
 

The Perfect Top-of-Funnel 
Advertising Strategy 

 
Hey, Ezra back here… 
 
…And at the end of the Multi-Touchpoint Marketing video, we talked 
about video advertising and I told you that videos are the perfect, top-of-
funnel advertising strategy.  
 
What I mean by “top-of-funnel” is it’s the first thing that prospects see 
in a sales funnel that’s geared towards getting them to do what you want 
them to do such as engage with your offer, become a subscriber, 
purchase a product, etc.  
 
And video is the perfect top-of-funnel, or first touchpoint ad, and now 
I'm going to tell you why. 

 
$493,022.84 ÷ 1,353,046 = $0.36 

 
Recently, since May 8th of this year, Facebook says that we have had 
26 million video views. But I don't believe that we had 26 million video 
views, and I'll tell you why. Facebook is counting a video view as three 
seconds.  
 
Now, if someone consumes three seconds of my content, that doesn't 
count as a view to me. So, I did the math: 
 

 



 

75% Watched, or More 
 

I looked at how many people consumed 75% or more of our videos.  
 
Now, the videos we're running in this advertising campaign range 
between 4 and 6 minutes long, so they have to consume 3, 4, 5 
minutes of content in some cases to count as a view, which again cost 
us $493,000.  
 
The total number of viewers who watched 75% or more was 1,353,046. 

 
$493,022.84 ÷ 1,353,046 = $0.36 

 
That means, to get people to consume a good amount of content—
we're spending $0.36 to get a prospect to engage with our brand 
for more than 3 minutes on average. That's really amazing. 

 
Why I Use Video For My Ad Strategy 

 
So, why am I so hot on video right now, and why are we using video as 
our ad strategy predominantly? Well, here are my reasons:  
 

  
 
Right now, there are 100 million hours of video watched per 
day on Facebook. Plus:  
 

• 79% of all consumer internet traffic will come from video 
consumption by 2018 
• 1200% more shares generated by video than text and 

image combined 



 

Get More Free Traffic 
 

This means people want to share videos, which means you end up 
with more free traffic than if you were advertising an image or a product.  

 
Your Highest Click-Through Rate 

 
The other cool thing is that video ads have an average of 1.84% for 
their click-through rate, which is the highest click-through rate of all 
digital ad formats.  
 
Now, what that means is that when someone sees a video that's been 
set up as an advertisement, which is exactly what I'm talking about here, 
they're more likely to click on it and go to the offer page. 

 
More People See Your Offer 

 
And that’s because they've been engaged by your video, they've heard 
your voice, they've heard the voice of your brand, they've seen a 
story. So, they're much more likely to click on that ad unit, which means 
you end up getting more people to see your offer.  
 
 

• 96% of consumers find videos helpful when making 
purchase decisions.  
 

 
I want to give you a couple more stats, 
and then I'm going to show you 
something really, really cool, which is 
my video ad sales funnel. 
   
  
 



 

 
• 4x as many 

consumers would 
rather watch a video 
about a product than 
read about it.  

 
 
 
 
 
 
Now, the best is obviously if you have both. You have a video as your 
ad unit, and then you send them to a page where there's video and 
text, so they can read and watch based on what media format they 
prefer to consume. 
 

 
 
We talked about a sales sequence being a collection of conversion 
assets working in concert with one another to get customers to 
complete your desired goal.  
 
Here’s our goal: to take a prospect who doesn't know about you, and 
have them be excited about your brand or product and do business with 
you. So the first conversion asset in your funnel, in my opinion, should 
be the most engaging one—which is video.  
 
But that's not the only place that we use video; we use video 
throughout the sales process, as I'm about to show you.  

 

 
  



 

How to Look at an  
Advertising Campaign 

 
First, we need to talk about how to look at an advertising campaign. So 
how should we be framing our advertising in this new, multi-touchpoint 
world?  
 
If you don't understand multi-touchpoint marketing, 
go back and watch the first video in this series! 
 
