
 

 

YouTube Ads Training 
Andrea Vahl: Hello? Hello, welcome. Welcome. It's kind of late here. So I had the brights on I got the 
good lighting, so I was just going to pop in. Hello, Ilana.  

Hey, I'm so excited.  

Hi, good. I was just going to pop in with little reminders saying we're getting started, we've got some 
people on. I don't think we had quite as many people registered. I think that, a lot of people feel like 
I do with YouTube ads being just a little more challenging. You just are worried about the YouTube 
content. 

You've got the, the video, the actual videos. But I definitely know people were commenting about 
this and super excited. 

Why don't we just get started. I think people will join in if they can. And we'll just get it rolling and 
start talking YouTube. Cause I have lots of questions about it and I know other people will too,  

 let me just do a quick intro in case people didn't watch the Google ads section . 

You really should watch that section before you come here. Because they're so tied together and 
you'll really get a bigger picture of it, but we're going to really specifically dive into YouTube ads and 
just a quick intro, I'm going to introduce Ilana she is amazing. 

 I want to tell you, I got so much great feedback from people who listened to the training last week . 
People were like, my mind is blown. So that's why I'm so glad to have Ilana she is, the owner of 
Green Arrow Digital Marketing. She has, the Teach Traffic C ourse that we'll talk about at the end 
and there's links in there as well. And she has presented all over the world. We have had fun 
adventures in Bali together and she's fantastic. 

Ilana Wechsler: Let's get started. As Andrea mentioned going to be talking all about YouTube ads, 
but also as Andrea mentioned, YouTube ads is really just a piece of the puzzle. 

And I talked about last training, the paid traffic puzzle, in which all the different platforms really 
connect and relate to each other. I'm not saying you have to use every single platform, but at least 
from a retargeting point of view, which probably if you haven't watched the previous session is going 
to mean nothing to you. 

Go ahead and watch it. Where at least starting out, you have a retargeting campaign on all the four 
quadrants, be it Google search display, YouTube and social. So this is an example of a retargeting 



Google search ad, like for my own business, display ads, the banners on other people's sites on 
social, which you guys all know about because of Andrea is awesome training and on YouTube. 

Okay. Now the problem with just starting with a retargeting campaign. You can't scale, right. It works 
really well. And it's great. And it's great to have, but you reach a point where you will be showing ads 
to your entire audience, and then you're going to be like, great. Now what? Right. So you need to 
start exploring cold traffic options. 

In which case you expand on your paid traffic puzzle. I'm not going to go into the specifics. We kind 
of really went in a much more detail on the other training, but for the purpose of this training, we're 
really just focusing on that bottom right quadrant, which is YouTube. 

Okay. You know, four main buckets, two Google ads , I'm not going to go into them. I touched on it 
last week, but really we're just going to focus on YouTube. And YouTube I have to say I'm actually a 
massive, massive fan of YouTube because you can experience like explosive growth. And the 
beautiful thing with YouTube is when you crack that formula, it's incredibly stable I find. I'm a bit of a 
maths person, but you can see the clicks and conversions. This the lines are so tightly close together. 
It's none of these wild fluctuations, which are in my experience. I don't know about you, Andrea, 
pretty typical on Facebook. 

And when it's like you hold on tight, you know, it's like a white knuckle kind of experience. 

Andrea Vahl: It is. I'm like this, this was working last week. What happened?  

And then it works the week after you just have to step away but that looks beautiful.  

Ilana Wechsler: Yeah. So, this is in an industry which is quite large and vast, and they've got the 
scope, but it's, what's possible. 

And this, as I said over a 10 month period, so you might be wondering why would you. Bother 
experimenting and testing YouTube ads. And this is a big reason. Hopefully you've never received 
this email before playing in the Facebook ads game for some time. No doubt. You've probably seen 
this before, even if you're in an industry, which is completely benign, right. 

