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Foreword By Gideon Shalwick, Veeroll Co-Founder
Imagine for a second what your business would be like if you were able to use the EXACT right
words in your ads that would instantly appeal to your target audience and get them to take massive
action?
Trust me… if you know how to influence people with words, you are a LONG way there toward
getting what you want out of life and out of business.
I once ran a quick ad to one of my businesses using Veeroll. The script took me about 5-10
minutes to write… and in the end, we managed to get more clicks than views for the campaign!

Of course, I did have some good targeting in place for the ad, but without a great video script, my
video certainly would not have produced so many clicks. But imagine how awesome it would be for
you to pump out amazing video script after another, and get amazing results for your own
campaigns too!
Since we started Veeroll, we noticed that one of the hardest things for our members to get right
was the script for their video ads. Hence this little mini course.
It’s a crash course in helping you create better scripts for your videos using our Facebook and
Youtube templates inside Veeroll. But not only that, it will also help you with creating much better
marketing messages for your business overall. For this report though, we’ll only focus on helping
you get awesome scripts produced specifically for the Veeroll video templates.
Once you know the formula, you can pump out amazing scripts one after the other, and improve
the effectiveness of your video ads by orders of magnitude… and massively increase the number
of clicks you get on your ads.
Words are powerful.
It can start wars. It can end wars. It can even send a man to moon! In our case though, we just
want to create awesome video ads :)
The more compelling your script, the more likely people will take action after watching your video!
And that’s exactly what we’ll help you do with this report…
Ok, let’s get into it…
Gideon Shalwick
Co-Founder, Veeroll.com
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Where To Start…
Writing video scripts can be extremely rewarding (both personally and financially) when you get
them right. Get them wrong though, and it may all seem like a big fat waste of time!
But where do you even start if you’ve never done anything like this before?
If you wanted to, you *could* just start with the formula I’ll be explaining inside this report. In fact,
here it is…
•

AIDCA

… which is short for Attention, Interest, Desire, Conviction and Action.
If you already understand what each of the 5 ingredients means, you could probably already create
a pretty good video script.
But this report is not about creating pretty good scripts.
It’s about creating ABSOLUTELY EXCELLENT video scripts to help you finally get the traffic you
deserve for your business!
In the right hands, the above little formula could truly lift the effectiveness of your video ad scripts
to heights you’ve never seen before!
But there’s some leg work to be done before that little video script formula can help you get the
clicks from your target audience.
There are 7 easy steps to follow that will help you create the BEST video ad scripts you’ll ever
create. Here they are…
•
•
•
•
•
•
•

Step 1: Define Your Target Audience
Step 2: Get Clear On The Problem Of Your Target Audience
Step 3: Find Out What Videos They Are Watching
Step 4: Define Your Solution That Solves This Same Problem
Step 5: Get Clear On The Unique Selling Proposition Of Your Solution
Step 6: Define Where You Want To Send Traffic
Step 7: Write The Script For Your Video Ad

It’s only at step 7 that you’ll need the little video script formula mentioned earlier. The steps before
that will help you INCREDIBLY to create a much more powerful script for your video ad.
TIP: For each new campaign, I open up a simple text document editor and create the
above headings, and quickly fill out the details for each one of them. Doing it this way
helps you focus your attention, and also helps you keep all the important setup
information for your campaign in one place.

Ok, let’s now get into each of the above 7 steps, and show you how fast and easy you can create
these powerful little video ad scripts in no time!
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Step 1: Define Your Target Audience
The very first question you should ask when creating a new video ad is…
WHO?
That is… WHO EXACTLY will you be targeting for your video ad?
This question drives EVERYTHING else for helping you create compelling video ad scripts. Get
this wrong, and nothing else really matters.
The better you can know and understand your target audience, the easier it will be for you to go
through the rest of the steps.
It pays in “interest” to spend more time on this first step to make sure you’re crystal clear on who it
is you want to target.
Common questions to help you figure out who your target audience is exactly, include…
•
•
•
•
•
•
•
•
•
•
•

What kind of person is it?
Is it a business person in a particular industry?
Is it a non-business person in a particular niche?
Are they male or female?
Where do they live?
What language do they speak?
What kind of conversation is already going on their head?
What kind of income do they have?
What are their online habits?
What kind of friends do they have?
Etc…

