Pathfinders Video Strategy

Executive Summary

This video strategy is designed to anchor and power the Pathfinders fundraising campaign through a
structured, multi-layered media ecosystem.

The aim is not simply to produce films, but to create a coherent narrative journey that moves
audiences from awareness to belief and from belief to commitment.

The strategy consists of three integrated tiers.

1. The Flagship Film
A 10-15 minute flagship film anchors the campaign.

It positions Pathfinders as a deliberately designed educational foundation, demonstrates present
impact and articulates a credible long-term vision.

It will serve as:
e The centrepiece of the fundraising website
o The opening narrative for donor meetings
e A core presentation asset
e The foundation for all shorter edits

This film establishes belief.
2. The Impact Film Series

A series of focused 2—3 minute films designed for specific fundraising objectives.

These films are deployed across websites, YouTube, social media, paid campaigns, email and partner
channels.

Each performs a distinct role within the fundraising journey. These films drive commitment.

3. The Structured Shorts Campaigns

Short-form content provides sustained visibility, trust and interest.
The shorts are designed to maintain drive interest, weekly engagement, reinforce key messages and
humanise the foundation.

Strategic Outcome

Together, this ecosystem creates a disciplined and scalable fundraising media strategy.
e The flagship builds belief.
e The impact films drive commitment.
e The shorts drive momentum and interest and sustain trust and energy.

The objective is simple: To convert admiration into conviction and conviction into long-term
partnership.



A Campaign Anchor Film (10-15 Minutes)

Purpose

The flagship film will serve as the emotional and strategic anchor of the Pathfinders fundraising
campaign.

Pathfinders operates as a registered educational foundation rather than a conventional regulated
school. This structure was intentionally chosen to allow flexibility, experimentation and deliberate
design beyond the constraints of a tightly prescribed system.

Pathfinders is not simply a school. It is a working prototype for a more effective approach to
education. The film should communicate that we are not only serving our current students, but
actively testing, refining and demonstrating a model designed to evolve and endure.

The film must:
e C(Clarify why Pathfinders exists
e Show what makes the model distinct
e Demonstrate credible evidence of impact
e Present a grounded long-term vision
e |nvite the audience to participate in building the next phase

This is not a promotional piece. It is a campaign film designed to move viewers from understanding
to belief and from belief to commitment.

What We Want the Audience to Feel

By the end of the film, viewers should feel:
e Traditional education does not serve every child
e Some children need a different environment to thrive
e Pathfinders is a courageous and disciplined response to that need
e The model is working and delivering real impact
e The opportunity extends beyond the current campus
e The viewer’s support can meaningfully shape what happens next

The emotional arc should move from recognition to belief to responsibility.

The film should build an emotional connection first, then provide the intellectual clarity that justifies
action.

Narrative Journey Idea
I. The Tension - Why Change Was Needed

The film should begin with lived experience, not theory.

Through the voices of students, parents and founders, we explore what traditional schooling felt like
for some children, where it did not align with their strengths and the moment when it became clear
that something different was needed.

This is not about criticising individual schools. It is about acknowledging a simple reality: one model
does not serve every child.



The aim is to create recognition and empathy. Viewers should see and feel that the need for change
was thoughtful and considered, not reactive or ideological.

2. The Birth of Pathfinders
This section tells the human story behind the foundation.

It should explore why Pathfinders was created, the leap of faith involved and the uncertainty that
came with building something new. We should see that this was not a theoretical project, but a
considered response to a real and observed need.

The early challenges matter. They show seriousness and resilience. So do the first moments when it
became clear the model was working.

The tone should be personal rather than institutional. Founders and early team members should
come across as thoughtful and committed, not visionary in abstraction, but practical in action.

This section establishes credibility. It shows that Pathfinders was deliberately built, tested in the real
world, and refined through experience.

3. What Makes Pathfinders Different
This section moves from intention to evidence.

We show rather than describe. Through real classroom footage and student interaction, viewers see
the model in practice.

We should demonstrate:
e Student-led projects and independent thinking
e Real-world challenges that build responsibility
e Digital literacy and critical thinking
e Meaningful mentorship
e Deliberate development of strong foundational skills

Teachers articulate the philosophy in clear, simple language:
e Strong foundations enable freedom
e Learning how to learn is as important as content
e Ownership builds confidence
e Real-world application strengthens understanding

Students should be seen thinking, collaborating, presenting, reflecting and building. The emphasis is
on growth and transformation, not activity alone.

This section must make it evident that the model is intentional, structured and producing results.

4. The Vision
In the final section, the perspective widens.

Up to this point, we have shown lived experience, early courage and present impact. Now we look
ahead.



Pathfinders is evolving as a deliberately designed educational foundation structured to explore, test
and refine more effective approaches to learning.

Operating outside the conventional regulated school framework was a conscious decision. It provides
the flexibility to innovate, adapt and improve with intention and accountability.

This section should communicate:

e The ambition for a permanent, purpose-built campus that enables stability and deeper
experimentation
The development of a centre dedicated to demonstrating more effective models of learning
An environment designed for curiosity, collaboration and meaningful real-world engagement
Graduates who are confident learners, critical thinkers and adaptable leaders
A long-term intention to contribute thoughtfully to the broader conversation about
education

The campus is not simply infrastructure. It is a platform.

