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buyer meetings



The purpose of this document is to outline the 

key principles in preparing for virtual buyer 

meetings for Irish Food, Drink and Horticulture 

companies. It draws on some of the most 

important practices in Key Customer 

Management, Commercial Marketing Strategy 

and digital marketing tools and techniques.

This document is for any company that is 

engaging with a current or potential customer 

using online or web-based software. This 

includes; buyer pitches, sales negotiations, 

category reviews or regular buyer-supplier 

meetings. 

Developing an understanding of your customer and 

communicating to them in an appropriate and engaging 

way is a constant in the times that we live in. What has 

changed and continues to change is the advances in 

technology and the evolution of traditional face-to-face 

meetings. 

So, how will you keep your sales pipeline healthy and 

continue to engage with both existing and potential new 

customers during these challenging times? Covid-19 has 

accelerated the challenges in face-to-face meetings, but 

has also advanced the opportunities that technology can 

bring to your business. Pivoting to virtual selling can give 

you an edge over competition as well as an opportunity to 

broaden business reach.

We believe there are 5 key principles that you should 

adopt in the preparation for a virtual buyer meeting:

Preparing for the 

pitch: successful 

virtual buyer 

meetings
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A deep understanding of your customers is at the 

heart of every successful customer presentation, pitch or 

sales meeting, whether these are conducted virtually or 

face-to-face. Taking the time to accurately understand 

what your contact is looking for and what their needs are 

is the first step to a more rewarding customer 

relationship. Before you engage in any customer 

meetings, build or refresh your knowledge of what 

matters to your customer by considering the following 

five key knowledge areas:
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Build your Customer Understanding



Customer understanding and where to find the information

1 Your customer’s strategy - This drives their 

entire business from top to bottom. Customers will 

bring their strategy to life through either their 

identity and/or value positioning. These can be 

easily spotted through the physical store, website 

and key communications; and their customer 

service experience.

2 Who your customer’s customer is - Whether 

it’s a shopper or another part of the value chain, 

you should see your customer as ‘The King’ and 

they must be considered in everything you do. 

Gain a deep understanding of who they are by 

observing them in store or speaking to them in 

depth. Understanding them will allow you to turn 

insights into action.

3 Know how your buyer operates - Understanding this and their key performance indicators 

will set you on the path to success. Remember that a buyer’s behaviours and attitudes are 

driven by what they need to deliver and ultimately on how they’re measured. 

4 Understanding the way your customer works - This will allow you to customise your 

presentation to better meet their needs, get proposals agreed and implemented, and ensure 

that you do not miss critical deadlines for approval. Take the time to understand how your 

customer works from key strategies through to their Financial & Admin processes. 

5 Knowing your customer’s supply chain and operations – This will enable you to play an 

active role in ensuring the plans you have agreed with your buyer make it all the way to the shelf 

or depot.

Click here to read an example of a 

customer hierarchy of needs 

https://www.bordbia.ie/industry/grow-your-business/key-customer-management/key-customer-management-video-top-tips/
https://www.bordbia.ie/industry/grow-your-business/key-customer-management/key-customer-management-video-top-tips/


There are many sources to gather this information; 

annual reports, customer strategy publications, web 

searches, as well as leveraging the experiences of your 

own colleagues and network.

Where you have an existing relationship with the 

customer and buyer, you can build your understanding 

through questions and dialogue over time, as well as by 

sharing your insights with them. 
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Build your Customer Understanding: Information 

Sources
ANNUAL 

REPORTS

SERVICE 

PROVIDERS 

AND THE WEB

YOUR BUYER 

AND OTHER 

CONTACTS
STORES, 

WEBSITES 

AND 

CUSTOMER 

PREMISES
YOUR 

COLLEAGUES

These documents are available in the Virtual Buyer Meetings tab on the Key Customer Management section at 

bordbia.ie/industry

https://www.bordbia.ie/industry/grow-your-business/key-customer-management/


Now that you understand your customers’ needs, you should be 

able to identify what are the gaps, builds and highlights among 

your library of content which you will need to work on and develop

to support your buyer interactions.