For some campaigns you’ll need to do more research than others to get a very clear understanding
of who you’re trying to target.
All right… once you’re clear on who you’re targeting for your campaign, we’re ready to move onto
the next step…

Step 2: Get Clear On The Problem Of Your Target Audience
Next up, get clear on what exactly the problem your target audience is experiencing right now, that
you can help them solve.
Of course this needs to relate back to your product or service that will eventually be the solution to
their problem. But for now, think from the point of view of your target audience (the kind of person
you defined in step 1). How might they describe the problem they are having to their best friend?
To help you get in the shoes of your target audience… image them lying in bed at night, thinking
about this really annoying and painful problem that they are trying to solve.
This problem is so bad, they can’t actually get to sleep - it’s constantly eating away at them, and
they wish they could find an instant solution to this really annoying and painful problem.
They might even be dreaming about having a magic wand they could just use to instantly get rid of
this ugly problem!
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You may find that there are multiple problems that your business or product or service may be able
to solve for the same group of people. List them all here, and then prioritise them in the order of
greatest problem, to smallest problem (from the point of view of your target audience of course!).
This step is another CRUCIAL step to make sure you create an effective video ad script. Step 1
helps you find the RIGHT PEOPLE to target. While Step 2 helps you find the RIGHT PROBLEM to
solve for these people. Get any of these two wrong, and nothing else will help you improve the
effectiveness of your ads!
If you can get these two first steps right, you’ve done most of the hard work, and you’re about 80%
towards creating a very compelling video ad that WILL convert!
Let’s move on…

Step 3: Find Out Where Your Target Audience Is Hanging Out
Next up, once you know who you’re targeting, and what problem they’re trying to solve, you need
to figure out (roughly) what your target audience may be searching for on YouTube to try and solve
this very same problem.
Or, if you’re using our Facebook Ads you’ll want to think of which other business pages they have
“liked”, and what their specific interests are.
Once again, put yourself in the shoes of someone in your target audience, and imagine what they
might type into the YouTube search box or what kind of content they want to engage with on
Facebook or Instagram.
For more info on how to niche down your target audience you can check this blog post:
http://blog.veeroll.com/how-to-target-your-audience/

Step 4: Define Your Solution That Solves This Same Problem
Now you’re ready to bring your product or service (your solution) into the mix. But be careful here
though. You don’t actually want to describe your product or service for this part.
Instead, describe the solution that your product or service delivers to your target customer… and
talk in terms of emotional benefits that your solution brings to your customers. Not just features.
See the difference?
One is from YOUR point of view… and the other is from the point of view of your target audience.
It’s a CRUCIAL distinction!

Step 5: Get Clear On Your Unique Selling Proposition
Defining your solution in terms that will appeal to your target audience is one thing, but it’s not quite
enough… especially in such a crowded marketplace where it’s very common to have other similar
products and services available to your target market.
So to help you stand out, you need a unique angle. Or more specifically, a Unique Selling
Proposition (USP)!
For this part, figure out what makes your solution special or unique… especially from the point of
view of your customer (not your point of view)!
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Your USP will come in handy later when you start using the formula… so make sure you get crystal
clear on this part as well before moving on…

Step 6: Define Where You Want To Send Traffic
This is the easiest part of the whole process - simply list where you’d like to send your traffic. This
will be used later for the final line of your video ad script - the call to action (CTA).
You could send people to any page, as long as it’s compliant with Facebook and Adwords policies.
For example, you could send people to any of these…
•
•
•
•
•

A YouTube video…
A YouTube channel…
A sales page…
A squeeze page…
A Facebook page…

…you get the idea!

Step 7: Write The Script For Your Video Ad
Finally, you’re ready to start writing your script!
If you did a good job with the first 6 steps, this part should come very easy and natural for you.
Let’s first look at the formula…
The formula is based on the age old selling formal of AIDCA (Attention, Interest, Desire,
Conviction, Action). I’ve modified it slightly so it fits in better with the nature and structure of video
ads.
Each part of the formula should take no longer than 5 seconds to convey your message. And in
fact, that’s exactly how we’ve setup the templates inside Veeroll too!
Here is the formula again…
•
•
•
•
•

Attention
Interest
Desire
Conviction
Action

Let’s go into more detail now as each of these apply to video ads specifically. As you go through
the formula, keep in mind the information you will have already gathered in the previous 6 steps.
They are designed to help you figure out exactly what to use for each part of the formula.