I had someone come to me somewhat recently when Facebook were on their blitz, , these guys sold 
chicken coop stuff. 

Andrea Vahl: Yeah. I mean really like teachers, I had a, Teachers account, a guy who's a vet, , it's just 
crazy stuff.  

Ilana Wechsler: So yeah, I had someone else who sold t-shirts I mean, and yes, you may get your 
Facebook ad account back, but it can take a really long time and you may not, you know? 

And so you lose all that data, you lose all that pixel data. So I am personally a big believer in not 
putting all your eggs in, especially the Facebook ad basket. You need to diversify ad platforms purely 
for insurance. You can't build a business sustainably. Just relying on one ad platform. 



And I hear people are, but Facebook ads, works so well. And I'm not dissing Facebook at all, and I'm 
not saying not to use it. And yes, you might find other platforms convert maybe at a higher rate, but 
so long as it's below your target cost per acquisition, you've diversified traffic sources and it's 
insurance. 

So that if, and when your Facebook ad accounts get shut down and I don't know, I'd be inclined to 
say it's a matter of when not, if , it's not a huge, massive impact to your business. Okay. And that's 
just something that I've really noticed over the many years. As I said, it's an incredibly stable ad 
platform. 

I mean, look at these two lines again, this is in a different account. This is over a four month period. 
We increase our budgets, the leads go up, we decrease our budget leads go down. When you find 
what works on there, it is incredibly stable. It also has over 2 billion users worldwide. So I mean, your 
audience is there. 

There's no doubt about it. It's just a question of how are you going to get in front of them, which is 
kind of what we're going to cover today. There's also an insane amount of content. So there's 500 
hours of videos uploaded every minute, which equates to 30,000 hours of new content per hour, 
which is 720,000 hours per day. 

Andrea Vahl: Oh my God. And I think my son watches them all. 

Somehow he's got to figure it out.  

Ilana Wechsler: So you might be wondering. How long would it actually take you to consume just 
the daily new content that is uploaded and the answer, it would take you 82 years. 

Wow. But the point of this, right? The point of telling you these insane stats is that it's an expanding 
ad platform. Okay. Because there's so much new content being uploaded. It's a growing ad platform 
in terms of ad inventory, as opposed to Google search where there's a limited number of people 
searching for something or even Facebook where you use the limited audience size. 

And you're just getting in front of them. You're getting in front of new content all the time. Okay. So 
it's really, you can get that growth there. It's also very proudly, pronounced by Google that it's the 
world's second largest search engine. And if you think about the implications for that, Intent people 
are searching for whatever it is they want to learn whatever it is they want to understand or reviews 
or whatever. So there's intent there, which is the massive, component to why this can be successful. 
I went to YouTube and I just typed in learn how to, and the YouTube suggest comes down. And these 
are obviously the most frequent things of what people put in, right. 

Andrea Vahl: Learn how to Meow.  

Ilana Wechsler: There's some pretty funny ones. So what we'll often do is we will like start with how 
to, and then put the letter a and see what comes up. Yeah. How does all this stuff be? You know how 
to become a model and remote productive, how to breathe. , how to curl your hair with a 
straightener, et cetera. 

This was the funniest one. How to quit YouTube. 



YouTube, I quit you. I'm going to you to learn how to quit you. I know. Yeah. The point is there is 
intent on here and your job as an advertiser is to swipe in front of these people where you've got the 
information or the content that they want and you get in front of them at likely instant that they 
want to learn this. 

Okay. And also this is a Google statistics. But apparently 68% of YouTube users watching YouTube 
video to help them make a purchase decision. Which is really, really high. I mean, that is people 
watch reviews, unboxing and all that kind of, yeah. So if you're in e-commerce, you can absolutely 
apply, YouTube ads into the mix because it helps with the purchasing decision. 

And that really at the end of the day, it's all about optimizing for where the person is regardless of 
what platform they're on. Okay. So hopefully I've convinced you into the merits of a YouTube ads to 
at least start experimenting with it. Okay.  