A platform to demonstrate that when children are given ownership, strong foundations and
purposeful challenge, they thrive.

A platform to show that education can prepare young people not only for examinations, but for
complexity and leadership in a changing world.

The audience should leave this section thinking:
e This is bigger than one institution.
e Thisis a serious and disciplined effort to rethink how education works.

And this is something worth building.

5. The Invitation

The film should close with a clear and confident invitation. Not a general appeal, but a call to shared
responsibility.

By this point, viewers should understand that Pathfinders is more than a local initiative. It is a
deliberate, disciplined effort to build a model that grows and endures.

The closing message should communicate:
e This is what we are building.
e This is the future of learning we believe in.
e This is a defining stage in our development.
e You can help shape what comes next.

The tone should remain grounded and measured.
The invitation is not about survival. It is about partnership.

Supporting Pathfinders means participating in the development of a credible and evolving
educational foundation. It means helping turn a working prototype into a lasting institution.

The final feeling should be one of responsibility and opportunity.



e This is something serious.
e This is something thoughtful.
e This is something worth building together.

Strategic Role of the Flagship Film

This flagship film will anchor the entire fundraising campaign.

It will serve as:
e The centrepiece of the fundraising website
e The opening narrative for donor meetings
e A core presentation asset for partners and stakeholders
e A catalyst for major gift conversations
e The foundation for all shorter campaign edits and social content

All derivative content will be drawn from this primary film, ensuring consistency of message and tone
across the campaign.

Core Outcome

If the film succeeds, a viewer should be able to say:

‘Pathfinders is building a new kind of educational foundation that equips children not only to pass
examinations, but to think independently, create confidently and lead responsibly. It deserves to
grow.’”

That conviction, not admiration alone, is what will drive the fundraising campaign forward.

Strategic Risks

Positioning Pathfinders as a working prototype for the future of education elevates the campaign. It
signals ambition and systemic relevance.

However, elevated positioning increases scrutiny. The claim must be visibly earned within the film.

I. Credibility Risk
If the film asserts that Pathfinders represents the future of education without demonstrating rigour,
the positioning may feel aspirational rather than credible.
Risk factors:
e Vague or abstract language
e Inspiration without substance
e Insufficient evidence of structure and design

Mitigation: The film must clearly show intentional design, articulated philosophy and disciplined
implementation. Viewers should see a deliberate model, not a loose experiment.

2. Evidence Risk

Calling something a prototype implies results.

Risk factors:
e Showing activity without demonstrating impact
e Relying too heavily on testimonials
e Failing to signal measurable progress



Mitigation: The film should include observable student growth, examples of transformation and
evidence that outcomes are tracked and refined.

3. Perception of Idealism
Future-focused language can appear speculative if not grounded.
Risk factors:

e Qverly visionary claims

e Grand statements about systemic change

e Limited operational detail

Mitigation: Balance ambition with humility. Show serious educators, structured programmes and
continuous improvement.

4. Scalability Risk
A prototype invites questions about transferability.
Sophisticated donors will ask:
e |sthe model intentional and documented?
e Canitinfluence beyond this campus?

Mitigation: Signal that the approach is structured, reflective and capable of informing broader
educational practice, even if expansion is gradual.

5. Expectation Risk
Elevated positioning raises expectations around governance and sustainability.
Stakeholders may expect:

e Strong leadership

e Financial transparency

e lLong-term planning

Mitigation: Ensure the film reflects professionalism, operational discipline and strategic intent.

Strategic Conclusion

The positioning is powerful, but it must be earned.
The film must visibly demonstrate:

e Intentional design

e Clear philosophy

e Measurable progress

e  Thoughtful experimentation

e Serious, committed leadership

Bold positioning requires disciplined evidence. If that evidence is present, the narrative strengthens
credibility rather than weakening it.



The Impact Film Series

We will use these films for:
e  Website landing pages
e YouTube
e Social Media
e Paid social campaigns
e Email launches
e Partner distribution
e Quick donor introductions

Each film should have:
e Adistinct objective
e Adistinct emotional tone
e Adistinct primary audience

Otherwise, the risk is they will blur into each other.
Impact Film 1: The Conversion Film

Primary Objective: Convert attention into immediate action.
Target Audience:

e  First-time visitors

e Warm network

e Broad community supporters

e Paid social audiences

Core Message: Pathfinders is working, growing and ready for its next stage. Your support makes that
possible.
Emotional Arc: Recognition - Belief - Action

Key Visual Elements:
e Student-led projects
e Classroom collaboration
e Student reflection
e Founder clarity
e Strong closing visual of momentum

Call to Action:
e Donate
e Support the next phase.