This could be in the form of videos, images, infographics, 

documents etc.  Developing content for the first time for your 

initial pitch can be completely different to what your need to 

develop for an existing customer relationship. In fact, you may be 

in the strong position, whereby you believe you have the 

appropriate content to support your virtual selling. If so, the next 

stage is to integrate with digital marketing.

2: Develop Concepts and Create Content



.

Meets the needs 

of your audience

Authentically 

represents your 

business

Reflects your 

Value Proposition

Remains Relevant 

and Fresh

Developing 

Content 

Concepts

Your concepts are themes which must deliver in the following areas with your 

audience:

Digital content concepts 

encourages you to identify 

strategic themes for your content, 

derived from your company’s 

brand value proposition and the 

messages you want to 

communicate to meet your 

audience’s needs.

It is about brainstorming and 

developing a host of ideas which 

will support your virtual selling in 

a visual, informative and 

engaging manner. 



Focus on your Value Proposition

Communicate 

reasons to believe

Define benefits

Identify customer/ 

consumer needs

How do we credibly support this offer?

What do we offer that solves the consumer/customer 

challenge we need to overcome?

What are the customer/consumer needs identified within our 

market we seek to satisfy?

Your value proposition is your key differentiator versus your competitors and is ultimately the rationale for purchase. This 

is certainly the case for current or potential new customers who need validation for entering into a new business 

relationship or confidence in the one currently being met. When developing content for existing customer interactions or 

new, it is critically important to communicate your value proposition clearly. 



Content Concept : Idea Generation Ideas

New pitch 

Need to communicate information about 

artisanal heritage and our story 

Existing Customer

Looking to communicate information 

about our new products for category 

growth plans’

‘From farm to fork’ ‘Innovation Excellence’

Our new product pipelines

Research team

Happy consumers

Our testing panels

We would like our buyer to understand 

and become enthused by the difference 

of our products vs competitors already in 

market 

We would like our buyer to understand 

how we develop our products and be 

enthused by our process in development

Our farming background

The history of the family business

Our craft

Scenario

Content Theme:
Brainstorm several different themes relevant to 

your value proposition and audience needs

Value Exchange

Describe how your audience will benefit 

from seeing or engaging with the content

Content Topic:

List all the various topics that could make up 

your content theme.

Once you have developed these pillars of content areas, it is time to determine how and in what way you would like 

to develop these and the format with which they will be delivered. 



When selling remotely, it is critical to support your delivery with content 

that is timely, relevant and to the point for your customer. Bord Bia has 

created a number of ‘how-to’ guides to aid you in developing basic 

content for your business. Later in this document, we will also go through 

principles of video development.

Concept Content Creation

Picture Perfect: How to use photography for 

your business
Simple Graphic Design Tips and Tricks

These documents are available in the Virtual Buyer Meetings tab on the Key Customer Management section at 

bordbia.ie/industry

https://www.bordbia.ie/industry/grow-your-business/key-customer-management/


If you are pitching for the first time to a new potential customer, it is important to integrate your pitch, 

presentation or content with your digital marketing platforms. 

The reason for this is the basic principle of any new seller-buyer relationship. They will look for information 

on your business – and possibly on you – to further form their opinions. 

Likewise, with current customers, they may naturally become aware of your advertising, social media and 

marketing communications because of the space in which they operate. Consistency of message among all 

touchpoints is important.
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Integrate with Digital Marketing



Your website is a key marketing channel for every business. 
How you website is design and how it communicates must 
aligned with your virtual meeting messages. 

There are some key principles you must be mindful of when 
creating a website and in particular landing pages, which are 
primarily focused on your customer and your B2B 
relationships:

Keep your message consistent: You must be 
communicating consistently with the messages you are 
delivering through any interaction with your customers. 
You cannot say one thing in virtual communication and 
present this differently on your site. 

