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‘Het Klokhuis’ is the longest running children’s program in the Netherlands. It’s an informative tv-program for children between the age of 8 and 12 years old with the aim of informing them about the world in which they live. It is broadcast on the Dutch Public television every working day for 15 minutes. ‘Het Klokhuis’ informs children about various topics in our society. And that can be everything: science, culture, biology, health, technics and so on. 

Leader/intro
https://www.hetklokhuis.nl/tv-uitzending/3594/Beatbox
‘Het Klokhuis’ started in 1988, That’s more than 30 years ago, and it’s still popular, and not only children are watching it, also a lot of adults. Isn’t that amazing? So what’s the secret of this success? What’s the reason that so many people love watching ‘Het Klokhuis’? 
The secret of ‘Het Klokhuis’ is all about the way we give information. 
It’s my job today to tell you about this secret which is all about how to tell a story in a way that the viewers understand, can absorb and appreciate. What are the elements that will help you to make a successful infomercial.
First: we mix facts with fiction. We divide the program in four parts: 2 parts information and two parts amusement. So every time you learned something, you relax and enjoy a song or a funny play about the same subject.

Every show has one subject. For example vitamins. What are vitamins, what kind of vitamins are there, what do they in your body when you eat them etcetera.

This is not an easy subject. Because there’s nothing to see,  you can’t see vitamins. And -let’s be honest-  it’ s not a very exciting subject. It’s not like telling about sharks or earthquakes or laser shows. But we have a way of telling that makes vitamins as interesting as a ‘Klokhuis’ about sharks.

And another part of the secret of the success of ‘Het Klokhuis’ is taking our audience seriously. We know them. We know their language, we know what they understand, we know what they like. We know how to reach them.

When you know how to tell a story and thus reach your audience, you can make a fascinating infomercial about everything. Even about shoe laces, worms or something abstract as optical illusions or something invisible as vitamins.

It’s the Core-method: It’s not so much what you tell, but how you tell it. 

How does the ‘Core-method’ works?

It all starts with thorough preparation. That’s at least 50% part of the success of your infomercial. 

For example, let’s stick with the vitamins.  We would like to make something about vitamins: we need them to stay healthy, so it’s an important subject isn’t it? That’s always the first step: why do you want to tell something? 

If we know the subject and why we want to give information about this subject, the first thing we do is going out to investigate. We want to know as much as possible about vitamins. Because we know we can only explain things well if we understand them ourselves very well. We are obliged to provide the information as objectively as possible and factually indisputably correct. The children can assume that what is said in ‘Het Klokhuis’ is always correct.
When we have done our research and have enough information we pick the most interesting information.

What are vitamins, how many are there,  what are they good for, how can we find them.

Then we start thinking about the way we can tell the story about vitamins so that we can make our viewers curious. In every infomercial, or report it’s essential that you arouse the viewer’s interest. In our program, what’s about giving information, we do that by choosing a good question. 

In this case: we thought about what’s the most well-known vitamin. That was Vitamin C.

So the question came up: what fruit or vegetable has the most vitamin C? The search for the answer to this question gives us the possibility to provide information on vitamins in a playful way. 

This is very important. The central question of your story helps you to tell the story, to sift information and keep it clear and simple. Remember: less is more!
This is the most difficult part of the preparation. 

If you know what you want to tell, what the core of your story is, than you have to think about who do you make it for?
Knowing your public is very important when you are going to make an infomercial.

Who are they? How old are they, what do they like, are they interested or do you have to make them interested? What is their level of education? What do they understand and what not? 

It makes a lot of difference if you know who you want to reach. Because as a storyteller, as we all are, we all want the same: that our viewers are touched. That they love our story, and understand what we want to tell. That we add meaning to their lives.

And we’re always looking for a way to reach our viewers the best way we can. And that’s a search that never ends. 

I’ll show a short video that illustrates this:

power of words
http://www.youtube.com/watch?v=Hzgzim5m7oU&feature=youtu.be
Knowing your viewers, helps you to reach your goal: get people interested in your story so that they understand, or buy, or help, or learn or whatever it is you want to achieve. For that it’s important that you use the language in words AND in pictures that they understand best.

And always: keep it simple. Most of the people are a little bit lazy, so just show and tell, don’t use a lot of difficult words.

When we know what we want to tell, we write a script. It’s not my favorite part of the job, but it really helps.

By writing down all the scenes I can see if the story is logical, if the story works. Every story needs a tension curve. A clear beginning, a middle and an end: the question, the search and the answer.

And of course a script helps us to work efficiently during filming.

The viewers of ‘Het Klokhuis’ are the most difficult public to work for. Children get bored quickly. They didn’t ask for the information we want to give them, so we have to do everything we can to keep them interested. How do we do that? And again we have the Core-method for that!
Our main rule is to visualize everything we can visualize. After all, we provide information by images, by film. And you know that visual language is the most powerful language for transmitting information. People remember most of what they see. Not what they hear.

We always work with a presenter.

He’s the guy next door, she’s the girl next door. They are the viewers best friend. He or she is the one who explains and ask the questions, is the one who’s searching for an answer and experienced a lot during this search. The presenter is surprised, curious, excited, enthusiastic, sometimes even shocked.
He or she guides through the video and is the intermediary for the emotion.
In our program we often have experts talking. They know best about the subject and they have the answers to all our questions.
But we only see the expert when what he or she has to tell cannot be told in pictures. And of course when we introduce him or her.
And sometimes we use a voice-over and in that case we always make sure that the text is as short and powerful and clear as possible. And that we never say what the viewer already sees. Because that’s not necessary and can be so irritating. We only use voice over for giving information that we can’t give any other way.

We work with many small scenes in which all sort of things happen that illustrates the information we want to give. 

And sometimes it is impossible to visualize. For example when we want to tell what the role of vitamins in our body is. What are vitamins taking care of? That’s when we use animation.
Fragment vitamine-animatie ( 3’12-3’28”)e
https://www.npostart.nl/het-klokhuis/14-02-2007/NPS_1066338
But we also use animation when we want to make something extra clear.  

Fragment beatbox (0’50” tot 1’15”) of (1’50 tot 2’50)
https://www.hetklokhuis.nl/tv-uitzending/3594/Beatbox
So, to make a good infomercial it is important that:

· You know what you want to tell

· You know who you want to inform

· You know how to tell your story

And also: give the viewer the chance to process the information. You can do that by repeating in different ways, by not completely filling it with text, and by making fun. 
As I said earlier in ‘Het Klokhuis’ we also use fiction, the sketches. That’s where the actors come in. 
With the sketches we make children aware of norms and values in our society with the aim to stimulate conversation or discussion. 
That can be done in very different ways. For example, by singing a song in an episode about the school doctor. A song about a child who is beaten by his father and is afraid that the school doctor discovers this. Because then his father gets into trouble.
But more often the fiction part is very funny and absurd, because we like to exaggerate. 
So also in your informercial you can use a little fiction, for example when you want to stimulate a discussion about the subject. And it can give your infomercial more depth, because it’s exposed from multiple angles.

It is very important, however, that it is very clear that it is fiction. That’s why we never use the presenter in a sketch. So that the viewer understands what is the fiction-part and what are the facts. 
I’ll show you a sketch that will undoubtedly appeal to you. 
Sketch 360 cameraman
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