
Overview
Think about this guide as me showing you behind the scenes

So if you know nothing about YouTube ads, you can start right 
here and you'll be pretty competent by the end of this reading. So 
there's two different kinds of ads.

Primarily when we're talking about YouTube ads, there are 
discovery ads and in-stream ads. 
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So discovery ads are like this you're browsing YouTube, or you're 
searching on YouTube and here is a discovery ad. So this person is
paying to put this ad in front of my search. If I click on this ad to 
play the video, the advertiser gets charged.

Okay. That's how that works. And you can see it's the; “7ways 
you're using your camera wrong”. I'll get to the content of these 
discovery ads shortly, but keep that example in mind.



you'll also find discovery ads on the side while you're watching 
other videos and same deal on mobile, you'll find these ads in 
search results.

You'll find them below other videos that you might be watching. 
So again, you pay when someone clicks on the video. Now the, 
the kind of a framework for these ads that most people use that 
really is going to work the best is starting with value. When you're
browsing YouTube, trying to figure out what to watch.

And really these discovery ads are a much smaller opportunity 
compared to in-stream ads. So I'm not even going to talk any more
about discovery ads. So what I'm really going to be talking about 
today are in-stream ads.



So in-stream ads. are the ads that play before another video you're 
going to watch. Sometimes they might play in the middle of 
another video. They'll see the video will be playing and then it'll 
skip into an ad like this. So really before, during, or after a video 
that you were trying to watch, that's when these in-stream ads will 
be running. 

Most asked question on discovery ads. 

So on the, cause this is like, I'm already learning stuff because 
like, I just, I never got into YouTube ads. So, even the vernacular 
is new to me. So the, uh, the discovery ads, would you say that 
there's a time and a place for that? Like maybe retargeting or like 
if I had, for instance, a new video, I released that I just wanted like
my followers to see kind of like, I never boost ads on Facebook to 
try and make money.

What I do is I'll I'll boost, uh, a video that I released or a blog post,
just to kind of like put the value out there to my, to my audience. 
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And a lot of times over time, it's, it's kind of like that seven times 
saying like, you, you know, you, you have to hear from a company
seven times before you make a buying decision, just I'll just spend 
it, not knowing that there won't be any specific metrics to go with 
it, but just to go out there and, and, you know, grow the brand or, 
or, or touch home or touch base with my followers.

Would you say that's more of a time and a place for like the 
discovery, the discovery ones, or use not use them at all? That. 
Yeah. So that's pretty that, so that's going to be the best use of 
these is retargeting for sure. Or if you're really just trying to get 
views on a video, you're trying to get your videos and your 
channel in front of more people.

Cause if you're thinking about using that kind of ad for like direct 
response, the problem is you're paying every time someone clicks 
on the ad and then they're going to have to click on some other 
link to go sign up for whatever you're trying to get them to sign up
for. 

Right. So if you were doing that to like build a brand, you'd spend 
a whole ton of money on it and maybe you would get like $50 
webinar registrations or something.

It wouldn't make sense for direct response to make immediate 
money. It's more for brand building. Like if a bigger brand has like
a, a budget to it's like a longterm play more, would you say? 
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Yeah. Or if you have, you know, a hundred bucks, you want to 
throw behind the video so that you get some views and subscribers
and stuff, you know, I wouldn't expect to make the a hundred 
bucks back. but okay.

So, so for putting, so for like we do with Facebook ads and 
webinars and all that for putting in a dollar, putting a dollar in and 
getting four out, you want to stick with, uh, in-stream. Yes. Okay, 
perfect. That's all I wanted to know. Yep. 

So in stream ads, you've of course seen these. You can skip them 
after five seconds.

This here is the call to action, which is actually an optional feature
on in-stream ads. As far as we're concerned, it is not optional. You 
need to be putting this in and I'll show you that later. And this is 
where someone can click and it'll take them to your website. 



Also on desktop, these ads are going to be accompanied by a 
banner up here, and this actually stays up even after your ad has 
done playing.



So maybe they, they didn't want to do anything. They still want to 
watch the video they were trying to watch. But now that that's 
over, they still have the option to click on your ad. Once your ad is
done, playing as long as you're using the call to action feature, 
then at the very end of your ad, this button will show up and it'll 
give them about seven seconds.

There'll be this little countdown timer. They have about seven 
more seconds to click on that button to go to your website.



So, uh, that's the basics of, In-Stream Ads. 

With these ads you pay when someone watches 30 seconds of the 
video or the entire video, if it's shorter than 30 seconds, you can't 
game the system with a 29 second video, you're going to be 
paying no matter what. There was some confusion, a few months 
back, people thought it was going to be 10 seconds that they were 
going to start charging for.

That's not actually the case. So if you've heard that that's not true, 
it is 30 seconds is when you get charged for someone to watch the 
video. The basic format that's working for, these is the attention 
interest, desire, action format. So there's not a headline or anything
that people are clicking on to then watch your video.

So the very beginning of the video is basically your headline. You 
need to capture that attention to prevent them from skipping, and 
then you start to build the interest and the desire in what you're 



offering them and then get them to take action. And this is the 
huge opportunity on YouTube right now are these in-stream ads.

Lets talk about the videos themselves and what's working with 
that. So basically, and you got, uh, You want to go and watch some
of the ads that on YouTube to try and see for yourself what is 
really working. But what I basically do, it's kind of similar to 
Facebook ads, but people have a little bit more patients on 
Facebook I think, or at



Lets talk about the videos themselves and what's working with 
that. So basically, and you got, uh, You want to go and watch some
of the ads that on YouTube to try and see for yourself what is 
really working. But what I basically do, it's kind of similar to 
Facebook ads, but people have a little bit more patients on 
Facebook I think, or at least in the, in the very beginning of the 
video, so I really try to get the attention. Like that's like the most 
important part is the very, very beginning. So for instance, one 
thing we've been doing is we basically, within the first five 
seconds, we want to let them know what they're going to get out 
of watching the rest of the video.

So we'll say something like in the next 60 seconds, I'm going to 
show you how I do blank________. So for instance, where we 
want to  show a realtor campaign, we can say something to the 
effect of in the next 60 seconds, I'm going to show you how we 
get paid $2,000 per month per client to throw up super simple 
Facebook ads, just like this one. Super simple ads, just like this 
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One on Facebook. So I like it within the first, like five to seven 
seconds. I basically say; “his is what you're going to get out of 
watching the rest of the video.” And then as  I'm demonstrating, I 
go literally log in and I'll do something and I'll demonstrate.

What it is I'm doing. And then I might throw up some testimonials
of people, other people doing it. So whenever I say, Hey, look at 
what I did. I always try to throw in what other people have done as
well. And then I say, ex: “if you want more click here to watch this
webinar” that one that you were just talking about, we showing the
realtor ad that one's been performing best.

Yeah. And that is just me sitting down in my office and I've gotten 
my, you know, the PIP, the picture in picture where I have, uh, me 
screen-sharing and the, in the bottom right corner. And then you 
can see the screen and it's almost like a light tutorial.  You're 
actually showing something of value. You're giving people just 
enough of a taste about what you're going to be talking about after 
they click the link. Right. They're actually learning something and 
they want to start learning more about this. So I'll give you an 
example of why it's it's.

So I, I will do what I call bird's eye view. I do this a lot in ads, 
basically. I'll give a very, very. Vague bird's eye view of a system. 
Like if I said to you, listen, all I do is run an ad to a webinar, to a 
sales page. You'd be like, okay, cool. But there's so many details in
between and, but I still told you the model.



So for instance, in this video, I believe I said in this video, that all 
I did was ask the realtor to send me, some images or a video of 
their, of their home. I threw it up right in the Facebook book ads 
dash or no, I think, I believe I mentioned that I went on to Fiverr 
and had them, edit the video for me. So I think one reason that 
what's working for me is working is because I'm really showing. I 
really have something to show like, this is a real client that I really
did this for, that I can show.

So like for instance, if you're doing real estate, right, one cool 
thing you could do. Like if I was selling a real estate course, I 
would be standing. I'd take out my iPhone, I'd stand in front of a 
house and I'd be like, in the next 60 seconds, I'm going to show 
you exactly how I made over a hundred thousand dollars flipping 
this house or 50 or 30, whatever, a hundred thousand dollars 
flipping this house.