Focus on your viewer and their needs: Understand 
what it is that your customer may be looking for. What 
is their need they are seeking to fill by looking for 
information on you?

Create a call to action: Make sure you capture 
information, follow up prompts and give visitors an 
option to get in touch. It will feed your customer funnel.

Website – B2B landing pages



When developing your approach to remote selling, virtual
pitching or technology enabling communications it is
important to prioritise your presence on social media.
Again, this is an area with which investment of your time
and your resources can complement your buyer
communications and meetings.

As lead generation, social media is a way in which you can
prospect new customers and develop new relationships by
becoming thought leaders, opinion formers and developing
a constant supply of relevant content for your audience.
This in turn can position you as a relevant and leading
brand in that space.

It is also a touchpoint which can nudge your current or new
customers in the right direction. It is a highly effective
selling aid – as a supporting channel to reiterate your key
message to your intended audience.

Social Media – Supplementing your virtual meetings

For a more in-depth understanding of Bord Bia’s Digital Marketing Supports , visit the Think 

Digital section at bordbia.ie/industry

https://www.bordbia.ie/industry/grow-your-business/think-digital/


Whether your pitch is about furthering a

relationship with your current customer or

developing relationships with a new one, at

the heart of this is the ability to create a

compelling selling story. This ‘story’ is

critical to be able to influence your

customer, articulate value propositions and

sell in an authentic way, as well as being

able to manage negotiations effectively in

order to deliver the outcome needed for

both parties.

The principles of this storyboard incorporates any content

or materials your may have developed in advance of this

meeting and should form the outline of your delivery.

A powerful story and a winning pitch of sell share

consistent themes:

1: A Setup

2: A Challenge

3: A Resolution

4: Perfect Your Pitch:

Build a Commercial Storyboard 



What does a 

compelling 

selling 

storyboard look 

like?

1. TITLE

What you are discussing – focus on the 

big idea

2. SUMMARISING THE SITUATION

Provide the background and context to 

ensure that everyone is up to speed 

3. THE BIG IDEA

Why are you here? Describe the big 

idea in a motivating way to the 

customer

4. HOW IT WORKS

The category / consumer / shopper 

rationale. Make sure what you say 

covers all three areas 

5. DESCRIBING THE CUSTOMER & 

CATEGORY BENEFIT

What does the customer gain in either 

the long-term or the short-term? 

6. VALUE OFFER

How does the value impact the 

customer?

7. ACTION PLAN

Next steps to make this happen. The 

first action should be the customer’s

8. SUMMARY

Reinforce the benefits

9. SCORECARD

How to measure success? Establish 

the scorecard and a plan to review



Once you know what your current or potential 

customer need is, what you would like to 

communicate and how you are going to do it, now 

is the time to determine what format you will 

contact your customer in and how you will deliver 

your pitch or sell. 

There are 3 types of buyer meetings technology 

will enable us to deliver effectively:

5: Perfect Your Pitch: 

Effective Delivery Using Technology



Electronic meetings are now a 

common practice and a necessary 

part of working with customers. 

You will already have the relationship 

understanding and rapport built, but it 

is still so important to demonstrate 

capability, expertise and 

professionalism with the technology 

now at our disposal.

Typical buyer engagements with 

technology

Existing Customers: 

eMeetings

New Customers:

Virtual Video Pitches

Existing Customers : 

Video Communications

Video communications can give you 

an advantage in demonstrating 

innovation and creativity in an email 

and phone-heavy environment.  

It can give you the leverage to stand 

out from your competitors by going 

against the norm expected by your 

current customers.

For new customers, video may be the 

way in which you deliver your pitch or 

the way in which you create the first 

impressions about your product or 

business. 

Compared to cold calling or 

prospecting, it is the effective way to 

get across your message.



