Facebook Video Ads
Blueprint Training

All right. Let's rock and roll. My name is Ezra Firestone. I am the CoFounder of BOOM! by Cindy Joseph and the Chief Marketing Officer. I'm
also the Founder and CEO of smartmarketer.com and zipify.com. And
the image you see above is what I'm going to get to in this training.
It's something that we figured out this year that's really helped us grow
our business and will help you grow your business, too.
In fact, it's been so successful that Facebook recently did a case study
on us to show what we were doing. They interviewed me and they
showed off the strategy that I'm going
to be showing you. Because we're
making so much money and doing so
well and being so profitable with our
Facebook ads that they actually
wanted to display that on their
Facebook Success Stories. That's
kind of cool.
Now,
let's
happened…

talk

about

what

In 2015, one of my stores did $3 million dollars in revenue. January 1 to
December 31, 2015, I did $3 million on this store. And then in 2016, I did
$17.269 million dollars in revenue January 1 to December 31, 2016.
What I want to show and talk to you about is what I discovered as a
business owner, and what I figured out that was able to let me scale so
quickly.
Now, if we take a little bit of a closer look at 2015, we were doing a
couple hundred grand a month. Then towards the end of the year, we
started to figure this out, and we started to make a little bit more
money. We ran our big holiday sale in November and made around a
million bucks in one month.
That was our first ever million dollar month there, in November of
2015, in any of our businesses. And in 2016, we were really pretty
consistent at around a $1.5M five a month—and we almost made $2
million dollars in December of 2016 but finished at $1,955,795.89…

5.8x Growth in One Year
You can see that our advertising strategy and what we figured out
in relationship to how to leverage advertising in our business was
effective? It's a 5.8x increase. So we were able to grow our business in
one year, 5.8 times, which is pretty amazing.

I want to give you some statistics and you're going to see this, because
what I like to do is look at statistics and look at data, and then
leverage that data for the best benefit possible. So I'm giving you
some data before I get into the training, because it'll give you context for
what we're going to talk about tonight.
In 2015, all my businesses combined did $7 million dollars and this
was the breakdown:
 BeeFriendly, which is one of my skincare brands did about $1.2
million dollars.
 SmartMarketer, which is the information publishing brand that
you're engaging with right now did about $2.2 million dollars.
 And Boom! did a little bit over $3 million dollars. So $7 million
dollars total. Zipify didn't yet exist.
Now, in 2016, as an overall company, we did $22 million dollars. So
when you look at us, not just in that one brand that grew by about 6x but
as a total overall company, we grew by about 3.2x.
And here’s the way that broke down in 2016:
 BeeFriendly did about $1.5 million.
 SmartMarketer did about $3.5 million.
 And Boom! did $17.3 million.
And Zipify, which is our new software company only did a couple grand
because it's brand new, and we just introduced it.

So What Made That Happen?
How did we go through and achieve that level of growth on one of our
brands and achieve growth with every single one of our brands?
Every brand we have achieved growth between 2015 and 2016, and it
was something that we figured out that made it possible. We believe
that, actually, we're going to be able to do something quite similar
between 2016 and 2017, leveraging this same principle. And that’s
what I want to share with you in this training.

I really don't want you to
go out and share this.
I want you to use this for
your team and your team
alone. You found me.
You're
one
of
my
subscribers. You're one of
my people.
I love this stuff. I love this
community. Mainly, what
we do is ecommerce, but a big part of what we do is education—
training, coaching, and events. And you're one of my subscribers.
You're in my community. I would love for you to use this. I would love for
you to not share it with anyone else.

I'm going to show you my sales funnel and my ad
strategy that's making me, on average, $1.43
million dollars a month in that one brand. And, I
hope that you will copy it and use it in your
business.
Seriously, that's what I want you to do. I want you to actually copy this
and use it in your business. Now, my motto in business for Smart
Marketer is, serve the world unselfishly and profit. Serve the world
unselfishly and profit because my viewpoint is that you can't really
profit in the true sense of a word, unless you're in a role of service.
And, this training is a demonstration of that motto, because I'm going to
offer you some in-depth training at the end of this presentation. I'm going
to offer you a way to go even deeper with me and train with me. There's
only so much I can cover in two hours.
I can cover a lot and I can give you some really awesome tips that are
going to help you grow your business. But then I'm going to give you an
opportunity to train even deeper with me at the end of this. You don't
have to take it. Totally cool if you don’t. But still I'm going to serve
you in this training. And then I'm going to offer you something, so
just know that that is coming.

Now, for those of you who don't know me, my name is Ezra. I'm an
ecommerce expert. I’m widely recognized as one the world's leading
educators in ecommerce. Now, that is not to say I'm the best out there,
you know?
I think it is to say that I'm one of the only people who will really
transparently share what's going on in my business, because I
have an abundance mindset and I'm confident in my ability to
market and grow my brand. So I'm totally happy to show you what I'm
doing. I do think there's a lot of people doing a lot of great stuff, and I
don't think I'm the only guy doing cool stuff. I just think that I'm really like
unusually willing to share what I'm doing. And I think you will find that as
we go through this training.