And then I would like walk in the house. And I come in, I say, 
listen, it's not as hard as you think. And as I walked in, I'd be like, 
you see that entire kitchen over there that took a one hour 
consultation for me. And then I would like throw a screenshot up 
of the old kitchen, you know, and be like, I'll be like, you think 
you have to know design.

You think you have to know this or that. You don't. Here's the old 
kitchen look at this. Now this was eight. This was one hour of 
work for me. I got a one hour consultation. I got a quote and I did 
not have to do a moment's work on this until the kitchen was done 
and I had to stroke a check or something like that.



Right. And I would like really try to be in. In in the ad, like I want 
to bring you into the world. That's what I like to do in a lot of my 
ads. I like to bring people into my world and show them the 
environment, because it's so much more believable than just 
saying it, you know, like I see all these ads selling similar courses 
to mine and they're like, oh, there's a bridge behind me.

And imagine that it's a bridge between your customers, some 
stupid crap. And I guess those ads might work. But to me, when 
you actually have something to show, I think it works really, really
well. Like we just did an ad where I said, this is Matt, or this is 
this person, or this is that person. And they just made this much 
with their agency.

They did this, made this much and I go really fast. And, and I 
throw up their screenshots. Now here, here's a little ninja tip for 
you guys. So when I have an award that I give out, when people 
make money in my course, it's either a 10K club t-shirt or it's one 
of those nice crystal awards. So what I started doing was when 
you submit to get one of those awards, we literally say you must 
submit a loom video log into your dashboard of Stripe or whatever
it is and provide us with proof that you've made this money. 
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Now we better move on. Okay, cool. So I'm going to start going 
now through like the step-by-step type stuff, and I'll be showing 
you screen shares or screen captures from inside the Google ads 
dashboard.
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You're probably you're gonna want to go back through this 
recording if you're on this live and take this and pause it while 
you're setting up your campaign. Or if this is your first time 
watching it, and you're watching the recording, I'd watch this 
whole thing through once and then go back and set up your 
campaign.

But that said, I'm going to try to go through some of this stuff kind
of quickly so that we have it on video, but I don't want to take a 
ton of time on each step. So YouTube ads are run through the 
Google ads platform. So if you've ever used Google ads before it 
used to be called ad-words, now it's called Google ads.

that's where you're going to run YouTube ads. If you've never done
this before, you can go to youtube.com/ads, and you'll see a place 
where you can get a hundred dollar credit. 

And if you do that, they'll send you an email to get your credit. 
They'll also walk you through actually setting up the account.



So I'm not going to go through all that. I'm going to start from the 
point where you actually have your account set up and you're 
ready to start building stuff. But before your first ad, there's a 
couple things that you need to, to be aware of. 

We're going to set up some; conversion tracking and we're going 
to set up some retargeting, which is also referred to as re-
marketing inside Google.

So I might say either, or it's the same thing. 

So this is the main dashboard you're going to see the first time you
log into Google ads. 



And the first thing we're going to do is set up a couple of 
conversions. So go up here to tools and then conversions.

And then you'd click the add conversions button.



So there's a few different ways to add conversions for the purpose 
of selling courses and tracking course opt-ins and our webinar opt-
ins and core sales. We're just going to be worried about website 
conversions. 



Now, word of caution. You can also import these from analytics. I 
would not do that when I first started running Dan's campaigns, 
that's how I was trying to do that.

And a lot of them were being lost. We found just because of the, 
the webinar software. So it's much more reliable to do what I'm 
about to show you generate the code from right inside Google ads,
and then add that Google ads code to the website. Don't rely 
strictly on, on analytics. If you're, if that's something you're used 
to.
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So the first website conversion we will add is the webinar/ 
registration. So you can see at the top, 

you give the conversion a name, the category is lead, and then for 
value, we're not going to use a value for the webinar registration. 



For the count. You need to change that from “every” to “one” that 
prevents duplicate leads being tracked from the same person.

We only want to track each person one time.



And then include in conversions. Yes. 

And then for the attribution model, I use last click for that. 

And then when you click create and continue, you'll get a code for
this and I'll show you the code in a second. But first I'm going to 
show you, or next I'm going to show you the settings for the sales.



So you'd want to track your webinar registrations separately from 
your actual course sales. 

So here's the course sale conversion. And the category now is 
going to be purchased slash sale. 

And here you will enter a value. So 997, if you're selling a 997 
course, if you really want to get specific, you'd look at how many 
people are doing a pay plan and how many people are like 
refunding. And what's your actual average cost per sale. You don't 
really need to get that specific, but you could. 



I would just put the main value you're selling your course for 
again. We only want to count one conversion per person here. 

And for the conversion window here, the maximum you can set is 
90 days.



And I go up to that just in case, you know, maybe you're doing a  
longer email followup sequence, or you're doing some promo a 
couple of months out and someone's going to buy your course. 
Now, even though they opted in a few months ago, I would still 
like that to show up in Google ads, because I want to know where 
that original click came from and whether that came from a 
YouTube ad or not.

So set, set this to 90 days include in conversions. Yes. 



And the attribution model I used for this is first click. 

So the attribution is basically which click is going to get credit for 
the sale. And this only is going to look at clicks from Google. 
Google is going to take credit for a click no matter what they don't
know, or like if a click came from Facebook or somewhere else.

So let's say they opted in on YouTube and then they click the 
Facebook retargeting ad and that's when they made the purchase. 
Google is still going to take credit for that sale. The reason I do 
first click is just because I'm also running retargeting ads and stuff.
And I know those are working. I know those are bringing in some 
sales, but I really want to know what that first click was that that 
generated the sale.

Cause those are the main campaigns I'm optimizing are the lead 
generation campaigns. So first click is what I use for the course 
sale. 



So then when we create and continue, that's when we can get our 
code. So you'd click the left option here, install the tag yourself. 

If you have a developer, someone that handles your website, you 
can click the middle option to email them the tag, but it's pretty 
easy to install it yourself.

So you'll actually see two codes on the page here. What I do is just
grab both of them. 



There are certain instances where you only need the bottom code, 
the events snippet, but it doesn't hurt to just add both of these 
codes. So when you're installing the code for the webinar 
registration conversion, that would just go immediately on the 
thank you page.

So immediately after someone registers the page that they see 
should have this code on it, when you're installing the code for the
purchase, that would go immediately after their purchase. And you
can also have, like, let's say you have an ups. Then you'd have a 
separate code for the upsell. So you'd put the purchase code on the
first page.

So they make a purchase. They land on a page that probably has 
your upsell offer on it. You would actually put the purchase code 
on that page, and then let's say they accept the upsell. Then there'd
be a separate code for the upsell on that page. So hopefully that 
made sense. If not, just show that part to your web developer and 
they'll take care of it for you.



So the next thing I'm going to do is show you how to set up 
audiences. So this is re-marketing. 

So you go back to the tools, menu, click on audience manager, 

and then if you click here, set up an audience source, you'll see, 
there are a few different types of sources that you can draw these 
audiences from.



So we have the Google ads tag. So this is a code you would 
actually install on your website. You generate it from inside 
Google ads. I'm not going to show you how to set up all these. 

These are pretty easy things to just Google and get the 
instructions. But the Google ads tag, you'll definitely want to set 
that up and put that on your web.

BOXBOXBOXBOX



You can also create audiences from your YouTube channel. So you
need to link to your YouTube channel. 

BOXBOXBOXBOX

And let's say you have a big audience and you get views on your 
videos. You can target people. Who've watched any of your 
videos. People who've watched specific videos. And certainly 
you're going to be running ads through that same YouTube 
channel.

You can target people based on whether or not they've seen one of 
your ads. So this YouTube retargeting is pretty powerful stuff. 



A Google analytics, you can also create audiences in Google 
analytics and link those up to Google ads. Also, you don't really 
need to do this one, but if you're used to using Google analytics, 
by all means, go ahead and link that account to Google ads.

So once you set up a source, so once you've installed the code on 
your website or link to your YouTube channel, now we can create 
some audiences. So you'd click this blue button here.



and then it'll give you the option to create any of these types of 
audiences, website, visitors, and YouTube users are the ones that 
you're going to be focusing on.