Existing Customers: 

eMeetings

Virtual selling may be a positive or a negative for your business and many factors come 

into play on whether it will enable growth. Regardless of this fact, virtual selling, e-

pitching, teleconferencing and technology-enabling communications are here to stay. If 

you can plan, manage and control these five areas of preparation, you will be 

maximising the chances of your virtual meeting success.

1 2 3 4 5

Software

Location Setup Meeting Preparation

Audio Visual 
Equipment

eMeeting Etiquette



eMeetings:

Software

Once you have meeting 

confirmation, ask your 

customer have they a 

preferred system to use. Aim 

to use their system to avoid 

any issues with connections. 

Otherwise, use what you are 

most confident and 

comfortable with. This will 

enable a clear conversation, 

minimising disruption, 

avoiding downloads and 

complicated logins.

Click here to learn about these in more detail

Microsoft Teams Skype Zoom

3 4

Microsoft Teams is an integrated, 

cloud-based software designed for 

greater collaboration between 

internal teams. 

It allows for the setting up of team-

or project-specific groups and 

stores related messages, chats and 

work all in the same place. 

Teams includes online video 

conferencing functionality and this 

can be used for external meetings 

as well.

Zoom is a video communications 

app that operates via the cloud. It 

allows you to host meetings, share 

you screen for presentations and 

includes a chat function, among 

other features.

Zoom can be used for free, with only 

the host requiring an account to 

schedule and manage calls. 

Participants then join through an 

invite link.

However, there are limits to the free 

service, such as a 40 minute time 

limit for video conferences involving 

more than three people. 

Skype is an online video 

communications system. 

For small businesses, Skype can 

be a great asset as it is free to 

download and make one-to-one or 

small group calls. It also offers the 

option of buying credit and calling 

people without the Skype app e.g. 

on their phones.

Skype allows for screen sharing, 

chat and document sharing 

functions, as well as screen 

recording. 



eMeetings:

Location Setup

Like a video, your 

communication setting is an 

important channel to set a 

scene for delivery, consistent 

with your communications 

goals you want to achieve. 

Click here to learn about these in more detail

Lighting

Try to find a location with natural 

lighting. For indoor, dark or 

uncomplimentary lighting areas  

you can invest in lighting rigs to 

add a warm backlight or room light 

for your video.

• Place the brightest light source 

in the room behind your camera

• Don’t sit in front of a window

• Do sit in front of a plain, light-

colored wall

• Try to keep consistent exposure 

with your phone/camera and 

practice the settings to lock this 

for consistency

Props

Think about what is the most 

visually appealing part of your 

business that conveys the 

messages you want to 

communicate. It may be your 

manufacturing, your people or the 

product itself. Whatever it is, 

highlight it and have it in front of 

camera.

• Use an uber-minimalist desk

• Don’t sit in a swivel chair

• Do not have any moving or 

distracting background pieces 

(e.g. curtains) 

• Do not have anything included 

which draws attention 

Positioning

Position yourself just above or at 

eye level to your camera or 

webcam

Attempt to centralise your body on 

screen and frame yourself as the 

centre point in the meeting lens

Aim to show from waist up, 

especially if table meeting setting



eMeetings:

Audio Visual 

Equipment

Click here to learn about these in more detail

Lights

A dimly lit location, with poor or 

uneven lighting, can take away 

from your visual presence and your 

surroundings. A simple table lamp 

or desk light shining directly on 

your face can add the consistent 

lighting you need to look 

professional. 

If you don’t believe this is enough, 

consider investing in a light kit with 

light heads, barn doors, stands, 

and soft boxes. 

Sound Input

Standard built-in microphones are 

of poor quality for sound input. The 

best way around this is to add a 

dedicated external microphone 

which syncs with screen recording.

A lavaliere (clip-on microphone) is 

a budget-friendly solution to 

providing professional sound input. 

Stick microphones or shotgun are 

more expensive hardware 

solutions which you may invest in 

for secondary video production.

Camera

Your laptop should have a built-

in web camera, but we suggest 

investing in a separate mounted 

web camera or HD DSLR 

camera.  

