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The world has changed. Don’t do the same things 
and expect different results.
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Tell me a story. 
It’s a concept as old as time, one that captures us as children and continues to 
connect with us throughout our lives. Stories help us to remember, to process, and to 
understand. In marketing, brand storytelling elevates information by giving it emotion. 
A brand story takes a product built to solve a problem, and gives it the context of 
humanity. People use brands to define their own value systems because the brands 
tell a story that is relatable, or desirable. So if you’re a business looking to build a brand 
story, where do you begin? How do you tell your story?

Throughout the following pages, Sparxoo and CROOW partner up to share tips, 
guidelines, processes, and inspiration for your brand storytelling campaign. Whether 
you’re just getting started, or trying to improve processes so your story engages more 
leads, we have experts share their own best practices so you can craft your own. Feel 
free to click straight into a topic you want to explore, or read top-to-bottom for a wealth 
of knowledge and examples of amazing brand stories in action.
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Why Partner with an Agency on Brand Storytelling
“You know your brand’s story inside and out. So why do you need a 
creative agency to help you with your brand storytelling?”

Brand Guidelines to Set You Up for Success
“If you make conscious, intentional choices while you build your brand 
story, release your campaign and track your results, you’ll get more 
than just leads — you’ll build your legacy.”

How to Give Your Brand a Purpose and Identity
“In order to begin thinking about how you create a purpose-driven 
mission, you need to look into the heart or soul of the company.”

Our Agency Secrets on Creative Content & Design
“That’s the game — how do I push the design while maintaining the 
message. It makes the process exciting.”

7 Ways to Optimize Your Digital Campaigns
“As humans, we use stories to communicate with one another, to 
connect, and to remember.”

Are You Maximizing the Value of Your Website?
“Potential customers are making immediate judgements about 
your site.”

A Moving Picture’s Worth: Incorporating Video Marketing Into 
Your Brand
“You’re no longer limited to the old-school two minute video 
interviewing company founders about their rise to fame.”



WHY PARTNER WITH 
AN AGENCY ON BRAND 
STORYTELLING

Think about your company’s brand story. 

There’s lore that gets shared at happy hours about how the founders came up with the business. 
There are values reflected in mission statements that you keep posted above your desk. There are 
goals that you build into your coaching plans for your team. You know your brand’s story inside and 
out. So why do you need a creative agency to help you with your brand storytelling?

Customers want content they can connect with, and that makes them feel good. A study by 
Headstream showed that if people love a brand story, 55% are more likely to buy that product in the 
future, 44% will share the story, and 15% will buy the product immediately. This all boils down to the 
fact that it makes good business sense to invest in your brand story, and make it memorable. So 
how can you do that? Partner with the experts.
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We as humans learn best from stories. They make you more memorable and give us a 
reason to share your story with others. Is your brand telling stories or just speaking at your 
customers or clients?

60%
of content from the world’s 
leading brands get labelled as 
“clutter” by consumers. 

74%
of brands have no meaning in 
consumers’ lives.

There are so many formats and approaches 
you can take to sharing your brand story 
with your customers. Whether you’re B2B 
or B2C, you’ve probably considered social 
media advertising, SEO optimization, 
content creation, video ads, and much more. 
In today’s digital landscape, it can feel like 
you need a presence everywhere, which 
spreads your resources thin and means 
you’re not maximizing your impact in any 
area. If you work with an agency, marketing 
experts can help you do the proper research 
to identify where your marketing can have 
the most impact. Where does your target 
audience consume content? Where are the 
most likely places you’ll be able to get in 
front of their eyes?

At Sparxoo, we have lots of strategies for 
making the most out of a brand’s story. We 
have experience with crafting compelling 
stories across formats like content, website 
design, and video. We care about metrics, 
and can translate them into emotionally 
gripping narratives. And in this blog series 
— we want to share our expertise with you. 
We’re going to open our book of marketing 
know-how, and share our lessons learned, 
best practices, and even some of the 
ingredients that make up the Sparxoo Secret 
Sauce. We think brand storytelling is critical 
in today’s digital landscape, and we want to 
help you tell your story. Stay tuned to our blog 
for articles on brand guidelines, optimizing 
digital campaigns, and more — and click here 
if you’d like to partner with us.
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Agency 
Tell-All.



BRAND GUIDELINES TO 
SET YOU UP FOR SUCCESS
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In any great storytelling medium, 
there are rules and guidelines to 
follow that make a story satisfying 
and memorable.

