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Chapter 4
Scripting and  

Storyboarding

I once took an improvisation course as a college 
undergraduate. I, along with a roomful of fellow stu-

dent improvisers, would ad-lib scenes based on a given 
premise. I can honestly say it was the most fun I’d ever 
had in an academic setting, almost like schoolyard 
recess for adults. Of course, I would have been dread-
fully embarrassed had any of those scenes ever been 
recorded and put up on the Internet for all to see. While 
we occasionally mined a golden nugget or two from 
these scenes, most of the time they were a meandering 
muddle of mediocrity. 

Screencast creation works much the same way. Even 
though improvised recording is a terrific tool to get 
the creative juices flowing (and one which we’ll discuss 
in detail a bit later on), this should be done only as a 
launchpad to a more structured approach. It is but one 
(early) step in the process, not the entire process in and 
of itself. Remember, if you fail to plan, you plan to fail.
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So how do we remedy this? Well, now that you’ve got-
ten more acquainted with your audience, and hopefully 
have a better sense of purpose based on their needs (and 
on your goals for them), it’s time to put it all down on 
paper. I typically do this in two steps:

• Scripting, where you clarify your basic message 
and draft the video’s voice narration.

• Storyboarding, where you plan the visuals (be it 
in words, pictures, or video) and tighten up your 
script to match them. The storyboard is the plan 
from which your video will ultimately be created.

General Tips on Scripting
This section covers the basics of writing your narration 
script. Even if you’re not planning on narrating your 
video, it’s still a good exercise to put on paper the vari-
ous points you’ll want to convey. We’ll be covering sub-
jects such as information gathering, style and content, 
and using terminology. I’ll conclude by mentioning a 
couple of scripting techniques developed by others that 
may help you in your own scriptwriting endeavors.
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A lot of people have asked me whether it’s a good idea 
to narrate your videos at all. After all, you’ll need to 
invest in equipment as well as possibly hire voiceover 
talent, and the audio track can sometimes more than 
double the file size. In the end, is it really worth the 
hassle?

My answer is an unequivocal yes. As you read in the 
last chapter, Richard Mayer’s studies tell us that engag-
ing multiple pathways into the brain (e.g., sight and 
sound) greatly enhances learning. My own experience 
tells me that people typically respond more favorably 
to a technological medium when it’s administered 
with a touch of humanity. After all, what are we really 
trying to do with these videos? I would argue that, 
more often than not, we’re trying to convey the feeling 
of that human touch that accompanies an in-person 
training session (or sales demo or presentation, etc.), 
without all the cost and trouble of actually being there 
in person. It’s that inherent “humanness” of a video to 
which the audience really seems to respond.

The trick lies in trying to figure out ways of pushing 
your personality, knowledge, and enthusiasm over the 
ether. Your voice is a big part of the equation. From 
infancy onward, we human beings are trained to 
respond to the human voice. By silencing your video, 
you’re not only shutting off one of the learning path-
ways, you’re robbing your work of the lion’s share of its 
personality. The content takes on a more robotic feel, 
and the end result is listless and dull. After all, there’s a 
good reason nobody makes silent movies any more.
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Gathering All the Pieces
Before sitting down to write a single word of narration, 
you need to start out in information-gathering mode. In 
addition to the acts of finding out about your audience 
and discovering your purpose that we talked about in 
the previous chapter, it’s a good idea to approach a few 
content experts so that you can collect their input. For 
example, you might approach the developers of the soft-
ware for tips on the easiest way of executing a compli-
cated process. Or you might want to speak with someone 
in your MarComm department about the survey they 
recently conducted, where users were given the chance 
to rate the usefulness of the software’s various features. 
This could aid you in determining not only what topics 
to include in your video, but the order in which to place 
them and how long to linger on each point.

Once you’ve assembled both your own notes and the 
advice of others, it’s time to compile it into a workable 
outline (assuming that one hasn’t been dictated to you 
by management). While there are a multitude of soft-
ware outliners and project management tools that can 
help you. Before the wonders of Evernote and mind 
mapping software, I used to prefer 3x5 index cards or 
Post-it notes, and indeed, this low-tech method still 
works just fine. It would help me to visualize the flow of 
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my narration. Only after I’d scribbled, laid out, shuffled, 
pondered, reshuffled, torn up a couple cards, added 
a couple new ones, and shuffled the order once again 
would I know that I was ready to put my outline into 
Word or some other tool. But everyone has their own 
process; do what makes you comfortable.