So success with YouTube ads, I believe hinges on this formula. 

It hinges on, this is pretty much the same for Facebook. It hinges on your offer. It hinges on your 
targeting, your creative or your ad and you're bidding. Okay. You get all those four elements right 
and you've got a winning formula. I'm not going to sugar coat it, it sounds easy. 

And this formula sounds easy. It's kind of not, but the rewards are great if you persist with it and I 
can guide you through how you can nail your targeting at least know you're bidding. And then it 
really comes down to creative and testing different creative. 

Andrea Vahl: That's probably a little bit easier if you're doing the retargeting. . Your chances of 
success are probably a little bit greater than when we're looking at cold traffic.  

Ilana Wechsler: Yeah. And also depends on what kind of business that you have. If you've got an 
information type business YouTube ads is perfect, right? 

Because people are in consumption mode on YouTube and actually a side note, for my own business 
for teach traffic, I actually find, I get way better success with YouTube ads than I do with Facebook 
ads, because they're actually more engaged and qualified subscriber. They're in consumption mode 
at that instant on YouTube, as opposed to somebody scrolling through Facebook feed. 

Yeah. I'm interested in your ebook, but I'm going to get to it later or they kind of don't really open 
emails. And so it's a little bit of a misleading metric to just look at cost per lead because actually I 
find my YouTube ads, subscribers open a lot more of my emails and I was in a more engaged 
because of the moment that they're in on YouTube. 

Andrea Vahl: Right, right. That makes sense.  

Ilana Wechsler: We'll talk about this in a sec. So I touched on the concept of the sales funnel, last 
training, we won't dwell on it and really you can use YouTube and the display network throughout 
various points of the funnel on YouTube.  



 Also, if you miss last session, there's, ways that you can target people on the display network and 
YouTube, which is broken down to content versus behavior, the where versus the who, where 
somebody goes on the web versus who they are as a person. 

So keywords, topic placements. We touched on this, and remarketing is the classic form of 
behavioral targeting. Their behavior last week you're going to market to them today, et cetera.  

And how does this relate to YouTube? Well, at the bottom of the funnel is your retargeting 
audience. 

We all know this. Okay. Further up the funnel is keyword and placements on YouTube. I'm talking 
about. Going up the funnel, in-market audiences, custom intent, similar audiences and topics. If 
these don't make any sense to you, watch that last training. Cause I would go into depth on these 
and it really at the top of the funnel are your affinity audience. 

Okay. So as I said, YouTube is the world's second largest search engine. So you can do keyword 
target. On YouTube. Now, I want to mention it's a little bit different to keyword targeting on the 
search network. On the search network it's very specific. On the YouTube ad platform. It's a little bit 
broader. 

And so you could bid on these kinds of keywords. If you teach how to play guitar, right? If you have a 
guitar membership, you could bid on the keyword, learn how to play guitar and you could get in 
front of those people and say, whatever. 

Okay. So for my business, just to give you an example, I teach Google ads. I can get in front of people 
who type into YouTube, learn Google ads. Okay. And that's exactly, my target audience. Placement 
targeting is really going in front of specific videos on YouTube. So channels that allow YouTube ads 
before the videos you can swipe in front of them. 

And actually, this is one of my favorite techniques that I like to do. So I typed into YouTube, learn 
Google ads or Google words, the video that ranked top organically, you can have a look at that video 
and get in front of it. So that's what keyword targeting and placement targeting is on YouTube. But 
as mentioned, we always start with retargeting. 

Then we work our way up the funnel. I'm a big believer and fan of starting small and starting with 
the bottom of the funnel first, rather than going through these massive audiences like affinity. I see 
people do this all the time though. I want to go into YouTube. It's awesome. And they go straight for 
these massive audiences, like in-market audiences or affinity audiences. 

