Let the Video Do the Se\ling

TARGET ‘?‘ REPORT c TIMEFRAI\iIE
Conv. Rate ad Orders 45 min

& DiRECTIONS € INGREDIENTS

AVSL page uses a single persuasive video to sell your product. Page Views
Instead of long-form sales copy, the video does the heavy lifting — Products
presenting the problem, building desire, and delivering the offer. The Custom Fields
page is minimal by design. Video first, buy button second.

Use VSLs when your offer needs storytelling, demonstration, or PREREQUISITES
emotional proof. Video builds trust and urgency faster than text. They 500+ Visitors
work best for high-ticket offers and warm audiences who need 20+ Purchases
convincing before they click buy.

Your biggest conversion lever is watch time. If prospects leave before VARIATIONS
your pitch, nothing else matters. Hook them in the first 30 seconds —

. Slide Deck VSL
or lose the sale entirely.

Talking Head
Webinar Replay

PERFORMANCE CALCULATION METRIC TARGET

Determine Your Conversion Rate 2~5%

) /wa+ch/ul+ima+e~sgs+em 3,200
Track everyone who lands on your VSL page. This is the top of your video sales path.

o Ultimate Sﬂsfem - Full Access 128

E Track completed purchases of the product tied to this VSL. Includes buyers who went through
the order form.

e == Customers + Visitors U0%



SALES FUNNEL VSL PAGE

Breakdown Your Conversion Rate

4 ways to segment your VSL traffic and find where viewers bail before buying.

4 TRAFFIC SOURCE

[ CHANNEL | UTM SOURCE | REFERRER

Compare conversion rates across channels.
Warm sources like email and retargeting will
convert higher than cold ads.

DOUBLE DOWN ON WARM TRAFFIC
Shift budget to channels with the highest

VSL-to-purchase rate. Cut or rework
underperformers.

AUDIENCE TEMPERATURE

m NEW VS RETURNING | EMAIL SUBSCRIBER | PAST BUYER

Cold prospects need more convincing. Segment
by visitor history to see if your VSL converts all
temperature levels — or just one.

MATCH VIDEO TO AWARENESS
Cold traffic may need a longer VSL. Warm

leads convert faster with a shorter pitch. Test
both.

SEGMENT OPTIMIZATION EXAMPLE

Traffic Source Optimization

Email List
Tacebook Ads
YouTube Ads

orﬁanic Search

DEVICE TYPE

[ DESKTOP | MOBILE | TABLET

VSLs often underperform on mobile — autoplay
restrictions, small screens, and shorter
attention spans widen the gap.

FIX THE MOBILE EXPERIENCE
If mobile lags desktop by 50%#+, test a shorter

video or text-based page for mobile traffic.

m AD CREATIVE

n UTM CONTENT | UTM CAMPAIGN | AD VARIATION

Different ads attract different buyers. If one ad
sends high volume but low conversions, the
problem isn't the VSL — it's the ad's promise.

ALIGN AD AND VSL MESSAGING
Match the ad's hook to the VSL's opening.

Mismatched expectations kill conversion
rates.

FOCUS SEGMENT
Channel
800 56 1.0%
4400 ua 3.0%
600 24 U4.0%
Yoo 6 1.5%



SALES FUNNEL VSL PAGE

Optimize Your VSL Page

Your page has one job: get them to watch and click. Remove everything else.

n Your Attention Getting Headline

Your sub-headline that clarifies your main promise

VIDEO

B Yes! Get Instant Access

No Thanks, | don't need this right now.

n Trusted by these other amazing people!

HEADLINE
A\ SET EXPECTATIONS BEFORE THEY HIT PLAY

Your headline tells visitors what the video is
about and why they should watch. Don't be
clever — be clear. State the outcome they'll get.
A confused visitor won't press play, and an
unplayed video can't sell anything.

CTABUTTON
A\ ONE BUTTON, ONE ACTION, PERFECT TIMING

Hide the CTA until your pitch is complete —
around 60-80% through the video. A premature
button distracts. A delayed button builds
anticipation. Use action-specific text: "Get
Instant Access" beats "Click Here."

VIDEO HOOK
A\ WIN OR LOSE IN THE FIRST 30 SECONDS

Open with a bold claim or a question tied to
their biggest pain. If the first 30 seconds don't
hook them, they'll never see your offer.
Structure: hook - problem - agitate > solution
> offer » CTA.

TRUST SIGNALS
A\ REDUCE RISK BELOW THE FOLD

Add testimonials, logos, or guarantee badges
below the video. Prospects who watch the full
VSL and scroll to the CTA are close to buying.
Trust signals at this point overcome last-second
hesitation.



SALES FUNNEL VSL PAGE

How to Optimize VSL Pages

for your Business

Tailor your video sales strategy to your business model and audience.

i.g COACHES
9 TELL TRANSFORMATION STORIES ON CAMERA

Your face is your brand. Use the VSL to walk
through a client transformation — the struggle,
the turning point, the result. Coaches sell belief
in a better outcome. Video is the fastest way to
build that. Keep it under 20 minutes. One
problem, one solution, one offer.

E-COMMERCE
@ DEMO THE PRODUCT SOLVING A REAL PROBLEM

Show the product in action. Unboxing, before-
and-after, or side-by-side comparisons work
best. Keep VSLs under 5 minutes for physical
products — attention spans are shorter here.
Add urgency with limited stock or time-sensitive
pricing. One product, one CTA.

m B2B & SAAS
@ LEAD WITH THE PAIN, SHOW THE PRODUCT

Open with the business problem your prospects
face daily. Then show your product solving it —
live screen recordings beat slides every time.
Include a specific ROl stat or case study. B2B
buyers want proof, not hype. Keep it under 10
minutes and offer a demo as the CTA.

'j CREATORS
P aud @ LETYOUR PERSONALITY CLOSE THE DEAL

Your audience already knows your voice. The
VSL should feel like your best content — not a
pitch. Use your natural delivery. Show behind-
the-scenes or exclusive previews of what they're
buying. Authenticity converts better than polish
for creator audiences.

COURSE CREATORS
[ TEACH A MICRO-LESSON THAT PROVES YOUR METHOD

Give away one actionable insight in the VSL.
Prove your teaching style delivers. If they get a
quick win from the free video, they'll trust the
paid course for more. Structure: problem >
quick win > "imagine what the full course
does." This is your audition.

4 PROFESSIONAL SERVICES
4

? BUILD AUTHORITY WITH A CASE STUDY WALKTHROUGH

Walk through a real client engagement step by
step. Anonymize names if needed but keep the
numbers real. Show your process and the
measurable result. Your VSL should feel like a
free consultation — not a commercial. Position
yourself as the expert they need to hire.