I talked about multi-touchpoint marketing being the new way to create a 
prospect-to-customer journey. To get someone to start as a prospect 
and become a customer, you're going to need multiple touchpoints.  
 
The way that we look at our advertising is in three distinct campaigns, 
or three distinct phases: acquisition, retargeting, and loyalty. 
 

  
 
Acquisition is when people don't know about you yet. You're new 
to them. They haven't heard of you. You're getting their attention. 
You're showing them your brand for the first time, and on your 
acquisition campaigns, you're going to be using video ads. 
 
Retargeting is after someone has already seen you. Now, we do 
many different types of retargeting based on where the prospect is in 
our funnel, and I'm about to show you that in a second. But in 



 

retargeting you're going end up using videos, you're also going to 
end up using traditional image ads and link ads. 
 
Loyalty is where someone's become a customer and you're re-
engaging them in a conversation about your product or your brand, and 
hopefully selling them additional items that they didn't purchase or 
more of the initial item that they did. 

 
Our Winning Sales Funnel 

 

  
 

Here's what our video ad sales funnel looks like. This is our winning 
sales funnel right now for our video ads.  
 
We start with a video. We then go to a presell page, which is a piece of 
content that engages someone in a conversation about our brand that 
leads to a solution, which is our product.  
 
The video gets their attention, and they don't ever have to leave 
Facebook to watch it. They don't ever have to leave the social network 
to consume information about our brand and engage with us. And guess 
what—we can retarget the people who watch the video but don't leave 
Facebook, and I'll tell you how in just a second.  



 

 
Now for us, we're going to an ecommerce category page. So from this 
page someone has to actually like a product enough to click and view its 
product detail page, and then they can check out. So we've got a 
really long sales funnel here.  

 
Our Winning Strategy 

  
 

 
 

This is what our sales funnel looks like: We start with a video ad, then 
go to a presell engagement page, which is essentially a piece of content 
that relates to the problem that our product solves.  
 
This piece of content leads to our store page, then to our product offer 
page, and then to our shopping cart and checkout sequence. After 
the customer makes a purchase, we have a post-purchase upsell 
sequence where we’re offering additional items, before finally arriving at 
our thank you page.   
 
Now, check this out. This is where it gets really sophisticated. And I 
should also say, this is what makes your advertising actually work:  
 
 



 

Our Multi-Touchpoint Campaign 
 

 
 
This is the multi-touchpoint part of the campaign that if you just looked at 
it from the top level, you wouldn't see.  
 
When someone consumes 50% of our video on Facebook, but does 
not make it to our landing page (which in our case is a blog article), then 
we retarget them with a link right to the landing page.  
 
That’s because they consumed 50% of our video, which means that 
they are indoctrinated enough with our brand for us to send them 
directly to a landing page about our brand. 

 
When to Link Directly to the Store 

 
Now, if they consumed 75% to 95% of the video ad, but never leave 
Facebook, we retarget them with a link directly to our store, which is our 
ecommerce category page. So, they've never left Facebook, but 
they've consumed six minutes of content about our brand… We don't 
bother sending them any more content.  



 

At this point they know enough about our brand because of how we've 
structured the videos that we just send them directly to our offer. 
Basically, we're like, “Hey, you consumed six minutes about our brand, 

about our story, about what we sell. We'd like to 
remind you that we have products for sale.” And it 
works unbelievably well. But again, this is for 
when people do not leave Facebook.  
 
If they make it off of Facebook  
 
And actually click the link in the video, which 
leads to this blog article page (or presell 
engagement page) we're doing a couple of things:  
 
If they don't make it to the store page, but instead 
land on the article and then leave, we retarget 
them with: 
 

• another video leading back to the article  
• a new article, or  
• the same article they were reading  

 
The best thing you can do is retarget them with a different piece of 
content, but for the longest time, we've just been using the exact same 
piece of content that they were consuming, and it works just fine. But if 
you've got an additional piece of content that you can use, that's great.  

