
 
 

 

 

 

Quick Start Guide 

  



 
 

Overview 

If you’ve never created a commercial before, the idea can seem 

a little daunting at first but it’s really a lot easier than you’d 

think.  

In this guide we will lay out a simple formula that will work for 

any commercial or video that you create.  

Following this formula will allow you to create high quality 

commercials that convert viewers into customers, which is the 

number one thing you should be focused on.  

Here is a list of the steps that you will need to go through in 

order for you to create a successful commercial: 

1. Define your purpose 

2. Find possible solutions 

3. Script the commercial (plan it all out) 

4. Utilize your solution to create the first draft 

5. Go through the revision process 

6. Deliver your commercial 

Ok, so let’s get started… 



 
 

Part One: Define the Purpose  

This is the first and one of the most important steps in the 

process.  In order to create a successful commercial you are 

going to need to know what your end goal is 

In addition you need to decide how you are going to measure 

the success of your project. Whether it’s an increase in sales, 

brand awareness or promotion of a new project you’ll need a 

way to track your results.  

If you are creating a commercial for an offline client the first 

thing you’ll want to do is consult with them to gain as much 

insight as possible into the scope of the project.  

Here are a few things you’ll want to find out: 

 What is the main purpose of the video? Brand awareness, 

promoting a product or overall increasing sales? 

 What are the overall goals of the campaign? 

 How will success or failure be measured? 

 Who is your target audience? Age, sex, income level, 

location, interests, buying habits, etc. 

 What is the brand message to be conveyed? 



 
 

 What is the budget for the project? 

 On site commercial or simple online creation?  

 What is the timeline for completion/delivery? 

All of the above questions are things that you are going to need 

to address before you move forward to the next steps. It is 

really important for you to know what you are going to use 

your commercial for before you actually go out and make it.   

You can use these questions as a guide to help you craft the 

overall purpose of the project. The most important things to 

note are how the commercial is going to be used and how the 

success of the project will be measured.  

In addition it’s vital that you find out what kind of budget you 

are working with as that will be how you decide to actually get 

the commercial produced.  

In the next section, we’ll talk about the various solutions you 

can use to produce the commercials further in depth.  

So let’s dive in… 

 

Step 2- Plan out your process and find the solutions 



 
 

Finding Solutions 

As of now, you have already defined your purpose so you have 

an end goal in mind which is half the battle.  Now you need to 

find some solutions for having your video produced.   

When it comes to creating “commercials” for video advertising 

campaigns there are basically three types of commercials you 

can make… 

1) Simple Videos with pictures, music, slides and voice over.  

2) Animated Commercials with graphics, music, and voice. 

3) Live action commercials shot on site w/actors 

When it comes to creating the “online” commercials such as 

the simple or animated videos, you have a few routes you can 

take to get them completed… 

You can either create them yourself or pay somebody to do it 

for you. Quality animators can be found easily online by 

searching through the “Video & Animation” sections of 

outsourcing sites like fiverr.com or odesk.com 



 
 

A good tip if you go this route is to shoot for the higher priced 

gigs or workers. The profit margins are already great with video 

production and quality will be the key for you.  

Always test the workers before having them work on an actual 

client’s project as a rule of thumb.  

If you would like to create the commercials yourself we 

recommend using VideoJac. It’s an easy to use drag, drop and 

edit web application that lets you create unlimited videos.  

The best part is they have marketing and niche based templates 

already inside so all you have to do is edit the info to fit your 

clients’ needs and you can have commercial in no time. 

If using Videojac is the route that you will be going then you can 

find the tutorial in the resource guide. 

If you are going to be going with a more traditional production 

method then you are going to need to find a production 

company that you can partner with or build an in house team 

to do so. We recommend just partnering for obvious reasons.  

In addition to getting your video made, as a marketing company 

there are side benefits to partnering with a production 

company such as referrals.  

http://www.youtube.com/watch?v=5F32XVbFrCI


 
 

When hiring a production team it is important to plan ahead 

and know how much they charge per hour and the typical 

turnaround time for production.   

Hiring a production team is extremely easy. Most of them are 

happy to have new work sent their way. 

If you don’t want to work with a production company but still 

need the services that they have to offer there is still hope for 

you! 

All you need to do is find a quality production company and talk 

to them ahead of time.  Let them know that you sell videos to 

local businesses and would like to send your clients their way 

for production needs.  Sometimes they will even give you a 

referral fee which is just extra money in the pocket. 

One of the most important things about selling commercials is 

that you have a solution picked out before you go out and do 

the selling. There is nothing worse than selling someone a $500 

commercial only to find out that you can’t get it done for the 

right price and you end up eating the extra costs. 

