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Correspondence Assessment – CRISP Video Group – 1/3

1. When telling the client that 10 interviews are too many for a standard 8-hour shoot, and with no previous sign of discontent, he responded with 
the following: "Additionally, the 8 hour time restriction was set by you. I feel like I'm getting excuses before the shoot even starts. I don't care if you 
take 15 hours. You’re the ones trying to squeeze everything into eight hours. FYI I expect the shoot to look like your others. That's why I chose you 
and am paying $50k plus! As you can tell I'm a little upset." 

1. [Client Name], I understand your frustration that your investment will not be used to its full potential; you chose Crisp Video 
because you admired the content we have produced and you want to ensure you get the same treatment. Your utmost 
satisfaction is my highest goal. It is our policy to restrict the shoot duration to 8 hours, so that our team and your associates will 
not be overworked or strained and we have experience in efficiently obtaining the necessary shots within that time frame. Our 
team has fully dedicated ourselves to your video and we have planned out every second of footage real-estate to achieve your 
vision. 

REASONING: While I do not know Crisp’s actual policies, I feel that the 8hr restriction is realistic and should be illustrated to the 
client why pushing for a 15hr shoot is unrealistic. At the same time, I do not want to diminish the client’s feelings of frustration as 
he is understandably putting a lot of faith into the team to produce a great video. I want to make sure he understands that I am
listening to him and while we aren’t going to “give in”, it is not because we don’t care but rather that we know our model works. 

Below are real-life samples of situations and clients’ emails. I was asked to draft my ideal response. 
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2. Dan is an attorney in Texas. For his shoot, a remote/freelance cinematographer was used to shoot the video -- no team member from Crisp attended. 
However, please note that we treat remote/freelance cinematographers as arms of Crisp and as part of the team. This was the client's response after he was 
sent the first edit of the video: 1. " I mean, I can tell you I'm really unhappy with the job the cinematographer did now that I've seen it. He filmed me from a lot 
of really unflattering angles and just clearly didn't give me enough direction in general with what I needed to be doing with my face and hands. Like isn't it his 
job to tell me a shot doesn't look that great or we need a better soundbite somewhere? And considering your cinematographer took like 10 minutes with my 
second testimonial, I would've figured he must've been pretty pleased with the soundbites he got or otherwise he would keep at it. The video is put together 
pretty well, but clearly, he didn't do a good job at getting good footage and soundbites I'm really pretty furious aboutthat. I would've done whatever he asked 
me to do, and he kept telling me the footage was good. But yeah, my wife is gonna leave me when she finds out that that's what 12k got me, I'm not even sure 
I'd even wanna use that video at all. I'm just getting myself more and more upset just thinking about it, so I'm just gonna stop typing...." 

2. Thank you for your email, Dan. I understand your concerns; you want strong soundbites that will really impact your potential clients and I 
know exactly how an unflattering angle can make me feel. We are our own toughest critics. I am constantly worrying if I said the right thing 
and I take about a dozen selfies just to choose a single one. But please rest assured that we would never show our clients in an unflattering 
way; your satisfaction is my main priority. This video is a wise investment. Video Marketing is a necessity in today’s market; it will help you 
improve search rankings and attract better cases. Trust in your decision to go with Crisp because you know we will work diligently to make 
sure you and your Law Firm are shown in the best light. Please feel free to call me to discuss this further; sometimes it’s harder to express 
yourself fully in text and I want to be certain that your mind is fully at ease. 

REASONING: Once again, I wanted to let the client know that I am listening to his concerns and I do care about what he is feeling. At the 
same time, I recognize that he is speaking from a place of insecurity and I wanted to reassure him that his perception of the situation is not 
the reality. I did not feel that mentioning the cinematographer in any way would be the right course of action, as the exercise instructed that 
he is treated as part of the Crisp team and a team stands united in all things. However, I would want to see the video myself as the concerns 
the client mentioned are consistent throughout his email and depending on the situation, it may require an additional response to review 
the cinematographer’s method. 
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3. Paloma is the new marketing coordinator for a dental office in NY. She was not the originator of the contract and has been a difficult client ever since inception. Her feedback from edit 
1 to edit 2 was completely incorporated. Upon sending her the second round of edits, she replied with the following email. Please keep in mind that the fixes we did (adding Dr. Ferranti 
laughing) was her idea from round 1 going into round 2; none of these edits were aforementioned in feedback round 1. Below is an excerpt from an email after the second round of edits: 

1. "We are very disappointed in the quality of these videos. We expected greater things from Crisp Video, especially with it's known associations and portfolio. We will need a third 
round of edits from how disappointed we are." 