So, let me just list some types of lists that you should create and 
you want to do these right away because Google doesn't really 
look back. So let's say I want to do include a list of people and 
include like the last month worth of traffic on my site. Google's 
not going to do that very well.

It pretty much only starts counting your list and adding people to 
it from the time you create the list. So that's why I'm telling you to
do this before you even create your first ad. So some lists you're 
going to want to have;



1- All website visitors 540 days. - So that's the maximum amount 
of time. So this will be anyone who's ever comes to your website 
within a 540 day period. This is just a nice list to have. If you're 
going to launch a new product or something like that, this is a 
good list to hit up, uh, with, with some, a new launch or anything 
like that. 

2- Create a list of people who have hit your opt-in page, which 
within the last 30 days.

3- People who have hit your thank you page within the last 30 
days. 

4- And then also people who have ever hit your thank you page. 
And I'm talking about the webinar registration thank you page. So 
when I'm running a lead generation campaign, I'm excluding this 
list. Anyone who's ever who's ever opted in already. I'm 



completely excluding them from any lead generation campaign 
with this thank you page 540 day list.

5- Sales page seven days. This is going to depend on how much 
time you're giving people to buy your course. But this is basically 
going to be used for people who have watched your webinar. 
They've they've gone to the sales page and they haven't bought 
yet. So you're going to show them different types of ads and really
try to hit them hard during this time to try to get them to buy.

6- And then sales page 540 days. Again, I'm going to exclude 
anyone who's ever bought this course from me. I don't want to 
show them a lead generation ad again. and same with

7- Order confirmation page 540 days. So if they've made it as far 
as the sales page or the order confirmation, I don't really want to 
be showing them a lead generation ad.

So these are the lists I'll be excluding pretty much across the 
board, unless it's some type of retargeting campaign. 



As far as the channels go. I kind of mentioned, but you can create 
a list of people who viewed any video from your channel or if 
they've just viewed certain videos. So maybe you have a popular 
video about a certain topic that's related to your.

Maybe you just want to target people who have watched that 
particular video, or maybe you want to target people who have 
seen your video as an ad. Maybe they saw the ad, but they didn't 
opt in. You could show them the ad again or show them a different
ad. And you do that by creating a list of people who've seen those 
ads.

So that's like the pre getting ready stuff. 



Now we're going to get into some stuff that's a little more exciting.
I think we're going to get into actually setting up the campaign and
targeting. 

So let me first talk about structure. So there's a certain structure 
that you'll need to get used to if you're working with Google ads or
YouTube ads at all.

So at the top of that structure is the: 

Campaign 

beneath that you're going to have 

Ad groups 

and then beneath that you'll have 

Ads. 



So you you'll have multiple campaigns within each campaign. You
will have multiple ad groups. And then within each ad group, you 
will have your ads. So the campaign, this is where you're going to 
find big differences. So ad types. So you'd have a separate, you'd 
have separate campaigns for in-stream ads versus discovery ads, 
for example. Locations; So I wouldn't get too granular with this. 
Like, you don't need a separate campaign for every state, but you 
can look at different countries here and possibly set up a different 
campaign for different countries. And I actually only do that if 
there's big differences in performance, like with Dan's campaign, 
the United States performs about the same as Australia. So there's 
not really a reason to split those out, but then if we were targeting 
the United Kingdom, that performs a lot differently. So that's when
I would set up a separate campaign, just targeting the UK Also 
with the campaign, this is where you'd have different targeting 
methods for different campaigns. And I'll get to the targeting 
methods here shortly. But I, I split those different targeting 
methods up into their own campaigns. And then I also split up ads 
into their own campaigns. So each campaign is basically using one
video. Sometimes, if I'm testing a new video, I'll throw it into an 
existing campaign just to see if it's going to work. But ultimately, 
if a video is working, I want it a separate campaign for that video. 
So as you can imagine, you might have a lot of campaigns here. 
You'd have campaigns for different videos in combination with 
different targeting methods. And that's fine. You're going to do 
better by splitting some of these things out and actually having 
multiple campaigns. But that's what the big differences are going 
to happen at the campaign level. At the ad group level, you'll have 
smaller differences, so like specific types of targeting. So I'll get to



this shortly, but let's say we have a campaign using topic targeting 
well within that campaign, then I would have an ad group for each
different topic that I'm targeting. I would also have an ad group for
each type of device. So this is mobile versus computer. Those are 
probably going to perform much, much differently. So you want to
split those up. So I'll have a mobile ad group for a certain type of 
targeting and then I'll have a computer ad group for a certain type 
of targeting. And then if I'm using a different type of targeting, I'll 
have a mobile and a computer ad group for that. So those are some
of the smaller differences. And then at the ad level, I'm really only 
using one ad per ad group. So it actually just looks like this. 

So that's the basic structure of the, uh, of YouTube ads.

So now let me get into step-by-step how you're going to set this 
up. And there's actually two stages I'm going to cover, because the 



second stage is going to work better, but you can't start with the 
second stage and I'll explain why when we get to 

that, but you have to start with this first stage and let your account 
build up some, some data and some activity.

So here's where you're going to start:

 Click on campaigns. 



And then here we go into add a new campaign 

from there, we select a video campaign 



And then create your campaign without a goal: 

Select a standard video campaign and click continue. 

So now, some settings within this campaign, so you need to 
determine a budget and you're going to set the budget as a daily 
budget.



I can't tell you exactly what to start with. It's kind of up to you and
how, how aggressive you want to be. Usually I would shoot for at 
least $50 a day to start a new campaign that should give you some 
data pretty quickly. But if you only want to spend five or 10 bucks
a day, that's fine too.

But if you're going to be paying five or 10 bucks a lead, you 
might, you know, it might take awhile to really figure out what's 
going on. So spend as much as you're comfortable with here on a 
daily basis, delivery method should be standard



For bidding strategy; We're going to select the top option 
minimum or maximum CPV, which stands for cost per view. 
Notice the bottom option here, target CPA is greyed out. We can't 
select that right now. And that's what I'm meant. When I said we, 
we have to set up a stage one campaign right now, we have to 
select this maximum CPV campaign later.

We will be able to set up a campaign using target CPA, but we will
not have that option until we've had some conversions. So CPA is 
cost per acquisition. Google is going to assist us in hitting a target 
cost per acquisition. But it can't do that until we've had some leads
coming through the campaign. So we need to start with maximum 
cost per view.



For networks for in-stream ads. This is the only network that 
should be selected. Make sure you're not selecting the bottom 
option, video partners on the display network. Those I haven't ever
found to work at all. So just make sure this middle option is the 
only one selected the top option, YouTube search results that 
would only work for a discovery campaign.

So in stream to select the middle option 



Languages, you only want to select one language. Okay. If you 
have a product and you're trying to target people in different 
languages, you should have separate videos, separate landing 
pages for every language, just select one language.



Locations. here's where you can enter whatever locations you 
want to target.

For this example, we'll just target the United States.



So, beneath that, then you'll see this inventory type. 

And this is, going to be based on the content of the videos that you
want to run ads on. So you can see with standard inventory, your 
ad might exclude things like repeated strong profanity or sexual 
content or violence. if we do limited inventory, it would exclude 
your ad from running on, on more types of videos, expanded 
inventory, pretty much doesn't block anything.

So this is kind of up to you. Like, do you want your ad running on 
videos that have sexual content or violence or whatever, but it 
also, I pretty much always use standard inventory. I also try to 
consider the mindset of somebody who's going to watch a video of
like people getting killed by trains or something.

Like that's not someone that I really want to be watching my ad 
right now. Whether or not they might be a good customer in that 
moment, they don't give a shit about whatever I'm trying to sell 
them. They are focused on watching some weird gory stuff. Okay. 



So, so standard inventory I've found is pretty good for, you know, 
just targeting normal videos.

You'll exclude some of the real, crazy stuff that's on YouTube. But 
you're not going to block too much using this selection. 

Excluded content is beneath that. 

And this goes in a little more detail. So if you want to exclude 
certain types of videos, you would check these boxes here. So 
again, you can think of the mindset of someone who might be 
watching one of these videos in the moment.

This is pretty much how I always set up a campaign as I'm 
excluding these types of videos, profanity, and rough language. 
Isn't a big deal, but this other stuff just isn't a good fit for what, for
what we're trying to sell somebody.



