
 

 

Channels for Learning:  

Association Video Strategies 
 

17 December 2014 
10:45-11:45 a.m. 

 
Hashtag: #tech14LA1 

 
Content Leaders: 

 
Will Avgerakis 

Director, Creative Services, American Institute of CPAs  

 

Amanda Batson, Ph.D., CEO  

education architect & consultant, ADB Partners 

 

Mark Dorsey, CAE  
Executive Director & CEO 

Professional Ski Instructors of America 

American Association of Snowboard Instructors 

 

Noel Waghorn 
Lead Writer/Producer, American Chemical Society 

 

All contents copyright 2014, ASAE, except noted selections which have 



 Tech 14:  Ten Tips for Video Success 

Ten Tips for Video Success by b y  
Will Avgerakis, Amanda Batson, Mark Dorsey, & Noel Waghorn 

Associations can reach three key constituencies through video:   

 Public at large,  
 General membership, and  
 Professional development participants.    

Each of these audiences view association videos for different learning reasons.  From broad 
information access to individual continuing education, videos support and supplement 
learning.   
 
The public at large turns to associations because the organizations serve as expert sources.  
For example, the American Institute of Certified Public Accountants are internationally 
recognized experts in public accounting.  Just what is chemistry (everyday “stuff”)?  Visit the 
American Chemical Society.   Want a safe, fun time on the slopes?  Check out TheSnowPros  
(Professional Ski Instructors of America-American Association of Snowboard Instructors).  
There are thousands of other examples – such as your association. 
 
The general membership can be informed about association vision, initiatives, goals, and 
plans.  Video is an excellent tool for telling a story with consistency and ready availability  -- 
like the 2020 plan or that new certification program.    
 
Professional development participants find experiences at all levels of the career ladder.   
Association education is delivered in a variety of formats:  in-person, online, and mobile.  To 
meet the learner’s needs, diverse media are required.  Video is an excellent way to home in on 
a specific goal.  
 
For video success across these audiences, try these ten tips. 

Public at Large by Noel Waghorn 
When producing video for the public at large, keep these three tips in mind: 
 

 Define your own success. 
There are viral videos on YouTube that have more than a billion views (and counting).  
However, a public-facing video for your organization doesn’t need a billion views or even a 
million views to be considered a success.  Define what “viral” means for your organization. It 
can mean anything from a million views to extra coverage in the media, to simply having a 
video become popular outside of your typical audience/membership. 
 

 Bring something new to the common experience. 
What can your organization add to a conversation? Any conversation. For example, everyone 
drinks coffee, or some kind of caffeinated beverage. There are mugs, shirts, and posters made 
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about coffee.  So the American Chemical Society did a video about caffeine, its molecular 
structure and why the popular beverage along with others keeps you awake.  200,000 views 
later, the ACS added to a common experience through the chemistry of caffeine. Give someone 
just a little bit more knowledge on a subject through your group’s expertise. Find your 
organization’s contribution, but don’t force it. 
 

 Remember thumbnails, tags and titles. 
No matter the size or subscriber count of your organization, there are simple steps you can 
take to build subscribers and increase views. Thumbnails matter. Those little images next to 
the title of every YouTube video? People are drawn to them. Make it scalable, or make 
someone say, “I gotta see what THAT’S about!”. Tags also matter. Pick the most relevant 
keywords, and even some tacitly related keywords to improve where your video shows up.  
Finally, titles absolutely matter.  What’s liable to attract more viewers: “Inverse Vulcanization 
of Elemental Sulfur to Prepare Polymeric Electrode Materials for Li–S Batteries” or “New 
Electric Car Batteries will Take You Farther”? 

General Membership by Will Avgerakis 
For general membership videos, here are three tips for success: 

 Know Your Audience Intrinsically  
A good idea is nothing without the interest and support of an audience. Know your audience 

first. "Build it and they will come" does not always apply in the real world. That was the 

difference between Apple and their competitors. Apple did a great job of anticipating desire 

and then designing products that put the consumer’s future needs first.  

 
Today, establishing a very specific definition of an audience is essential for achieving high 
viewership. Polling and market research is commonplace, but the issue is whether the data 
gathering process is asking the right questions:   
 

o Do you know what your audience values? 
o What are their most urgent needs?  
o What keeps them up at night?  
o Where do they turn when they need to make important business decisions?  

 
The answers to these questions should help define the program’s design and content.  
 
Equally important in meeting audience needs is maintaining an easily searchable resource 
that provides solutions on demand. The success of sites like YouTube has raised expectations 
that every question can be answered. This is not a “nice to have” but a “need to have.”  
 