 

 



 
 

Script your commercial 

One of the most crucial aspects of creating a great commercial 

is the script. This is as easy as following a simple formula. 

Step #1 - Do your homework (research a lot) 

Much of this part is similar to the “defining your purpose” 

section of this guide. In fact, the work you do early on will be of 

great help to you when you get to the scripting part.  

The most important things you’ll want to find out are.. 

 The target market 

 What your promoting 

 The budget you have to work with 

 How success is measured 

Although you can get by with this bare minimum, if you really 

want to knock it out of the park, find out everything you can.  

Look at all of their prior advertising and also check out the ads 

of the competition. Go in the business, talk to customers and 

get to know the products or services they offer intimately.  

Observe everything.   



 
 

 

Step # 2 - Get to know your audience   

First and foremost you’ll need to break down the general 

demographics of the target market. This can easily be done 

using a site like alexa.com or quantcast.  

All you’ll need to do is find a high traffic website in that same 

niche, plug it in and you’ll have a decent outlook of the market 

you are after. Then, you need to dig deeper.  

You will need to figure out where they hang out, any trends 

that are popular within their “click” right now.  You really want 

to be able to relate to them and “talk the talk”.   

The more they feel like you relate to them the better off you 

will be.  People like to buy from people that they trust and you 

must be able to relate to them in order for them to trust you, 

which is why the research part is so crucial.  

If this product or service has been tested at all it would be a 

good idea to find some current customers and get testimonial.   

Learn from them and find out what problems were solved for 

them when they started using what you are promoting. 



 
 

 

Step #3 - Get to know the competition. 

This can’t be stressed enough.  You need to know you 

competition inside and out if you want to beat them.   

Chances are the competition is advertising as well so it would 

be a good idea to see what kind of advertising they are doing 

and take a good look at what you think is working and not 

working with their campaign.   

What other options do consumers have when it comes to 

solving the problem they have?  What sets your product apart 

from the competition?  Think benefits, not features.  

In general it’s a good idea to start studying as many ads as you 

can in your day to day life. That may sound a little boring, but it 

really pays off when you go to make your own ads.  

Specifically study the types of businesses you expect to be 

working with most. Focus on understand WHY they created 

their ads the way they did and coming up with ways to that you 

can stand out. Whatever they are doing, you do it better.  

 



 
 

 

Step #4 - Finding the “Hook” 

Now that you have done your research and know what 

problems you are going to solve for the consumer it is time to 

find the “hook”.   

The hook is essentially the main selling point on which your 

commercial will revolve around.  The hook should be the most 

relevant benefit to the target audience.  

You should be able to state your hook in no more than 2-3 

sentences, much like a thesis statement or elevator pitch.  

Force yourself to talk it out and write it down. Then make sure 

your entire commercial communicates that exact message to 

the target market in the most effect manner.  

 

Write the Copy (AKA Scripting) 

Now it’s time to put all that planning and research to work.  

Start with a headline.   



 
 

The headline should be a bold statement that addresses your 

hook and pretty much sells the buyer right there. A viewer 

should be able to fully understand what the ad is about by 

simply reading or hearing the headline.  

It doesn’t have to be the first line in your commercial but it 

should pop up in the first 15-30 seconds of your commercial.  

People tend to have short attention spans and you need to 

capture their interest early in order to keep them watching. 

When scripting the commercial you are going to want to follow 

a simple formula that takes the viewer through the buying 

process.   

First you are going to want to open the commercial in a way 

that will Qualify the buyer.   

This is the part where you are going to ask a loaded question 

that is designed to point out a problem that the target market 

already has.  You know they have this problem because it is the 

problem that your product or service solves and you have 

already done your research!   

It is important to remember that this is about them and not the 

advertiser or product.  You really need to make sure that the 



 
 

viewer understands that they do face this problem and it’s vital 

they listen to your solution.  

It would be good to think back to some of the pharmaceutical 

company’s commercials we’ve all seen hundreds of time over 

the years.  They start by asking something like “Do you, like 

millions of other people, suffer from (whatever problem they 

have the solution for)”.  

 If you suffer from this problem then they have your attention 

and if you don’t have the problem then you probably won’t 

listen anymore.  They have just successfully qualified the 

prospective buyer. 

Then you further address the problem.  Let them know how 

bad it can get and really drill in the pain their problem causes.  

Throughout this whole process you need to remember that it is 

about the audience and not about the product/service.   

If you have done your research like you were supposed to you 

will know how the target market talks and what words they 

use.  Try to speak to them in their own words.  You want them 

to relate and trust you. 

 



 
 

Now that you have fully addressed their problem it’s time to 

educate them on the solutions (AKA your product or service).   

