
  

Multi-Touchpoint 
Marketing 

 

 
Hey Ezra here from Smart Marketer, and I have an ecommerce brand 
that Facebook just did a case study on.  
 
They put us on their Facebook for Business page, because we're on 
pace to do about $25 million this year, and we figured something out 
that I want to share with you which has led to this extreme growth.  
 
 
Where Ecomerce Is Right 
Now 
 

• 8% of total transactions 
happen online  

 
From the bag of chips that you buy at 
the grocery store to what you order on 
Amazon, of all the transactions that are 
happening, 8% are happening online.  



  

 Global Online Retail Will Double By 2019 
 

 
When I got into the game, it wasn't near as high as 8% of all 
transactions. It was more about 3%. But it's gone up by 15% year over 
year and is double what it was then.  
 
And what's expected is that we're going to double again by 2019.  
 

 
The Opportunity Is Only Getting Bigger 

 
It's a great time to be in ecommerce, and you know,  
 

It's all about timing.  
 
This is a picture of me when I was 19 years old. I 
had a little curl, because I was trying to be cool.  
 
Anyway, I used to play poker for a living, and they 
called me "Johnny Howya Doin'?" But there was 
always this one game that I just couldn't win... 
   
The game started at 6:00 p.m, so what I did was, I 
started to show up at around midnight, after people 

had a chance to lose some money and have a few drinks. And then I 
started doing really well because I was showing up at the right time.  
 
It was the right time for me to be playing in that game then, and this is 
the right time for you to be in ecommerce now.  



  

 
  
Look at this. The top 10 ecommerce countries in the world. China right 
now $670 billion online. And only 2% of their population shops online 
as opposed to 8% of ours!  

 
Ecommerce is not just growing in the U.S. 

 
It's growing globally as well, and the infrastructure that allows you to 
retail to people in other nations is now available through Amazon and 
is coming to other platforms as well. You will be able to actually sell 
your product to anyone in any one in these top countries from wherever 
you’re selling now. 
 

$14 Billion In One Day 
 
There is a holiday in China called Singles' Day. It's kind of the 
equivalent to Valentine's Day. And there is a company called Taobao 
which is sort of the equivalent of eBay and in one day they did $14 
billion in gross merchandise volumes. They sold $14 billion, which was 
a 60% growth over the year before of 2014 (this is 2015 numbers 
because 2016 numbers aren't in yet).  
 
72% of those sales were mobile, and that's a 5000% growth in four 
years. 
 
And just to give you an idea of how much that is, that's more than 
double the entire sales the United States did this past Cyber 
Monday. It's unbelievable how much volume they're pushing and that's 
with only 2% of their population. 



  

 
 

How do we take advantage of it? 
 
We've got one 8-figure brand, we've got a couple of 7-figure brands 
and we are doing this consistently. What is this thing that's allowed us 
to scale our brands to 7 and 8-figures? 
 
I'm calling it  The Future of Ecommerce. What you need to understand 
is that touch is taking over. The way people are consuming the digital 
medium has fundamentally changed.  
 

Touch Is Taking Over 
 

 
 
It used to be that you sat down on a computer and you typed away. And 
then what happened was smartphones came out and they allowed 
people to carry the digital medium with them. 
   
No longer did you have to be stationary in one spot at a desktop, or a 
laptop, you could be consuming the internet from your phone and 
engage with it via touch. You are touching your phone. You are not 
just touching your keyboard anymore.  
 



  

The Game Is Changing… 
 

 
 

• 33% of people who showed interest 
on a mobile ad converted on a desktop 
 

• More than 60% of adults in United 
States have two devices 
 

• 25% of those have three devices or 
more 
 
This is just prefacing the big idea for you. I’m 

giving you some statistics that will lead to this big reveal that we 
discovered.  
 

Starting On Mobile, Finishing On Desktop 
 
This means most people have a phone, iPad and a laptop, or a phone 
and a laptop, or a phone and a laptop and a desktop. 
 
People are consuming across multiple devices and moving to bigger 
devices to make purchases. So they're starting on their phones, and 
they are actually finishing the purchase process on a bigger device.  
 

The Mobile World Comes With Fragmentation 
 
The average person has 194 channels that they are consuming from: 
Gmail, Facebook, Pinterest, Instagram, YouTube—on average over 194 
different channels. That’s pretty incredible.  
 

And 50% of people are multi-screening while watching television! 
 