2. "For the Invisalign Video, Dr. Ferranti Laughing in the beginning and then it just cuts into another shot is so incredibly awkward. It's not even a smooth transition with some 
relation to the following clip. My suggestions to use "some" of the footage from videos 00027, 28, 29, 30 was taken literally and that's the majority of the video. No artistic 
conceptualization and judgment was used on this. Some of the clips don't actually relate to what the DR is talking about at that particular moment in the video. They're not coordinated at 
all. The clip of Dr Ferranti withthe patient at the end showing a model of the teeth really had nothing to do with anything. It was wasted time. However, In the Cerec video, you took the 
clip of Dr Ferranti's patient getting impressions with trays in her mouth and used it as DR Piton was stating that with the Cerec machine "no impressions are needed"....in what world does 
that make sense? That clip was not coordinated and was in the wrong video. It seems as though no one is actually paying attention when editing these videos. This is very disappointing 
for the amount of money we have contributed. For Invisalign, DR Ferranti looks very serious in every clip you use of her interview. I noticed in videos 00012 & 13 that she does smile a little 
and sounds less rigid. Maybe you guys could use parts of it. Please pay attention to the transitions between clips, they are not as smooth as they should be. We will also send you a "clin-
check" video that shows the 3-D model of the teeth with them moving from A-Z throughout the Invisalign process for you to use." 

3. Paloma, thank you for your feedback. I feel that there has been some miscommunication during this process that has caused your disappointment with the quality of the 
video we have submitted and I would like to take this time to assure you that your satisfaction is very important to me. I have notated every suggestion in your email and 
would like to schedule a time to speak with you at your earliest convenience to further clarify your requests. I will then itemize these in bullet points for you to confirm via 
email, to ensure I correctly understand your vision. With this additional step, I am confident that we will meet your expectations and deliver the quality content Crisp Video 
is known for. 

REASONING: Knowing that Paloma is not the originator of the contract, I feel that her vision for the videos will naturally not line up with what was already discussed and 
therefore I would try to take careful consideration to align what she expects with the footage we have. I wanted to very badly include the below explanation: “For the 
specific example of Dr. Ferranti’s obtaining impressions while Dr. Piton states “no impressions are needed”, this was used to illustrate the convenience the patients would 
have at skipping this step in the procedure, rather than to illustrate the words of Dr. Piton directly. “ But in my experience, an angry customer is not a listening customer. 
Furthermore, I feel knowing the situation a bit better myself would help diffuse the frustration the client is showing. Without seeing the actual content, it sounds like there 
might be legitimate errors made in the editing process of this video; were Dr. Ferranti and Dr. Piton supposed to have two separate videos? Did Paloma enter the contract at 
the time Edit 1 was sent out or was she there for the shoot? I also feel that we should have already been given the 3-D model clip and her suggesting its use at this stage in 
the game shows that the client’s vision for what the video should express, is not at all confirmed. I am unfamiliar with how many edits a client is allowed to request but 
having Paloma agree to specific changes in writing will force her to commit to one finalized direction.



Press Release – Dept. of State visit at CCA
DESIGN: TEXT:

Catholic Charities Atlanta Welcomes Department of  State Site Visit

On Thursday June 24th, 2021 representatives from the Bureau of Population, Refugees 

and Migration (PRM) and the Department of State visited Atlanta for a site visit in honor 

of World Refugee Day 2021. Essence Vinson, the Resettlement Director at Catholic 

Charities Atlanta (CCA), led the visitors on a tour of the Refugee Services Office. The 

participants then discussed CCA’s services and programming. 