Attention: Grab Their Attention In The First 5 Seconds
One of the best ways to grab people’s attention in the first 5 seconds of your video, is to hone in on
the exact pain point or problem that your target audience is experiencing.
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When you get this right, you’ll have what is known as “Audience To Problem Match”. In other
words… you will have targeted THE RIGHT AUDIENCE, and you will have identified THE RIGHT
PROBLEM that they are truly struggling with.
When you get a true “Audience To Problem Match”, you’ll have a MUCH higher chance of people
watching past the first five seconds instead of clicking on the “skip” button.
An easy way to tell whether you got this right, is to look at the watch time graph of your video. In
general, ads normally have a sharp drop off after the first five seconds. But you should be able to
reduce the drop off when you get true “Audience To Problem Match”!

Interest: Build Interest By Hinting At Your Solution
Once you’ve got the attention of your viewer, your next challenge is to KEEP their attention!
One of the best ways we’ve found to achieve this, is to create a massive open loop, intrigue or
interest!
Remember, you only have 5 seconds here again to get people engaged. The idea is to peak the
interest of the viewer, and get them to WANT to watch the rest of your video ad… instead of
clicking on that pesky “skip” button!
One way to do this, is to give people a “hint” about your amazing solution. What you’re looking to
achieve here, is to get what’s known as “Problem To Solution Match”.
In other words, getting your viewer to realise that you actually have a practical solution to their
exact problem. You need to make sure you are targeting THE RIGHT PROBLEM to solve, and
secondly, that you have THE RIGHT SOLUTION to completely solve this problem.
This part is probably the hardest to get right from a script writing perspective. But you’ll see how it
works during our example soon…
The bottom line, is that you want to keep people’s attention by drawing them into the rest of your
video ad, and create a mental state in your viewer to WANT to completely watch the whole video
ad!

Desire: Create Desire By Selling The Main Benefit Of Your Solution
For the next five seconds, your job is to “sell” your solution a bit more using the main benefit of
your product. You need to convince your viewer WHY your solution is so amazing compared to
everything else out there.
This is where your Unique Selling Proposition (USP) comes in.
With one simple statement about your USP, you can get people excited about your solution and
positioning your solution (and the ONLY solution) to their specific problem.

Conviction: Apply A Psychological Trigger
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Next, apply a powerful psychological “Trigger” to get people ready to take action during the CTA at
the end. This is based on the 6 psychological “triggers” that Dr Robert Cialdini talks about in his
amazing book “Influence”. It’s MUST READ recommended reading by the way!!!
Cialdini talks about 6 triggers to influence people to take action. These are:
1.
2.
3.
4.
5.
6.

