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overview 
People are an organization’s most important asset, yet most companies don’t fully understand or 
leverage the potential power which their team possesses. Sift offers a simple, yet powerful tool 
which helps the people within an organization better communicate, collaborate, and understand 
one another. 

This 60-90 second commercial will explain how Sift works in a witty, yet mature manner. This 
treatment will be filmed entirely on a soundstage and shows a minimalistic office set. To represent 
how Sift sheds light on people, we will literally transition this office set from a dimly lit silhouette 
into the light. This treatment will be used throughout to show theatrical lighting fading up on 
people, moving them from silhouette to beautiful portrait lighting.

The narrative will be driven forward by an on-screen spokeswoman who explains how Sift works 
while using real life scenarios of people working in the office set as examples. Additionally we will 
address the Fear, Uncertainty, and Doubt of implementing Sift and conclude with an inspirational 
note which shows how incredible life could be with Sift.
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style
A clean style will be used in this spot to create a 
mature and engaging tone which inspires trust 
and builds Sift’s brand as a reliable partner. The 
office set will be designed with a self-reflexively 
minimalist style and will be filmed on a blank 
white wall. This will create the feeling that this 
office is not a real office, but rather the abstract 
idea of an office: an example to illustrate how Sift 
is used. Throughout this, however, we must not 
lose sight that Sift is a warm, human company 
and provide screen time to team members in 
relatable scenarios.



reference links
Ref 1 - Slack: https://youtu.be/B6zVzWU95Sw
• This will be used as a reference for the style of the motion graphics, pop up bubbles  
 and use of human, relatable scenarios.
• Great job of making Slack fun, but the tone is too casual, quippy, playful than the   
 more mature, stable tone desired.

Ref 2 - Density: https://www.youtube.com/watch?v=E669CTqPc0U 
• Best example of a confident, professional, and engaging tone and delivery by talent
• Great simplicity and concise to-the-point storytelling. Sets up the problem, explains    
 the company, then focuses on how the company is solving the problem
• Not “human” enough

Ref 3 - Hubspot: https://www.youtube.com/watch?v=hP34oHx68g0 
• Good “pain point storytelling”
• Bad production value
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Open on a MINIMALIST OFFICE SET on a white wall. The office furniture and a dozen employees 
are all in silhouette. They drift around lifelessly. SPOKESWOMAN speaks in an off camera voice-
over. She says how organizations with thousands of employees have trouble understanding their 
team members and asks the viewer, “is this is how you see your team members?” She goes on 
to explain that most organizations don’t understand their teams on a deep level, what drives 
them, their skills or interests.

narrative outline
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Section 1: “Pain Point Storytelling” (50%) 
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Then studio space fades up from silhouette 
revealing the TEAM MEMBERS within the space. 
The space is now filled with life and color. The 
white wall behind them is filled with subtle 
splashes of color from theatrical lights. 
SPOKESWOMAN speaks in voiceover: “But what 
if it didn’t have to be this way?”

Section 1: “Pain Point Storytelling” 



Cut in to reveal SPOKESWOMAN ON SCREEN for 
the first time as she stands next to a few of the 
team member’s cubicles. She speaks directly into 
camera and explains Sift, using the TEAM 
MEMBERS sitting in front of her as an example. 
There are two team members working right next to 
each other that have skills they each could benefit 
from.

Section 1: “Pain Point Storytelling” 
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Section 1: “Pain Point Storytelling” 

SPOKESWOMAN walks between several more 
relatable scenarios explaining to camera how 
these people could benefit from using Sift. 
MOTION GRAPHICS BUBBLES pop up around 
the TEAM MEMBERS to represent Sift being 
implemented and the problem is solved. 
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Organizational Information

Employee Bio

Employee Skills

Work Experience

Languages

Interests

Demographic Data

Education

Section 2: What Is Sift? (25%)
Next, SPOKESWOMAN explains what Sift is and how it works. Her voiceover plays overtop a 
Medium Shot of a faceless silhouette looking into camera. A motion graphics circle forms around 
the silhouette which is filled with his interests, skills, job experience, etc. As each point in the circle 
fills up with information another light fades up around the silhouette, slowly revealing his face until 
he is fully lit.

NAME
JOB TITLE 
CONTACT
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Section 3: Fear, Uncertainty, & Doubt (15%)

Next, the SPOKESWOMAN addresses the fear, uncertainty, and doubt which a company might 
have when considering partnering with Sift. Spokeswoman says in voiceover how easy Sift is to 
implement, how it is low cost, etc. as the shot of the first team member is reorganized into one of 
several images of other team members.
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Section 4: “City on a Hill” 
(10%)

Then motion graphics zoom out to 
reveal an Org Chart of many other 
team members. They start as silhou-
ettes and fade up to become real 
people. Ending shot is similar to Sift All 
Company Meeting video. SPOKES-
WOMAN speaks in voiceover and 
paints a picture of what life with Sift 
could be like, ending with a powerful 
statement like: “Because when we’re 
connected, there’s no saying what we 
can accomplish.”
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