Where We Are In The World Of eCommerce
I think it helps to look at where we are in the world of ecommerce before
we talk about the technical and tactical strategies of how you're
going to leverage video advertising to grow your business and
Facebook advertising to grow your business. It makes sense to kind of
come into the room and know where we are in the world of ecommerce.
I got started in the game in 2005. That's when I started doing
ecommerce. This is my 11th year in this business. I came straight out
of high school, and I've just done this ever since. I didn't go to college.
This has been like what I've done with my work life.
 In 2010, 4.2% of all transactions that happened in America were
happening online.

So from the bag of chips you buy down at the grocery store to the thing
you order on Amazon, of all those transactions, four out of every 100
were happening online.
Now, fast-forward to Q3 of 2016, which is what we just passed, 8.4% of
all transactions happened online. So we doubled between 2010 and
2016, as far as online transactions.

Take A Look At Where We're Headed By 2021

By 2021 it's projected that ecommerce is going to double again.

It's A Really Good Time To Be In eCommerce.
I mean look at Cyber Monday
sales. It's incredible how big
Cyber Monday just keeps getting
bigger, and bigger, and bigger,
and bigger -- it's incredible. And
part of the reason for that is that
the
millennial
generation,
which is my generation, is
coming
into
their
prime
spending years and starting to
drive the economy.

Millennials grew up with the internet and with ecommerce, so
there's no technology adoption curve for us. And part of that is
mobile phones connecting people to the digital medium throughout their
daily life, and we’ll be talking about that.

The Opportunity Is Only Getting Bigger
So things are growing. And if you put your attention on growing your
business for an hour or two hours a day, whatever you have, the
business will grow. And if you're the kind of person who's interested in
location independence and having some form of online business or
growing an online business, you just got to keep at it. Because the
trend is that it's going up. And it's going to continue to go up,
which is very exciting.

It's All About Timing…
This is a picture of me when I was 19 years old. I
had a little curl in my hair, 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.

Here are the top 10 ecommerce countries, and this is not just America.
China is the number one country for ecommerce. And remember how I
told you that 8.4% of all transactions that happen in America are
happening online?
In China, it's only 2%. And they're still the number one country. And
then there's the United States. Then, the United Kingdom, Japan,
Germany, France, South Korea, Canada, Brazil, and Australia. So it's
globalizing. Ecommerce is globalizing.
The ability to be a merchant and retail to someone in another developed
nation is coming. So there’s not just growth in whatever nation you're in
but growth across the world for ecommerce—it's really cool! And with a
platform like Facebook, we can actually target people in other
countries.
One of our big strategies for 2017 is moving on into Europe, into
Canada, into Japan and doing some advertising over there. So you'll be
able to see that from us if you hang out with us and are on our email list
now.

We know it's a good time to be in -commerce! You
are in a very unique group of people which has
never existed before that has instant access to the
rest of the world.

How do we take advantage of it?
How do we best take advantage of this opportunity that is
continuing to grow right in front of us?
Well, I think in order to best take advantage of it and in order to explain
the strategy that has allowed me to grow one company of mine by
nearly 6x in a year, and my overall portfolio of companies my 3x, from
$7 million to $22 million. I'd like to give you some statistics and show
you how people are consuming the digital medium. Because the way
they're consuming is what we were able to pinpoint, and that is
what gave us this strategy.
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.
And touch-based engagement of the interne—where you're actually
touching and scrolling and carrying this thing around with you—has
already eclipsed traditional desktop and laptop communication.
And what else has happened is that people are consuming the
internet in shorter and shorter periods of time.

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.

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. And they're using
multiple devices in the sales process.
People are moving to bigger devices to make purchases. The
purchase experience, the engagement with a brand is starting on mobile
and moving to tablet and desktop. And that's very important as we get
into the overall strategy.

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!

Literally, two-thirds of people start a shopping process on one device
and finish it on another. I'm going to show you how to leverage that
data point to your advantage.

Video Is BIG, and It’s Driven By Mobile
This point is big—really, really big: Facebook and Instagram account for
more time spent 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.
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 at least a
couple of times first.

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 ad 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.

This is really what's allowed us to scale, and I'm going to show you
exactly how to implement this and our whole sales process and how we
are running ads online in this multi-touchpoint reality that we’re living in.

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. You now look at your business in aggregate with all your
campaigns together. And each campaign is at a specific touchpoint, as
you will see when I break down the funnel for you.