And it's just like too far up the funnel. I would suggest you flip it and you do the opposite. As I 
mentioned, start with retargeting. But even if you don't have much traffic. Then you do keyword 
targeting and placement targeting as a starting point. Okay.  

But with retargeting, , you can actually build additional remarketing lists. So say you don't get much 
traffic to your website. They, Google, have their equivalent of engagement audiences. So the 
equivalent would be on Facebook as somebody engaged with your Facebook page or watch the 
video, et cetera, their equivalent is with a YouTube channel. 



So if you have a YouTube channel, which has a lot of views of certain videos or subscribers to your 
channel, even if they have not gone to your website, you can add them to a remarketing list within 
the Google ecosystem. Okay. 

 So, here is the dropdown menu. So you can create an audience of people who have viewed any 
video from your channel. 

Andrea Vahl: And that's just your channel. 

It's not like you can choose another channel.  

Ilana Wechsler: Yeah, no, you need to link it with your channel, authorize it obviously. And then the 
two platforms are talking nicely to each other. Yeah. And anytime somebody watches a video from 
your channel. Even if they haven't gone to your website, you can create an audience of those people 
and retarget them. 

So this is their equivalent of engagement audiences. So you can even do a subset of that, of the 
view, certain videos. So for example, if I do a video about, I don't know, YouTube ads, I can create an 
audience of those people and then show them an ad that talks about YouTube ads. I'm just giving 
you an example. 

Okay. Um, any video as an ad subscribers to channel, et cetera, these are all the options available to 
you.  

But as mentioned, retargeting doesn't grow. So we go further up the funnel. So let's talk about 
placement targeting, and actually I am a big fan of placement targeting, because it's a way of 
ensuring that you get in front of exactly who you want.  

So you need to think of the problem that you are solving. So you got to switch out of the mindset of 
you as an advertiser and step into the mind of you as your target customer. What are they typing 
into YouTube that you see the problem that you solve? 

All right. So we need to find some placements now, starting out, you're going to do this manually. So 
I did a YouTube keyword search for learn Google ads. Like that is exactly my target audience. Right. 
And these are the organic rankings here. All right. So that's what somebody ranks for. So I go, you go 
physically go to the video and you click on it and you want to see if an ad comes up. 

Okay. If this channel has turned off ads, then you can't target this placement. All right. But if an ad 
comes up, then you can grab the URL of this particular video and say to YouTube or to Google. I want 
to put an ad specifically on this video, and obviously you want to make sure that the video is really a 
good fit for your target audience. 

I mean, anybody who's watching a Google Adwords tutorial, step-by-step like, no, one's going to 
watch this for fun. Okay. I mean as much as I'd like to think, so they want to learn how to do it. So I 
know exactly that I'm getting in front of the right person. Okay. And so it's actually really good way 
to test your offer and if your video actually can convert these people, which is why I always suggest 
starting with this. 



So that if we think back to the equation of success equals the offer, you're targeting, your creative 
and your bid. Well, this eliminates the variable of targeting because, you know, if anyone is watching 
this, they're wanting to learn how to, whatever it is you teach. Okay. So we built a list of placements 
and we test them. 

Okay. So these are all different placements and I'm just using my account because I can share 
everything, you know what I mean? As opposed to, other people's stuff I can't obviously, and, we 
can see the conversion rate of it. Okay. So we can see that, some videos converted over 11%, 6% and 
some don't convert at all in which the ones that don't convert well, I could obviously compare my 
cost per conversion. 

And I just turned off the placements, which don't convert. It's, it's a very unemotional thing. It's like, 
okay, it doesn't work. Let's just turn it off. Other placements are working fine . So starting out, you 
can just do this manually. I mean, you could get a VA to do this. I get my VA staff to do this kind of 
laborious work, but you can just do this starting out. 

Or you can use a paid tool, one tool that will help you do this is a tool called Tubesift. You don't need 
to just like any of these paid tools is, you can do it for free. It's just probably takes a bit of time or 
you could just do it with a tool. Okay. And as I said, this is a really great way to see your video 
converts. 