Reciprocity
Commitment (and Consistency)
Social Proof
Liking
Authority
Scarcity

Out of these 6, I normally use Social Proof and Scarcity the most. Since you only have 5 seconds,
you can only select one of these for your ad.
Let’s quickly go through each of these to make sure you understand how to use them for your
video ad script…
1. Reciprocity
The “Law Of Reciprocity” kicks in whenever something is given to someone else unexpectedly. The
receiving person then feels “obliged” to “reciprocate”… that is, to want to give something back in
return.
Often, sales people take advantage of this law, and might buy you a coffee or a meal while
presenting their pitch to you. If they’re paying for your meal, you may feel some obligation to at
least listen, and even accept their proposal - even if you’re not all that interested in it!
The way you can use it for your video ad script, is to mention something for free that you’re giving
away. Like a report, a video, some software… or whatever you think will appeal to your target
audience.
So, it’s not quite fully using the law of reciprocity, because technically the free gift has to be given
first before the law kicks in.
But for the purpose of these video ad scripts, this will do :)
2. Commitment (and Consistency)
This is an interesting one…
The premise is that people normally act consistently with whatever commitments they’ve made.
For example, when you commit to a certain cause by signing a petition, you are so much more
likely to take actions in support of that cause as well!
Sales people often use this by getting you to say “yes” to a range of smaller commitments, before
asking you to take action on a much bigger commitment.
The way to use it for your video ad script, is to look for things that people in your target audience
have already committed to, and then mentioning that and using that in your video script to get them
to take a “consistent action” by clicking on your ad in the next part of the script… the call to action!
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3. Social Proof
Personally, social proof is my second favourite out of all 6 triggers. The premise here is that, in
general, people first want to see whether their peers have taken action before they take action on a
particular thing as well. Sub-consciously, most people believe that there is safety in numbers. And
therefor look for proof of that first before they take action.
There are at least 2 ways in which you can use the social proof trigger…
1. By mentioning the number of other people who have already taken action - the higher the
number, the better of course!
2. Or by simply using a testimonial from one of your customers that represent your target
audience.
Both of these can work amazingly well for getting people to take action at the end of your ad!
4. Liking
As you know, people like doing business with other people they LIKE, know and trust. That’s what
this trigger is all about. If you can get your target audience to instantly LIKE you… you’ve gone a
long way to get them to take action on your video ad.
I find this one the hardest to use though, because you have so little time to build a relationship with
your audience. 20-30 is hardly enough to get anyone to like you all that much really!
I haven’t tried it yet, but you *could* try using humour quite effectively for “triggering” people to like
you, or to grow some kind of affinity with your video ad.
But humour can also be very tricky to get right. So unless you really ARE good with humour, I
suggest you don’t try it! Or if you do try it, start with a smaller test first :)
Luckily there are two more triggers to choose from…
5. Authority
People naturally trust other people in a position of authority. Or even if they don’t trust that person
in authority, they may still do what they’re being told to do by the authority!
Many fascinating psychological experiments have been run to prove this (actually on all the
triggers, but I found the experiments for this one most interesting!).
If you’re interested in more depth for this, I recommend you get yourself a copy of Robert Cialdini’s
Influence!
The way you can use this inside your video ad, is to get some kind of an endorsement from a
recognised authority, expert or celebrity in your area of business. This would activate the
“Authority” trigger and move people to action during your call to action without any trouble.
6. Scarcity
Finally, my favourite trigger! And the reason that it’s my favourite is because it works so well!
Out of ALL the triggers, I’ve seen the “Scarcity” trigger perform the best.
The scarcity trigger gets activated as soon as there is a perceived lack of a wanted resource.
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For example, think back to whenever you had to meet an important deadline. As you approached
the deadline, and the remaining time became more “scarce”, you probably noticed that you were
taking more ACTION to meet the deadline.
Scarcity comes in many forms of course…
•
•
•
•
•

Time
Resources
Product units available
Spots available in a training course
Etc

The key thing is that it’s a wanted or desired, but limited, resource as perceived by your target
audience.
The way to use it inside your video ad script, is to briefly mention any limit or lack related to your
offer, and that people will be missing out unless they take action immediately.
Of course, please do NOT falsely manufacture scarcity (or any of the other triggers) - that will
ALWAYS backfire back to you in some way!
--All right… those are all 6 of the triggers. As I said earlier, I mostly use the social proof or scarcity
triggers inside my video ad scripts, and the work VERY effectively.
Alternatively, if it does not make sense for you to use a trigger inside you video ad script, feel free
to to extend on your USP or mention another strong benefit of your solution for this part.
In a moment I will show you the script for an ad that got a 144% click through rate. Part of it was
getting the targeting right. But the other part was getting the script JUST right!
Let’s move onto the final part of the formula…

Action: Call Your Viewer To Action
Finally… the only thing left is to call your viewers to take a specific action. This is by FAR the
easiest part of the script.
Your aim for this part, is to simply ask people to click on your ad.
That’s it!
If you’ve done a good job with the other parts of the formula, people will naturally WANT to take
action. And all you have to do, is tell them what to do!
Let’s now have a look at a quick example, to show you how fast and easy you can create these
little video scripts…

A Detailed Case Study
For our example, let’s have a look at one of my other businesses that I recently ran a Youtube ad
for… Splasheo.com.
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As some background, for this ad, I wanted to promote our flagship product, video intros - short
animations of company and product logos that can be used inside people’s videos to spice them
up a bit.
This particular ad fetched a healthy 144% click through rate for some targeting groups (as
measured as clicks over views), and managed to get me some extremely low cost traffic to my site.
Here are the steps I went through…

Step 1: Define Your Target Audience
Business owners who are currently editing their own videos. In other words, they do not use an
external company to create and edit videos for them. They like doing it themselves either because
of cost constraints or because they love the creativity of it.
These people are not professional video editors, but they are looking for an easy way to make their
videos look great.
They are already looking for an intro online, but can’t find a nice solution that looks professional
enough and at the right price.