[50:56] 9 Here is where we can exclude some more things and we 
should. So in the left column, we want to exclude our ad from 
running in embedded videos, live streaming videos and games. 
You could exclude. 

If you look at the right column, you could exclude videos based on
their rating. I've never worried about that, but that would be an 
option for you too.



If you feel like you only want your ad running on videos with 
certain types of ratings.

At the bottom here, then you want to make sure to click additional 
settings. So Google likes to hide things like this from us. And 
while you're setting up a campaign. You need to make sure you 
pay attention to every little link that they show you or things are 
going to slip by and you'll end up doing things the way Google 
wants you to, which usually isn't the way that we really should be 
doing them.

So here's one of those things you need to make sure you find is 
this little additional settings dropdown. 



And here is where we can implement frequency capping. So in 
this example, I'm capping the frequency at four impressions per 
day and one view per day. So that means, and that's per a 
campaign.

So that means someone might see the video. four times they might
skip it all four times. They're not going to see it a fifth time. Okay. 
And impression has counted immediately whether they skip it or 
not, that counts as an impression once they view that video, let's 
say they viewed it the first time they saw it.

They viewed at least 30 seconds of it. Now they're not going to 
see that again. Cause I've limited the view frequency to one view 
per day. And you can play around with this. You can do a based on
like per week or per month frequencies. This is one thing you can 
do later. Let's say you have a campaign that's really working well.



And you want to get more traffic, or you can go in here and 
increase your frequency and try to get more traffic from people 
who've maybe are watching your ad multiple times, below that 
you see the ad schedule option for, uh, for the most part, you're not
going to need to worry about this, but you know, maybe you're 
trying to run ads for a webinar like your first webinar and it's at a 
specific time or something.

You can set a schedule here so that your ads would stop running at
a certain time on a certain day. But for evergreen webinar, the 
schedule isn't going to matter. I would just run it all day long.

Bottom, right then, click, skip ad group and ad creation. We could 
keep scrolling down now and create our ad groups and create our 
ad. But the Google system is really good at, uh, like refreshing and



updating itself. And then you lose all of your work. So I like to 
save as much as possible. And the first chance we have to save is 
right here. So if we skip the ad group creation, now we can save 
and continue. 

And now we've saved everything we just did. 



Now I'll go into create an ad group.

So creating an ad group, you'll need to give the ad group a name. 
If it's your first campaign, your first ad group, the name doesn't 
matter too much. Once you start setting up more campaigns, 
you're just going to figure out a naming scheme that that kind of 
works for you. The names should describe what's going on within 
the campaign or within the ad group.



In this case, you see I've put mobile in parentheses that's because 
this is going to be my mobile ad group. After I'm done with this, 
I'll show you how to set up the computer ad group. 

But for starters, this is just going to be my mobile ad group.



Within demographics. You see, there are genders ages, uh, 
parental status and household income options, the household 
income stuff. Don't worry about that. I've never seen that make 
any difference in anything. I don't think Google has any idea what 
anybody's income is. So ignore that.

But these other things, if you have a product that's just for men or 
just for women, then you would only check that box. So if your 
product is just for women, you would only select female.

You'd uncheck male, you'd uncheck unknown. What you'll find is 
about half of the available traffic is actually unknown. So at a 
certain point, you may want to add that in. So even though at that 
point, your ad might be getting shown to men and women. It 
might be worth it because you're going to be missing out on half 
of the available women from seeing your ad.

If you're not including unknown, but to start out with, if you have 
a specific demographic group, gender, or age group, I would select



only that group don't select any other groups. Don't select 
unknown. 

The audience targeting below that. I'll get to that later.

Below that you'll see keywords, which I'll get to later and topics, 
which I'll get to later.



What I'm going to focus on now are placements. So placements 
are going to be the main type of targeting you want to focus on 
when you're starting out. And this is really the key to making this 
all work. I've seen a YouTube trainings from some other people. 
And they don't really stress placement targeting.

And that tells me that they haven't really run a lot of traffic 
through YouTube because far and away placement targeting is 
what's going to work best. It's going to give you the best ROI 
pretty much, no matter what type of ads you're running, whether 
you're selling courses or selling physical products of some sort 
placements are where it's at. 



And what that is, is specific YouTube channels or specific 
YouTube videos. 

You're going to put the links to those channels or videos in here. 
And then that is where your ads are going to run. They're only 
going to run on those specific videos that you select.



So how do we find placements? Well, we basically want to figure 
out what videos are my audience going to be watching on 
YouTube? So I'm going to use an example here of a wedding 
photography course. So someone who might be teaching what a 
wedding photographers, how to, how to make more money.

So to find videos that wedding photographers might be watching, I
can come here to YouTube and do a keyword search for wedding 
photography. And then we see a list of videos here, and you can 
see that probably a lot of these videos are actually being watched 
by wedding photographers. Sure. Some of them might be getting 
watched by like a bride who wants to dictate how her wedding 
shoot goes.

But for the most part, these are probably going to be watched by, 
by wedding photographers. Right? So if we're selling a product to 
those people, these are going to be great videos to target to get the 



links you would just right. Click on the thumbnail and copy the 
link address. 

Now let's go into a one of those videos.

And then from there we can go into the channel. So I'm going to 
go into a channel that I, so someone's video came up, they have a 
popular video about wedding photography. I want to go to that. 
Person's channel to see are all their videos like that. Are they, do 
they just have a couple of videos about that?



So here is the first channel I go to, Dan Watson, 97,000 
subscribers.

One thing to note is that. YouTube we'll show you related channels
here. This is a really good spot to find more channels that you 
should check out and see if they're worth targeting. So don't ignore
this part. This is very valuable, this related channels. 



But to, to research this specific channel, I want to go to videos up 
here 

and that's going to take me to this person's videos so we can see a 
lot of videos about like cameras and gears and reviews like that.

Now I'm not really familiar with the wedding photography 
industry. These might be okay. Videos to target. Of course, these 



are going to be targeting photographers in general, maybe a lot of 
hobbyists. I don't know for sure, but if we were to target this entire
channel, these are the types of videos our ad would be in front of 
would be these different camera review videos.

Let's look at a different channel. So here is another channel that 
came up when I did the initial search for wedding photography. 
And you can see this guy has a lot of V a lot of videos about just 
wedding photography and travel photography. 

He's not necessarily reviewing a bunch of cameras. So this looks 
like a very good channel to target.



If I'm trying to get an ad in front of wedding photographers. Now, 
one thing to note is that when you're looking at a channel like this,
you want to look for outliers. 

So when I first go in here, it's going to show me the most recent 
videos. If we sort here by, by views, this will show me the videos 
with the most views.



And you can see the, the, the very top left video is about how to 
win at slot machines every time. So if we're targeting this guy's 
channel, we want to make sure to exclude that video. The video 
below that Porsche nine 11 road trip across America, that doesn't 
really have anything to do with photography.

So we'd want to exclude that video. But in general, this guy's 
channel looks like it'd be a pretty good channel to target, right?



So some other, some other, uh, ideas for finding videos to target, 
as you're typing this stuff in, in YouTube, they're going to show 
you some predictive results. And you can do a separate search for 
all of these things. So wedding photography, tips, wedding, 
photography, tutorial, all of these probably have probably a lot of 
the same videos, but also a lot of different videos.

And you can start to compile a pretty big list of videos to target. 
And once you get a hang of this, you're probably gonna want to 
hire someone to do this for you. It can be pretty time consuming. I 
have my own software that I've had developed just for myself that 
does this. I think there's some other software like that around that 
you can find, but it is going to be fairly tedious.

So once you know the types of videos you're trying to find, I 
would get this off your plate, because you should end up with 
several hundred placements. at this point in Dan's campaigns, I 
have about 20,000 specific video placements that we are targeting.



So once you have a list here, so you're going to compile the list of 
channels and videos. You can see the top link here is for that 
channel. And then the rest of these links are for specific videos.



 Now we'll take that list back to the, the Google ads interface, 
click multiple placements, and then we can paste that whole list in 
right here, and then be sure to click this, add the placements.

So that'll move them over into the added column. And you can see
that once you do that, the names of the videos show up. 

So, you know, you've targeted the right videos. 



Now, a note here, and I don't think anybody else really knows this.
I kind of figured this out. But you're going to get more traffic by 
targeting every individual video from a channel versus targeting 
the entire channel.