So as business owners, the way we have to market to our customers 
has changed.  



  

 
 
 
67% of consumers start shopping on one device and continue on 
another. Literally, two-thirds of people start a shopping process on 
one device and finish it on another. 
  

Video Consumption Is BIG, and It’s  Driven By 
Mobile 

 
This point is big—really, really big: Facebook and Instagram account for 
more time spend on mobile than the next 10 platforms combined. 
Which means of those 194 channels that people are consuming content 
from, Facebook and Instagram are the most important. 
 

• 1 in 5 minutes that people spend on mobile devices in the 
USA are on Facebook and Instagram 

 

  
 
 

• And currently 4 of every 5 Americans carry a smartphone with 
them every day 
 

 
(It’s important that I give you this context, but rest assured: The BIG 
IDEAS are coming.) 
  



  

We’re the #3 Spender On Facebook 
 

My brand spends about $20k a day on Facebook advertising, which 
makes us top 5 in self-serve ecommerce brands. But that’s why they 
invited us in to learn how to better use their platform, and I got these 
statistics directly from the folks at Facebook. 
 
And what they told me kind of blew my mind, and lead to what we 
figured out with our advertising funnel.  
 
What does this actually mean for you? What it means is that you're 
going to need multiple touchpoints before you get a conversion.  
 
  

 
 
 
Gone are the days where somebody just types in a query on Google 
and goes and buys a product. Now they need to see you a couple of 
times.  
 
You need to engage with them at multiple stages of your marketing 
funnel before they are willing to actually convert and take the action you 
want them to take. 
 
For example: They might see an add on their phone and think, "That's 
cool," and maybe click on it, and go to your website where you then put 
them on a retargeting list to follow up with an ad that they then see on 
their desktop computer. 
 
I'm calling this Multi-Touchpoint Marketing. This has really changed 
how we run our businesses; it's changed everything about our 
advertising campaigns.  
 



  

 
 

The Single Ad Campaign No Longer Exists 
 

The way we used to think of it was if an ad campaign didn't work, then 
it’s no good. It's dead.  
  
But now we understand that the idea of a single campaign no longer 
exists. One campaign now includes multiple touchpoints. It includes 
the first touchpoint, the second retargeting touchpoint, the third 
retargeting touchpoint, etc.  
 
It has to include multiple stages of engagement, and that's what we're 
going to be talking about.  
 

 
 
They run an ad, they send somebody to their website and if that person 
doesn't do what they want, they give up. And what I want for you is to 
actually be able to run successful advertising campaigns and have a 
profitable ecommerce business. 
 
 
  



  

How Brands Today Make It 
 
First they have something good to sell, something 
people actually want. If you don't have something that 
people are actually going to enjoy—that actually adds 
value to their lives—you should go find that or stop now.  
 

Because if you're selling junk then I don't actually want to help you. I 
only want to help you if you're selling something that adds value. 
 
Second, they have one consistent visibility source.  
 
They've got a consistent visibility source to show 
people their offers.  
 
Now in general, there are some visibility sources that 
brands have that are not really scalable, like 
traditional press, which I don’t advocate. 
  
You can get mentioned on a morning show, or you can 
get mentioned in The San Francisco Chronicle and this 
is great. We get press for our brand, we love traditional 
press when it happens, but it's not actually scalable. You can't really 
control it. So I wouldn't recommend that you choose this as your visibility 
source.  
  
There’s also Search Engine Optimization where someone types 
something into Google and you show up near the top. That's wonderful. 
But again, you can't really control it.  
 
Google is pretty much trying to stop people from manipulating their 
search results, and the best search engine optimization is just a 
good content strategy. So I wouldn't recommend that SEO be your 
core visibility source. 

 
Influencer Endorsements is a great 
strategy 
 
This is where people who have tens 
of thousands of followers endorse 
you to their followings.  



  

This is probably the best kind of traffic that you can get for your brand 
because it's someone who has a relationship with a group of people 
saying, "Hey check this stuff out, it's amazing."  
 
However, it's very hard to scale, and to have consistency and scalability 
you need to be able to turn advertising into profit. 
 

 
 
That's really the only way to do it: buy traffic, send it to your business 
and be able to profit from that. All these other traffic sources that are 
not really scalable, are not consistent are generally because you are not 
really purchasing them. 
 

When You Purchase Visibility, It’s Scalable 
 
The key is to build the sales funnel that allows you to purchase traffic 
and send it to your store.  
 
