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Bevin Anderson
Bevin Anderson began working in the early days 
of digital video in 1999, producing interactive 
courseware for the University of Southern 
California's Master's program in Regulatory Science. 
Streaming video was in its infancy, and the dream 
of video-rich internet experiences was far off. After 
a fifteen-year sidetrack working in clinical and 
laboratory industries, he returned to his media and 
design roots in 2016 to acquire his Bachelor of 
Design. 

The world of digital video has matured, yet the 
learning of quality video production has not 
progressed with the same speed or linearity. Bevin 
follows the industry and end-user trends closely to 
understand and help other young designers define 
the process of quality multimedia production. 
During his B.Des degree, while immersing 
himself in contemporary online media, podcasts, 
books, online courses, and tutorials from industry 
specialists, he observed consistent gaps in the 
learning curve for new motionographers. Reel to 
Real is Bevin's chance to share some simple but 
often overlooked design trends and techniques to 
benefit others while starting a conversation for a 
better digital experience.

About the author

www.grafikefex.com
https://www.instagram.com/00bevin
https://twitter.com/00_bevin
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Introduction 
users know what they want 
do you?

From the Reel to the real, lets sweat the 

little things that make end users happiest

As a designer in video and motion, there are 
many hats that to wear. The learning curve 
can be steep, with many gaps in the chain 
of information acquisition and learning. 
A new designer will need to know one or 
more 2D interfaces such as After Effects, 
and eventually 3D like Cinema4D, while 
understanding the video and photographic 
principles for either capturing footage or 
editing what is given to you. Of course, 
there are essentials that designers come 
out of school with, such as colour theory, 
layouts, hierarchy, typography, branding, 
photo and vector graphic manipulations. 
All of the above modalities have ample 
books, tutorials, and training available to 
new designers, but other areas are not as 
easy to navigate. 

Reel to Real sets its focus on starting 
a conversation about other areas that 
designers do not have easy or open access. 
These areas are that of optimal video 

lengths, where and how to place branding, available 
resolutions, use of typography, video orientation, 
audio levels, and captioning to start the list. These 
and other topics will be touched on with the aid of 
videos embedded within this book. 
Synesthesia is a condition where one sense, such 
as hearing, is simultaneously perceived by one or 
more additional senses such as sight. Other forms 
of Synesthesia join objects such as letters, numbers, 
numbers or shapes with sensory perceptions of smell, 
colour, or flavour. Kandinsky mainly saw colours 
when he heard music, which he embodied in his art. 
He used colours, lines, shapes, and textures to create 
rhythmic visual experiences evoking emotional 
responses. Although Synesthesia is a neurological 
condition, those who view Kandinsky's work still 



Chicago Institute of Art - Photo by Bevin Anderson
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Colour directly influences the soul. 
Colour is the keyboard, the eyes are 
the hammers, the soul is the piano 
with many strings. The artist is the 
hand that plays, touching one key 
or another purposively, to cause 
vibrations in the soul."

tools & tricks are still limited by what viewers want 

As designers, it is not just about making pretty 
things as content needs to answers the desires of the 
viewers. In the case of video, designers must work 
with marketers to understand end-users demands and 
behaviours. This book sets out many of these trends 
and parameters in more detail. For example, video is 
often watched without volume. A 2019 US consumer 
survey found that 92% of mobile video and 82% of 
non-mobile video is watched with the sound off. This, 
coupled with over 80% of internet usage currently 
being video, means that designers need to speak to 
their audiences not just with quality audio but also in a 
way that reaches consumers silently. 

Here are some ways to get your message across when 
your audio is turned off:
• Clearly showing captions, logos, and products
• Show logos or branding early for identification
• Share simple information in an easy-to-read

format
• Use screen text or kinetic type - according to

Facebook’s 2018 internal testing, adding captions
to video increased view times by an average of 12 %

• Tell a story with compelling static or motion
graphics using entertaining imagery wherever
possible

• Plan to capture your audience’s attention, and only
use quality content

"

Wassily Kandinsky,
Concerning the Spiritual in Art

Improvisation No. 30 (Cannons) - 1913

experienced and enjoyed it individually 
for those qualities. An important lesson 
for designers to take note of, especially in 
motion and video. There are so many tools 
in use all at once, colours, sounds, and 
dynamic typography. Using awareness in 
the creative planning of a combined visual 
and auditory approach, these tools, used 
well, can make the most of every second of 
quality content.