And I'd say with placement targeting, if you find your ad doesn't convert, I wouldn't really think 
about going further up the funnel. I'd probably change your creative or possibly change your offer.  

Andrea Vahl: Yeah, it's interesting that you're saying that. So that's basically for cold traffic 
essentially.  

Ilana Wechsler: Yeah, yeah, yeah.  

I would keep testing creative and, all that kind of stuff. Before you start buying more traffic. 

Andrea Vahl: When you're testing creative, you, basically you have to upload that video to your 
YouTube channel. 

Correct. Are you having those as unlisted videos then?  

Ilana Wechsler: Yeah.  

 We're going to talk a little bit about ads as we get through this presentation, but yeah, as I said, it's 
a really great way to see if your video converts. 

And then this is obviously the next piece in your, in the paid traffic puzzle, which this is Double Dutch 
to you if you watch last week's training, then that will make a bit more sense. And whilst I love 
placement targeting, it's also very difficult to scale. This type of campaign doesn't mean it's not 
worth doing. 



As I said, it's a great way of finding the creative that works, that you can then use that creative for 
different targeting, which you can scale further, but it's still worth doing. And actually, I would, just 
keep this running, even though it just sort of bubbles along nicely, rather than I'm going to turn it off 
and go for big audiences. 

No, like this is like layers of the onion, you know? So I got my retargeting in the middle of that. I got 
my place. I just keep adding to it and adding to it rather than turning things off if they're working. 
Okay.  

And the next area that I really like is, keyword targeting purely because of intent. 

 So you really got to think about the moment that that person is in. They've gone to YouTube, 
they're probably at the end of their tether somewhat, or they're really an information consumption 
mode and what are they typing in? You know, so how to, and all these suggestions come up, become 
a legend, become a lion if you teach how to become a lion YouTube ads could be good. 

So one great starting point. If you're wondering, what keywords you could use is your search term 
report from your Google search campaign on the other side of the pay traffic puzzle. So running 
Google search ads, this reveals what people typed into Google that I could then use as my keyword 
targeting on YouTube, because obviously when somebody goes to Google, you see those video 
listings in the organic results as well. So they're all kind of related. So this gives me initial ideas for 
keywords to use for keyword targeting. Also, I use a tool called, TubeBuddy , and also vid IQ that 
gives me the tags that people use in their videos. So I get the additional keyword ideas from looking 
at people's tags because they're ranking organically for that. 

They obviously have done the research of what keywords have a lot of volume, et cetera. So, Hey, I 
can just use that to make my life easier. That's a bit of a tip as well. TubeBuddy as well will also give 
you keyword ideas, but big fan of TubeBuddy, I don't know if you use it, Andrea, but its a bit of a 
time saver. 

Andrea Vahl: Yeah, I haven't, I've used it a little bit, but then I wasn't doing as much with YouTube. 
So I think I let it expire. It's cool.  

Ilana Wechsler: It's cool. Anyway, it's just another way to find related searches and most use tags. 
Yeah. And we do, as I said, keyword targeting on YouTube and it's incredibly consistent keyword 
targeting, I find, for the right type of business. I'd say it's not for every business , but for information 
type businesses, it's absolutely perfect, I find. So here , obviously blurred out for sensitivities , but for 
this seven day period, they got over 750 leads at about a $2 CPA. Yeah. And it's stable, you know? 

Andrea Vahl: Yeah.  

Ilana Wechsler: So tips for keyword targeting is to use top of funnel keywords because it doesn't 
work exactly the same way as Google search, it's a bit broader and I would also suggest that when 
you find keywords that work, you strip them out and you put one keyword per campaign, and that's 
actually where you can really get the scale. 



Okay. And keyword targeting is really the next piece in the paid traffic puzzle. But, you would 
probably want to go up a level of the funnel in which case I'm going to talk a little bit about in-
market and custom intent targeting.  