Step 2: Get Clear On The Problem Of Your Target Audience
They want their videos to look professional, but they can’t afford to hire an expensive video editing
team, and they don’t have the expertise themselves to create something professional looking. They
wish they could just wave a magic wand and magically make a beautiful video intro appear that
they can then use inside their videos.

Step 3: Find Out Where Your Target Audience is Hanging Out
In this case (as it was a Youtube Campaign) I asked myself… which videos they could be watching
on Youtube?
Well, they are likely watching videos related to “video intro animations” or just “video intros”. And
they are searching for either free solutions, or simple software that can help them create
professional looking intros fast and easy and at a cost they can afford.
Terms they might use when searching for this on YouTube include:
•
•
•
•
•
•

video intro
video intro tutorial
video intro software
logo animation
logo animation software
etc

12 of 15

Step 4: Define Your Solution That Solves This Same Problem
Get a professional video intro created for you. All you have to do, is select from a range of
templates, and then upload your logo, and then everything else gets done for you.

Step 5: Get Clear On The Unique Selling Proposition
No video editing required, whatsoever!

Step 6: Define Where You Want To Send Traffic
To the product page for Splasheo. In this case it’s www.splasheo.com/products where people can
make their selection and purchase their intro.

Step 7: Write The Script For Your Video Ad
And here is the script for this video ad…
•
•
•
•
•

Attention: Need A New Intro For Your Video?
Interest: There’s A REALLY Easy Way To Do It Now…
Desire: All You Need Is Your Logo Image…
Conviction: The Rest Gets Taken Care Of For You…
Action: Click The Button Now To Get Yours TODAY!

You can watch the video ad here to see what it came out as:
•

https://www.youtube.com/watch?v=ACDFPYneUsg

Note for this example, we followed the formula relatively closely. The main deviation was with the
trigger. For this particular video ad, we decided not to use a trigger, but to instead expand on the
USP of the product.
If we were running a limited time promotion, we might have modified the script by using a very
strong scarcity trigger in the second last line. Like this…
•
•
•
•
•

Attention: Need A New Intro For Your Video?
Interest: There’s A REALLY Easy Way To Do It Now…
Desire: All You Need Is Your Logo Image…
Conviction: 50% Discount For The Next 24 Hrs Only!
Action: Click The Button Now To Get Yours TODAY!

BOOM!
How easy was that!
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Final Thoughts…
That’s the whole method, formula and case study in a nutshell!
Trust me when I say that MANY books have been written on this topic, and many, many courses
have been created to help business owners get their messaging right.
What we’ve done here, is condensed a bunch of knowledge and honed it into writing a few lines of
text of 40 characters each. And the challenge is to do it so well, that people can’t resit to click on
your ad and visit your website!
You will find that our video templates have different options (some have more lines than others),
and this also depends on the platform (Facebook or Youtube). The AIDCA formula works like a
charm, but of course you don’t always have to follow it to a T.
Get creative with how you implement these different triggers!
In the Appendix, I’ve listed a few of the books I consider as MUST READ material if you’re truly
serious about creating SUPER effective video advertising.
But still the BEST way to learn, is through taking action and repetition. So, I recommend you go
and create your first video ad script right away, get it created by Veeroll, then submit it Adwords or
Facebook, and see what happens.
To get started with testing, you don’t have to spend much money to see how effective your ads are.
This way, you can learn extremely fast about what works in your industry and what does not - and
in no time become a total Video Ad Script Writing JEDI!!!
I greatly look forward to seeing your amazing video ads totally CRUSH it on YouTube and
Facebook, and sending you endless amounts of awesomely qualified traffic that converts into
sales.
Here’s to your video ad success!
Gideon Shalwick
Co-Founder, Veeroll.com
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Recommended Reading
Here’s a list of some INCREDIBLE books that will not only help you write better video scripts, but it
will also help you become a MUCH better business person! Seriously, the following books are
worth their weight in GOLD… and I would even say… priceless!
Get them. Read them. Become awesome. Nuff said.
•
•
•
•
•

Influence - The Psychology Of Persuasion - by Robert Cialdini
Breakthrough Advertising - by Eugene Schwartz
Scientific Advertising - by Claude Hopkins
Tested Advertising Methods - by John Caples
Ogilvy On Advertising - by David Ogilvy
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