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THE PRICE IS REAL, AND IT REFLECTS SOMETHING REAL: HEADCOUNT.

The $25,000 quote isn't padding. It's what a six-person production process
costs when you run it at agency overhead.

THE TIMELINE IS THE SAME STORY.

Traditional production timelines run 6-12 weeks because each phase gates the
next. Seript must be approved before storyboard. Storyboard before animation.
Animation hefore voiceover. Every revision loop adds days. The process was
designed for an era when this was the only way to do it

TRADITIONAL AGENCIES OFFER GENUINE ADVANTAGES IN SOME CONTEXTS:

established quality assurance processes, reputational accountability, compliance-
grade deliverables, and union or guild voiceover talent where required. If you're
running a high-volume campaign or need broadcast-standard production, a
traditional agency may be the right fit. What follows is about a different use case.



An agentic production model doesn't cut corners on narrative.
It cuts headcount by replacing process steps with Al agents,

and concentrates the remaining human effort where it
actually matters.

Al SCENE GENERATION
COMPRESSES DAYS INTO HOURS.

The most expensive part of a traditional explainer isn't the script.
It's the animation. Depending on complexity and style, a motion
\ designer can spend several days on a short scene sequence.
Tools like Sora, Veo, and Runway don't eliminate that craft =

entirely, but they can collapse the iteration cycle for scene | SENIOR DIRECTION
generation — though, as with any evolving technology, results
vary and these tools have meaningful limitations (more on that
below). A senior director prompts, reviews, refines, and locks
scenes at a speed that simply wasn't possible a few years ago.

THE AGENT COLLECTIVE HANDLES
SCRIPT AND STORYBOARD AT COMPUTE COST.

A six-person team charges six salaries for the thinking work:

, research, scripting, storyboarding, copywriting, revision loops.
| An agent collective does the same structural work at compute cost.
It doesn't replace strategic thinking. It does replace the
administrative overhead of coordinating six specialists across
- weeks of sequential handoffs.

The result: more creative cycles in less time, with the senior
director reviewing and directing rather than waiting on
inter-team dependencies.

SENIOR DIRECTION IS
CONCENTRATED, NOT SPREAD THIN.

In our model, the director is the production team. They direct
every scene, write or closely direct every script beat, and review
every storyboard frame. The Al handles execution; the human
handles judgement. You're not buying a team. You're buying
concentrated senior attention, force-multiplied by tools that

do the mechanical work.
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WHAT YOU'RE ACTUALLY BUYING:

TVE ARCHITECTURE,
?vlonoN GRAPHICS

| —BUYER PSYCHOLOGY
HERE'S THE THING MOST FOUNDERS MISS

~
when they think about explainer videos. 4 *{3 L q ;
The production is not the hard part. s I L 1% a

The hard part is figuring out the story.

—
Most tech ¢0mpanies with a mnfu5ing pmdur:,t :-;-_-1—'_.—— Sa— —
don’t have a motion-graphics problem. ~ NARRATIVE ARCHITECTURE 7
y
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They have a narrative architecture problem.
They're trying to explain what their product does
before they've established why a buyer should care.
They lead with features. They use their internal
vocabulary. They assume technical sophistication
that their audience doesn't have.

/r A well-made explainer solves for
@ comprehension, not aesthetics.
And comprehension is a strategic problem
before it's a creative one.

This is why the most important thing

a specialist explainer studio brings isn't
better animation software. It's a production
process that starts with buyer psychology:

%..@.

= WHOIS WHAT DO THEY ~ WHAT'S THE ONE ~ WHAT DOES - e
WATCHIHG THIS?  ALREADY BELIEVE? THING THEY NEED  UNDERSTANDING THAT I ="
TO UNDERSTAND? MAKE THEM DO NEXT? N |

That work is what a good $5,000 explainer buys you. 3 ;‘
E Not just moving graphics. A story that was built i
6o '

for a specific audience from the ground up.

