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An Introduction - Miles Latham and Affixxius Films

Managing Director of Affixxius - film production and strategy 
agency based in Leicestershire and London. 

Very varied educational background from Maintained 
Primary School to Oxford University. 

Affixxius works in both the Commercial and Academic 
sectors, with an approximately 60/40 split between the two 
(based on turnover and project load). 

Worked with c. 500 schools in the Academic Sector from 
Dover to St. Andrews and from Montenegro to Bogota. 

Televisual Top 10 Agency and TES, Royal Television Society, 
The Drum, CASE, InspirED and EVCOM recognised.

God help you, I’m the buyer, now…



What is video actually good at…?

Video has a power that very few other tools in your toolbox has - the power to emote. 

Video is not particularly good (in terms of audience reception and ROI) at ‘describing’.  We have seen the rise of the 
Virtual Tour etc to further advance the ‘heavy lifting’ of telling people about what you do and how you do it. 

If you want to get best value from the audience’s attention span, make them feel something.

The question of how to do that is answered by deciding the 
purpose of it.  More often that not, film is best used as the 
shop window, not on each and every display. 

The biggest threat to video is it being the same as 
everything else…

…you need to be distinctive.



Distinctiveness #1 - The rule of “stuff’.

The idea of being different and ‘standing out’ is the Holy 
Grail of the Independent School marketeer - but how 
should we deal with this challenge with video?

“Command the generic.”

Say different stuff, but be 
brutal with yourselves and 

accept when you can’t 
genuinely do so.

Say stuff differently, and 
accept that you’ll have to be 
brave to make a message 

land among the noise.

BINGO
Someone 

describing the 
school as a 
‘family’ or a 

‘community’.

An awkward 
Head of School 

interview.

A science 
experiment.

A montage 
section of 
different 

activities and 
sports. 

A reference to 
educating the 
whole person.

A nervous-
looking kid 

saying it was 
easy to make 

friends.

A sweeping shot 
of a driveway. 

A close up of 
a goal being 

scored in 
football / soccer 

/ netball / 
lacrosse.

Someone taking 
a library book 

off a shelf.

The word 
‘potential’ being 

used.

An older kid 
helping a 

younger kid 
somehow.

A shot of a 
Head of School 
walking along 
a pathway with 
a suspiciously 

diverse group of 
children.

A reference to 
‘jobs that don’t 

exist yet’.



Distinctiveness #2 - The science bit.

There are ideas here that often scare Senior Leadership in schools, but these are the 
central tenets of psychological research that underlies successful video engagement.  
The exact same rules apply to schools - if not with more intensity:

Vulnerability 
As audiences get more savvy, 
simple ‘gloss’ won’t suffice.  

Show your human side.

Irreverence 
There are lots of mediums 

where we can be serious, video 
is a place to have fun.

Spectacle 
Audiences like to be 

entertained, especially ones 
who are used to modern video.

If you have one or more of these elements, you have the 
ingredients for a film worth watching.



Strategy - The building blocks…

With this recognition of the role that video can 
play - and its stronger suiting to emotional 
engagement - we can start to unpack what 
might be present in a well-rounded strategy. 

Although this is simplistic, it is useful to 
consider film production in three ‘tiers’.  The 
emotive effectiveness of video content 
diminishes as you move down these levels. 

Remember, ‘more’ is not automatically better - 
especially as, in schools, this can open huge 
cans of worms…!

Tier 1 - Front-line ‘Brand’ video, 
designed to raise awareness and intrigue through creative 

distinctiveness.  Invariably driven by one (or a combination) of three 
emotive factors - Vulnerability, Irreverence and Spectacle.

Tier 2 - Supporting ‘Content’ video, 
designed to provide an entertaining ‘information channel’.  Sometimes 

driven by combinations of testimony and authentic ‘B-roll’ that 
demonstrates breadth of activity, a sense of ‘place’ and human connection.

Tier 3 - User-Generated Content (UGC), 
low/no cost production, often designed for social media, that takes the 

audience ‘under the bonnet’ of the organisation with added transparency.  
Often self-captured material handed to an agency for basic improvements.
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“No thank you, we’re far too British…”

Let’s talk about money.  The first point to make is that an endless stream of video does not automatically 
make for a good video content strategy.  From our experience, fewer projects done well with create far 
more conversation that turning out a video a week.  This should influence your attitude to spend. 

If we’re talking about film projects (based on the ‘tiers’ above), we think in these terms:

Tier 1 - Brand Film - from £15k up to £30k+ depending on ambition and creative 

Tier 2 - Supporting Content - from £5k up to £15k depending on topic and scope 

Tier 3 - Supporting UGC creation - from £2k, with existing customers, to support content creation

Don’t forget distribution spend…!



Some examples

We have created a Vimeo channel with some recent examples that might well be of interest within the context of 
ideas discussed today.

“Why…? For this.” 
Mill Hill School Foundation

“The Covid Generation” 
Berkhamsted School

“The Time is Now” 
St. Gabriel’s School

“Lifting Hearts” 
Haileybury

Link:  https://vimeopro.com/affixxiusfilms/amcis-product-showcase-november-2021     

https://vimeopro.com/affixxiusfilms/amcis-product-showcase-november-2021


The bit worth writing down…

1. Use video for what it’s good at - not for everything. 

2. What will make this piece of content distinctive? And be honest… 

3. A good video content strategy is not “…lots…” - it’s targeted and impactful. 

4. Quality costs money (sound familiar?) so apply resource appropriately.



Thank you.  Any questions…? 

If you’d like to troll me on Twitter, it’s 
@milesaffixxius.

Miles Latham M.A (Oxon) 
Managing Partner - Affixxius Films 

01509 815558 [studio] | 07799 410 750 [mobile] | miles@affixxius.com
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