Avoiding the “Blank Page” Syndrome
Once you have a good sense of what you want to cover 
and how, it’s finally time to hunker down and get typing. 
Unfortunately, this is where a lot of people become par-
alyzed. You fire up a new word processing document, 
and there’s just something about the vastness of that 
blank screen, with its I-beam cursor blinking tauntingly 
at you, that seems to freeze the creative juices right in 
their tracks.

The best tip I can recommend here is to go back to the 
good work you did during your preparation. Return 
to your assessments of the audience and purpose, and 
determine how those things interact with the outline 
you’ve established. Once you’ve got that blueprint in 
place, trust me, the text will practically write itself. Focus 
on your objective, and start typing content that speaks 
to that objective.
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If you’re still stuck, there is one technique I use that helps 
me overcome writer’s block without fail. I simply make 
a rough recording. Remember at the beginning of the 
chapter, when I said that improvisation can be an effec-
tive tool if used appropriately? This is where ad-libbing 
is the most helpful. Jot down your video’s main objec-
tive, and tape it to the top of your monitor. Then record 
a tutorial/marketing/demo video without the help of 
any notes or scripts. Just pretend that a representative 
person of your target audience is in the room, and start 
talking to that fictitious person, recording all the content 
with the video’s overriding purpose in mind. Remember 
to record your audio narration at the same time. Then, 
preview and analyze your recorded content. Even when 
wading through all the “umms” and the uneven pacing, 
provided you’ve remained focused on the objective, I 
guarantee you’ll find something salvageable to include 
in your script. Additionally, it can really help you tar-
get potential problems in your thought process as well 
as any lingering technical issues. You’ll learn all about 
recording your first video in the next chapter.

What to Write: Form and Content
Included in this section are a few content and style tips 
to keep in mind when hammering out a script for a video 
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audience. First, let’s talk a bit about the wording we use 
in a video script.

Make the Wording Audience-Appropriate
When doing videos about software, you’re bound to be 
producing for both technical and decidedly nontech-
nical audiences. Remember, in each and every video 
project you undertake, part of your discovery process 
with the target audience is figuring out which applies (if 
not both). The technical savvy of your group will have 
a profound effect on the terminology you employ. For 
example, if you’re doing a marketing spot designed for 
general public consumption, don’t use a lot of techni-
cal jargon that would mystify anyone not in possession 
of a computer science degree. If you must introduce an 
unfamiliar term, take a moment to explain it.

And this isn’t just limited to techie words. The same con-
cept applies to marketing buzzwords, industry jargon, 
and any other kind of gobbledygook that might not be 
immediately apparent to certain members of your audi-
ence. If this is a special demo video aimed at your sales 
and marketing staff, you can probably get away with 
using industry-specific terms and acronyms such as ROI, 
B2C, CPC, M-O-U-S-E, etc. However, any techies or 
administrative staff viewing your video would probably 
be lost. Try to play to the lowest common denominator, 
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even though you’re often walking a fine line between 
insulting their intelligence and leaving them completely 
confused. If you have distinct audiences with vastly dif-
fering areas of expertise, consider a separate screencast 
for each group.

That said, you’ll want to “speak their language” as much 
as possible where it doesn’t obscure your point. When 
citing examples, make them appropriate to the industry 
of your target audience rather than using generic filler 
content. For example, when demonstrating a particu-
lar feature of your new home design software, fill in the 
software’s various fields with terms that an actual con-
tractor (or architect, or whoever your target audience 
happens to be) would really use when using your prod-
uct in a real-world situation. So, if you’re showing off 
the Door & Window Inventory List feature, ask yourself 
which field entry would be more compelling: “Widget” 
or “Loose pin back flap hinge.” Using the former is tan-
tamount to saying, “I understand nothing about you or 
the things you care about,” which doesn’t do much to 
make a sale or establish yourself as a content expert.