The Best Thing You Can Do For Your Business
I get the opportunity to relate with and communicate with and teach and
be a part of thousands of business owners and businesses on a yearly
basis. And, in general, what I see is that people quit too early.
They're like, “Oh, that didn't work. I gave it a month.” You've got to give it
a little longer than that.
When you look at all big businesses, when you look at what they have in
common? It's that they buy advertising to grow their business. They
amplify their business through advertising.
Every big business who’s doing seven or eight-figures plus is leveraging
advertising on some kind of a mass scale. So the best thing you can do
for your business is learn how to advertise effectively, and learn how to
advertise properly. And it's one of those skill sets that, if you invest in,
you get better at over time.

How Brands Today Make It
Firstly they have something good to sell.
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. And you know you've got something good because you feel
good about it.
Secondly, 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 also 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, "Check this thing 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," then 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.

New School Advertising
Now we have what's called multi-data point contextual advertising.
Meaning we've got thousands of data points. We can put those data
points together—demographic data points, geographic data points,
interests, behaviors—and we can say we want to build a group of
people based on context for who we want to target with our ad.

But when you're doing that, since they weren't searching for a product
you kind of have to tell a bit more of a story, have a bit more of a sales
funnel, which is what I'm going to be talking to you about in this training.

If You Are Going To Be Successful, Here’s the Frame
That You Need To Take:

So what do I mean by that? Well, your core platform is your website.
And your sales funnel is the sequence of pages that are the sequence of
engagements that someone has to go through in order to buy from you.
Your advertisement, the copy on your landing page, the video on
your product detail page, any emails you have -- all the stuff that
makes up the process of a prospect-to-customer journey is a conversion
asset and they all work together.

Three stages to the prospect-to-customer journey:

Stage one is Before: They don't know about you yet. You're going out
and getting their attention. You're telling them about you before they’ve
even heard of you.

Then, there's During: That's while they are in the process of becoming
a customer.
And then, there's After: After they've already bought from you. If you
really understand these three stages, you’ll be able to grow your
business significantly, using the strategy I'm about to lay out for you.
What we figured out was how to properly leverage advertising and
marketing at each stage. All the assets that you have (and I'm going to
show you ours in a minute)—your advertisements, your landing pages—
everything works together at each stage of the journey (before,
during, and after) to support you in what you want, which is
conversions.
And also what your customers want which is a solution to their
problem— whatever problem your product might solve.

There's no longer a one-ad campaign. All of our advertising happens in
three pillars. And this is how we segment our audiences:

Awareness is when you're getting your brand in front of people
who don't know who you are yet. This means that you're excluding
customers. You're excluding subscribers. And you're targeting people
who look the most like your customers and subscribers in a first
attempt to generate sales and leads.
Then, in retargeting, what you're doing is you're retargeting people
who’ve shown interest in your brand, and we're tracking funnel
engagement and communicating based on consumption. And that's
going to make a lot of sense as we continue. We track the engagement
of each individual user through our sales process. And we're
communicating with that individual user based on what they did or didn't
consume.
And loyalty is where you're using special deals and promotions
and complementary products to increase your customer retention
and lifetime customer value.
Now, the second and third phase— retargeting and loyalty— is where
the bulk of your conversions will happen. That is the second and third
and beyond touchpoint. I said multi-touchpoint marketing, right? So
that's the second touchpoint.

For Example…
Let’s say that you have an awareness and acquisition advertisement
that’s designed to get people to know about you. And people click on it.
They make it to your website or they consume a little bit of a video (and
you'll see this in action shortly). But then they don’t buy.
Now, you're reengaging them— your second touchpoint. You're
reengaging them, again— the third touchpoint. Then they buy from
you—fourth touchpoint. So, because of the way that people are
consuming a little bit and then they're leaving, then needing to be
reminded, because the way that people are consuming the digital
medium is in little short snippets… You need to be aware of that and
set up your process so that you're there for all those short little
snippets. So that you can make a sale when, you know, when you have
that opportunity.
Because most of your conversions and most your sales are going to
happen on that second and third touchpoint, that begs the question…

If our whole process is a collection of conversion assets and we know
that most of our sales are coming at the second and third and fourth
touchpoint and beyond. Then that begs the question, what is the best
top-line asset to leverage to get most people into our funnel or
sales process, in order to generate all those conversions? The
answer:

The Perfect Top-of-Funnel
Advertising Strategy
There is just absolutely no question in my mind that it’s best to use a
native video advertisement: a video that plays inside of the social
feed, where a user can consume and have facetime and
engagement with your brand without ever leaving the social
platform.
And to that end, I would like to show you what we figured out about
video ads because we started to understand this multi-touchpoint
marketing thing in the middle of 2015, and that's what took us to a
couple million bucks. And then we really dialed it in the first six months
of 2016. But once we figured out our video ads, we just exploded.