Now old advertising was all query-based. When I got started, the way 
that we made it was that when people would type in a query on 
Google like, "best electric smoker or best electric toothbrush," we would 
show an ad.  
 

  
 

 
Query-based traffic still works, but it's become much more expensive. 
And there’s something better. 



  

 
 

The New Wave of Visibility 
 

The new wave of visibility that you can purchase for your brand is 
contextual. And basically what you're doing is you're advertising to 
people based on the context that you have on them. 
 
The thing that makes contextual advertising work today is that we have 
multiple data points. The way it used to be was we only had one data 
point on someone. You knew that they were visiting a website about 
cats so you show them an ad about cats, and that was the most you got.   
  
 

Understanding 
Contextual Advertising 

 
Today, with new school contextual 
adverting, we know thousands of 
data points: 
 

1. how old people are  
2. where they live 
3. what gender they are  
4. what they are interested in  
5. what they've purchased  



  

Now we can build groups of people based on context and have it be 
relevant to them. This way the groups of people who view our message 
are actually interested in the stuff that we are putting in front of them. 

 
If You Are Going To Be Successful, Here’s the 

Frame That You Need To Take: 
 

 
 
What I consider a conversion asset would be like a sales video, a 
landing page, website copy, an ad, the copy for the ad, the way your 
website is structured, a testimonial image… 
 
All of these things are conversion assets, or elements that assist you in 
the selling process. They work together to move people from before 
they’re a customer to during the process of them being a customer to 
after they’ve become a customer. 
 

 
 
So there is this prospect to customer journey that has to happen, and it 
has three stages: Before, During & After their purchase. And we have 
to do things at each stage in order to move people to the next stage.  
 
Stage 1: we have to get the customer to see our advertisement 
Stage 2: we have to get them to click on our ad 
Stage 3: we have to get them to consume the content that's on the page 
they landed on 
Stage 4: we then get them to say, "You know I would like to add this to 
my basket" 
 



  

There are all these stages that have to happen, and these assets work 
together at each stage of the journey to support you in what you want 
which is conversions and support your customer in what they want 
which is a solution to their problem.  
 

 
 
I've got this thing that I've got laid out for my business called The 
eCommerce Eco System. 
  
We are sending traffic to different places on our store as we amplify 
content—that’s our big strategy by the way is amplifying content that 
then leads to our products.  
 
We amplify things like articles and videos depending on where they are 
on their customer journey, because again we are talking about stages.  
Maybe we’re sending them to a specific landing page, or if they visited 
our shopping cart, we're sending them somewhere different.  
 
We change what we put in front of people based on where they last 
left off with our sales funnel.  
 
  



  

Once They Land On Our Website… 
 

...We try to get them to 
enter their email address.  
 
This way we can offer them 
content and emails that 
then lead back to product 
offerings.  
 
Eventually we'd like them to 
end up in our shopping cart 
and hopefully purchase a 
product from us.  

 
If All This Works, And They Buy Our Product… 

 
…Then they end up on what's called the post-purchase automation 
sequence where we email them, send them back to our blog, offer 
additional products, and more informational pages, which fuels the 
cycle again. 
 

The Key You MUST Understand 
 
It takes many conversion assets working in concert with one another. 
And the key to having a successful sales funnel work is to know that 
you are going to have to communicate with people multiple times 
in order to get them to purchase from you. 
   
So first you need one advertisement that gets their attention and gets 
them to see what your brand is, and then once they've engaged with 
one advertisement you need another one. Because maybe they saw 
you on their mobile phone, and now you are running an ad on the 
desktop to remind them that you exist. Each of these stages of 
advertising are essential to getting someone actually become a 
customer. 
 
At the minimum, it's two stages. It's the first touch and the second 
touch. But we actually go five or six touchpoints deep with our sales 
funnel.  



  

 
 
It’s really important that you understand how to set the top of your 
funnel up properly, because if the top of your funnel is not set up 
properly then you've got nothing.  
  
That’s why in the next video I'm going to share with you why you should 
be using video ads as the top of your funnel ad strategy.  
 
Plus, I'm also going to share my video ads sales funnel, because 
we've been using video ads very successfully on Facebook. I've got an 
amazing sales funnel that we put together that's doing really well for 
us.  
 
I'd love to share all this with you, and you can 

check it out in the next video. 
 
 
 