So yes, you can just add a link to a channel and target that, and 
you will get some traffic from that channel. But if you actually go 
through that channel and add every individual video from that 
channel, you'll actually get more traffic, like a lot more like five to
10 times more traffic. I'm not sure why that is.

That's just how it works. So even though you're targeting a whole 
channel, Google, I don't know, they just don't show the ad as 
much, but if you're targeting every individual video, it's more 
likely that your ad is going to be shown. So. Over time. You're 
going to want to put in that time and actually get every individual 
video link from those channels that you want to target.

So bidding then again, we're doing maximum cost per view 
bidding, and usually about 10 cents is going to be okay. Uh, 
somewhere between 5 cents and 20 cents per view is what you'll 
probably be paying. You will probably pay more per view on 
computers than on mobile. But about 10, about 10 cents per view 
is a good place to start.



You can adjust this up or down, however you need to.

And then here again, in order to save what I just did, I'm going to 
skip the ad creation 

and save, 



and then it will ask me what ad format I'm going to use. So I'll 
select in-stream and save. 

So now I have this ad group. So one thing I need to do now that I, 
I wasn't able to do during that initial setup - So what I need to do 
first. So this is the ad group dashboard. So if I have multiple ad 
groups, they're all going to be listed here. 



So to go into a specific ad group. I am just going to click on the 
name of that ad group here. 

Now, once I'm in this ad group, you can see on the left column, the
ads and extensions section is what's highlighted.

That's the section I'm in now. But what I want to do is go to 
devices. 



So this is something that we can only adjust after we've set up a 
campaign or after we've set up an ad group. 

So if we go in here, you can see there are TV screens, tablets, 
mobile phones, and computers, from what I've found, TV, screens 
and tablets are completely worthless.

So I want to adjust those by a negative 100%. 



You adjust the bids in this column here, there'll be a pencil that 
pops up that you click. 

Also then since this is going to be my mobile campaign, I want to 
adjust the computers by a negative 100% also. 

So I'm going to adjust all those. And then you see that the only 
thing I'm left with now are mobile phones.



Now I'm going to go back to ads and extensions up here. And this 
is where we can create that ad.

So the first thing to do when creating an ad is to enter your video 
URL. So you'd just, you'd upload your ad to YouTube. You'd 
usually make it unlisted so that it's not going to show up, unless 
you're targeting somebody with it.



But then you grab that URL and paste it over here, and then it'll 
pull up your video.

So for here for this, I'm using an example from you to me.com. 
This is an actual in-stream ad that they are running

Right here is where we put the landing page address. Make sure 
the HTTP is set correctly. You, your website probably should be 
HTTP S so make sure that is what's selected here. 



And then below that is the display URL. So that's the URL that's 
actually going to appear in the ad itself. So if you see, we enter 
the, uh, the final URL is that long you, me.com URL, but then 
you, to me, dot com is just what we're showing in the Ad.

So the shorter version of that.



And then here is where we add the call to action. Again, Google 
says, this is optional. This is absolutely not optional. You need to 
add this. 

So what this is. So if you look at the preview on the right side 
here, you see that blue button that says call to action. So before 
that, before we checked that box, 



that button didn't exist.

The only way to, to actually get to the website would be to click 
on somewhere in the video and then click through a link that way. 
But it's not very clear how to do that. You've probably seen a lot of
older ads where they're like telling you to click on the screen of 
the video. And we actually have an ad like that for Dan that we're 
still using because it's working.



But we don't need to do that anymore because of this call to 
action. So you see that added the blue button that someone can 
click on below. That is where we enter the call to action text and 
the headline text. So the call to action is going to be the words that
show up on the button. And then the headline is going to show up 
next to the button.



So if we put save 75% as the call to action, that shows up on the 
button, if learn now is the headline that shows up next to the 
button. You can see that in the preview.



Now, if I toggle over to the desktop preview, this is how it looks 
on desktop. 

So on mobile here, this button is below the ad while it's running 
on desktop, or if someone flips their phone sideways, you can see 
that the call to action button actually comes over the top of the 
video now. 



So it'll be a big thing like this that comes out at the beginning as 
the video starts playing, it'll get a little smaller, but it'll still be 
something people can click on. 

Now on desktop. You also see this spot up here for a banner. 



If we scroll down the page a little bit, we can add a banner. So I 
would not recommend using an auto-generated banner. I would 
actually make a banner for this, 300 by 60 pixels.

You can use Canva or snapper or something and do it yourself. It's
not a huge deal. I've tested a lot of different banners and stuff, and 
the banner isn't going to really give you a huge difference in 
performance. So don't worry too much about like hiring a 
professional to make a banner for you. But once you have a 
banner, you would upload that here. 



So for this example, I'm using the actual banner. Udemy use in 
their ad. I wouldn't go this far. I wouldn't just like put a logo in 
your banner. I'd make it somewhat interesting. A like a headline or
the, the banner we have for Dan that's working pretty well is it's a 
series of three, like three video thumbnails where it almost looks 
like you could click the thumbnail and a video would play. That 
banner is working pretty well. It doesn't say anything on it. It just 
has those thumbnails. 



And it doesn't need to say anything cause right below, that is 
where you have your headline and your buttons. 

So the banner could just be images. You could put a headline, 
whatever you want to do, that's where you'd add it. So this is the 
ad. So this is actually the ad that I found on YouTube. 

This is the ad that we just created. So that's exactly how you 
would set up an ad that looks just like this on YouTube.



And then you'd give the ad a name and save it.

Once we do that, then, the ad is going to show up here. You can 
see to the right of the thumbnail is the status column and it says 
under review

Sometimes your ad will get approved within a couple of minutes. 
Sometimes it might take a few days. It just kind of depends. if you
have something that you know, you're going to want to, to start on 
a certain day, I would not wait until that day to set up your ad, go 



ahead and set it up ahead of time. Make sure it gets approved. 
Then once it's approved, you can just turn it off and on whenever 
you, whenever you want to run the ad.

So that's it for the mobile ad group. At that point, our ad would 
start running. We have targeting, we have a video. The ad is going 
to start running as soon as that gets approved by the folks over at 
Google. 

So now let's create the computer version of this ad group. Now 
you could go through and just repeat the steps I just took to create 
the mobile ad but you don't need to do that,

Instead we can just copy and paste the ad group. 



So to get there, we need to navigate around a little, you see this 
little arrow here. If you click this, 

it'll open up the navigation menu for your account. So you can see 
now this video number one, mobile ad group is what's highlighted.
That's the ad group I'm in right now. 



If I want to see the higher level view of my ad groups, I need to 
click on the campaign. So I'll click on the campaign name

And then I'll click on the ad groups section. And now this will 
show me all the ad groups I have in this campaign. 



So from here, I can select this ad group, 

And then you can just do control C and control V to copy and 
paste.





It'll ask you if you want to pause the ad group, once it's pasted, 
You don't need to do that. You can just paste it. The ad, isn't going 
to be approved immediately. 

Anyway, if I paste that now I have a second ad group, which is 
now completely identical to the first ad group I created. It has the 
same targeting.

The same video ad is going to be in there. It's all the same. 



So I'm going to change the name of the ad group by clicking the 
edit pencil. 

I'll change that to computer. And then go where you could change 
the bidding for these ad groups. So right now we're bidding 10 
cents per view on both ad groups. You may want to bid a little 
more on computer. computer traffic is going to be more expensive.
It's going to cost more. But it's probably going to convert better. 



Also when it actually comes to, to making sales, someone who opt
in on a computer, they're more likely to watch the webinar right 
away. It's just, they're going to be more likely to convert. So it's 
actually worth paying more for that traffic. And this is where you 
can adjust those bids is right here. 

So moving on in order to create the computer ad group, I just go 
into the ad group, 



And go into devices, 

and then instead of negative, a hundred percent on computers, I'm 
going to do negative a hundred percent on mobile.



So that's it. So now we have a separate mobile ad group and we 
have a separate computer ad group. So now that we have those, 
what we want to do is exclude some traffic from the campaign. 
And this ties back into the audiences that I was talking about at the
beginning of this presentation. Now we're going to make use of 
those audiences.



So we want to make sure to get back to the campaign level view.