Aim to buy a webcam/ camera 

with high resolution (min 720p, 

minimum frame rate of 15 

frames per second (FPS)  that 

take images at least 2 

megapixels.

Tripod

If using a separate camera, this 

is used to add stability to your 

recording and to minimise

‘shakiness’ which invariably get 

in the way of quality video 

delivery.

You don’t need to break the bank 

with an expensive tripod, and 

there are plenty on the market to 

fulfill any needs.

WiFi Connection

Poor WiFi connections, buffering 

and the dreaded drop calls are an 

experience we’ve all had. It is so 

important to miminise risks where 

possible and control what you can 

control with your connection.

Aim for Ethernet/ Lan unshared 

connection. This is the most trusted 

connection to your laptop or 

computer.

The more devices connected on 

your network, the harder it may be 

to upload your content. Business 

and Fibre connections have ample 

bandwidth to facilitate your meetings 

but if you are working from home, 

minimise family or friends from 

using your connection for other 

purposes. 

These guidelines and 

suggestions around AV 

equipment have the goal of 

raising your delivery to a 

professional level. All modern 

computers and phones should 

have the facility to enable 

remote selling with camera 

and sound functionality, but 

depending on your audience, 

it may be necessary to raise 

the bar to a more specialised 

delivery, impressing your 

customer.

https://www.dummies.com/careers/business-communication/webinars/basics-of-webinar-lighting/


eMeetings:

Preparation

Click here to learn about these in more detail

Admin

If you are using a closed system 

such as Zoom or Teams, ensure 

that the call is created in your 

calendar and you generate a join 

link for all parties dialing in.

A reminder email should be sent to 

everyone ahead of time and this 

should include the link to software 

and agenda, as well as any other 

required information.

Agenda

As with any meeting, a clear 

agenda of the points to be 

discussed on the call should be 

sent to all parties.

Build in a little buffer time at the 

beginning for people to join the call 

and sort out any potential tech 

issues.

Keep the customer’s goal central 

to the agenda and ask yourself, 

‘why did the customer agree to this 

meeting in the first place’?

Don’t overload the meeting – what 

can be addressed via a pre-read?

Gain interest with action-orientated 

agenda headings. For example, 

instead of ‘Update’, using ‘What’s 

New?’ is immediately more 

thought-provoking and interactive.

Practice

Whether this way of working is new 

to you or not, it is always useful to 

practice online meetings.

Talking to a computer screen is a 

different experience than in-person 

and takes getting used to. Different 

software systems have different 

controls and you need to know how 

to share your screen, put yourself 

on mute etc.

Set up a practice session with 

someone else in your business and 

run through the controls and 

presentations, ensuring that 

everything works according to plan.

The main goal of your behaviour 

in advance of your meetings is to 

display confidence in the meeting 

organisation and delivery. Your 

attendee may have numerous 

digital calls, meetings and pitches 

and your role is to minimise 

disruption in attendance with you.

Details matter, first impressions 

count and remember: failing to 

prepare means prepare to fail. 



eMeetings:

In-Meeting 

Etiquette 

Click here to learn about these in more detail

Body Language

When talking, talk to your camera 

lens and not to the meeting video 

on your screen. Whether this is the 

centre point of your laptop or an 

external webcam, this is the online 

equivalent of maintaining eye 

contact with your audience

Sit back so colleagues can see 

your hands and upper-torso so that 

non-verbal communications are 

easier (wave, thumbs-up etc.)

Lean forward slightly to show that 

you are fully engaged.

Face-touching is a sign of nerves.

Use hand gestures as you would in 

a face-to-face meeting. They 

convey warmth, energy and 

agreement

Media & Screen-

sharing

If you have to look for a document, 

file etc. on your computer (or 

physical copy) alert your attendees 

to this as your eye line and 

movements may indicate a lack of 

attention

You may be tempted to include 

videos or animations within your 

presentation, but these are 

dependent on your upload speed, 

your customer download speed 

and computer connectivity. Don’t 

run the risk. 

