEOS

 OVERVIEW VIDEOS

ACIAR - Montpellier - Event Video

ASIC - Women Talk Money

say authenticity is
important when

86% of people

 deciding what organisations

they like and trust 

https://vimeo.com/253369087
https://vimeo.com/253369087
https://vimeo.com/466387089
https://vimeo.com/485751584
https://vimeo.com/330907404
https://vimeo.com/330907404
https://www.socialmediatoday.com/news/survey-finds-consumers-crave-authenticity-and-user-generated-content-deli/511360/


REAL FOOTAGE BRINGS HUMAN CONNECTION, WHILE

MOTION GRAPHICS HELP INSPIRE AND BRING TO LIFE

CONCEPTUAL IDEAS. WHERE APPROPRIATE, BRINGING

BOTH ELEMENTS TOGETHER CAN BE REALLY POWERFUL.

Taking a hybrid approach of both animated and real footage elements
can help strengthen both the visual and narrative aspects of your story.

Authentic videos with real people and footage are extremely effective for
communicating to your target audience. When combined with motion
graphics (think key points, icons, illustrations or statistics) real footage
can be enhanced to have even greater impact. 

Customised motion graphics (designed using your brand colours and
fonts) have the power to increase brand engagement, whilst bringing
your message to life. Graphics can also be designed to move in time with
music, or appear to be interacting with the footage, which helps cut
through the noise in a crowded marketplace. 

Video can definitely become more engaging when you combine live
action footage with animated motion graphic text and visuals.

REAL FOOTAGE?
OR ANIMATION?

Alexandra Cordukes, 

Director, Laundry Lane Productions
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By capturing a personal

journey, you immediately

humanise an issue and viewers

can relate it back to their own

lives and experiences 

Michael Litt
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THE PRODUCTION

PROCESS
THE VIDEO PRODUCTION

PROCESS

The Brief
Organisation puts together a
clear brief outlining the desired
deliverables and key outcomes
of the videos Planning

Decisions regarding location,
interview vs. scripted, shoot

dates, etc. are finalised.
Scripting

For scripted videos, a script is
developed, for interview videos a
unique discussion guide is
created. Filming

All footage is captured of the
desired talent/events. This may

take place over a single or
multiple days.Editing

The footage is edited by expert
producers and editors,
highlighting the key aspects of
the story.

Feedback Cycles
The product is reviewed by the
client and feedback is applied.

Social Media
Optimisation

Captions, cut downs, square
and/or vertical versions are
created.
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The production process always depends on your organisations needs and
your specific project but the process usually follows these steps:



Particularly if you are investing in a film crew for a day or even half a day, you should also
plan to capture any additional content, including interviews and case studies that could
potentially be used as future assets and edited further down the track. With this in mind
you can gain more value from the shoot and engage your audience with a greater range of
video communications over time.

IF YOU ARE FILMING AN EVENT, CONFERENCE OR ANY

OTHER ACTIVITY WHERE STAFF, VOLUNTEERS, DONORS AND

KEY CORPORATE SUPPORTERS MIGHT BE PRESENT, IT’S

IMPORTANT THAT YOU PLAN FOR AND MAKE THE MOST OF

ANY �FILMING OPPORTUNITIES.

SOME TOP TIPS FOR MAKING 

THE MOST OUT OF YOUR FILMING DAY:

TIP 1

TIP 2

TIP 3
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Be clear about the aim of the video

Prepare your interviewees

Capture additional content on the day

GETTING THE MOST OUT OF

YOUR BUDGET



THE PRODUCTION

PROCESS
THE ANIMATION

PRODUCTION PROCESS
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The Brief
Organisation puts together a
clear brief outlining the desired
deliverables and key outcomes
of the videos

Scripting
An effective script is developed in

collaboration with the client
Style Frames

Using either existing brand
guideline or original design, we
create 'look and feel' style frames

Storyboarding
Once style frames are approved,

full storyboards are developed
for approval.Animation

Once storyboards are approved,
motion is added and the
animation is created

Feedback Cycles
The product is reviewed by the
client and feedback is applied.Social Media Optimisation

Captions, cut downs, square
and/or vertical versions are
created.