$880,411.76 in Video Ads

Facebook changed the way they're doing reporting so that it's more
accurate as of August 25th, so I can really only show you the stats as of
August 25th. These are our last four months of video ads, but we’ve
been running video ads since May.
We spent $880,000 since August 25th on video ads. In four months we
spent on average $220,000 a month on video ads, which is not

everything we spent. We spent more than that in those months but this
is just the video ad spend.
And we generated 13,135,717 three-second views. Now, according to
Facebook, $880,000 grand divided by 13 million views— that’s 6¢ to get
someone to view our video. Well, I don't believe those metrics. I think
three seconds is shenanigans, it's bologna, you know what I mean?
Those are inflated numbers. If someone watches three seconds of your
video, they didn't view it, so I don't believe those numbers.
The way that I like to look at this is that we actually only had a million
people in that timeframe—1,108,000— make it to 25% of the way
through our video. Now, our videos are six minutes long, so if you
made it through 25%, you consumed minutes of facetime with my
brand. You really got to know who we were. You saw some of our
story. That's what I would count as a view.
So let’s do the math there: I'm spending 79¢ to get someone
to consume several minutes of facetime with my brand and I
will make that trade all day long because, as I’m going to
show you, if you tell a good story… It's very profitable.
And by the way, my market is more expensive than most. You know,
most people who are in my training program and are my students
are spending 20¢, 30¢, 15¢ to get people to consume a minute or
two of their video. My numbers are very high because I’m broadcasting
my message to so many people that I've hit a saturation point. But in
any case, that's a really good deal. And I think it's the best deal you can
make when it comes to advertising.

Why I Use Video For My Ad Strategy
So why video? Why video, in general? And why are we using video as
our ad strategy predominantly? Well, here are my reasons:

Right now, there are 100
day on Facebook. Plus:

million hours

of video watched per

 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: 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
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.
 4x
as
many
consumers would rather
watch a video about a
product than read about it.

Videos are the perfect top-of-funnel conversion asset because you are
meeting people where they’re at. People are on these phones. They
don't want to leave them. They're consuming in short snippets of time.
You're able to get them to engage with you on their social network.
Some of them are going to click through. But the ones who don’t,
you're going to track and follow up with as I will show you now.
So let's talk about how to look at an advertising campaign.

How to Look at an
Advertising Campaign

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 reengaging 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

This is our winning sales funnel right now for our video ads.
We start with a video. We then go to a presell engagement 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.

This Is What Our Sales Funnel Looks Like:

We start with a video ad, we then go to a presell engagement page,
which is essentially a piece of content that relates to the problem that
our product solves, and then alludes to the solution, which is our
product. Then we go to our store page to our product offer page to the
shopping cart, and then to a check out sequence, and finally to an
upsell sequence, where we're offering additional items post-purchase,
before they come to our thank you page.
Now if you go a little bit deeper…

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.
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. 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, “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.

When They Make it to Our Presell Article:

Now, if you make
it to the presell engagement page and you don't get any further, I
retarget you with content that takes you back to the presell engagement
page. So I retarget you back to another piece of content because at that
point, you haven't shown any interest in the products. We retarget them
with:
 another video leading back to the article
 a new article
 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 retarget
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.
I use dynamic product advertising as I'm going to show you. So if you
made it and you actually saw a product offer, and you were interested
enough to look at one of my products, I'm going retarget you very
heavily and try to get you to come back. This 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.

Retargeting Based on Consumption
To recap, if you make it to the store page and you don't buy, I'm going to
retarget you with an image ad sending you back to the store page.
If you make it to the product offer page or the shopping cart I am
retargeting you with dynamic product ads.

After They Buy
Now we're in the loyalty pillar. So we've made it from awareness and
acquisition, through the retargeting pillar, all the way over to the
loyalty pillar. So I'm saying, “Hey, you bought x but didn't buy y” and
I'm running ads to you. Different segments of buyers, I'm running ads to
you. People who are subscribed, I'm amplifying content. So I'm doing a
lot in the loyalty pillar.

3 Great Tips I Wasn't Going To Share:
#1 The shorter the retargeting window, the more effective.
Normally Facebook is going to set those audiences. If you're like, “Hey,
create a group of people who viewed my store page but didn't buy.”
Facebook is going to set that to 30 days.
But if you set that to seven days, it's going to work way better. Because
someone who visited your store but didn't buy in the last seven days is
way hotter than someone who visited your store and didn't buy in the
last 30 days. So if you're on a budget, make your retargeting
windows/timeframes really short. The shorter, the more effective.
I recommend a 10-day retargeting window if you're just starting out, no
longer than 10-day because that's going to be way more profitable.
#2 On a budget? Run awareness campaigns on mobile phones.
Since we know that people start on mobile phones and then they
move to tablet and desktop to make purchases, run your awareness
ads on mobile only. This is only if you're on a budget.
So have your top line awareness and acquisition, only be on mobile, and
then have your retargeting, all those different little segments of
retargeting only target people on desktop and iPad so you're
mirroring user behavior.
Now you're not going to have as much scale as you could
potentially have. You're probably not going to spend the kind of money
I'm spending. But if you're on a budget and you want to be as profitable