“At Sparxoo, we think about brands and the brand narrative from three different 
aspects,” Rob says. “First, there is the brand platform, which is made up of your 
core values. It’s the value proposition — what you do differently, and better 
than any of your competitors. And it’s the reason to believe. What are the 
reasons your clients should care?”

If you’re worried your brand isn’t “different” enough, never fear — Rob says it 
really comes down to a combination. “A lot of companies say to us, our core 
differentiators aren’t different from other companies,” he says. “Companies can 
do things quicker, faster, or more creative, but usually what we find is that it’s 
the combination of the three or four top qualities. For Sparxoo, it’s the fact that 
we take really beautiful creative and great ideas, and marry it with performance. 
In our space, we feel that’s different — we take big, beautiful ideas and make it 
an efficient campaign. Find your own combination.”

It’s no different for brand storytelling. Best practices can ensure that you capture your audience, 
and don’t leave them hanging. Rob Kane, the president of Sparxoo, has lots of experience in 
crafting amazing brand stories, and he’s come up with his own set of best practices to really rock 
a brand campaign.

01

The next aspect to consider is your visual identity. Now that you’ve identified 
your differentiators and why your audience should care about them, it’s time 
to select what colors, fonts, and imagery best represent them. Consistency is 
going to be key here, so make sure you vet these choices and feel really good 
about them before you move forward.

Finally, the third aspect to consider is your linguistic identity. “Consider what 
the tone and voice of brand will be,” Rob says. “Do you want to be articulate, 
intellectual, more approachable, comical? There’s a million different ways. 
It’s important to have that conversation so that no matter who is creating 
content, there’s a good understanding of what that tone is.”

Once you have outlined and defined these three key areas of your brand, 
it’s time to build your brand campaign. One such campaign that Sparxoo 
participated in was for Bainbridge. What started as a collaborative 
brainstorming meeting directed the Sparxoo team to select three main words 
that the client wanted to encapsulate the design, language, and overall story 
of Bainbridge.
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Initial Logo Concepts

Final Logo and Secondary Marks
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When your campaign is ready to live out in the world, how will you measure 
its success? This is where your brand analytics will come heavily into play. 
Decide how you’ll be measuring brand awareness, and what the right brand 
awareness kpi’s are for your business. Rob’s guidelines around these brand 
analytics breaks down into two primary categories: qualitative measurements, 
and quantitative measurements.

“From a qualitative perspective, it’s important to understand how your brand 
is perceived by your current customers, and how it will be perceived by 
prospective customers,” Rob says. “80% of your business comes from 20% 
of your customers. That statistic alone should drive you to put out formal or 
informal survey questions. Ask things like, when you see this, what do you 
think of? What would you like to see from our brand?”

In addition to understanding the views and desires of your customers, it’s 
important to track quantitative data that can enrich this information. “Website 
traffic, and website as a front door to your business is important to keep 
tabs on,” Rob says. “What’s the role of organic traffic to your website? What 
is the stickiness of your landing page, and the bounce rate? People make 
judgments within three seconds, so what is their first impression? Are they 
finding relevant info, and does the look and feel match what is driving them to 
your site?”

Despite the necessity and immense value of these kinds of stats, Rob warns 
against overvaluing anything in particular. “I think the misconception about 
analytics is that there’s no silver bullet,” he says. “Everything has to be taken 
in context. While you’re thinking about something like bounce rate, you also 
must be cognizant of where the traffic is coming from. Is your bounce rate 
high because you’ve done more on paid media, and you’re reaching a broader 
audience who are less familiar with your brand? You have to look at metrics in 
relation to others.”
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At Sparxoo, one approach Rob likes to follow is starting with a 90-minute 
work session where clients will put all of their ideas and thoughts on 
the table, and then the Sparxoo team can help refine from there. A great 
example of this strategy in action is with the logo Sparxoo designed for 
Williamson Design Associates.
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07 Our team aims to understand the key words that our clients want to embody 
their brand story. From there, sketches are drawn and refined down to a 
beautiful final product.

Perhaps the most important guideline for crafting your brand story is to 
consider the future. As Rob says, “When you’re creating your brand, you want 
something that has longevity.” If you make conscious, intentional choices 
while you build your brand story, release your campaign and track your results, 
you’ll get more than just leads — you’ll build your legacy.