The production process for animation always depends on your organisations
needs and your specific project but the process usually follows these steps:



THE PRODUCTION

PROCESS
THE VIDEO PRODUCTION

TIMELINES
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Commissioning a video that suits your branding and communications needs is
always different from project to project. That's why it's essential to work
collaboratively with your chosen production company to create a project that
suits your needs and fits your style and tone.
As such the timeline is completely dependent on the project, however these
sample timeline could give you some indication of what the timeline could look
like.

Week 1
Week 2

 
Week 3
Week 4
Week 5
Week 6
Week 7

Kick off meeting
Pre-production including shoot planning, talent recruitment,
discussion guide drafting and call sheet development
Shoot
Story/Narrative edit
Edit 1 delivered and feedback received
Edit 2 delivered and feedback received
Final edit delivered

FILM PRODUCTION EXAMPLE TIMELINE

Briefing and style frames
Client feedback
Storyboarding
Storyboarding
Client feedback cycles, changes to storyboard
Voice over recorded and edited
Animation and final delivery

ANIMATION PRODUCTION EXAMPLE TIMELINE

Week 1
Week 2
Week 3
Week 4
Week 5
Week 6
Week 7
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People do not want to feel like they are being sold a

product, they want to feel like their needs are constantly

heard and being addressed. 

 

In order for a marketing strategy to be successful, online

video should aim to answer these questions to create a

trusting and beneficial relationship. 

Build trust with authenticity



HOW TO PRODUCE
VIDEOS WITH HEART 

BE REAL, BE AUTHENTIC

INSPIRE

BE TRUSTWORTHY

SHOW WHO YOU ARE

BE RELATABLE

TAP INTO GENUINE EMOTION

Organisations can achieve great results with powerful video storytelling.

How? By following our FREE acronym:

FOCUS - Focus on the purpose of your organisation and communications
RELATE - Show individuals how your organisation can affect or benefit them
EMOTE - Pull on the heart strings. People love real and emotional stories.
Through authentic storytelling show how your brand, product or service is
necessary.
ENGAGE - A powerful story or visual will stay with your audience and help
them remember what you do.
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Video is an emotive medium, perfect for inspiring the heart (as well as the mind). 
Here are a few simple rules to help you engage your audience on an emotional level.



WHY VIDEOS FOR
GOVERNMENT?

DID YOU KNOW THAT 72% OF PEOPLE

WOULD RATHER USE VIDEO TO LEARN

ABOUT A PRODUCT OR SERVICE? 

With all of this is mind, why should you commission videos with a video production
company?

1. Videos drive engagement
The goal of using video in a government setting is about creating high engagement,
whether that’s current consumers, the general public or employees. Video is entertaining,
information retention is higher for video and more than anything video is what consumers
are demanding more and more.  If you want an engaged audience, video is the way to go.

2. Videos help build trust
Audiences demand content that's genuine, transparent and helps them connect
authentically with an organisation.  Video is an effective medium to tell real stories and
communicate effectively with a wide audience.  By creating video content that connects to
you audience on a human level you strengthen the relationship, and help with perception
of the organisation.

3.  Video can help overcome communication barriers
Video combines visual and audible mediums, enabling better access and information 
 retention for people with disabilities, different learning styles and CALD communities. 
 Additionally, small adjustments such as using captioning and/or audio in multiple
languages can help increase the reach and understanding of you video communications.

4. Videos are versatile
Able to be utilised across many different communication channels and for many different
purposes video is a multifaceted communication tool. The nature of video allows it to be
updated when things change, you can re-use and repurpose content to target different
audiences or make small changes to keep your content up to date.
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https://biteable.com/blog/video-marketing-statistics/


CONTACT US
FOR A BRIEFING TEMPLATE OR A QUOTE

Alexandra Cordukes, Director, Laundry Lane Productions

M: 0422 291 734

E: alexandra@laundrylane.com

laundrylane.com
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