To the right: a simple logo is 
made more compelling with a 
logo animation applied to it,
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it's all about timing
know your limits

Content velocity is generally defined 
as the speed of the content publishing 
process and the speed of change in content 
requirements, what we need to produce, 
and how we deliver it. Media content 
demands are ever-increasing, bringing the 
relationships of designers and marketers 
together while on the flip side, this demand 
is viewer-driven. 

As stated by Jayson Oertel, Adobe's social 
strategist for emerging and professional 
video products, movement controls 
information, which is the key to keeping 

the shortening attention spans of end-users who 
switch screens up to twenty-one times an hour. 
Movement is important for many reasons not just 
because ninety percent of the info enters the brain 
visually but also the brain works sixty thousand 
times faster in the presence of movement. It is 
essential as a designer that you speak to your 
audience the way they want to be spoken to, and 
with their voracious appetite for video, the answer 
is easy. 

Dynamic media choices in place: it is time to 
talk about grabbing and keeping the audience's 
attention. An eMarkets study found that 
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adults spend about twelve hours a day 
consuming some or multiple types of media 
simultaneously. Audiences have become expert 
multitaskers, such as scrolling on smartphones 
while watching television. The best way to 
discuss the importance of grabbing attention 
is by measuring 'thumb stop times'. Facebook 
studies the time users stop on a video screen 
until they move away to another. under three 
seconds is all it takes to make or break your 
content. Thumb stop outcomes are different 
depending on mobile vs desktop being one 
point seven seconds and two point five 
seconds, respectively. 

There are many things to be learned on how 
to grab viewer attention? Viewers may be 
watching other media, in a crowded space, or 
loud environment, so the content must work 
when muted. Branding needs to be relevant 
and upfront, or it will be missed. Lastly, story 
or explainer videos aside, content needs to be 
edited and well-manicured, keeping it simple, 
quick, and clear. Timing is everything, with 
the most accepted lengths between 15 - 30 

seconds and a sweet spot of as low as 6 
seconds. Suppose you find yourself in a 
business needing more time to engage a 
potentially captive audience. In that case, 
it is recommended that you still try to stay 
under 60 seconds with an outer marker 
of no more than 90 seconds because even 
then, viewers can lose interest. Never get 
too emotionally connected with your 
content. Walk away from the media, let 
it breathe and come back to it for more 
editing with a fresh eye. With over five 
hundred hours of video uploaded every 
minute to YouTube alone every minute 
counts.  It is never about quantity, get know 
as a designer for your quality.

Above: Under 30 seconds, branding forward example
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"Don't be    
  afraid of     
  change, be 
  afraid of not  
  changing."

Vertical futures
Turn the world on its ear

What is Vertical Video?
Vertical video is a long-form 
video shot vertically, with an 
aspect ratio of 9:16. Think of it 
as shooting a portrait versus a 
landscape. Professionals mocked 
vertical videos for a long time; 
however, mobile-first technology 
along with social media has made 
vertical videos more natural 
to use, and more prominent. 
People naturally prefer to use 
mobile devices in one hand, held 
vertically, making a horizontal 
rotation for taking and watching 
videos an inconvenience. It is 
becoming rarer to see groups 
of people using mobile devices 
horizontally. Since vertical 
video is so easy, universal, and 
convenient to use, where and 
how is it used in professional 
productions is the next focus.

How is Vertical Video Utilized?
It is essential to consider where VV is 
use occurs, specifically, how audiences 
will engage with it, and the most 
commonplace of use are smartphones. 
How users experience a video is just as 
important, then the work that goes into 
production. More people are capturing 
and watching content on their devices 
every day, with more than half of all video 
content consumed on mobile devices. The 
advantages of mobile video are hard to 
ignore. The simple fact is that it is more 
convenient to watch goes a long way and 
empowering viewers to control their own 
experience is paramount.