Notable guests in attendance:

• Brian McKeon, Deputy Secretary of State

• Nancy Izzo-Jackson, Senior Bureau Official, PRM

• Holly Herrera, Program Officer for Domestic Resettlement, PRM

Co-Facilitators:

• Essence Vinson, Resettlement Director, Catholic Charities of Atlanta

• Bahadur Subba, Resettlement Manager, Catholic Charities of Atlanta

• Justin Howell, Executive Director, The IRC in Atlanta, Miami & Tallahassee; Co-Chair 

of the Georgia Coalition of Refugee Stakeholders



After much anticipation, the President’s Emergency Presidential Determination on Refugee Admissions raised the admissions ceiling from 15,000 
to 62,500 on May 3rd, 2021 for the fiscal year 2021. Although the numbers have not been released for fiscal year 2022, President Biden has 
committed his support to welcome families to the United States that have been forced to leave their homes due to famine, war and persecution.   

According to the Refugee Processing Center Admissions and Arrivals May 2021 report, the top 10 origin countries for refugees admitted to 
Georgia are: Afghanistan; Burma; Democratic Republic of the Congo; El Salvador; Eritrea; Ethiopia; Guatemala; Honduras; Iran; Liberia. Georgia 
has consistently held 10th place for the most refugees resettled in a state.

The United Nations High Commissioner for Refugees (UNHCR) released its Projected Global Resettlement Needs 2022 Report on June 24th, 2021
that estimated 1.47 million refugees will be in desperate need for resettlement in 2022 as persecutions continue making their countries unsafe. 

The Refugee Resettlement Agencies in Georgia are preparing their responsiveness and flexibility to 
meet the needs of as many people assigned to the state. Catholic Charities Atlanta (CCA) is joined 
by the International Rescue Committee, New American Pathways, and Inspiritus, among other 
agencies, in collaboration efforts to extend the reach of their services. Such efforts can be seen 
through the Georgia Coalition of Refugee Stakeholders, the Coalition of Refugee Service Agencies 
resettlement educational program, and the Georgia Welcome Co-op. Most recently, this 
collaboration has partnered with Mercer University’s health students to link mental health 
services to newly resettled refugees.

(Pictured Left to Right: Justin Howell, Nancy Izzo-Jackson, 
Brian McKeon, Essence Vinson, Vanessa Russell) Photo by Me.
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https://www.wrapsnet.org/admissions-and-arrivals/


Recently, Brian McKeon, Deputy Secretary of State, and Nancy Izzo-Jackson, Senior Bureau 
Official at the Bureau of Population, Refugees and Migration (PRM) along with Holly Herrera, 
Program Officer for Domestic Resettlement at PRM, visited Atlanta to learn and discuss how CCA 
and the Coalition work collaboratively to welcome refugees.  They also expressed their desire to 
learn directly from resettlement agencies, community stakeholders, and former refugees on how 
the State Department can better support newcomers and the communities that support them –
all in efforts to honor the President’s commitment to rebuild the Unites States’ refugee program. 
McKeon and Izzo-Jackson both took a moment to express their gratitude and lent their support 
to the work that CCA does for refugees. 
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(Pictured Left to Right: Essence Vinson, Bahadur Subba, 
Nancy Izzo-Jackson, Brian McKeon) Photo by Me.

(Pictured Left to Right: Nancy Izzo-Jackson, 
Refugee Mother, recent arrival daughter) 

Photo by Jackie Holcombe.

Izzo-Jackson and Herrera witnessed a family reunification at the Hartsfield Jackson Airport putting a face 
to the statistics of refugee migration. They brought flowers and a very warm welcome to the newly united 
mother and daughter travelling directly from Ecuador, but who were both born in Colombia. 