as possible, mirror the user behavior. It will literally double your
profitability.
#3 Bought X But Y Loyalty Campaigns
In the loyalty pillar, if you buy my number one product and you don't buy
my number two product, you're going to see a video ad for my
second product.
And if you watch 50% of that video and don't buy… You're going to
then see an image ad for that product that links to that product page.
So I'm using the same logic but now in the loyalty pillar. I run a video ad
to people who already bought one thing but not another, for the thing
they didn't buy. And then, if they consume 50% of that they see an
image ad for the product that they didn't yet buy. Because they watched
50% of video about another product that I had and they didn't buy it.
And that is my most profitable campaign. I don't spend a lot of
money there. I might spend $300 bucks in a month but I'll make like
$7,000. But all these little things compound. It's a really good tip.

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 or right to the checkout page.
You don't need the presell engagement page or the store page.
Most sales funnel that I see go right to a product offer page, right to the
shopping cart. That is what 99% of people do.
And if you are in the position of not wanting to do all this crazy stuff of
having a presell engagement page or, a collection page, etc. and you
don't want to have that long of a sales funnel then this works really well.
And you can do this for your brand.

Here’s One From Beard King

I saw this video ad, and it led directly to a long-form offer page and I
bought it. I spend like 20 minute cleaning out the sink every time I shave
because I don't want the thing to be, you know, gross when my wife gets
in there. So I have this beard bib now.
This is a great little funnel. These folks literally just use a customer
testimonial. It's like, “Hey, I bought this product and I love it. Look at
how I use it.” That's their whole video ad—a customer testimonial—and
it leads right to a product offer page.

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.
My point is that you don't need all this madness. You can do more of a
simple sales funnel and still leverage the benefit. You can still
leverage this concept of multi-funnel, multi-touchpoint marketing to
engage with people where they are and engage with people based on
their consumption.
So that begs the questions…

What should be in your video?

Demonstrate Ownership Benefits

The main thing that you've got to have in your video is the
demonstration of ownership benefit of the product.
Whether you're selling a product or you're getting someone to
engage with you for a service, you've got to have a demonstration of
the ownership benefit. If a user watches your video and then they don't
know what the benefit to them is of owning that product, it's not going to
do any good.
If you look at all of the examples I gave in the last video, every single
one of these very, very clearly and effectively, and in a story-based
manner, demonstrates the ownership benefit of the product.

Share Your Happiest Customers
The next thing that you
must have is customer
testimonials.
I love to do this where
they're doing a demo of
your product like the
one I showed you for
Wunderbrow. That's a
great thing to put in your
video.

And if possible, show these benefits in a story-based way. But you
must have happy customers saying how much they love the product.
What works even better is if they're also demonstrating how they use it
while showing the benefits that they're getting from the product.
The next question about video ads I get is:

How Long Should Your Video Be?
At a minimum, you want your video to be 60 seconds long, and at a
maximum 6 minutes. We found that after 6 minutes, we see a drop in
effectiveness. So a minimum of 60 seconds, maximum of 6 minutes.
I'm a big fan of long videos. And I'm going to show you my formula in
a minute. Because some people will watch like six minutes of content on
your brand, so why not give them the opportunity, you know?

Does Quality Matter?
Well, you know, the answer to the question “Does quality matter?” is still
out. But, here’s how I see it: if you've got a video that looks like the one
on the left, it's not going to perform as well as the one on the right.

So yes, unfortunately, for video ads, the quality of the video does matter.
But the cool thing is it's not hard to produce high quality video.

The most important thing is:

good sound quality. If your
audio quality is poor, then you're going to have a bad video.
So even if the video is shot on an iPhone, but you're using some kind of
a Lavalier mic or something like that, you're going to have a much
better video than if you just shoot it on an iPhone with poor sound
quality.

You can do slides, you can do images, you can do all kinds of stuff, but
the key is that the audio quality has to be good.

Our Winning Video Formula
I promised you our winning video formula. Now, there's a lot of great
video formulas out there. You know you could do this many ways, and
there's a bunch of examples of good video ads.
But we have put together a very particular and a very specific formula
for how we lay out our videos that's doing really, really well for us.

The first thing is how the advertisement itself is laid out on
Facebook.
What we do is add two lines of text above the video with a link to our
landing page. That way, people won’t need to watch the whole video
before they can click through to wherever we're trying to send them.
They can actually look right above the video and see a link to the
landing page.

Look at the ad unit all the way on the right. You can see two sentences.
We always include a link above the video so that people can click
while they're watching the video and go right over to the offer page.
And we've got a really compelling headline and a nice image thumbnail.
I don't like to do the like super long-form content above the video
because Facebook has been penalizing people for that. And people just
don't read it. And we find that two good sentences with a link—really,
one sentence and then a link works the best for us, as far as a test.