 Remember - Content is King, but Context is the Kingdom 
In this complex changing world, information overload is a constant hazard. As membership 
organizations, we not only provide valuable information, but do so in a manner that is quick to 
realize and easy to use.  Context and relevance are key. Whether it’s the design of a brochure, 
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a video or a whitepaper, the production needs to be creatively efficient and the message 
memorable. 
 

 Achieve a Positive Social Reaction and Engagement  -- the “NEW NORM” of Success 
One of the primary reasons that members maintain their organizational affiliation is their 
ability to see continuing value. As membership organizations, our primary goals should 
always be to assist and improve the networking process with innovative ways to share 
information. Success today for any organization with an online media resource is reliant on a 
growing audience of member views. Sustaining that value will rely on enhanced content 
covering all interest areas.  

Professional Development Participants by Mark Dorsey 
For video success in the professional education arena, tap these tips: 
 

 Ensure Alignment 

a. Be clear about the needs of your audience before doing anything. This most 

important concept is one most often missed as video producers lose sight of the 

forest because of the trees. The most important objective should remain at the 

fore:  “As a result of watching this video, the viewer will….” 

b. Visuals and graphics must align with the spoken word to reinforce each other. 

Ideally, visual content should be able to convey meaning properly with the 

sound turned off. 

c. Consider that people learn differently with various preferences for visual, audio, 

or kinesthetic experiences.  Video enables you to bridge these learning styles, so 

consider how your video will engage the senses. If the soundtrack is cheesy, or if 

the spoken word doesn’t reinforce the video, you may lose the learner. 

d. Develop a solid shooting script that tells a cohesive story. Every image on screen 

should be a conscious communication decision, not a random idea. If you look at 

good video, or a good commercial, every change on screen is documented and 

set as a goal for the final cut. This doesn’t limit improvisation, and ensures your 

message will get across to the viewer. Keep your message concise. 

 

 Assist the Learner 

a. Pace and segment content so the viewer can easily assimilate it.  

b. Remove distracting elements and use visuals to associate with concepts viewers 

might already know.  

c. Don’t assume viewers are aware of “insider” terms; what seems self-evident to 

you may not be to the viewer.  

d. Use graphic elements to highlight subtle points and concepts. 

 Assure Access, Access, Access 

a. All the video in the world is no good if you can’t access it. Meet your audience on 

their time and their terms.  
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b. Deliver video on the maximum number of platforms—smartphone, computer, 

tablet—where possible. Ideally, do so without having to be connected to the 

Internet, thus, include download options.   

Number One, Overriding, Most Important Tip:   
Know Your Audience 
 
Regardless of video intent or purpose, the most important tip is to know your audience.   First 
you must determine the audience: public at large, general membership, or professional 
development participants.   
 
Within those broad categories, there will be subsets -- such as the two million science teachers 
in America who could be a public audience for the American Chemical Society.  In any general 
membership, there are segments.  Specialties or special interest groups are common 
membership subsets.  One set of specialists within the American Institute of CPAs is the 
Chartered Global Management Accountant (CGMA) group.  When we come to professional 
development, think of each course attendee list and the needs of those professionals.  At 
Professional Ski Instructors of America-American Association of Snowboard Instructors, 
education programs are tailored for three levels of instructors plus advanced opportunities 
 
Once the audience is identified, get to know them and keep that knowledge fresh.  Waghorn, 
Avgerakis, and Dorsey all pointed to critical questions: 
 

 For a public audience, what are their common experiences? How do these experiences 
relate to your organization’s mission and expertise?  (Remember the coffee video?) 

 

 For the general membership, what are their values and most urgent needs? What keeps 
them up at night?  What resources do they turn to time and again?   

 

 For professional development participants, what are their learning needs?  What is their 
prime learning goal?  What does the participant want to achieve by completing a particular 
course or program? 

 
To know your audience, ask questions, observe their participation -- online and in person, and 
keep the conversation going across the association silos.  For next generation learning video 
success, there must be active, deliberate planning and collaboration across education, 
communications, IT, and video production.   First and foremost, know your audience. 
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Contact Us  
 

 
Will Avgerakis 
Director, Creative Services 
American Institute of Certified Public Accountants 
wavgerakis@aicpa.org 
+1.212.596.6021 
 
Amanda D. Batson, Ph.D., CVEP 
Education Architect & Consultant 
ADB Partners, LLC 
abatson@adbpartners.net 
+1.512.795.9317 
 

Mark N. Dorsey, CAE 
Executive Director & CEO 
Professional Ski Instructors of America  
American Association of Snowboard Instructors 
mdorsey@thesnowpros.org 
+1.303.987.9390 
 
Noel Waghorn 
Lead Writer/Producer 
American Chemical Society 
N_Waghorn@acs.org 
+1.202.872.4580 
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