START 
WITH YOUR 
AUDIENCE

WHEN CREATING YOUR BRAND TONE,

Rob Kane
President, Sparxoo



HOW TO GIVE YOUR BRAND A 
PURPOSE AND AN IDENTITY
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In today’s mid or post-pandemic marketing landscape, many marketers and brands are asking 
themselves how they can connect with their customers, employees, and future prospects. The 
answer for many has been to focus on their brand’s core values and continue moving forward 
with a purpose-driven mission and empathy. 
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Create Your Company Values
Now that your “why” is clear, it’s time to 
create approximately five to ten values to 
guide your employees to success in your 
purpose-driven company. 

When creating values, many companies 
struggle with the creation process. Should 
the CEO create these and hand them down 
like commandments, or should the entire 
company have a say so they are “bought-
in”? At Sparxoo, we’ve seen a hybrid model 
be most effective. 

Typically we have a group no larger than 
seven to eight people (five is usually the 
paragon) prepare some ideas around what 
makes your company a great place to work, 
a great company to do business with, and 
a great company to spend the rest of your 
career with. We also ask what the non-
negotiables are for any new hires or current 
employees of your company. 

From there, common themes come to 
the surface around what the company 
truly values. For some, we find that speed 
and agility is a must. For others, being a 
self-starter and having entrepreneurial or 
intrapreneurial skills are a must. 

The goal is to find the overlapping themes 
and begin to shape and mold these into 
your core values. Don’t get too hung up on 
wordsmithing these just yet — there will be 
time for that after the next step. 

With five to ten core values loosely 
determined, have each person in the group 
think of a high-performing team member and 
have them grade that team member on the 
core values, giving them a “+” if they embody 
the core value, a “+/-” if they somewhat 
embody the value, and “-” if they do not. 
Since these are high-performing team 
members, the vast majority of these should 
be “+”. If they aren’t it may be worthwhile to 
revisit those values and see if they are clear, 
and something the organization truly values. 

Once the values are refined, invite a different 
group of five to seven people to take part in 
a values brainstorm, where one person from 
the leadership team will present the new 
values and see if there is feedback from the 
group. You may want to send the new group 
the list of values prior to the conversation, 
but be sure to explain the thoughtful process 
that was taken to get there. 

Hopefully, there are only some minor edits to 
one or two values, and you can now take the 
team’s feedback and begin wordsmithing 
each value using both the leadership team 
and functional team’s input. 

Start with “Why”
In order to begin thinking about how you 
create a purpose-driven mission, you 
need to look into the heart or soul of the 
company. What is the company’s “why” 
— why does it exist, and what about that 
makes employees want to work there?

For most staffing firms, they may say that 
they exist to connect great companies with 
great employees, or to help find the right 
person for a specific role. However, this isn’t 
truly the reason why the company exists. 
We find that there is a story that goes 
deeper, like realizing that by connecting 
the right people with the right role, the 
company is helping change lives and 
improve their business community. 

Changing lives and improving the business 
community is something an organization 
can rally behind. Every day they can ensure 
that they are making a true and measurable 
impact against those core beliefs. 

Create a Clear and Consistent Message 
Now that you have a clear purpose, or “why,” 
and clear core values for your company, 
it’s time to be sure you are communicating 
clearly with your clients and potential 
prospects. 

Visually
Does your logo have a story that is 
memorable, is connected to your product/
service, or ties back to your “why”? If not, 
you may want to ask yourself if it is time for a 
refresh or update. Does your website reflect 
who you are as a company and align with 
your core values?

Linguistically 
After creating your “why” and your core 
values, you should spend time thinking 
about your value proposition. In other words, 
the plain English explanation of what it is you 
do and how you differ from competitors. 

It is important to ensure you’re consistent 
in using the same language. In today’s 
marketplace you may have a few different 
people creating content for your website, 
social media, and other mediums. A brand 
guide or brand manual is a great document 
to ensure everyone is one the same page 
when it comes to speaking about your 
purpose-driven organization. 



OUR AGENCY SECRETS 
ON CREATIVE CONTENT & 
DESIGN
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Ready to tackle your brand’s design? Great! But how do you make 
design tell a story? Sparxoo’s Art Director, Janel Gancena, has 
some tips.

What makes the work you do a calling? 
For Janel Gancena, she designs because it changes lives. “There’s a quote that one of my graphic 
design professors told me in college, and it’s rung true: When you learn to see, you can’t unlearn 
to see,” she says. “Once you see that everything is designed in its own way, you can’t unsee that. It 
goes with you throughout your career, your life — you see everything.”