 
Retarget Them With Content 

 
Now the thing here is, at this point, they haven't shown interest in your 
products.  
 
They've never gone to your offer page, they've just been on the content 
page, so we re-target them with content rather than trying to make a 
sales pitch at this point.  
 
So this is the second touchpoint. They consumed some of the video 
but not all of it, and we follow up with them. They make it to the 
engagement page, but they don't make it to the offer page, we follow up 
with them.  



 

Once They Visit the Store  
 
If they make it to the store page, and they don't 
buy, we retarget them right back to the store 
page.  
 
We have an ad that is a link and an image of our 
products, and we say, “Hey don't forget about our 
products. Go back to our store.” And it works really 
well.  
 

The Shopping Cart 
 
Now, if they make it to the offer page or 
the shopping cart, we use something 
called dynamic product advertising.  
 
This means, they see an ad on Facebook 
of the products they actually viewed.  

 
 
Beyond That 
 
And then, beyond that, we've 
got our check out page, and 
then our upsell sequence, and 
our thank you page.  
 
This is the advertising side of the video ads sales funnel.  

 
Keep This In Mind: 

 
All of our other conversion assets are still at play. We're still doing cart 
abandonment, we still have sales videos on our product detail pages, 
we still have testimonials on our offer pages, etc.  
 
So we're still leveraging traditional direct-response marketing in the 
sales funnel, but this is just what's happening on the advertising side to 
get people to the different stages of our sales process. 



 

But You Can Simplify Yours! 
 

Now, that might have seemed pretty complicated to you, but don’t worry. 
For your business, you do not need the presell engagement page or 
the store page for this to work. 
 
How Most Video Sales Funnels Look 
 
We like to build out these more complex sales funnels that have 
multiple touchpoints, and have ads associated with each touchpoint.  
 
But most video ad funnels that I see (and I see a lot of them because I 
study this stuff) look just like this: 
 

 
 
They go from a video ad directly to an offer page, right to the shopping 
cart, right to the checkout page.  
 
And then most people aren't using post-purchase one click upsells, 
they're just saying, “Thanks so much for buying from us.” 
  



 

Here’s One From Wunderbrow 
 

 
 
 
Now, this ad here is pretty amazing. This is a video ad that leads 
directly to an ecommerce product detail page.  
 
In this case, they're using influencer marketing. They got somebody 
who's a make-up artist to do a testimonial about their product. And it’s a 
great idea for a video ad, to have one of your customers do a 
testimonial about how they use your product.  
 
Then the video just links right over to the product offer page. 

 
StayblCam is a Great Example 

 

 
 
This video had unbelievable ownership demonstrations. It showed 
how this self-balancing selfie stick gives you great footage. The ad led to 



 

the homepage of their website, which actually happened to be like a 
long-form sales page with videos, testimonials and social proof.  

 
Here’s More of the Ezra Firestone Model 

 

 
 
These people are doing more of the sort of Ezra Firestone model where 
they're sending traffic to a blog post rather than directly to an offer 
page.  
 
And when you click the link, you're actually taken to what's called the 
presell engagement page, which is a piece of content that relates the 
problem that the person is having.  
 
Then they hint to a solution to this problem (which is their product) 
before they say, “Hey, get this product at 75% off. Here's all the cool 
stuff it does." It's much more long-form, educational content that leads 
people back to wanting the product.  
 
And when you click it, you then go to an offer page for the product. 
                   
  



 

The Main Reason To Use 
Top-of-funnel Videos 

 

 
Now that you know why and how we're using video, let me be clear,  
the main reason that you want to use a video advertisement as your 
top-of-funnel conversion asset is because: 
 

People do not have to leave the social 
network or the social medium to engage with 
your brand! 

 
They can engage with your brand while they're still on Facebook, and 
it's incredible. No matter how complex your sales funnel is or where 
you're sending people to, the best ad to use is still a video.  
 
Join me in the next video to find out exactly what 
you need in your video ad to make it perform at 
the top level on Facebook.  
 
I'll see you there.  