Vertical video  supported platforms: 

Twitter
Facebook
Instagram (IGTV)
Snapchat
TikTok
LinkedIn - Native Video (the exception of ads).

Above: using vertical video assets in new ways for multiple media platforms, through the 
use of layouts, pillar graphics and branding. (One World: Together At Home - 2020)

Photos: Bevin Anderson 2020
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Vertical Videos Tips

Use tight, single-subject shots
Unlike a landscape that shows multiple 
elements interacting across the screen in 
vertical content, the visual area is much 
more focused. Vertical video is supposed 
to be up close and personal, so feel free to 
zoom in on details. Even though the field of 
view is narrow, the rule of thirds should still 
be followed.
Use text in the extra space
Vertical videos have a lot of extra real estate 
above and below the focal area, which foot-
age dependant generally gives designers a 
lot of space for text-overlay that doesn’t get 
in the way of key visuals.
Stay still when shooting
Vertical videos are narrow, so movement 
like camera shake can have a powerful and 
detrimental impact. Stick to slow pans and 
avoid fast pans as they are more visually 
intense due to the narrow field of view.
Fill the Space
Once you set your camera on what you 
plan to film, make sure it fills up the entire 
space—just be sure to leave space at the 
top and bottom (roughly 14% or 250px) to 

avoid losing some of your footage. Once you have 
everything you need in the shot, if you still have 
empty space, don’t be afraid to use text or other 
graphics to fill in the blanks. A vertical video gives 
you the ability to create a more immersive and inti-
mate experience. So, focus on your subject and then 
use any extra space to offer additional features.

Pillars and possibilities

The pillar box effect occurs on either side of the 
vertical video when viewed on widescreen video 
displays such as televisions or computer monitors. 
When viewed natively, the original material is 
shrunk and placed in the middle of the widescreen 
frame. As designers, we can take advantage of the 
pillar boxes. When receiving or integrating vertical 
video files into mixed content videos or media 
streams, there is a fantastic opportunity to add visual 
flavour to the black pillars instead of lazily leaving 
them. From simple to complex, there are many ways 
to redress the pillars. The following video offers some 
of the examples in what could be a rich future of 
branding and design possibilities.

To the left: 
examples of ways 
to transform the 
black pillr boxes of 
vertical video into 
areas of motion, 
visual design, and 
branding. 
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Be a brand whisperer with your message. 

Visual branding is the text and design overlay fea-
turing the brand name and brand logo. Branding is 
placed at the beginning or along the bottom corner 
throughout and must be featured on the outro screen. 
It is essential to position the brand with subtitles or 
text to establish context. Keeping it short ( a minute 
or less when possible) and straightforward is criti-
cal when it comes to branding videos because unless 
someone sits down to watch specific content, they are 
not in the mood for long messaging. Shorter videos 
are more likely to make an impression while increas-
ing the likelihood of view completion rates. The goal 
is to have users get through the video, giving them the 
full impact of the message and getting them to the 
outro screen, which will provide them with the next 

Branding
Brand new ways

steps. A minute goes by 
quickly, but a lot can be 
added into sixty seconds 
for high impact. 

Finish Strong with a CTA

The video must end with outro 
branding and a call to action (CTA). 
Always end on the outro screen fea-
turing your brand name, logo, and 
a solid CTA to motivate viewers to 
take action. The following video is a 
great example, using details to con-
nect with the target audience but 
only as it pertains to the important 
message made. 

To the left: an ad 
for a concert and 
entertainment promotion 
company MVT. 
Branding lands within 
four seconds, repeating 
throughout message  
in as inobtrusive way 
as possible. With or 
without sound, the 
branding and message 
is readable with visual 
interest. and stromng 
CTA finish.
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Don't wait, Get Moving

Kinetic typography or moving 
text is the technique mixing movement 

with text expressing ideas through video 
animation. Compared to static type, 
with or without sound, the movement 
conveys thoughts, emotions, energy, and 
pace, while keeping visual interest. Too 
much type on a screen is overwhelming 
for a viewer. With a combination of 
precise timing, music, and visual emphasis 
through motion, type-based videos can 
be entertaining and compelling. When 
creating kinetic type in videos, try to only 
use one or two fonts and a conservative 
but well-thought-out color palette always 
keeping legebility in mind. Use stylized 
fonts where possible to bring attention 
to certain words or parts of the video. 
Keep the video engaging by using a varied 
choice of movements and flow. Kinetic 

typography
a dynamic dance

typography is often created in animation programs 
such as Motion, or After Effects and even to a degree 
with newer versions of FCPX and Premiere.