Be Consistent in Your Terminology
Okay, I have one final point to make before I shut up 
about terminology. For some odd reason, presum-
ably in the interest of adding variety to the narration, 
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many writers of narration scripts will invariably use 
two or three different terms for the same concept. This 
is severely detrimental to helping your audience com-
prehend the content. It’s the kiss of death for a tutorial 
video.

In this book, for example, I always call a caption a cap-
tion. I don’t say subtitle, or footer, or thought bubble. 
And all of these are terms with which the general pop-
ulace is pretty familiar. Imagine my throwing around 
a few highly technical, polysyllabic words, all of which 
meant the same thing. The only instance in which I find 
such usage appropriate is when you actually introduce 
the words at the same time. Here’s an example from 
Chapter 7 of this very book:

A key frame is a frame that has a complete picture in it. Also called 
an I-frame (short for “intra-frame”), a key frame anchors your 
video by providing a fully assembled image every so many frames.

Even when presenting both terms at once, I’d still typi-
cally use one of them pretty much exclusively, only men-
tioning the other once as background information.

Possible Scripting Techniques
While there are any number of methods for approach-
ing the actual crafting of a video script, there are two 
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that I’ve found particularly helpful with certain video 
projects, and I’d like to share them with you here.

The “Sesame Street” technique

This organizational scripting technique is sometimes 
credited to the Children’s Television Workshop and its 
educational research in developing its Sesame Street TV 
series. It actually predates Big Bird and Cookie Monster 
in its use by trainers, marketers, salespeople, and pro-
fessional speakers, yet is still often lovingly referred to 
as the “Sesame Street” technique.

The premise is simple. First, tell them what you intend 
to show them today. Show them. And then tell them 
what you’ve shown them. This tell-show- tell technique 
tips off the audience as to what to expect, reinforces that 
expectation with the actual material, and then closes by 
summarizing all the important points. In fact, as you 
read through this book, you’ll quickly realize that each 
chapter is laid out much the same way, with a topic intro-
duction, the actual content, and then a handy summary.

A brief introduction not only prepares the audience 
for the content, it selects the audience as well. Viewers 
can therefore tell in the first 30 seconds whether this 
screencast contains information that will be useful to 
them. Due to the shorter length of most screen videos, 



Scripting and Storyboarding  93

I tend to gloss over the summary portion, even skip-
ping it entirely if the video is less than seven minutes in 
duration.

I use this technique all the time. Its inherent sense of 
structure really seems to speak to people. Additionally, 
it helps you organize your own thoughts as well as get 
you thinking about the overall flow of the piece.

Storytelling

In his book Beyond Bullet Points, management consul-
tant Cliff Atkinson concocted a method of conducting 
a PowerPoint presentation that avoids the “bullet point 
syndrome” with which most of us are all too familiar. 
He suggests using your presentation to tell a story, cast-
ing your audience in the role of protagonist. Much like a 
stage play, this story consists of multiple acts where your 
characters (audience) must overcome obstacles in order 
to reach their overriding objective (à la Stanislavsky).

While intended for the PowerPoint set, this book offers 
a remarkable, alternate way of constructing your video 
scripts. By offering an appropriate metaphor for the cur-
rent difficulties and future opportunities of your audi-
ence, you can construct a compelling story that guides 
them from problem to solution.
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Of course, a brief synopsis doesn’t really do the tech-
nique justice, so make sure you check out Atkinson’s 
book for more details.

I’ve been on the business end of this technique several 
times, and I can tell you that when it works, it works 
remarkably well. There have also been a couple of 
instances when I’ve seen this technique fail miserably, 
mainly because its creator chose the wrong metaphor 
or didn’t fully commit to the story. When done half-
heartedly, it comes across as artificial, contrived, and, 
well..., cheesy. But when done well, it can accomplish 
the objective you’ve established as well as connect with 
the audience on a more basic human level than might 
otherwise have been possible.