Video Outline: Eye-Catching Opener

First 6 Seconds:

Something that gets people's attention—a demo,
a newsreel, something that really kind of is a bit shocking, demonstrates
the ownership benefit. Whatever it is, something that gets their attention
to start.

Tell a Compelling Story
The next thing that we do is we tell a
compelling story that's related to the
problem that our product solves.
With this particular video, we're
telling a story of Cindy Joseph. In
your case, you could tell about
someone who had an issue that your
product solved and then go straight
into talking about the product.
I saw one recently of this pouch that sits in between your car seat and
the middle of your car so when you drop stuff down there, it doesn't fall
away. It opened with someone dropping something like we all do. And it
got my attention. Then it went into the story and the visual story of the
benefit of this product and how it solves the problem.

Product Demonstrations
You must have a product
demonstration in the video of
every way the product is used, how
it's cool, how it's beneficial. Showing
the product in use, opening the
product—all that stuff.

Testimonials at End
Then we create testimonials of
customers talking about the
products they bought from us.

Incentivize Them:

After
someone buys from us, we
incentivize them to give us a

video by offering them a gift card to our store in exchange for a video
review. And then we use these video reviews in our advertisements.

I Highly Recommend

that you do the same in your follow-up
marketing, in your post-purchase marketing, where you're delivering the
product and following up with them.
So while you’re giving them content, and educating them on how to
use the product, you also incentivize them to either take a selfie with
your product or do a video of your product by offering them some kind of
a gift card.

Enabling Captions
One thing that you want to make
sure you do is to enable captions
inside of Facebook.
What we like to do is layer a
headline over the video before
using Facebook captions with an
actual image headline. Like, "Turn
your speakers on” or “Top makeup
tips." right at the start of the video.
The benefit is that Facebook
allows you to enable captions that
will play if the video's on silent. So if someone's going through their
feed, and they're looking at videos and yours pops up, it will actually
start to automatically play the captions for that video.

Don’t Not Use an Outro: Now, one thing that you want to make
sure that you DO NOT do is to include an outro on your video.
Unfortunately, a lot of people end their video with a fancy graphic. The
reason you don't want to do that is because as soon as the video is
done playing, Facebook pops up this little black screen that says,
"Learn more. Check out BOOM!” And that's a clickable link over to
your offer page.

If you have an outro:

People
are going to scroll away from the
video before they actually see this
link to click over to your offer page.
So as soon as your customer
testimonial cuts, it should go right to
Facebook’s call to action that then
leads straight to go to the offer page.

Make ‘Em Laugh: Poo-Pourri
Another thing to know about running a video ad is that if you can make
people laugh and also demonstrate the solution to a problem that
they face, that is gold.

You can see that in this Poo-Pourri ad. It's a product that you spray in
the toilet before you go to the bathroom to make it smell less. And they
did a hilarious video, and they absolutely crushed it. They went from
the video page right to the product offer page, and they're doing
really, really well.

Dollar Shave Club Just Sold for $1 BILLION!
And it was built off of one viral, funny video that led to an offer page
selling razors. So if you can make people laugh, that's really the way to
go.

Video Formula: Start to Finish

Here’s how this whole formula works:
1. Start with an eye-catching opener to get people's attention.
2. Go into a story that relates to the problem your product solves.
It can be very short. It can just introduce the problem that your
product solves.
3. Show a product demonstration where we're demonstrating the
ownership benefit and the product in use.
4. Then finish the video with a testimonial that leads to a call to
action to visit the product page or check out more content from
your company.

This is our winning video ad strategy that continues
to make us tens of millions of dollars from
Facebook.
And this is the bulk of what I came here to tell you. You could go out and
do all this stuff yourself, using what I just gave you, and you can
absolutely grow your business. It’s really good stuff.
I put people through this training without the technical and tactical set
up of it, without a full in-depth training, just what I told you here, and
they came back and said, “Man, I tripled my business.” So you can do it
all yourself. And you can try to get similar results to what I'm getting.

Or you can go through my full training like Scott did:
Scott is in my Blue Ribbon Mastermind, and he was super annoyed
when he went through my course on video ads. But then he was like,
“Dude, my price per purchase is literally cut in half using your strategy.”

Or These Guys Doing $30,000/day+ in Revenue...
They went up from spending
like $300 a day to like $5,000 a
day using the same strategy
that I just shared here. I shared
it with them and they're killing it.
So it's working really well for
people.
And to that end I would love to introduce to you my training program…

Now Is When I Tell You About The In-Depth Training
I told you at the beginning, “I'm going to take you through what we're
doing. I'm going to give you as much as I can in an hour. And then, I'm
going to tell you about a training program that I have, if you want to go
more in-depth with me.” So this is that part.

Now, it's a five-week intensive training program. It's five weeks done
Udemy style in several short videos. I'm actually going to show it to you
right now, inside the Member’s area. There's clear benchmarks before
and after each video, so it's easy to focus your success.