So on the left column here, click the name of the campaign.

So now you can see the, that campaign is highlighted. I can go to 
audiences here 



And then exclusions up here. 

Okay. Now, if I add an audience here, it's going to exclude that 
from the whole campaign. It'll exclude it from both ad groups that 
are within the campaign.



So we can actually exclude, a lot here, but what you're pretty 
much going to focus on are your re-marketing list. 

Now it says here that you could exclude similar audiences. You 
actually can't. It should not say that, that's not an option, 

but you can and should exclude certain audiences. 



So from an opt-in campaign, these are the audiences I would 
exclude.

1- Anyone who's hit the thank you page at all.

So they've already opted in. I don't want to show them my lead 
generation ad, or a cold lead generation campaign. 

2- Same with the sales page and

3- The order confirmation page. 

And I'm excluding all of these audiences from a cold lead 
generation campaign. Now there's more, you know, you might 
already be thinking of other things you might want to do with this.

Maybe someone opted in, but they, they didn't watch the webinar. 
And you want to try to get them to opt in for a new time. Well, 



then you have to set up these audiences a little bit differently, but 
just for a cold lead generation campaign, this is what I would 
exclude.

So a couple other things I want to show you here, and we're 
almost done with stage one, In this navigation on the left here. If 
you click all campaigns, it's going to take you to a top level view 
of your account. 



So, if you click all campaigns and then here, you need to click 
campaigns and it'll show you a list of all your campaigns.

This is where you're going to be spending a lot of time. When I 
log into an account, this is what I'm looking at is the list of all the 
campaigns. And then I'll go into specific campaigns to do 
whatever I'm working on



This column, or this, a link here, columns, you can add different 
data columns. So I'm not going to get into all that, but this is 
where you would add like your conversion value. So in order to 
know, if your campaigns are actually generating sales and not just 
lead. You need to look at your conversion value in order to do that,
you need to add the conversion value column.

And there's a bunch of other columns there too. You can take a 
look at, That's all within that columns button.



Right here is where you can pause the campaign or turn the 
campaign back on right now There's a green dot. That means the 
campaign is active. Interestingly, you can actually run a YouTube 
ad with somebody else's video, to somebody else's website.

And I think I spent about a hundred dollars running that you to me
ad before I actually realized I forgot to turn the campaign off. So if
you don't want your campaign to start right now, make sure you 
pause it right here. 

So that's stage one. So what we're basically doing with this stage 
is proving that our ads are going to work.

You're proving that your offer will work. And if you have an offer 
that's working on Facebook or something, it should work on 
YouTube. There's no reason that it wouldn't. But we're, we're 
starting to get that data. We're seeing how profitable the campaign 
is going to be. 



And then we're actually feeding Google's artificial intelligence, the
data, it needs to start helping.With stage number two. 

Stage 2
So stage number two is when we can start using Google's AI to 
our benefit, we're not going to let the machine take over for us. We
need to work with the machine, but we can start to benefit from 
Google's algorithms, from their machine learning. And this is 
when we can really start to scale.



So stage 2, we've generated some leads and sales, and now we're, 
we're ready to start scaling.



So, we're going to set up a new campaign. Okay. So from the 
campaigns tab, I'll click the add campaign button. 

This time we're going to select leads as the goal 



We'll select video campaign 

and then target CPA bidding is what we use now. I think you only 
need like 30 conversions or something before Google lets you 
start using this option.

I'd recommend waiting till you get more like maybe one or 200 
leads at least. Because of course the more data you feed Google's 
AI, the better it's going to be with only 30 leads. 



It's not really going to know enough to really help you very much. 
Once you get a few hundred leads, it can be pretty effective.

So even though this option might appear for you after you've only 
had a handful of leads, I'd still wait until you have at least a 
hundred, maybe 200 leads from the other campaign, from the cost 
per view campaign. 

But now, We can select target CPA. You would enter an amount 
here that you want Google to try to find conversions for.

This should be based on whatever you were paying with your cost 
per view campaign. So if you were paying $10 per opt-in over 
there, then your target CPA here should be $10. Okay? If you put 
an amount here, that's too low, it's not, Google is not going to send
you any traffic. Really. If you're getting $10 a lead with your 
original campaign, you can expect to get $5 a lead right away.

Maybe eventually you can get to that. But if you put that as your 
target, you're just not going to get traffic because Google is going 
to realize that they can't really get you leads for $5. if you put a 
higher amount, that's an option too. That'll be a little more 
aggressive. This campaign might start getting some traffic and 
some traction a little more quickly.

So if you were getting $10 leads earlier, maybe you'd bid 15 or 
$20 per lead. You can always adjust this later. So if you're hitting 
your budget while bidding $20 per, per lead, well, now you can 
start to bring that down to 15 or $10 per lead. So you can always 



change this later, but just know that you should, this should be 
somewhat in line with what you've already gotten up to this point.

All the other steps then are the same as the stage one setup. So 
everything I showed you in the first part, you'd go back and go 
through all those steps again, in this case, you can't copy and paste
and change the bidding option. You actually do need to set up a 
new campaign. so go through the steps I showed you earlier until 
you have that campaign set up.



So now we have our two campaigns. We have the original. Cost 
per view campaign. And then the new cost per acquisition 
campaign, both campaigns should still just be targeting 
placements. 

So essentially we have the same campaign right now. They're 
targeting the same videos. In one instance, we're paying per view.

And the other instance, we're doing a target cost per lead. We're 
actually still paying per view there, whether or not Google can get 
you leads for what you're bidding. Doesn't matter to them. You 
have to pay no matter what, but you are targeting a certain cost per
lead. With that campaign. 



What I do now then is just 

1- let both campaigns run at the same time, send your traffic to 
both campaigns.

2- At some point the CPA campaign will probably start performing
better. 

3- And then you can turn off the CPV campaign. 

It might take a little while to get there though. So that's why you 
want to just run both campaigns at the same time. Because if you 
are getting leads and sales from your original campaign, you don't 
want to sacrifice that and then hope that Google's AI can do a 
better job because that might take awhile It might take. A few 
weeks or a couple months for the system to start getting leads at a 
cheaper cost than you were getting them before, but it should 
happen eventually. But once that happens, then you would turn off
the CPV campaign and just focus on the CPA campaign. 



And I do see some questions are popping up.

I haven't looked at them, but I, I will make a point to get to all 
those at the end of this presentation.

So now what we have is a one campaign running. We have our 
CPA campaign running. Now, what we can do is start testing more
targeting options. And the rest of the targeting options we have are
not as effective as placement targeting. So that's why we haven't 
started with those. We want Google to learn who is going to opt 
into our ad with the most effective targeting possible.

So then once we start targeting these other options, these other 
types of targeting Google will be able to help us with that. So even
though that targeting isn't as good, and we're going to be able to 
get some help over there, because that's how we're really going to 
scale. If you are just adding placements, it's it should work well, 
but it's going to be hard to scale.

I mentioned that we have about 20,000 placements targeted right 
now for dan. That's only spending about a thousand a day of the 
budget. The rest of the budget is coming from these other targeting
options. 



So to do that, what we can actually do is just copy the CPA 
campaign and paste it and then change the targeting.

So again, you could go through all the steps to set up the 
campaign, but we don't need to do that. You can copy and paste it. 
And then just alter the targeting. So the first example here is going
to be keyword targeting. Now, before I get into the, how to of that,
let me just talk about targeting a little bit and I'll show you the 
basic sequence that I follow.



So placement targeting is the key here. This is going to work the 
best. This is the key to making all of this work. This is where you 
start. The only other thing you might start with at the same time 
would be re-marketing. If you have a good re-marketing list, you 
could use that type of targeting also, but really placements is 
where we're going to.

From there, we can branch out to these options and depending on 
what you're selling, these, there's not one that might necessarily 
work better. 

Keywords > Topics > In Market > Affinity 

These might all work about the same. One of them might work 
better, but I can't tell you which one, because it depends on what 
you're doing specifically. So I would set up campaigns for all four 
of these at the same time, and then start to see what's going to 
work and what's not going to work and I'm going to get into each 
of these and what they mean here in a little bit.