General Tips on Storyboarding
Once you have a script in hand, the next step in the pro-
cess is to craft your storyboard. The storyboard is the 
blueprint of your video. At a glance, you’ll be able to 
view the visual details of each segment and the accom-
panying narration simultaneously.

http://www.amazon.com/gp/product/0735627355/ref%3Das_li_ss_tl%3Fie%3DUTF8%26tag%3Ddappertextllc-20%26linkCode%3Das2%26camp%3D1789%26creative%3D390957%26creativeASIN%3D0735627355
http://www.amazon.com/gp/product/0735627355/ref%3Das_li_ss_tl%3Fie%3DUTF8%26tag%3Ddappertextllc-20%26linkCode%3Das2%26camp%3D1789%26creative%3D390957%26creativeASIN%3D0735627355
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Choose a Presentation Layout  
You’re Comfortable With
The key to making a useful storyboard is to lay out each 
scene in a separate box, with the visual cues on one side 
and the audio narration on the other. The storyboard is 
doing its job if you can glance down and instantly know 
what you’re doing in the next clip.

The layout will obviously vary according to personal 
taste, but if it will help you, I’m only too happy to share 
how I lay out my storyboards. Here goes:

The narration script provides a base. The first step is 
splitting up the individual pages and paragraphs into 
distinct shots, those points at which there is some major 
change to the visual elements on-screen. I’m not a big 
fan of letting the audience view a single application win-
dow throughout the entire course of the video. It’s much 
better to mix things up a bit. Plan a wide variety of shots 
that will elicit the most clarity for the topic at hand. As 
your skills progress, you can do more advanced zoom-
ing and panning shots, both for the sake of homing in 
on a particular interface element and for artistic effect. 
To aid me in this endeavor when first starting out, I 
devoured a few introductory books on film directing, 
and I can’t tell you how much this exercise helped the 
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preparation of my various shots. I encourage you to do 
the same.

Once you’ve separated your narration into correspond-
ing shots, try placing them into individual boxes so that 
there is a distinct visual separation of elements. The 
Table feature of Microsoft Word works admirably in 
this regard. In my table, I include two columns. On the 
left is where I place my visual elements. I paste my nar-
ration on the right. I’ll also typically change the page’s 
orientation from portrait to landscape in order to get a 
bit more elbow room on the horizontal axis. To do this 
in Word 2007 or 2010, simply choose the Page Layout 
tab, select Orientation, and then select Landscape.

Next, it’s time to fill out the column for our visual cues. It’s 
fairly quick and easy to simply type in a textual descrip-
tion of how you envision the scene playing out, making 
sure to include any planned on-screen text. This is what 
I do most of the time. For the visual thinkers out there, 
you may be more comfortable including a mocked-up 
screenshot, or even a link to a rough draft video clip. 
While the inclusion of actual visual images is certainly 
more work than typing out a quick description, for com-
plicated scenes, it can save you time in the long run by 
allowing you to examine the picture for potential trou-
ble spots, something most of us are unable to do in our 
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mind’s eye. Additionally, an image can give you all the 
information you need at a glance when actually getting 
down to the business of starting a capture.

Now, keep in mind that you can also insert a hybrid 
visual, which is an image accompanied by explanatory 
text, usually detailing the action that a still image can-
not capture. Observe:

As you can see here, we’ve got a screenshot and some 
descriptive text that explains the animations. You can 
also see that I’ve intentionally blown up the size of the 
narration text. Since this is the script from which I’ll 
probably end up reading, I tend to ignore standard 
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formatting conventions, and instead go with formatting 
that lends itself to script reading, such as enlarging the 
text. I also make sure to use a serif font (a font with little 
“feet” at the bottom of most letters), as research dem-
onstrates these fonts to be the most readable for large 
blocks of text (which is why the body text of most books 
and magazines is comprised of serif fonts).

Storyboard Flow
As soon as you’ve got all your visuals in place, the next 
thing you need to work on is making sure the story-
board has a nice rhythm and flow. Each point should 
segue naturally into the next, both visually and in its 
narration. This is trickier than it sounds. You may have 
to do some last-minute juggling of the order of your 
items in order to establish transitions that feel natural 
and not forced. 

Remember, regardless of video type, everything in 
your video is about progression. In a training video, for 
instance, you’re guiding the users procedurally through 
your content, with advanced topics building on top of the 
basics. Marketing videos also have a progression. Your 
task is to take the audience by the hand and guide them 
ever so gently toward the sale. This is done by convey-
ing benefits (in descending order of importance), using 
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the power of those benefits to sweep away any lingering 
objections, and finally, giving them all the information 
they need in order to take the next step.