“As creatives, this is one of our favorite team building activities,” Jolene 
says. In the creative context, a hack-a-thon would be a sprint-like event 
where all of your teams work together to develop a brand new product or 
service. “It gives team members an outlet for their creativity and fosters the 
ultimate collaborative environment,” Jolene says. “At the end of the day, 
each team presents what they made and sometimes companies will even 
have everyone vote for their favorite one to turn it into a real offering from 
the business.”

What makes the work you do a calling? For Janel Gancena, she designs 
because it changes lives. “There’s a quote that one of my graphic design 
professors told me in college, and it’s rung true: When you learn to see, you 
can’t unlearn to see,” she says. “Once you see that everything is designed 
in its own way, you can’t unsee that. It goes with you throughout your career, 
your life — you see everything.”
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For Sparxoo, there are two main ingredients that Janel feels make up 
our recipe for success. “The first thing is what we call strategic design,” 
she says. “There’s equal importance on both the initial strategic aspect 
of a project and the design. That leads into the second thing, which is 
the variety and diversity of team members that we have. Everyone has a 
different expertise, everyone wears multiple hats, and I think being able 
to have a team like that to lean on gives us an advantage over any other 
agency. Collaborating can potentially change my design, or the amount 
of versions I have, because I want to do what the client wants, but it will 
inspire me to do a little more.” Janel says this kind of teamwork doesn’t 
just help when it comes to collaboration — it helps with motivation, 
too. “The general mindset of people at Sparxoo is, yes I can do what 
you’re asking me, but I can also do more, not just for our clients but for 
ourselves,” Janel says. “It keeps us all accountable. That quality of work 
and thoughtfulness stays with me on every project, so I think about how I 
can continue to push creatively.”

This takes Janel to her favorite part of creative graphic design: the 
game. “You need to communicate whatever the message is, but how 
can you communicate it in a smart and clever way,” she says. “When I 
design a logo, I try to pare down the visual as much as possible while still 
communicating the key message. That’s the game — how do I push the 
design while maintaining the message. It makes the process exciting.”

When it comes to the nitty gritty of designing for a brand, Janel and 
her team lean on content creation tools to get the job done well. “For 
digital or web design, Adobe XD has features that make the collaboration 
between designer and developer really seamless,” she says. “XD has a 
feature where you can share a preview link, which is great for sharing with 
clients. There’s also a developer link that outputs a different view for the 
developer, but also includes all the things that you want them to export, 
like the images, text styles, color palette, and spacing measurements. It 
makes it really easy for developers to see the specific things we want in a 
design and translate that into their world of coding.”
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When you learn to see, 
you can’t unlearn to see.



7 WAYS TO OPTIMIZE 
YOUR DIGITAL 
CAMPAIGNS

At this point, you’ve received a plethora of top tips from Sparxoo’s experts. You might be feeling 
a little overwhelmed. Never fear! Rob Kane is back with a digestible list of ways to optimize your 
digital campaigns.

01

02

03

Establish clear and measurable campaign goals and objectives.
One common mistake is trying to squeeze too many goals and objectives into 
one digital campaign. Keep in mind, one campaign can have multiple creative 
sets and messages, so you don’t always have to feel like you’re trying to 
squeeze all marketing messages into 
one touchpoint. 

Move past vanity metrics and measure real business outcomes. 
Rather than touting how many impressions or clicks Facebook or Instagram is 
saying you received, how many of those clicks actually led to a website visit, a 
form being completed on your website, or an 
actual order? 

If you can’t answer these questions, make sure the goals you’re establishing 
from tip number one above are the right goals. 
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Optimize creative & messaging 
Once your measurement plan is in place and tracking is firing as it should, it becomes  
easier to see what is actually working and what is not. 

For example, someone may be telling you that creative A is outperforming creative 
B, because the click-through rate and cost-per-click is 50% less for creative A. But 
what if creative A is cheaper because it is driving less qualified leads and creative B 
is actually driving more sales on your website? Just as we plan and measure for real 
business outcomes, we should also be optimizing for the desired outcome. 

Retarget prospective customers, but don’t be annoying!
Retargeting works so well because not many of us are ready to purchase after visiting 
a website for the first time. Retargeting keeps you top of mind with prospects and can 
be tailored to the exact product or service they were researching. 

DON’T STOP THERE! Retargeting gets a bad reputation because marketers get lazy. 
Your retargeting campaign should be refreshed daily or weekly to exclude people who 
have already purchased and should also have a frequency cap, so you’re not wasting 
dollars selling Christmas decorations in June. 