A generic motion-graphics agency can execute
any brief you hand them beautifully.
The risk is that the brief itself is wrong,

and a beautiful video built on a confused brief
is a very expensive mistake.
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The metric
nobody uses, o TOURADENCE
but should: LA THER

OWN WORDS, TO
SOMEONE WHO

HASN'T SEEN IT?

Most agencies measure success by production value.

Did the video look polished? Did the client like it?
Was it delivered on time?
None of those metrics tell you whether the

video actually worked.

The metric that matters is
after watching your video, can your audience YES NO

explain your product back to you, in their own IT WORKED IT DIDN'T
words, to someone who hasn't seen it?

If they can, the video is doing its job. If they can't,
you have a well-produced asset that isn't
converting anything.

There is a reasonable intuitive case that video can help
audiences absorb complex information more quickly
than written documentation alone — and some research
supports the general principle that multimodal content
aids comprehension — but we're not aware of a rigorously
sourced, peer-reviewed figure we'd feel comfortable
citing here. What we can say is that the gap between

a viewer watching a video and actually understanding
the product is real, and closing that gap is the job.

Similarly, industry surveys — including Wyzowl's annual
video marketing reports — have consistently found that
a significant proportion of buyers report being influenced
by product videos in their purchase decisions. These are
self-reported surveys conducted by a vendor with
commercial interest in the findings, so treat the specific
figures as directional rather than definitive. The underlying
point stands: comprehension and persuasion are linked,
and video is a meaningful lever for both.

W

But persuasion requires comprehension first. A technically
impressive video that leaves the viewer unsure what

the product does is not a persuasion asset.

It's brand wallpaper.

This is why measuring comprehensicn lift — through
pre/post audience surveys asking buyers to explain
the product in their own words — is a more honest
ROI signal than view counts, completion rates, or
production awards. Views measure interest.
Comprehension measures whether you've
actually done your job.

The right question to ask any explainer studio,
at any price point, is:



THE REAL COST COMPARISON:

" EXPLAINER FEE vs. DEAL LOST

(oo |

REDUCE ONE
ADDRESSABLE RISK:

AGENCY QUOTE ~ |/ YOUR PRODUCT IS T0O
- e HARD TO EXPLAIN QUICKLY.
$8,450

S5\ AGENCY QUOTE

FOCUS.
CLARITY. g&%’ﬁg ;:,m

CovicTio AN —




What to look for
(and look out for)

If you're comparing quotes for an explainer,
here are the questions that actually matter.

1. DOES THE PERSON DIRECTING THE WORK
UNDERSTAND YOUR TECHNICAL DOMAIN?

A great motion designer who has never shipped
a software product will make a beautiful video
that misses the point. Ask who's directing. Ask
what they've built or shipped. Ask to see their
receipts.

2. DO THEY START WITH NARRATIVE,
OR DO THEY START WITH ANIMATION?

Any studio that leads with style frames or
animation examples before they've asked you
about your buyer is selling you production, not
story. Story comes first.

3. HOW DO THEY HANDLE Al FAILURES?

The honest answer is: they have a manual fallback.
Precise Ul mockups, character continuity, brand-locked
visuals, complex product interfaces — these are all
things current Al video tools handle inconsistently at

best. A studio that tells you Al handles everything isn't
being straight with you. A studio that tells you they
augment Al with manual motion graphics where
needed is operating in the real world.

4. WHAT DOES SUCCESS LOOK LIKE,

AND HOW DO THEY MEASURE IT?
If the answer is "we deliver the video and you love it,"
that's an output metric. If the answer involves
measuring whether your buyers can actually

understand and repeat your value proposition after
watching, that's an outcome metric. Outcome metrics
are what matter.



o, A $25,000
LR AGENCY QUOTE

reflects a headcount-based
production model built for
a different era.
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@ reflects Al scene generation,

@ agent-assisted scripting and
storyboard, and

concentrated senior
creative direction,

with manual production C%
fallback where Al falls short.
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y DIFFERENT MODEL.
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