Module One is The Super System





It's a full video ads funnel breakdown
I've got some hidden deep funnel tricks in there
Our winning infrastructure
And a brand new way that you can copy our funnel

Check out our member's area. You click on “My Courses” and then you
click over to “Traffic MBA Facebook Video Ads Mastery.” You come over
here to The Super System, and I show you in these videos why the
system works: My core principles of advertising; How I lay out the
super system; how I'm actually laying out my landing pages; how do you
build out a system so that when you're driving video ads to a funnel, it
shows you all the pages in our funnel.

I give you standard operating procedures for each video, so each
video’s got a PDF that you can go through if you don't want to watch
videos. I also show you about our product offer pages and third-party
apps.
I mean it is a beast of a training. Before you even get into running ads,
Module 1 is about how you build the system properly. And it goes
through this funnel, here:

And by the way, I've got a bonus module here called Pixel Perfect
about how to make sure you're getting the proper data in your
Facebook system, how you make sure your pixels are firing
properly and how to set them up.
Because it's really important that you're tracking conversions and
tracking events properly when you're running ads or you don't actually
know what's going, you know? You don't actually have any sense of
what's happening because you don't have the proper tracking.

Module Two: Audiences
So anyway, in module two, we talk about audiences: the three pillars of
profitability, the lookalikes that you should create, the retargeting
audiences you should create, the loyalty audiences. How to setup your
bought X and not Y campaign, how to do something I call wheezing the
juice, for you Pauly Shore fans out there. (I know it's kind of goofy.
Please laugh with me, not at me.)

I go really deep into audiences. And I even have a separate bonus
module on how to create those awareness pillars. So this is actually
how to technically and strategically step-by-step create all of those
funnel event segments for your business.
It's like the most important part of advertising, frankly -- module two.

Module 2.5: Spy Time

So then, we get into Spy Time. Now, Spy Time is cool because I give
you my whole video ad swipe file. I show you all my competitive
intelligent breakdowns, and I break down these case studies of ads.

I want to actually show some because they're really cool case
studies of ads that are running right now that other people created,
and that we are breaking down. I've got literally hundreds that I break
down on videos like this.

I've got a team of 40 people. And what's cool about that is that I have
them posting into a Swipe File slack channel every video ad, every
image ad that they see.
And I have men and women employed, from millennials to baby
boomers. So I'm getting a sampling of all the different types of ads
that every type of person—man, women, age ranges—is seeing.
And I'm creating spreadsheets. I've got hundreds of ads in these
spreadsheets.
I'm going to give you those spreadsheets where you can look at
hundreds of ad examples from tons of different markets. I mean that
right there is pretty invaluable.

And when you actually pop in
here to the member’s area
and you click Spy Time, what
you see is that I do these
videos where I actually break
down their entire video ad
and
the
sales
funnel
associated with it.
And I'm continuing to add to
this. These first 10 in here are
not the only 10. I'm going to
keep adding to this library
of competitive intelligence
breakdowns.

Module Three: The Art of the Story
Then what we do in week three is we get into how to setup your
videos properly. The two-by-two method, anchoring the sale and
seeding the offer, and how to create videos that convert.

The one that I told you about today was the long-form stacked
awareness formula video but there's a lot of other types of videos. I
won't actually get into which ones they are but that’s just one example—
long-form stacked. What I showed you, stacking different things, making
it a longer video. We've got some other ones, like different ad creative
break down by pillar.

Module Four: Tech Nasty
Then we get into Tech Nasty, which is week four. It's the technology
side, and it's where people get a bit daunted setting up the tech,
getting things actually implemented properly, setting up your ads inside
of the Facebook Power Editor in the right way.
You could put your ads manager through this course. You don't
necessarily have to go through this.

Plus I do have a BONUS MODULE on dynamic
product advertising because it’s very, very profitable.
How you set up these dynamic product ads and set up the product
catalog and the product feed inside of Facebook, in a way that works.

Module Five: The Golden Ratio
Then we talked about the optimization and scaling! How to do upsells,
and how you can leverage the same videos on the back-end that you're
leveraging on the front-end.

Take Advantage of Our Live Chat
I do a live chat in my member’s area. If you have a
question, Steve’s on there, Jeff’s on there,
Anthony's on there, and you can literally pop right
into the member’s area and say, “Hey, guys. I
want to know about XYZ.”
And you can pop in a little image or whatever.
Britney's on here. So you can chat with us. We're
in here, between 9:00 a.m. and 6:00 p.m. EST,
Monday through Friday.
We're not usually in there on the weekends. We
like to take the weekends off. But we are in there
via live chat, in the member’s area, once you're a
member.

Your Webinar-Only Bonus…
So a couple other things that I want to tell you about the training

program, for those of you who are interested. I do have a webinar-only
bonus for you:

BONUS: Two Live Breakdown Calls With Me!
So if you made it to this webinar, and are one of my subscribers
interested in doing some in-depth training with me. Then I would love to
do live breakdowns. After week five, I'm going to do two calls, where
I answer your questions. I look at your stuff. I do breakdowns of
ads. I'll do it live from my studio. It'll be really fun.