Create relevant landing pages for your campaigns.
Want a quick way to lose a potential sale? Create a highly strategic media campaign 
and then drive your prospect to your homepage and hope they figure out where to go. 

The top performing campaigns have very specific landing pages that match the 
content matter on the post or media banner that initially engaged the user. For 
advanced marketers, use heat-mapping tools and A/B testing to figure out where your 
prospective customers are engaging on your landing page, and optimize by elevating 
those areas of the page.

Tell a story. 
Since COVID-19, video consumption on the internet has skyrocketed. Why? Because 
as humans, we use stories to communicate with one another, to connect, 
and to remember.

What do you think will be more effective — a social media post with a well-lit product 
shot, or a 30 second video of someone sharing how this small product saved 
their life?

Create a data-informed media plan.
The best way to establish clear and measurable goals is by starting with the 
audience you’re trying to influence.

What do they care about? Where can you reach them digitally? What is the one 
thing you want this audience to remember about you or your product?

These questions can be formulated and answered using a combination of free 
and paid research tools from platforms such as Facebook, LinkedIn, ComScore, 
IRI, and others (drop us a line, and we’d be happy to share more). 



ARE YOU MAXIMIZING 
THE VALUE OF YOUR 
WEBSITE?

Your website is the front door of 
your business.
Think about what happens as you approach the front door of any traditionally brick and mortar 
business. From the moment you pull into the parking lot you are making judgements and 
assumptions about what to expect. 

If the parking lot is spacious and well-lit, you’re more likely to trust this brand and feel safe walking 
into their store. If there are only two parking spots, both on the side of the building that doesn’t have 
any windows, you may reconsider what type of business you’re about to enter. 

The same thing happens online. Potential customers are making immediate judgements about how 
fast your site loads (which may not even be in your control), the first impression they get from your 
logo, the hero image and the headline designed to persuade them to stay and look around.
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In order to maximize the value your website is generating, let’s take a look at 
two aspects of your site, the technical implementation and how it is set up and 
the aesthetic or design of the site. 

Before jumping into the technical aspects of your website, let’s be sure to 
clearly define who the primary, secondary and tertiary audiences are for 
your site. 

Is your site designed to attract new customers, because your business has a 
high client retention rate? 

Or does your site need to also engage current customers to ensure you’re not 
always looking for new sales leads? 

And finally, are you well known in your town or city? You may have a high num-
ber of business influencers coming to your site to find out more about you and 
your business -- that would be a tertiary audience. 

01
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Performance
Generally, performance refers to how fast and smooth the user 
experience is, both on desktop and mobile. Some key components that 
are measured are things such as first load time and image sizes as they 
directly impact site speed. Also measured is if you have unused or large 
JavaScript on your site, which also correlates with site speed. 

Accessibility
Accessibility refers to the common issues that may prevent users from 
accessing your content. This also includes an increasingly popular legal 
issue which is ADA compliance and your website. 

For your business and website you must consider if people with 
disabilities such as epilepsy, vision and/or hearing impared and even 
color blindness can access your site and content. 

Sparxoo Tip: Two of our favorite accessibility tools are UserWay and 
AccessiBe which can be installed on your website to provide users with 
disabilities a menu to adjust your website to their preferred style for 
their session.

Technical Website Considerations
From a technical standpoint, most websites today are built upon a 
content management system (CMS) such as WordPress, which powers 
approximately 30-35% of all websites on the internet today. While a CMS 
makes updating websites very easy for those of us who don’t code, there 
are some common metrics to keep an eye on to ensure your site is 
performing well. 
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Sparxoo Tip: To assess your business’ website audience, you can easily tap into 
your site’s analytics account (typically Google Analytics) and from there can view 
reports that show new vs. returning users, how long they spend on various pages 
and you can even segment these groups to see how they move through your site 
differently from one another.



A MOVING PICTURE’S 
WORTH: INCORPORATING 
VIDEO MARKETING INTO 
YOUR BRAND
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Video is a powerful 
medium that’s proving its 
worth in advertising.

At this point, you’ve seen the stats and you’re bought in. Video marketing is an 
essential element in your brand storytelling portfolio — but what’s next? How 
can you make a brand video that is memorable and compelling? How can you 
see a return on your investment?