If you would like to screenshare

(e.g. presentation, software run 

through, media show etc.) preload 

and prepare this in advance of the 

meeting and become 100% 

confident with the tools you will 

have to deliver. It is difficult to 

manage meeting silence and 

software admin.

Address your 

tone

There is a temptation to become 

more relaxed or laid back in a 

virtual meeting (and you may 

experience this with your 

customer’s tone or body 

language).

It is imperative to set the right 

tone and to deliver with 

authority.

Write beside your screen some 

key pointers or reminders to 

deliver and let your tone be one 

of them. 

With the proliferation of technology, 

many ‘sellers’ may lose a sense of 

control without physical presence. 

The main thing to remember is that 

your competitors are in the exact 

same position as you, so even if you 

believe your position is weakened by 

the fact you’re in front of a laptop, it is 

imperative that you take the 

opportunity to control what you can as 

some of your competitors wont!

Be guided by the Storytelling 

principles in how you deliver your 

pitch, presentation or negotiation and 

use these tips for the practical 

implementation of a strong virtual sell. 



eMeetings:

In-Meeting 

Etiquette

Click here to learn about these in more detail

Chairing

If your meeting has more than one 

person, use chairperson’s rules and 

set expectations around how to talk 

(e.g. Hold up hand, virtual hand raise, 

video on/off etc.).

It’s your responsibility to make sure 

all attendees are inputting and 

valued.

Fully focus on the speaker, displaying 

body language where relevant (as 

you would in a physical meeting). 

Mute when you are not speaking and 

become comfortable in turning on and 

off within the programme

Confirm the next steps as part of the 

close.

Follow up on the same day with 

notes, answers to questions, list of 

actions and responsibilities etc.

Engagement
. 

With eMeetings, it is important to 

interact constantly with your 

audience. Speak to every 

participant – remember people’s 

names and address them during 

the meeting

When introducing your team, use a 

slide with your photo/name/role so 

that it is easier for the customer to 

understand who is who and put 

names to faces. Do this even if you 

know the customer - it is a useful 

reminder.

People ‘zone out’ much quicker in 

virtual meetings, so you need to 

ask lots of questions and avoid 

speaking for much longer than a 

minute without pausing to check in, 

change your tone, ask for feedback 

etc.

Consider how you can bring in 

other colleagues (e.g. 

Owners/Founders/MDs etc.) to 

make a short appearance in a way 

that adds value to the customer 

conversation and impresses 

them/demonstrates their 

importance to you. 



New 

Customers:

Virtual Video 

Pitches

Existing 

Customers : 

Video 

Communications

When it comes to video 

development, whether it 

is for your current 

customer or your 

potential new customer, 

it is important to keep 

these fundamental 

principles in place 

regardless of delivery:



Video Development: Principles

Production plan

Look and Feel

Messaging

Who is going to be in front and behind camera. What will be recorded? When will 

it happen? Who will write a script? What equipment/ props are needed and 

where will it happen? Be as detailed as possible with your plans.

What you say, how it looks, what is recorded, how it is shot and ultimately how it 

is edited and presented must be consistently delivering in line with your brand 

positioning.

A well thought-out, structured message is the most critical element of any video 

development. Whether a script, a storyboard, a voice over or graphics you must 

know what you want to say and consistently sense check its delivery.

Relevance to 

audience

Always remind yourself of whom this is to be sent to. What are their particular 

needs? What are their names? As much as you can, make this bespoke to the 

customer in question.



Most smartphones will now 

shoot at High Definition (HD) 

quality with a minimum shooting 

requirement of 1920 x 1080. 

With phones, just be mindful of 

memory capacity, especially if 

shooting in HD 4K quality. 

Consider SC card or external 

hard drive. 

Standard built-in microphones are 

of poor quality for sound 

recording. The best way around 

this is to add a dedicated external 

microphone which syncs with 

screen recording.