SOURCES:
• https://www.wrapsnet.org/admissions-and-arrivals/
• https://www.state.gov/the-presidents-emergency-presidential-determination-on-refugee-admissions-for-fiscal-year-

2021/#:~:text=Today%2C%20the%20President%20affirmed%20the,62%2C500%20for%20Fiscal%20Year%202021.&text=The%20U
nited%20States%20continues%20to%20be%20a%20global%20leader%20in%20supporting%20refugees

• https://immigrationforum.org/article/fact-sheet-u-s-refugee-resettlement/
• https://www.wrapsnet.org/documents/Refugee%20Arrivals%20by%20State%20and%20Nationality%20as%20of%2031%20May%2

02021.pdf
• https://www.ajc.com/business/impact-immigration-georgia-economy-not-huge-but-wide/RSQ6jFDlEA9Erx7JYNhNnJ/
• https://www.welcomingrefugees.org/sites/default/files/documents/resources/CRSA-RefugeesInGATheFacts.pdf

https://www.wrapsnet.org/admissions-and-arrivals/
https://www.state.gov/the-presidents-emergency-presidential-determination-on-refugee-admissions-for-fiscal-year-2021/#:~:text=Today%2C%20the%20President%20affirmed%20the,62%2C500%20for%20Fiscal%20Year%202021.&text=The%20United%20States%20continues%20to%20be%20a%20global%20leader%20in%20supporting%20refugees
https://immigrationforum.org/article/fact-sheet-u-s-refugee-resettlement/
https://www.wrapsnet.org/documents/Refugee%20Arrivals%20by%20State%20and%20Nationality%20as%20of%2031%20May%202021.pdf
https://www.ajc.com/business/impact-immigration-georgia-economy-not-huge-but-wide/RSQ6jFDlEA9Erx7JYNhNnJ/
https://www.welcomingrefugees.org/sites/default/files/documents/resources/CRSA-RefugeesInGATheFacts.pdf


Sample e-newsletter for Cari Favole. Fairy Tale Voiceover.
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One-Page Program Flyer for Catholic Charities Atlanta
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LinkedInSocial Media Posts Examples – MCNE Studios 



Social Media Posts Examples – MCNE Studios 
Facebook & Twitter



Social Media Posts Examples – MCNE Studios (Photos edited by me)
Instagram



St. Joseph’s Place – Giving Tuesday Campaign- 1/5

• CAMPAIGN: Post every hour, for 24hrs, the Tuesday after Thanksgiving

• PLATFORM: Facebook Only (Per client request; created just for this campaign)

• DONATION LINK: https://atlanta.igivecatholic.org/campaigns/st-joseph-s-place

• HASHTAGS: #inthistogether #givingtuesday #GAGivesday #igivecatholic 
#AprioGivesBack #BeAFuelForGood #AlignedWithYou #poverty 
#givingtuesdaynow #nonprofit #donate #charity #covid #givingback #community 
#giveback #fundraising #philanthropy #giving #donations #donation #support 
#fundraiser #love #volunteer #socialgood #dogood #charitytuesday 
#helpingothers #help #give #nonprofitorganization #volunteering #donatetoday 
#bethechange #communityservice #volunteers #donors #causes #supportlocal 
#tuesdaymotivation #change #art #goodcause #socialimpact 
#transformationtuesday #payitforward #tuesdaynight #sponsorship 
#charityevent #donatenow #gagives #hope #supportnonprofits 

• TAGS: CathMediaAssoc, catholicculture, GoodDayAtlanta, usccb

https://atlanta.igivecatholic.org/campaigns/st-joseph-s-place
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Thank you for your 

Consideration.
Please send any custom demo requests to: contact@carifavole.com

▪ Led the planning and execution of fundraising event efforts and media campaigns to raise $1,245,000 of the annual
departmental goal of $1,900,000.

▪ Designed, developed, and executed a completely virtual fundraising event that successfully raised $140,000 in
donations, exceeding our goal by $20,000.

▪ Managed all aspects of marketing and communications for a $6 Million agency including press releases, public statements,
collateral materials, program flyers, event invitations, volunteer opportunities, and services to be utilized agency-wide.

▪ Fabricated and reported on analysis metrics to the Board of Directors, CEO, and constituents consisting of major donors, on
the impact our programs have on our clients, and the success of our marketing efforts.

▪ Conceptualized, designed, and developed supporting graphics, training materials, and videos for both internal and external
usage. Responsible for all website updates and creations of additional pages in WordPress and created Wix and JustGiving
landing pages for fundraising efforts, saving the agency an estimation of over $5,000 within 6 months.

IMPACT FAST FACTS:


