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Videography in marketing and consumer research

L deg

JolS 0l daz 3 dllde degs Sl ddlus dez ) 31 Glewd L5 LS

Dol SIS ol (s U.w.tliﬂ dwd b ol o ((iolpe JoB) dy9 Cweyd L

aio e Ol g7 o€y 3



http://iranarze.ir/videography+in+marketing+and+consumer+research

oI JT | (] &

5351 sLaUls sl g ;8

Challenges and opportunities in videographic research

Enticing as these scenarios may be, there is a host of creative decisions that necessarily
intervene between production and consumption of videographic research. We need
hardly remind the reader that the magic of cinema and television depends partly on
illusion. Because the viewer of video is often less critical than the reader of written
reports, there is a special obligation for video researchers to try to tell a coherent story
or stories without taking undue liberties with the visual and auditory data. It is our
position that the obligation to use video effectively and fairly lies with the filmmaker
more than the audience. Providing too many options to the user in the interests of
making an unbiased and complete report is likely to confuse more than enlighten and
to lose the dramatic story telling potential of the medium. The power of camcorders
and of editing and visual authoring software is now such that restraint is a greater
virtue than demonstrating all possible flourishes of sight and sound. The beginning
filmmaker is apt to zoom too much, have too much camera movement, employ too
many “cute” transitions, and use special effects where none are needed. These
embellishments are more apt to distract than produce good video.
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