But I'll go through the rest of the sequence here. First

Custom intent (Keywords) > Custom affinity (URLs)  are a couple
other options. These can work okay. Basically what you're doing is
adding a list of keywords or a list of URLs and then Google is 
trying to find people who are similar to the people who visit those 
websites for example, it sounds great. It sounds like, you know, if 
you have a competitor's URL that you wanted to target, that you 
would just add that and it would work great. It really doesn't work 
that well. It's, it's pretty hit or miss if it does work, it usually 



doesn't scale very well anyway, so I wouldn't worry too much 
about these.

I'm not even going to be covering these in the presentation. And 
then lastly, we have 

Similar audiences. Again, this sounds great. Google's similar 
audiences do not work as well as Facebook's. They really don't 
work at all. I've never been able to get these to work. So don't 
worry too much about similar audiences. Don't let it stress you out
too much. 

You'll get plenty of good traffic from the other targeting options. 
I'm going to be showing you. So let's start with keywords. 

So here's Google's definition of keyword targeting show your 
video ads based on words or phrases related to a YouTube video, 



YouTube channel, or a type of website that your audience is 
interested in.

So this is a pretty broad definition. And in fact, the keyword 
targeting is pretty broad. If you were to add a keyword like, like 
wedding photography, your ad would potentially show on videos 
or channels about wedding photography, or maybe someone was 
browsing websites about, about photography. And Google knows 
that. So that person would potentially see your ad if you use that 
keyword or if they were on Google searching for stuff about, 
about wedding photography. And now they're on YouTube 
watching a cat videos, you would potentially be putting your ad in 
front of that person too. So it's both based on the topics of the 
videos and whatever else people might have been doing online.



So to set this up, we've already copied and pasted our placement 
targeting campaign. I've renamed it keywords. So you can see in 
the top left now this new keyword campaign is showing up in the, 
in the navigation

in order to add keywords, we have to do it at the ad group level. 
You can see also both of the ad groups in this campaign are listed 
here. Now we can get to the ad group by clicking on the name of 
the ad group right here.



So that takes me into the ad group. Then I want to go to keywords.

And now I can click the blue button to add keywords. 



So here is where, I would add a list of keywords. 

So where do we get keywords? 

Well, I really like to get keywords from videos. So from the 
placement videos that I've already been running, I'm going to look 
at which videos have been getting a lot of leads or a lot of sales, 
and I'm going to see which keywords we can draw from those.



So let's say these are some videos that we've been running and 
we've been getting leads from these videos. 

Well, one kind of a trick here that I haven't heard anyone else talk 
about is that you can actually put the names of your competitors as
keywords and this actually works pretty well. And then you'd also 
just put keywords, like you would normally think of them.

So, if we look at this list here, we see like wedding photography 
behind the scenes, wedding, photography, tips, and tricks. So we 
can list all of those here as keywords. Now, if you're familiar with 
Google ads, you may be aware of the different keyword match 
types, like exact match and phrase match. Those do not have any 
effect on a YouTube ads.



So when you're adding keywords to a YouTube campaign, it's just 
going to look like this. 

You're not going to have brackets or quotation marks or anything 
like that. 



You can also get some more ideas here from the system. So here, 
if you were to enter a keyword or something, it'll show you some 
additional ideas for keywords you might want to target..



You can also enter a website here so you can enter your own 
website. You can enter a competitor's website. Another really cool 
thing you can do is actually enter a YouTube video URL. So if you
have a YouTube video that's working really well, you can put that 
URL right here. As in like you have a, a video that you're targeting
in your placement campaign, that's working well.

So you could put that here. 



Google is going to list all these, different keyword options for. So 
you can look through that and see if there's anything that you 
would want to add from that list and just click those plus signs.



So once we save that, then you'll see these keywords are listed 
here. We're going to be able to eventually see how much we're 
spending on each keyword. how, what our cost per lead is for each
keyword, how many sales we're making from each keyword. And 
then we can optimize accordingly. Of course. So if you're 
spending a bunch of money on a keyword and you're not getting 
any leads, you can turn that off.

Now, the last thing we need to do is since we've copied and pasted
this from the placement campaign, we need to go in and remove 
the placements.



So we go over here to the placements section, 

Click the top box, which will highlight all of them...



Edit and… 

Remove. 



Okay, so now we've removed the placements. All we are targeting 
are keywords, and you're going to want to do that step for all of 
the other types of targeting. I'm about to show you, Hey, if you've 
copied and pasted a campaign, make sure you go, you know, 
whatever you're copying from, you want to get rid of, of 
that.Hopefully that makes enough sense if it doesn't just start 
every campaign from scratch and build it from the ground up. 



So the next type of targeting I'll talk about is topics. So this is 
where you're showing your ads on videos related to the topics you 
select. 

So this doesn't have anything to do with what someone might've 
been searching for on Google earlier today, it's only going to be 
videos related to the topics that you select.



So to get to the topic option, we'd click topics over here, 

And then you can see the list of topics. So these are all predefined 
topics that Google gives us as an option. You can usually find a 
few topics that would fit for whatever you're selling. It's possible. 
You won't. 



So if you're targeting like a pretty niche audience for something, 
maybe none of these topics would make sense for you.

And you just wouldn't set up a topic campaign, but you want to 
look through this and see what you can find. So you can expand 
these categories and you see, they can get pretty specific. So 
within business and industrial, we have advertising and then 
marketing and then direct mail marketing or email marking.



You can also just search up here for certain keywords or URLs. I 
find URLs are pretty good when it comes to searching here. So 
either your website address or a competitor's website. 



So if we go back to that, a wedding photographer, Taylor Jackson, 
this is his website. If we enter that in here, we're going to see a 
bunch of, a bunch of topics related to weddings and photography 
and all that type of stuff.

So these could potentially be topics that you would add to target. 

I mentioned earlier I would add one topic per ad group. So if you 
want to add all seven of the topics I have selected here, I would 
actually just do it one at a time. So I'd have one ad group targeting 
weddings. And now it would actually be 2 ad groups.

Cause there'd be the computer ad group and the mobile ad group. 
And then I'd have 2 separate ad groups targeting the anniversaries 
topic and so on.

So that's topics.



In market then is a little bit different. 

This is customers who are in the market, which means that they're 
researching products and are actively considering buying a service
or product. 

So this is going to be based on what people are searching, the 
types of websites they're browsing. So Google is,  watching 
everyone, of course. So they know what you're researching online.



To get to the in-market audiences. We click here under audiences,

And then here is where in-market audiences are all.



I mentioned that within this, we see life events. 

So there are some things in here, like business creation or 
graduating from college. There are just a handful of these life 
event options right now. If you're targeting people who are in one 
of these groups, then I would add that and see how that does.

But there really aren't many of these life event options right now. 
most of the in-market options are in this in-market Group right 
here. 



And again, just like with topics, these are predefined lists. Google 
has made these lists for us. 

So it's not like Facebook where we can target, like people who are 
fans of a magazine or people who are part of some association or 
something like that. It's much more limited because Google has 
defined these audiences for us. And sometimes nothing really fits 



with what we're trying to sell. But again, here we can expand these
to look for something that fits our business. 

You can search for a keyword or a website address here. So I put 
the Taylor Jackson blog.com again right here.

And we see the event photographers and studios know what that 
actually means is people who are in the market for hiring an event 
photographer or people who are in the market for wedding 
planning. 



So these people probably are not wedding photographers 
themselves. And there might not, I didn't look through all of the 
audiences, but there might not be a good in market audience If 
we're trying to reach wedding photographers. 

And again here, if you find multiple audiences that you want to 
add, I had set up separate ad groups for each of them, and then 
affinity here. 



This is people who already have a strong interest in relevant 
topics. So, whereas in market is more in the moment like people 
just within the last couple of weeks might be researching 
something. Affinity is more of a long-term interest. So you might 
think of someone who has an affinity for baseball or an affinity for
a stamp collecting or something. This is a, a longterm interest of 
theirs. And of course, Google knows this stuff. So we get there 
also by going to audiences 



and then going to this option here…



affinity, all right here.

So again, these are predefined audiences. There may or not be 
something that fits for what you're selling, but you want to search 
and see if there is. 



So for our wedding photography example,

These are the most relevant results Google can come up with 
based on the website address. 