Lapel mics are cost-effective, 

close range microphones suitable 

for interviews or close recordings 

This is used to add stability to 

your recording and to minimise

shaky hand recordings which 

invariably get in the way of 

quality video recording.

Video Development: Equipment
Below are some of the most basic suggested equipment needed to shoot your video. All of these will be 

dependent on the quality you would like to deliver and your experience and ability in using the 

technology.

Phone or DSLR Camera Audio Hardware Tripod



Video 

Development:

Setup

Click here to learn about these in more detail

Setting

Try to avoid filming 

yourself directly up against 

a wall – the best 

backgrounds tend to be 

ones with lots of space 

and light. Think about 

what is the most visually 

appealing part of your 

business that conveys the 

messages you want to 

communicate. 

Process-driven and 

professional? – How about 

the packing line? Craft 

orientated? – Maybe the 

testing zone, or mixing 

area? ‘From farm to fork’? 

How about where you 

product is grown?

Lighting

Try to find a location with 

natural lighting. 

Try to keep consistent 

exposure with your 

phone/ camera and 

practice the settings to 

lock this for consistency. 

For indoor, dark or 

uncomplimentary lighting 

areas, you can invest in 

lighting rigs to add a warm 

backlight or room light for 

your video. 

If recording while 

stationary, have the 

brightest light source 

behind the camera



Video 

Development:

Setup

Click here to learn about these in more detail

Clothes

Choose warming colours. 

Colours like teal, cobalt, 

purple and coral pop on 

screen.

Solid colours work better 

than patterns which can 

be distracting.

Choose solid tones to 

contrast with your skin 

colour and background.

Avoid white, bright red 

and all-black outfits where 

possible.

Avoid patterns or busy 

signals like polka dots, 

small stripes or plaid.

Keep jewellery simple so 

it’s not distracting.

Noise Level

Unusual sounds can be 

jarring and interfering with 

user experience of your 

video. Take time to just 

listen to the sounds of 

your location – such as 

ventilation, side 

conversations, outdoor 

traffic or just the cows 

next door!

.



Video 

Development:

Shooting

Have someone else film 

you so they can monitor 

as shooting

.

If using a phone, use the 

back camera (better 

quality)

.

Make sure you are in 

focus and the camera is 

stable (if moving)

.

If using phone, film in 

landscape (i.e. phone 

turned to side)

.

Use gridlines to ensure 

you are filming straight

.

If you want to zoom in on 

something, do it by 

moving the camera closer

.

Be energetic and 

enthusiastic

.

Mark if you think it’s a 

good shot by e.g. placing 

hand over the camera at 

the end 

Record a number of shots 

so you have choice for the 

edit

Do a test shot to ensure 

that camera/audio are 

working properly

.



Video 

Recording:

Software 

Suggestions

Click here to learn about these in more detail

Cinema FV-5

3 4

The Cinema FV-5 app allows 

you to capture professional-

style video on your phone. It 

hosts a range of features that 

elevate it above your phone’s 

built-in camera and is easy to 

use. 

.

Camtasia

This is a user-friendly software

best placed for developing 

recordings and editing screen 

recordings from your 

computer.

A comprehensive advanced 

screen recording software which 

records, edits and shares 

anything on your PC screen.

For advances users, Filmic Pro 

contains all the features needed 

for professional quality, 

advanced video recordings.

Best for 

Phones
Best for Screen 

Recordings

Best for 

Animations

This is a user-friendly software

best placed for developing 

recordings and editing screen 

recordings from your 

computer.

Kapwing is an open source, 

collaborative content generation 

software to develop videos, 

animations, gifs and images.

https://www.vyond.com/
https://www.vyond.com/


Video 

Development:

Editing

Organise your files in a 

logical format with 

which you can easily 

access and cut where 

relevant 

.

Always refer back to 

your script and to your 

video objectives to 

ensure you are 

consistent in delivery

.

Introduce cutaway, 

graphics etc. where 

relevant or when the 

commentary is good, 

but the visual is not as 

impressive

.