The rhythm of your storyboard also plays a large role 
in terms of how well it flows. Have you spent an appro-
priate amount of time on each point? Double-check to 
ensure that everything has been appropriately clarified, 
and that most users won’t be left with a series of burning 
questions when the video is done. Unlike an in-person 
demonstration, you won’t be there to answer questions. 
It therefore falls on the individual users to contact you 
for answers, and most won’t bother.

Conversely, you should also ask yourself if you aren’t 
taking up too much time on topics of lesser importance. 
In a marketing spot, for example, if you spend 10 sec-
onds on your primary benefit and 70 seconds on the last 
benefit in the list, then you know you have a problem. 
It may be time to do some creative editing of your nar-
ration (and possibly your video) to correct the distribu-
tion of content.

Multiple Image/Video Tracks
I wanted to make one final point before we move on 
to actually using the program. Camtasia Studio offers 
the ability to include multiple layers of video and image 
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content in your screencast project, in just about any kind 
of layout you can dream up.

This opens up a new world of possibilities in terms of 
“staging” your work. Older versions of Camtasia Studio 
only supported a single track for screencast content, plus 
one other “picture-in-picture” track that was generally 
intended as a way for you to capture your face when 
delivering a presentation or walking someone through 
a software procedure.

While the new multi-track setup continues to work just 
fine with a mundane webcam capture, there are a num-
ber of other uses you should definitely consider when 
putting together your storyboard:

• Live-action sequence. Camtasia Studio can import 
AVI, MOV, MPEG, MP4, and WMV files, so why 
not take things up a notch with the introduction 
of some real-world video segments? In our home 
design software example from earlier in the chap-
ter, you could give your video a new dimension by 
showing how a particular blueprint plan evolved 
into a finished house.

• Diagram or animation. If a table, diagram, or ani-
mated figure would help illuminate the current 
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topic, you can show it without having to leave the 
procedure you’re working on.

• Close-up shots. Sometimes you need to focus in on 
a particular part of the user interface, and Camtasia 
Studio’s zoom and pan effects are quite useful to this 
end. But if you’d like to show a close-up while allow-
ing the user a bird’s-eye view of the entire window 
at the same time, a side-by-side arrangement can fit 
the bill nicely.

• Déjà vu: Recalling an earlier segment. Training 
videos tend to proceed in a stepwise manner, with 
advanced topics building upon the basic ones. With 
a brief picture-in-picture segment, you can quickly 
remind your audience of something you’ve covered 
previously while simultaneously forging ahead into 
new material.

As you can see, this technology offers all sorts of neat 
ways to lay out your content visually. We’ll be talking 
more about this handy feature in later chapters, but in 
the meantime, don’t forget about it when designing your 
storyboards. Rather than being forced into a strictly lin-
ear progression of images, multi-track layouts can let 
you produce content that has the potential to be even 
more engaging.
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Summary
In this chapter, we discussed several techniques for 
scripting the narration of your video, and then building 
a storyboard around it that placed the narration within 
the context of the envisioned screen visuals.

Scripting the narration. As it conveys the feel of an 
in-person demonstration, audio narration is a critical 
component of your video. In order to best leverage that 
power, it is far better to script your narration ahead of 
time as opposed to winging it. After speaking with con-
tent experts and reviewing your audience and purpose, 
you’re ready to begin crafting a script. Remember to use 
consistent terminology that is appropriate to your audi-
ence. Making use of the special “Sesame Street” tech-
nique or other storytelling methods can also be quite 
helpful if used appropriately.

Storyboarding your visual content. After writing out 
your narration, you can use it as the basis for a story-
board by adding visual cues (in the form of text descrip-
tions or graphics) to individual sections of narration. Be 
sure to select a layout for your storyboard that matches 
your own personal workflow. Pay close attention to 
how your storyboard flows from one point to the next. 
And finally, don’t forget about the possibilities offered 
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by Camtasia Studio’s multi-track layout and animation 
technology, which can afford you the opportunity to 
storyboard more visually complex, engaging scenes.

In the next chapter, we’re going to get really crazy and 
actually start working with the program. We’ll begin 
with the first step of recording your initial footage, using 
the Camtasia Recorder.
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