Custom intent, being a build your own in-market audience. 

So you might be wondering why would you go further up the funnel. And it's because you'll have 
way more traffic, like an insane amount of traffic, keyword targeting and placement targeting is 
great. But if you really want to get volume and scale, you're going to have to go further up the 
funnel. So what is it essentially? 

In-market audiences. I kind of only touched on this last week, so I thought I'd expand a little bit. Are 
very short term intent based searches. So Google knows that, suddenly searching for things on the 
web. They've got all their data points. And therefore, if they notice unusual activity and intent-based 
searches, they put you in an in-market audience for people who are actively searching for products 
and services. 

If you're wondering, I've got no idea what in market audience I should use. You can have a look in 
your Google analytics in the audience section, under interests as in market segments. And it will tell 
you based on your traffic, all your traffic, that's coming to your site, what in market segments your 
audience fits into. 

So if you've ever wondered what,  

Andrea Vahl: oh, that's so crazy. I have never looked at that. That's so wild. Oh my gosh.  

Ilana Wechsler: Find people have either never looked at it or looked at it and thought, huh, what's 
this. So yeah. They help you along. Obviously Google wants you to spend money. Right. And the 
custom intent is using, keywords to build your own audience. 

Okay. So for my business, I built a custom intent audience, and I put a whole bunch of keywords in 
there and I would suggest the more keywords you put in the better, like ideally 50. Okay. Because 
Google needs data. Don't just put one or two or three. They need a lot of data. Okay. So here are the 
steps of comparing a keyword campaign versus a custom intent campaign. 

Okay. So sidebar, I thought it was helpful to put it side-by-side okay. So YouTube custom intent. I'm 
doing automated bidding compared to keyword traffic. Okay. So you can see the difference in level 
of impressions, which is the volume game. Okay. Five times the amount of volume for this particular 
part time period. 

And that's because obviously it's targeting who somebody is as a person rather than what they're 
currently consuming right now. So somebody at some point has viewed a Google ads tutorial video, 
but right now they're not they're just watching, I don't know, Fox news or something on YouTube. 

So you get way more impressions. And actually I've found I was getting a similar cost per conversion, 
so happy days, right. I'm just getting more leads at the same cost, but it does convert differently 
cause it's less intent driven.  



Andrea Vahl: But it's more scalable.  

Ilana Wechsler: It's more scalable. But I couldn't start with this custom intent audience cause I didn't 
know what keywords to use. 

So I used my keyword targeting. As a campaign level to identify the keywords at work, to then throw 
them into custom intent audience. That kind of makes sense.  

Andrea Vahl: And you know, that your offer's converting to, at the lower levels, right?  

Ilana Wechsler: Yeah, that's exactly right. I knew my offer converted. 

I knew my creative converted. It's like, I've got those known variables in my equation. Now I can just 
use that with different targeting. Which is why I liked that method.  

 Having run an agency for so long now I'm very much live and breathe by cost per lead. 

I'm a believer, as long as my cost per lead is at a level that makes financial sense, then, I'm just 
adding, campaigns to them as long as they're in line with each other.  

So that's probably will satisfy most of your audience in terms of targeting of what they should do. 

Andrea Vahl: Just to remind everyone we are going to have a live demo here too.  

Ilana Wechsler: So let's talk ads. Because the ads are really important. YouTube is not Facebook. You 
can't assume that your video ad that is working on Facebook is going to translate exactly to work on 
YouTube. It may, but it may not. 

And it's very different because if you compare the platforms. Facebook, you've got all that copy that 
you can put up the top. Which is a huge benefit as an advertiser, because some people don't want to 
watch a video. Some people want to read, or they watch the captions in silent mode. Versus on 
YouTube your video does all the heavy lifting for getting people to take action and move. 