Take meticulous notes 

and time stamp and 

edits so it is easy to go 

through the raw 

footage for editing 

.

Get a second opinion 

on your work. It is 

difficult to remain 

impartial when you 

have spent a lot of time 

developing and editing 

a video

Upload to an 

appropriate hosting 

platform. Is it open 

access or viewer only? 

Do you need to 

incorporate to CRM 

systems? What quality 

is needed?

Be careful of using 

images, graphics, 

audio and make sure 

that they are licensed 

to be part of your 

video. If not, copyright 

infringements may 

cause difficulties if your 

video is in a public 

forum 

.

Depending on your skills and 

interests, video editing can 

become the most monotonous or 

the most exciting parts of video 

development. It is something 

which can be completed using a 

range of software tools (possibly 

already in-built into your 

computer). The key purpose is to 

manipulate and arrange your 

video recording into a format 

which delivers for your customer 

in a visually engaging and well 

executed way, delivering on your 

video objectives. 



Video Editing:

Software 

Suggestions

DaVinci Resolve 

16

Beginner Intermediate Advanced

PCMag.com

Apple iMovie

Adobe Premier 

ElementsFilmora

Shotcut

Adobe Premier 

Pro CC

Apple Final Cut 

Pro X

Cyberlink Power 

DirectorWindows Movie 

Maker

Your skill level will determine what 

software or programme to use. As 

a rule of thumb, the more 

advanced versions of video 

editing software incorporate 

higher flexibility of options in 

graphic design and graphics. 

If you are looking for high-end 

production design, it is worth 

considering agency or freelance 

videography support. 

https://uk.pcmag.com/video-editing/16182/the-best-video-editing-software


Professional 

Support

DIY – Video and Editing

Pros

• Cost-effective

• Full management 

of information

• Speedy

• Builds trust and 

credibility

• Flexibility to 

respond with 

immediacy to 

buyer/ potential 

buyer queries

Cons

• Knowledge gaps in 

development and 

implementation

• Secondary 

colleagues or 

personnel needed 

for organisation

• Software and 

hardware 

purchases needed

Full Service Video Development & 

Editing

Pros

• Can finesse the raw footage 

developed

• Editing and graphics are the 

most time consuming to 

learn, this will minimise

Cons

• Needs very tight brief for 

editing team

• Professional editing and 

graphics may be at different 

standard to video recording. 

Expectations of what an 

agent/ freelance editors can 

achieve must be managed

• Hourly fees or project fees 

can increase if not clear on 

output required

DIY Video: Professional Editing

Estimated Costs

Hardware: €700

Software: €500

Estimated Costs

Hardware: €700

Agency/ Freelance Fees: €150 -

€300 per hour

Typical 90sec video editing for pitch 

video: 5 hours

Pros

• Full project management

• Can include services such as 

script development, 

storyboarding, design 

options, editing

• Professional, High Quality 

output that can, and should, 

be used over various 

channels

Cons

• Can be expensive

• Appropriate for high value 

buyer interactions

• Obvious professional input 

may reduce authentic or 

amateur presentation which 

may fit in with brand or 

company story

Estimated Costs

Project Fees: Dependent on project 

scope and deliverables

Typical 90sec pitch video: €2,000-

€3,000

Typical Company overview; €5,000 -

€7,000



Conclusion

The way in which we do business with 

our customers – both current and 

potential – has been completely changed 

over the last few months. In order to find 

new growth opportunities, you must 

adapt to these new circumstances and 

embrace them fully. 

Everybody is learning how to navigate 

these new interactions, so you have the 

opportunity to stand out from the crowd. 

By investing your time and upskilling 

yourself and your staff, you can perfect 

the art of the virtual meeting and remote 

selling to use technology to your 

advantage. 

Making your customers’ lives as easy as 

possible is key. Build and tell your story 

in an engaging way and convince them 

that you provide the answer to their 

needs.