According to Zach Gresham, president of Sparxoo Studios, you need to ask 
the right questions. When you’re getting started, your best friend will be the 
account manager in charge of your client’s marketing. There are a specific set 
of questions you’ll want to be able to answer as you partner with them. The big 
picture questions will answer what result the client is looking to get, and how 
video marketing will fit in to the overall strategy. Then, Zach recommends you 
focus in on the video by defining:

Goals - what is the client hoping to achieve with this video? What 
measurements would you like to base success on? “Those end-result 
metrics really gauge your success and inform the entire process,” Zach says. 
“Spending more time considering these questions in pre-production is critical.”
Audience - who is your target audience for the video?
Journey Stage - what stage will your audience be on in their journey when 
they consume this video? How does the video pair with other contents in the 
marketing funnel?

In order to get the best out of your brand story through video, you need to have a game plan. 
Sparxoo Studios president, Zach Gresham, knows what it takes to get the job done.

01
Once you have these foundational questions answered, you can start to 
strategize down to the details. “Where do you want the video to live? Do 
you know your budget? Videos usually change course after that initial 
discussion,” Zach says. “For example, I come up with an idea I think is cool, 
but when I bounce it off of someone else they can improve that idea. Having 
more experts in the room can be really helpful.”
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03 When you’re crafting a brand video, there are a few categories you’ll be 
drawing from. You might go with an explainer video — one that illustrates 
what the brand is about, why the company exists, and defines the company 
culture. Finally, it will show what solutions the company is providing to their 
customers. 

Alternatively, you might have a brand video that is a hype reel set out to create 
awareness and excitement about the brand. This would be a brand video 
aimed at capturing your higher-funnel audience. In either case, Zach says 
the methods for creation and distribution are evolving. “You can tell stories 
through TikTok videos,” he says. “You’re no longer limited to the old-school 
two minute video interviewing company founders about their rise to fame. 
It can be about a social mission, or employees talking about how much they 
love their jobs. The benefit of a brand video is that you get the human aspect 
of the company back.”
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With that human element in mind, there are additional considerations you 
should make when you’re storyboarding your brand video. Thinking back to 
your audience, you should decide what part of the marketing funnel you’re 
looking to engage with your video. “It could be about your people, or about 
the actual story of your company’s beginnings,” Zach says. “You could talk 
about the founders, your values and morals, or talk about your products and 
services relative to what your social vision is. You can include interviews, 
b-roll and voice over — this is usually how to share the company values 
through video. Sales videos are more focused around the product, but brand 
story is really around what makes your company mindset different, and how 
that relates to what you’re selling your customer. It’s all about the ‘why.’” When 
you can identify where in the funnel your target audience lives — whether 
you’re aiming to raise awareness, instill desire or strengthen brand loyalty — 
you’ll have a better idea of how to make these decisions.
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At Sparxoo, our strength in our Studios department lies in their 
collaboration with the marketing teams. “We have an interesting space 
where we have a fully fleshed out marketing company and a professional 
video studio in the same exact hat,” Zach says. “Not only do you have 
access to amazing brand strategy and storytelling, but you also have 
the ability to take the amazing marketing push and make it into a cool 
video that’s very hand-in-hand. Not only do we have everyone at the 
ready whenever we need them, but we work so closely together that 
without even asking an account manager, I already know the marketing 
objectives because I’m experienced in working with the marketing 
side. We have that marketing mindset.” By working toward eliminating 
department silos, you can adopt the Sparxoo Secret Sauce and see 
success with your own video marketing strategy.

Video marketing can be successful in many different areas of the 
marketing funnel, however. “It comes down to what your customers want 
to see, and where they’re seeing it,” Zach says. “If they’re on Instagram 
or Facebook, you’re not the only person doing innovative new video. If 
you’re gonna do it, it has to create value that is different than what people 
are seeing normally. With video, think about how the person will see, feel 
and buy from your content. Cater it specifically to the platform you’re 
on to make value a large piece of it. If you don’t have great visuals in the 
first three seconds, people will drop off, and your campaign can fail, so 
consider length, too.”

05

06

It comes down to what your 
customers want to see, and 
where they’re seeing it.



We as humans learn best from 
stories. They make you more 
memorable and give us a reason 
to share your story with others. 

Is your brand telling stories 
or just speaking at your 
customers and clients?

Tell your 
brand’s 
story with 
Sparxoo & 
CROOW.

Are you excited about telling your brand’s story, but still looking for guidance? 
Sparxoo can help. Our team is experienced, passionate, and ready to make your 
story come to life. See what we can do for you by checking out our services.

Looking to organize your brand’s assets, schedule social posts, and collaborate 
better digitally? Try CROOW, a platform built by creatives, for creatives.

https://www.sparxoo.com/services/
https://croow.com