Kinetic Typography is found in ads, explainers, 
movies and all over the Internet. For many years 
moving text has been a popular method used for 
film introductory titles. Remember the importance 
of content velocity and the need for variety. As 
mentioned before, movement not only helps the 
brain work faster, and retain more, but it also 
increases view times. The limits of use are only held 
by the imagination of the designer. 

To the right: an 
example of mixing 
type closely timed 
with sound for 
added interest

To the right: create interesting effects 
like the fluid writing of type on screen





are you yelling?
speak clearly
not loudly
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if you adhered to the technical rules. There is no 
set-in-stone standard for loudness so the settings 
depend on the designers preferences. FCPX’s tone 
default is -12db and Premiere Pro’s is -20db. Your 
best bet is to keep your tone decibels between 
-7db and -20db.  If you are in a rush or not
wanting to focus to much on your audio, set all
levels to -7 db. If you want greater balance follow
the audio level suggestions below.

Audio Level Recomendations:

Overall Levels: -7db to -14db
Voices: -12db to -15db
Music: -18db to -24db
Sound Effects: -10db to -20db

Regardless of whether your videos have sound 
or not, the best way to capture your audience’s 
attention, and make the most of every second, is 
with quality content.

Bad sound can easily ruin good footage

Never fall into the trap of trying to get the 
attention of your viewers by using volume. 
We live in a world that is easily muted so if 
you yell, your message will simply be shut 
off. There’s a lot of debate online about what 
decibel level audio, should be kept at but most 
agree you should never go above 0db. Audio 
begins to clip after 0db and distortion begins. 
Think about 9 db as a max ceiling. As soon as 
your audio peaks hitting the ceiling, it will start 
to become distorted. If you have heard loud 
noises or explosions in bad YouTube videos 
then you know the sound comes out a muffled 
mess. Hollywood movies can get away with 
loud sound effects because they still stay under 
0 db. For safe design, try to keep peaks under 
-7db.

Editing audio is a lot like editing video. At the 
end of the day, your ears should be your guides 

"...yelling doesn't   
make a thing any
morepossible." 

    Angie Sage

To the right: turn your 
volume on, not too 
high and listen to the 
differences of DB levels 
and clarity. Note the 
distortion above zero.
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elevate social responsibilty
say it with captions
Why should we do it

Captions are an excellent idea for many 
reasons. For the increasing amounts that view 
media on mute, it allows them the user to 
control their own experience. Captions also 
make sense of an otherwise senseless video 
message and are proven to increase watch 
times. Those important marketing reasons 
aside, it is a way to elevate social responsibility 
with respectful design choices to ensure 
accessibility for as many viewers possible.

even more reason to comply
Seventy-three percent of disabled users 
abandon websites or video content almost 
immediately, yet the hearing impaired market 
is worth twenty-one billion dollars. Please 
do not rely on autogenerated options such as 
YouTube as they do not work correctly. Create 
caption files and take advantage of the newest 
software options available. FCPX has new 
caption features built into its workflow and 
Davinci Resolve 16, which allows SRT file 
input.

Design rules to follow
Caption fonts should be consistent and 
readable, sans serif and a medium weight for 
ease to read. Use a white font over a black 
box so that the captions stand out from the 
background. The letters should be in upper 
and lower case with all caps used for shouting 
or screaming. It is best to have only 1-2 lines 
per caption so that the viewer can easily read 
the caption. Each line should have up to 42 

Above: excerpts from The Good, Bad, and Ugly: Closed 
Captioning and Video Descriptions with thanks to The 
National Association of the Deaf

characters. Whenever possible, captions should 
appear when a speaker begins and disappear when 
speaking finishes. Breaks in lines, or a set of captions 
should follow natural dialogue as much as possible.