 So it may work the video ad on Facebook, on YouTube it's possibly worth experimenting, but 
chances are, it may not. So there's these main types of YouTube ads, the instream one. And I'm 
going to suggest for your audience, start with the instream ad, which is the video ads that come up 
before the video, you're going to watch.  

Discovery ads and bumper ads. I'm going to say starting out, definitely don't do that. And actually we 
don't do much of that at all. It's pretty much all in stream. Uh, but you know, to attribute discovery 
ads, they are in the search results page and , it's a different kind of marketing. So as I said, I wouldn't 
do that. 

The instream ads, as I said there, the video ads that show up before the video, you're going to watch 
probably all seen that. And it has a companion banner on the right. So if they skip your ad and then 
they're watching the video that they do want to watch, the companion banner is on the right the 
whole time of the duration of that video. 



YouTube kind of came out with what's called TrueView for action, probably about 18 months ago or 
something where you can add call to action components to your ad whereby it's got a call to action 
button here. You can have your logo and you've got a headline and a link. 

 So it's a lot more obvious what people did it before. It was just like this tiny little link in it. Anyway. 
It's really massively improved.  

Andrea Vahl: Yeah. Yeah. You couldn't click on it. You would be like what I'm trying to get to it. And 
it's like, yeah.  

Ilana Wechsler: Exactly. So this is much, much better and it's made for a much better advertising 
platform for people. 

So, yeah, there's a call to action button headline or your brand image and a display URL. Yeah. 
Definitely do add these components to your ad. So here's just what it looks like on a desktop, 
obviously. So this is this person's companion banner, and this is their, a tribute for action thing here, 
just to show you what it looks like. 

Okay. And they've also got TrueView for shopping. So this is obviously for e-commerce people who 
have set up with the Google merchant center with their shopping feed. You can add your products 
below your video, so that it's a much more seamless shopping experience.  

So how do in-stream ads work essentially? 

The first five seconds are non-skippable. So you have their full attention, for the first five seconds. If 
somebody skips up to the 30 second mark, so let's say they watch 29 seconds of your video, you 
don't pay anything. And if they watch past the 30 seconds, you have to pay for that view. If they click 
at any point you pay. 

And if that, if they watch past the 30 seconds, then you pay. But if they watch up to 29 seconds and 
don't click, but click, skip, you don't pay. Now your listeners might be wondering, what about if my 
video is 26 seconds, right? You pay, you pay for a whole view.  

So that's how they work. But really for the, the nerdy ad people, it pretty much works by cost per 
thousand impressions, CPM. 

So essentially you can have a look at your CPM values to see the real cost of what you're paying. This 
is an example of what I think is one of the best YouTube video ads I've seen for a really long time. 
We can put a link to this. These sunglasses, have you seen this video ad? 

I mean, it's, three minutes long, so we're not going to watch it. And hopefully Andrea I'll send you 
the link. 

Andrea Vahl: Yeah. I'll put the link in the reference. 

Ilana Wechsler: I mean, it's such a brilliant ad. And as you can see down here, they've had 65 million 
views. I mean, they have used this video ad over and over again. 



And I mean, it's brilliant, right?  

Andrea Vahl: You or someone you love has a face  

Ilana Wechsler: It's, just really well done. But, it would be out of the scope for 99% of businesses out 
there to create a video like this. But this is the benchmark, for what you're going to look at.  

Another really good video, which I have seen, you've probably been served as videos for Grammarly. 

And this is a, exactly a one minute video. They've had 510 million views.  

Andrea Vahl: Wow. Wow. Wow.  

Ilana Wechsler: But it's worth watching this video actually, because it's a really well done video for 
its components. One thing I want to mention, and then I'm going to sort of dissect this a little bit is 
they've embedded in the video and arrow and download for free pointing to the TrueView for action 
thing that the overlay, which I thought was actually really, really clever.  

But what makes these two videos and other videos that do well on YouTube really good. Is that, you 
know exactly who this product is for. They are calling out their target audience. That's the first thing 
that makes it really good. So there's no ambiguity as to this is for, is this for me? I don't really know. 
They call it out right. You know exactly what it does and how it improves somebody's life. 