This is your chance to tell them that you have what they need 

and can provide relief from the problems that you just told 

them that they had.  

If you have done the first part correctly then the audience will 

know if this is for them (Qualify), relate to the problems that 

result from not having this (Address the Problem), and now 

know that there is help (Educate).   

Now that they know that there is help for the problems that 

they face you will want to show some proof if you can.  This can 

be testimonials from people that you spoke to earlier. This part 

isn’t necessary but it sure does help.   

If people see that there are other people that have the same 

problem as them and were able to solve it using your 

solution…it really helps close them. 

Finally, you will let them know that you have the solution to the 

problem that they face and how then can get it right now. 

Note: find a way to insert urgency when possible  



 
 

Now, I know that seems like a lot to put into a commercial but 

it really isn’t.  Depending on the desired length of the 

commercial you may need to add to or take away from your 

script.  As a rule of thumb, 1 page of writing is about 30 seconds 

of a commercial. 

Once you have all of that info down on paper and the rough 

draft is scripted you are going to want to read through it and 

make sure that it flows.  We are constantly rearranging the 

order of the words within the script.   

Since commercials offer a limited time to convey the message 

you need to make every word count.  Cut out the excessive 

wording and keep it simple and easy to follow.  Make it short 

and to the point. 

Throughout this whole process you want to keep your end goal 

in mind.  The scripting of the commercial and the direction you 

take it has everything to do with the end goal.   

If the commercial is more about brand awareness then you are 

going to want to make something more memorable and 

possibly funny as opposed to when you are trying to sell a 

tangible item. 



 
 

Create Your Commercial 

Now that you have your script it’s time to actually get the 

commercial created. This is actually a pretty easy part if you’ve 

done everything leading up to this point correctly.  

If you are going the online video or animated video route all 

you’ll want to give your script to the person you’ve hired and 

going over it with them to make sure they are clear.  

Turnaround time for this project can vary from 24 hours to a 

couple weeks depending on the scope of the project. Mostly it 

depends on whether you are using stock images and footage or 

creating original work from scratch.  

Note: We use Teamworkpm to manage our projects that have 

multiple people involved with them. 

If you create the ad using Videojac (see the tutorial video 

included) then you can literally have your script come to life 

before your eyes in minutes.  

Lastly, if you are working with a production team you will want 

to pass on the script and meet with them to go over your 

vision.  

http://www.youtube.com/watch?v=5F32XVbFrCI
http://www.youtube.com/watch?v=5F32XVbFrCI


 
 

You should have already found solutions for your production 

needs and have a general idea of what it is going to cost.  Now 

it is time to get back in contact with them and let them know 

you are ready to get started.   

Managing a team isn’t always the easiest task but there are a 

few things to keep in mind that will make things go a lot 

smoother: 

 Make sure that your expectations are clear! 

 Make sure that you have a clear idea of the costs involved 

 Communication is key. This can’t be stressed enough! 

Generally speaking once the original commercial is created you 

will need to allow time for at least 1-2 revisions.  

If your end result is way off of your original vision then you will 

need to look back in your process and see where the 

communication failed. Rinse and Repeat.  

 

Conclusion 



 
 

Really at this stage you’re essentially done with the 

“production” of your video. All that’s left to do is deliver it to 

your client, run the campaign and analyze the results.  

Not every commercial you create will be a homerun or convert 

like crazy, at least at first. Following the formula laid out in this 

guide will give you a running start and the best chance at 

success early on.  

The key to creating amazing commercials really lies in your 

dedication to improvement.  Every video you produce that is 

used for advertising is an opportunity to learn. 

Look at how your video converted and the response from the 

market to gauge it’s success. Then either way, analyze the 

reasons it did great or flopped all over town. All of that 

information will be useful in your future campaigns.  

Lastly if you struggle with copywriting or any of the aspects of 

this stuff, you can hire people. Even if you are good at these 

things, it’s still a good idea to hire people.  

This business is all about creativity and coming up with great 

ideas. The more minds and views you have at your disposal, the 

better odds you give yourself.  



 
 

In addition when it comes the design/video/animation aspects 

of creating commercials it’s good to have options. Ideally you’d 

like a few different solutions for each aspect so that you can 

kind of “shop” your project to them.  

Each company, animator or designer is going to have their own 

“style” and often will create similar types of material. Working 

with multiple solutions gives you the flexibility of using many 

different styles.  

We hope you enjoyed this guide and look forward to seeing you 

on the webinar that accompanies this course!  

Make sure you write down all your questions and have them 

ready because we are going to have the CEO of a production 

company on live doing Q &A! 

Talk Soon, 

Neil & Justin 