Impact Film 2: The Movement Film

Primary Objective: Build community energy and campaign momentum.
Target Audience

e Mid-level donors

e Community supporters

e Social audiences

e Younger donors

Core Message: Pathfinders is growing, dynamic and forward-moving.
Emotional Arc: Excitement - Belonging = Participation

Proposed Structure
e High-energy montage
e Student-led initiatives
e Fundraising events
e Milestone celebration
e Invitation to be part of the movement

Key Visual Elements
e Fundraising challenges
e Student presentations
e Applause moments
e Collective activity

Call to Action: Be part of this movement.
Impact Film 3: The Transformation Story

Primary Objective: Deepen emotional conviction for major donors.

Target Audience:
e High net worth individuals
e Private donor prospects
e Warm major gift conversations

Core Message: When the environment changes, children transform.
Emotional Arc: Empathy - Hope - Conviction

Proposed Structure
e Brief context of student’s prior experience
e Visible growth and ownership
e Parent or mentor reflection
e Subtle link to broader Pathfinders model

Key Visual Elements
e Individual student moments
e Parentinterview
e Evidence of growth in action



e Quiet reflective scenes

Call to Action: Join us in enabling more transformations.
Impact Film 4: The Vision and Expansion Film

Primary Objective: Unlock capital commitments.

Target Audience
e Capital campaign donors
e Foundations
e Strategic partners
e Board-level stakeholders

Primary Distribution Channels
e Campaign presentations
e Grant submissions
e Partner meetings
e Website capital page

Core Message: Full support enables scalable, disciplined expansion.
Emotional Arc: Confidence - Ambition - Commitment

Proposed Structure
e Current impact
e Growth limitations
e Future campus and capacity
e  What full funding enables
e Invitation to build the next chapter

Key Visual Elements
e Campus space
e Future site or renderings
e Founder speaking to expansion
e Visuals of growth in motion

Call to Action: Partner with us in building the next phase.
Impact Film 5: The Credibility and Model Film

Primary Objective: Reinforce intellectual trust and seriousness.

Target Audience
e Sophisticated donors
e Educators
e |nstitutional stakeholders
e Governance-focused funders

Core Message: Pathfinders is intentionally designed, disciplined and structured.
Emotional Arc: Curiosity - Reassurance - Trust



Proposed Structure
e Educational philosophy
e Foundational skills approach
e How learning is measured
e Why the foundation structure enables innovation

Key Visual Elements
e Teachers explaining principles
e Students demonstrating foundational skill work
e Structured classroom processes

Reflection and assessment moments

Call to Action: Learn more. Engage. Partner.



Shorts Campaigns

Student Voice Shorts Campaign

Strategic Purpose
e Humanise Pathfinders
e Demonstrate ownership in action
e Build emotional trust
e Drive interest towards the flagship and impact films
e Create weekly momentum

Format:
e 20-45 seconds
e Oneidea per clip.
e One student per clip.
e No layered messages.

Theme 1: ‘What Is Different Here?’
e Prompts:
What feels different here?
e What do you get to do here that you couldn’t before?
e What surprised you most?

Theme 2: ‘What Have You Learned About Yourself?’

Prompts:
e What are you proud of?
e What is something you can now do that you couldn’t before?
e What was hard at first but easier now?

Theme 3: ‘Real Responsibility’

Prompts:
e What project are you leading right now?
e What decisions do you get to make here?
e What does ownership mean to you?

Theme 4: ‘If You Could Tell a Donor One Thing...”

Prompts:
e What would you say to someone thinking about supporting Pathfinders?
e Why does this place matter?



Moments of Growth Shorts Campaign

Strategic Purpose:

e Show evidence of impact without heavy explanation

e Reinforce the seriousness of the foundation

e Humanise transformation through real moments
Build credibility through observable progress
Strengthen donor conviction through visible change

Format
e 1 strong opening sentence from the student
e 1-2 sentences describing the challenge
e 1 sentence describing what changed
Closing line about what they can now do

Theme 1: Ages 5—-8 - Something | Can Do Now
e What was hard before?
e What can you do now that you couldn’t before?
e What are you proud of?

Theme 2: Ages 9—-12 - Something | Figured Out

Prompts:
e What was a project that challenged you?
e How did you solve it?
e What did you learn about yourself?

Theme 3: Ages 12+ - How I’'ve Changed

Prompts:
e How are you different since joining?
e What was difficult at first?
e What are you capable of now?
e What kind of learner are you becoming?



Why Pathfinders Matters Shorts Campaign

Strategic Purpose
This is a campaign for founder, parent and teacher reflection. It builds intellectual trust and
emotional reassurance.

It demonstrates:

Why Pathfinders exists

Why the foundation model matters
What difference it has made

Why serious adults believe in it

Its objectives are to:
e Reinforce credibility
e Reduce donor hesitation
e Show thoughtful intention
e \Validate the impact through independent voices

Theme 1: Why We Chose Pathfinders
e  What made you choose Pathfinders?
e Why conventional schooling did not suit every childW
e What makes Pathfinders different?

Theme 2: What Changed?
e What is different in your child?
e What surprised you?
e What moment made you realise this was working?

Theme 3: Why Pathfinders Matters
e Why is this important beyond your own child?
e What do you think education needs more of?
e Why do you believe this should grow?

Theme 4: The Thinking Behind It
e What is the core idea behind Pathfinders?
e What is different philosophically?
e  Why does structure matter in learning?
e How do you measure progress here?
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