You know how to use it. There's a call to action at the end. A call to action at the end is really, really 
important. And actually in one of my YouTube ads, which funnily enough was one of the first videos 
that I created, which I've tried. I mean, it's terrible in my opinion, but it works, tried to beat it by 
improving the production value and I can't beat it. 

I don't know. I know it's weird, isn't it? But I was really clear on all these elements and I tell people 
what to do. Like, so when they're going to download the e-book, I say, click on the link and then 
you're going to get taken to this page. And I show them in the video ad what the landing page looks 
like. 

So there's no surprises. Right. And I click on download now. Right. So it's like, I'm holding their hand 
through the process. So you've really got to be clear with people, for what you want them to do.  

 If you want to experiment with YouTube ads, refer back to this, to think in my video, do I address 
who this is for? What does it do and how does it improve someone? How do they use whatever it is? 
And am I telling them what to do?  

So some tips for your ads, you've got to make sure you hook people in those first five seconds. Those 
first five seconds. It's like rodeo drive. It's prime real estate. You've got to call out your target 
audience for the purpose of, to disqualify people as well. 

Andrea Vahl: You can't say to people. Hi I'm blah, blah, blah.  



Ilana Wechsler: No, no, no. You've got call out who you're trying to get in front of, for example, for 
me, are you a business owner who is struggling to get Google ads to work for your business? They're 
not a business owner and they're not doing Google Ads. It's not for them. It's really, really clear. Or 
for your business, Andrea, you know, are you struggling to find, Facebook ads that convert for your 
business? Whatever you get, I'm just ad-libbing here, but you get the idea.  

You can tell people to skip. If they're not interested before the 32nd mark, I've done that. This is not 
of interest to you. Then you can just hit that skip button and then you haven't paid. And I find the 
ideal video length is about one to two minutes. I've experimented with longer duration video ads. 
And, I find they don't work as well, but having said that some people do.  

I'm mindful of the time, but this is me split testing. So that's a one minute 21 second versus a seven 
minute one. And you can't even compare the conversion rate 6% versus 1%. So, it was an obvious 
turn it off.  

 Let's talk bidding very quickly and then we're going to do the live demo. So I'm going to suggest 
starting out, you do manual cost per view bidding. 

It's like the manual CPC bidding start with that. So you can really control costs. So this is me starting 
with manual cost per view bidding. I got a conversion rate of about 0.17, but then I switched once I 
bought enough data for Google, I switched to the automated bidding for target CPA bidding. And it 
worked incredibly well. 

 My conversion rate jumped from 0.17 to 6%. Same keyword, same creative. I just said, Hey, Google, 
you know, this is my target cost per acquisition of $8. And it came in at $8 and then I slowly dropped 
.  

 So tips for optimizing your YouTube ads. 

I would separate mobile and desktop. There's way more traffic on mobile than desktop. So you 
might find that they convert differently and if you combine them together, you might find that 
mobile is too greedy and takes up more of your budget and desktop. Doesn't get to get much air 
time. 

So here, you can see, I did a split for device, so you can see, that mobile phones actually converted, 
better for my business. But you might find it's going to get more traffic.  

Obviously pause, underperforming targeting and turn off underperforming demographics. So my 
business, the 18 to 34 group, you can see the cost per conversion. 

For 18 to 24 was almost $23. The 25 to 34 was $9 versus the other ones were much cheaper. So I can 
just make the decision and I turn off ads to those audiences. And I just focus on the 35 to whatever. 
But you want to buy this data first before you make such decisions. And my paid traffic puzzle, as I've 
mentioned last week, looks a bit like this, but really, this, as I said, there's so many ways to solve the 
traffic puzzle. 

What's your traffic puzzle?. So we're going to go through the Live demo. 



******* Please continue with the replay of the video for the live demo***************** 


