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5 SHOTS
EVERY
BRAND FILM
NEEDS.

The exact shot sequence FOTC uses on every production
— with direction notes, common mistakes, and what each
shot is actually for.

01
THE ESTABLISH

02
THE PROCESS

03
THE DETAIL

04
THE EMOTION

05
THE RESOLVE
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T H E  F O U N D A T I O N

WHY SEQUENCE
MATTERS

Most brand films fail not because of bad shots — but because the shots are in the
wrong order, serving the wrong purpose. The FOTC shot sequence is a narrative
architecture. Each shot earns the next one.

→ Establish tells the viewer where they are and gives them permission to settle in. Without it, the film feels like it started in the
middle.

→ Process shows the work being done. This is where brands earn credibility — not by claiming quality, but by showing the care
that creates it.

→ Detail is where the brand signature lives. The close-up that no one else would choose. Texture, grain, specificity. It signals
that something here is worth paying attention to.

→ Emotion is the only shot that can't be faked. A face, a moment, an unguarded reaction. If this shot doesn't exist in your
footage, go back and find it — or create the conditions for it to happen.

→ Resolve gives the viewer somewhere to land. Not a logo card — a feeling of completion. The final frame should feel
inevitable, like the film couldn't have ended any other way.

T H E  R U L E

"You can shoot these five shot types in any order on set. In the edit, they belong in this sequence

— every time."

01
ESTABLISH

02
PROCESS

03
DETAIL

04
EMOTION

05
RESOLVE

F O T C  M E D I A W H E R E  B R A N D S  B E C O M E  C I N E M A 02 /  05



S H O T S  0 1 – 0 3  ·  E N V I R O N M E N T  &  C R A F T

SETTING THE
WORLD

The first three shots build the world the viewer is about to enter. Done right, they
create the atmosphere before a single word is spoken or heard.

01

W I D E  /  E S T A B L I S H I N G

The Establish

A wide or medium shot that places the viewer in the world of the brand. This is not a hero shot — it's an invitation. It
should feel like arriving somewhere specific, not anywhere generic. Shoot this with movement if possible: a slow push in,
a pan that reveals, a tilt that shows scale.

C A M E R A  D I R E C T I O N

Slow push in or pan reveal. Wide to medium. Natural light
preferred.

D U R AT I O N  I N  E D I T

4–8 seconds. Long enough to breathe, short enough to earn the
next cut.

C O M M O N  M I S TA K E

Making it too "corporate" — a building exterior, a logo, a generic storefront. The establish should feel like the film. If it could belong to
any brand, reframe it.

02

M E D I U M  /  A C T I O N

The Process

A medium shot showing the work being done — the craft, the preparation, the ritual. This shot answers: "What does this
brand actually do?" But more than that, it shows how much care goes into it. The action in the frame tells the story without
a single word. Slow motion works exceptionally well here.

C A M E R A  D I R E C T I O N

Handheld or slider. Slightly elevated. Follow the action, don't
anticipate it.

D U R AT I O N  I N  E D I T

3–6 seconds. Cut on motion for rhythm.

C O M M O N  M I S TA K E

Showing the finished product instead of the making. Viewers don't bond with results — they bond with effort. Show the hands, the
care, the process that produces the thing.

03

C L O S E - U P  /  T E X T U R E

The Detail

An extreme close-up of a texture, material, or moment that most cameras — and most directors — would miss. This is
where the brand signature lives. It signals craftsmanship and intention. The viewer doesn't need to know what they're
seeing. They need to feel that it's worth paying attention to.

C A M E R A  D I R E C T I O N

Macro or very close. Rack focus. Let grain and texture breathe.
D U R AT I O N  I N  E D I T

1.5–3 seconds. The shorter, the more it hits.

C O M M O N  M I S TA K E

Choosing the obvious detail — the product logo, the name on a sign. The best detail shots are unexpected. Find the thing that only
someone who was really paying attention would see.

F O T C  M E D I A W H E R E  B R A N D S  B E C O M E  C I N E M A 03 /  05



S H O T S  0 4 – 0 5  ·  F E E L I N G  &  R E S O L U T I O N

WHERE THE
FILM LANDS

The final two shots are where the film stops being footage and becomes cinema. You
cannot manufacture them. You have to create the conditions for them to happen.

T H E  C H E A T  C O D E

"Shoot extra before and after every setup. The best shots in a brand film almost always happen

when the subject thinks you're not rolling. Keep the camera running."

04

M E D I U M  /  P O R T R A I T  ·  T H E  M O S T  I M P O R T A N T  S H O T

The Emotion

A shot of a person — the founder, a customer, an employee — experiencing something real. Not performing. Not smiling
at the camera. Not delivering a line. Actually feeling something in the presence of what they've made or received. This
shot cannot be directed. It has to be discovered. The best way to find it: keep the camera rolling before and after every
setup.

C A M E R A  D I R E C T I O N

Medium or medium close. Static or very slow push. Eye-level.
Never rush it.

D U R AT I O N  I N  E D I T

5–10 seconds. This is where you hold. Don't cut too soon.

C O M M O N  M I S TA K E

Shooting emotion like an interview — staged, lit perfectly, talking to camera. The most powerful emotion shots happen when the
subject forgets the camera is there. Plan for this by giving them something real to do, not something to say.

05

W I D E  O R  A B S T R A C T  ·  T H E  F I N A L  F R A M E

The Resolve

The last shot the viewer sees. It should feel like the film could not have ended any other way. Often a return to the world
established in Shot 01 — but changed. Or an abstract image that crystallizes the emotional throughline. Whatever it is, it
needs to land with the weight of everything that came before it. When you have it, you'll know.

C A M E R A  D I R E C T I O N

Pull back, slow fade out, or a hold on stillness. Let it breathe for 2–
3 extra beats.

D U R AT I O N  I N  E D I T

6–12 seconds. The film should feel like it ends, not that it stops.

C O M M O N  M I S TA K E

Ending on a logo or a website URL. A brand film that ends with a call to action cuts the emotional thread you just spent 60 seconds
building. Let the feeling complete itself. The brand recall happens because of what they felt — not the logo they saw.
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Y O U  H A V E  T H E  S H O T  L I S T .  N O W  L E T ' S  B U I L D  T H E  F I L M .

EVERY
SHOT MATTERS.

MAKE THEM
COUNT.

These five shots are the beginning, not the whole story. If
you're building a brand that deserves to be seen — and

felt — we'd love to help you find the frames that will
make people stop scrolling.

hello@fotcmedia.com

@fotcmedia ·  www.fotcmedia.com

A L L  I N Q U I R I E S  H A N D L E D  P E R S O N A L LY.  N O  I N TA K E  FO R M S .

"Make people feel: I don't know how he did that… but I want it."