Some common caption formats and their platforms:

SCC - Broadcast, web video, DVDs and VHS videos. 
Examples such as Premiere Pro, FCPX, Compressor, 

YouTube, iTunes 

SRT - The most common subtitle/caption file format. 
Compatible with videos on media players, lecture capture 
software, and video recording software. Examples such as 
Facebook, YouTube, and Vidyard

WEBVTT - Modeled after the SRT format, it’s a relatively 
new, user-friendly caption format that consists of line 
numbers, timelines, and text with formatting options. 
Examples such as Vimeo, YouTube,  and JW Player

SMPTE-TT - television content providers like to use this 
because it is compliant with FCC closed caption regulations 
for broadcasters
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No matter the software 
application you work with 

templates are great assets to have 
ready. Templates save time, keep you 

organized, and create intuitive workflows, 
especially in project handoffs. Adobe After 
Effects offers a feature to load new projects 
from templates, allowing you to have file 
structures ready for use (as well as regular 
use assets already included in the project). 
Not all programs allow for template creation, 
but there is always the option to create a file 
with the necessary files structure and assets 
to be saved and ready for future use. Open 
the document as needed and before using it, 
<Save As> your new document name.

naming, structure, & workflows
assume the handoff

Whether you work alone or not, be 
consistent, organized and ready for 
anything. Not only is it paramount 
to maintain file structures, but the 
same holds for file naming and folder 
structure (see example below). If each 
project looks similar than your workflow 
is more predictable as well as any editor 
can quickly jump in a project and be up 
and running in no time.

Above: downloadable project file tree example

DOWNLOAD AFTER EFFECTS
TEMPLATE EXAMPLE here

Above: file tree organization example

https://866e9bcf-c522-4c59-b65a-5d7153af50f3.filesusr.com/archives/bf5da2_53cf70bb0246445c908385da00b9094a.zip?dn=AE%20Template%20Project.aep.zip
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framerates & Resolutions
Size does matter
Framerates

Each frame rate has a different look:

24 fps - Used for feature films, 
modern television and most web 
video. It is regarded as the most 
cinematic  frame rate and it is what 
viewers sre most used to seeing.

30 fps - Is the standard for live 
television,  sports, and soap operas.

60 fps or 120 fps - Used to capture 
slow motion. In post production the 
frame rate is adjusted to 24 fps or 30 
fps to create a smooth slow motion 
effect. Rates do not effect the size of 
a video file, so if you change from 
24 fps to 60 fps ther is no effect. 
File size is a factor determined by 
the resolution used such as 1080p 
versus 4k. Something to consider 
is that a higher frame rate can help 
you achieve a smoother shot if you’re 
shooting handheld. 

Resolutions (past  present  and future). 

720p = 1280 x 720 - HD resolution *(High Definition)

1080p = 1920 x 1080 - FHD resolution (Full HD)

1440p = 2560 x 1440 - QHD resolution (Quad HD)

4K or 2160p = 3840 x 2160 -  UHD resolution (Ultra HD)

8K or 4320p = 7680 x 4320 (still newly emerging resolution)

Resolutions - So many numbers

As HDTVs became the norm, 
a shorthand to explain display 
resolutions was born. The most 
common names in the last decade 
have been 720p, 1080p, and 2k. The 
p and the "i" identifies the display as 
progressive-scan. There are many other 
sizes for gaming and mobile devices. 
The naming system always refers to 
the number of horizontal lines on the 
display. Although 

To the left: a comparison of  screen resolutions past 
to present and how they size up to each other.

Setting up the workspace & render settings

If working in After Effects< Premiere, 
or FXPX start smart by selecting the 
right workspace settings or if rendering 
the same holds true. As a rule the 
industry specs to choose are HDTV, 
H.264, 1080p, 29.97 fps. It is easy to
use Media Encoder or Compressor after
when a client needs a smaller file but it
is not easy to go back and correct all of
your work to suit a different setting.   
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