So Shutterbugs maybe I'm sure people who do photography for a 
living are probably in that group. There are certainly going to be 
other hobbyists within that group too. So you just would have to 
try it and see if you're able to get good leads or not. That's why we
want to make sure Google can help us with that because there's 
still a lot of data they have behind the scenes where for using 
target CPA bidding, they can help to make sure we're getting leads 
that are reasonable costs.

Even if we're targeting an audience like this, where half the 
audience might be irrelevant to us.



So some other audiences. So if we go into a re-marketing here and
then who they are 

Detailed demographics, you can see a couple options here. 

So parental status, we've seen that earlier. You can also see marital
status, uh, education, home ownership, status. So if your product 
is only for married man or something like Garrett white, maybe he
would want to only target people who are married or at least 



Exclude people who are single. And you would do that here in this
detailed demographics section. 

And then up here again is where you could exclude any of these 
audiences that we've talked about here. 

An important thing to note is that 

Audiences Do Not Stack! 

So let me try to explain this... 



So within this option here within audiences, 

we have all these options.

We have the detailed demographics affinity in market and re-
marketing. If you add any of these, it's an either or thing. So if you
want to target someone within affinity for golf, who is also on 
your re-marketing list, you can't do that. It would be either or. 
so these audiences do not stack on top of each other.



But what does stack. Are any of these options. 

So if you added keywords and you added audiences, then your ad 
would only show to people who are triggered those keywords and 
who are in the audience. If you also added topics and placements, 
it would stack all of those things. So at that point, once you're 
stacking those things, it can get pretty limited.

It's not really something I do a whole lot, but that's what happens 
if you're adding more than one of these five targeting options, the 
main thing you might stack here is the demographics. So you want
to target only men who are interested in such and such a topic. 
That's what you stack more than anything.

I would not stack keywords with topics, with placements or 
anything like that.



Okay. So last section here, and it looks like we're doing pretty 
good on time. That's good. So now we're going to optimize and 
scale. 

So we've set up all of the main campaigns we're going to set up. 
I'm not going to be showing a whole lot of step-by-step stuff here 
right now, by the time you're doing this, you should have a pretty 
good feel for how the system works and where to do different 
things.

But now we're going to start getting into, uh, to optimizing. So 
some things that you would do to start optimizing and scaling is 
keep testing new videos. That's probably the most important thing
you can do is to keep testing new videos. You can do a lot with 
just one video. You can get a lot of traffic, a lot of sales, at some 
point, and I, I haven't really reached that point yet.

So with Dan's main video, that's working the best. We haven't 
reached a point of burnout, but I assume it'll happen at some point,



at least to some degree. I mean, there'll always be new people who
develop an interest for what he's selling. But you want to consider 
that a video might not last forever, so you'd want 

to keep testing new videos, tests, new angles, as much as you can, 
the more videos that you have that are working well, the better it's 
going to be.

You're going to want to adjust your bids based on conversion 
cost and conversion value. So ultimately this is what you need to 
pay attention to is what is the value of your, your conversions? So 
for example, you might find that you've spent a thousand dollars 
on mobile and you've made one sale, or you've spent $2,000 and 
you've made one sale or two sales.

Whereas over here on desktop, you've spent a thousand dollars 
and you've made five or six sales. Well, you want to look at what 



those differences are and then adjust your ad group bidding 
accordingly. So in that case, you would decrease your target for 
mobile leads and then for desktop, depending on what type of ROI
and profit you're trying to get, maybe you leave your bidding the 
same, or maybe now you want to increase your bidding.

So you get a lot more traffic. So of course, as you increase your 
bidding, your ROI will decrease, but you will be able to get a lot 
more traffic and scale a lot more. So maybe your profit will 
actually increase. So you need to be paying attention to all of 
them. And really the value. The conversion value is king.

At the beginning, you kind of have to look at cost per lead because
you're not going to get a lot of conversions right away, but 
eventually you want to really be focusing on conversion value and
getting as much traffic as you can from those high value 
producing targets. And then minimizing traffic from targets that 
are not producing value for you.

So same thing as I was just kinda saying you'll exclude, you'll 
adjust things that are not working. So if you're targeting a 
placement and you've spent $30 on it and you haven't gotten a lead
and you're getting $10 leads somewhere else, well, maybe you just
want to pause that placement, worry about what's working, 
exclude what is not working and then adding new placements.

So this is huge. This is one of the most important things you're 
going to be doing. Even after that initial research is you want to 
keep adding new placements. Now, once you're running a 
campaign, you can use the system to help you with this. 



So. And if you go to placements 

and then you go up here to where ads showed, 

this will show you all of the channels that your ad showed up on 
it, unfortunately does not show you the specific videos that your 
ad was showing on.



That would be great if it did, but it doesn't. It just is going to show 
you the channels your ad is showing on, but that can still be very 
helpful. So if you have a keyword campaign that's running and it's 
doing pretty well, you can go in here, look at which channels your 
ads are showing on which channels are you getting leads and sales
from, and then go into those channels and see if you want to target
all of the videos in that channel, or just specific videos from that 
channel.

And then you add those to your placements campaign. Okay?! 

So this is kind of a cycle. So you're going to use the, where ads 
showed to find new placements - And then use placements to find 
new keywords. 

So I mentioned that earlier, you would look at the videos that are 
doing well for you and try to derive some keywords from the 
names of those videos.



Well, you would you'd pay attention to that too. On an ongoing 
basis. You'd look at which placements are doing well. Keep adding
new keywords to your keyword campaign. Okay.?!

And then as you get more keywords in your keyword campaign, 
and as more time passes, you'll see more and more channels under 
the, where ads showed section.

Some other things to do for optimization is 

* Increased budgets Of course. and Google will tell you whether 
or not your budget is enough. So if you have a budget that's not 
high enough and Google thinks that you should be getting more 
traffic, it'll tell you that your ads are limited by budget. So you can
go in and increase the budget.

I would do this pretty slowly. Don't go in and double your budget 
right away. You know, maybe increase it by five to 10% per day at
the most.



You can increase the * frequency cap.

I mentioned that earlier, if, if the campaign is doing well, but 
you're only showing people the video once per day, well maybe, 
maybe you increase that so now they might see the video twice per
day. 

You can * add locations. 

You can * Try custom intent campaigns. 

You can  * Try custom affinity campaigns. 

and you can * Try similar audience campaigns. 

Again, I wouldn't expect big things from these, but certainly worth
giving them a try if you're at the point where you're just, things are
going great.

You're trying to milk as much as you can out of YouTube.

And then you can also 

* Try a video search and discovery campaigns.

So I haven't talked about these at all since the beginning of the 
presentation, but it's certainly an another thing you'll you will get a
little bit of traffic from this, but don't spend any time on this until 
you've run out of things to do in your in-stream campaigns.



Here are the recap of things to try

The last thing I'll talk about is; 

* Advanced re-marketing campaigns.

So you can set up, uh, different campaigns depending on what 
people may have already done within your funnel. So maybe they;
* Viewed an ad, but they didn't visit your website. at that point. 
We know that they had at least some interest in our ad, depending 
on how well we were targeting them. Maybe we want to show 
them an ad again or show them a different ad and try to get them 
to come to the website for the first time.

For someone * Visited the opt in page, but they didn't opt in. 
again. We can show them the same ad again, and we can show 
them a different ad, try to get them to come to the site again, but 
actually to opt in this time.



Maybe they * Opted in, but they didn't view the webinar OR 
the sales page. There's another campaign we can run to target 
those people.  

And maybe they * Visited the sales page, but they have not 
purchased yet. We can target those people based on our re-
marketing list. 

So for all of these, we're targeting some lists and then we're 
excluding some other lists or we're excluding multiple lists, right?

That's how these all were the top three. These are all going to be 
lead generation. 

We're going to send these people to our opt-in page. So even if 
they've opted in already, but they didn't watch the webinar or seen 
the sales page And I wouldn't do that immediately. So for that 
particular instance, I would be excluding someone who opted in 



within the past 24 hours. But if they opted in more than a day ago 
and they haven't viewed the webinar or sales page yet, I want them
to opt in again, because now they can choose a new time for the 
webinar or sales page and hopefully watch it this time. 

This last one, you're going to be sending people back to the sales 
page. They've already been to the sales page once. We don't want 
to send them through the webinar / opt in again. We want to bring 
them back to the sales page and that is it. That's all. 

END Of Stage 1-2-01-10 
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