Let’s Look At Your Investment In This
Course…
You’re probably wondering how much it is?
What do you suppose it cost me, in designers, developers, my
team, to perfect the Facebook Video Ads Mastery strategy that
we’ve built this course around over the last six months?
I did the math on it. And my investment, when I add up all the money I
spent only on video ads, what I spent on my team, on designers, on
developers, on team salary, on creative… It's around $1.9 million dollars
I've invested into perfecting this strategy.

Now, for the right person $5,000 for this training would be an incredible
deal…
For the “kind of right” person $3500 would be a great deal...

And For Someone Who's Just Getting Started In
Advertising…
I think $1,997 for training like this, to leverage my skill set and my
strategy, and my team, and to have access to us on live chat and
learn this formula in-depth (which is by far the best training we've ever
done), $1,997 is a beautiful deal.
So you probably want to know how much it is, because it’s not going to
be $5,000.

Today, only on this webinar, it'll be $1,497 and you can
go to smartmarketer.com/yes to join.
This is a limited time pricing (we will raise this price). And we do have a
payment plan available.

Just so you know, I offer a full 30-day money back guarantee because
I'm willing to guarantee that you can be successful if you actually
implement this stuff.
And I put my money where my mouth is. I stand behind my products. I
believe in them, and I believe that you will get benefit from them, and
they’re worth far more than what I charge for them.

I want to give you the opportunity to try it. And if you don't like it, I'm not
going bother you if you want a refund. But I'm pretty confident that
you're going to enjoy it and that you're not going to ask me for a refund
because you're going to get so much value and making so much money
on it.

Available For Five More Days
You can go to smartmarketer.com/yes to subscribe and
join the training program.

Now, it's very important to know that if you can't afford to spend a
couple hundred bucks a month on ads to amplify your business, don't
buy this training.
If it's your last $1,500 bucks in the world…
Don't buy this training. I don't want the last of your money. I want you
to take it out and do something else with it.
But if you're in a position where you can afford to invest in advertising
your brand and you want to learn the best way to do that, I believe that
I have the best training in the world on how to leverage video
advertising on Facebook to amplify a brand. I really think that. I just
really want to make sure that you know that it's not for every single

person. If you're really low on cash and you're feeling tight, take
what you already learned and implement that, then come back and
buy my training.

It's Time To Make A Decision
You're going to wake up tomorrow, it's probably pretty late for most of
you. You're going to be there with your family and friends, and you're
going to know that you have the opportunity to invest in your
future.
That's what buying this training is, an investment in your skill set.

You then have to consume the training and implement it. But you're
investing in your education. So make a decision about whether or not
you want to do that.

I'm not saying you can be like me. I've been at this for 10 years. But
you can do this and you can be successful and you can be
effective. And all it takes is consistent energy, consistent intention, and
moving in the right direction.

It's Not Just “Take Action.”
No. Everyone who's telling you,
action in the wrong direction,
yourself, not good. So it's take
action based on what you've
other people.

“Take action.” But you could be taking
in which case you're doing harm to
action in the right direction. It’s, take
seen work and what is working for

I Can’t 100% Guarantee Your Success.
But I can say, if you follow the steps and you have a good product that
there's a good chance that you'll see some success with it. And, if you
take shortcuts and you're trying to sneak around and do stuff really
quickly, you're probably going to fail.

But if you're willing to sit down on a daily basis and put attention
towards your business and every day look at your ads, and work on
advertising, and commit to investing a couple hundred bucks, or a
couple thousand bucks on a monthly basis, and if you're willing to take
that slow growth approach with me, I think you’ll have a good
chance because you're going to be compelled to want to do well.

Again, Facebook Video Ads Mastery is $1497/year, and
you can go to smartmarketer.com/yes to enroll. We do
have a full money back guarantee.
Again, you could do all this stuff by yourself …

My whole team is out there and we're quite good. We’ve been doing this
a while, and we're really good.
When you look at what every Olympic athlete has in common, it's
that they have a coach. And you have the opportunity to have me as
your coach. I'd like to be your coach if you let me, and I think that I can
help you grow.
You know, I've spent 10 years advertising this stuff, perfecting the art of
driving traffic profitably. I'd love to share that with you. You can go to
smartmarketer.com/yes.

And when you do that, you're going to be taken to this page where you'll
be able to choose whether or not you want to do the full-pay option and
save some money, or pay $597 once every 10 days for a month.

So thanks for being a part of my community. I really like doing this stuff,
and I appreciate you being on my email list.
I'll do my best to continue to provide you with value, and tell you
when new trainings and blog posts come out that are beneficial to
you and that help you grow your business.
Thanks so much. I'll catch up with you guys later. Bye.

