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7 steps to turn video content into
qualified leads and booked appointments.

A practical guide for service-based businesses that want video to do more than look
good - they want it to help create real business opportunities.
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THE BIG IDEA

Beautiful video is not the same as
effective video.

The goal is not simply to post more. The goal is to connect a clear offer to the right audience, with a
strong message and a follow-up system that moves people toward action.

THE SIMPLE PATH

@ - - @ - @ - @ - FOIIOW-Up - App0intlnent

Use this guide as a quick self-audit.

If one of these seven pieces is weak, it can reduce the performance of everything after it. Fix the weakest point first,
then test and improve.

G Start with the offer e Build the system

What problem are you solving, for whom, and Your video, ad, landing experience, CRM and
why should they act now? follow-up should work together.
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STEP1+2

Step 1: Clarify the Offer
Step 2: Define the Audience

Your video should not have to explain a complicated business model. A stranger should quickly
understand the problem you solve and the result you help create.

G A clear high-value offer

Lead with the result your customer wants, not the production deliverable. Instead of selling “three videos,”
connect the video to a business objective: generate inquiries, book consultations, explain a premium service, or
convert more qualified prospects.

a A specific customer and problem

Choose an audience that shares a similar buying journey. For Wolf Media’s new agency model, that can include
local high-ticket service businesses that depend on leads, consultations or booked appointments.

QUICK CHECK

] Can someone understand your offer in one sentence?
] Is the result more important than the deliverable?
] Do you know the specific problem your buyer is trying to solve?

] Is there a clear reason to take the next step?
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STEP 3 +4

Step 3: Create the Hook
Step 4: Simplify the Ad

A strong video ad earns the next few seconds. It should quickly show the viewer why the message
matters to them.

e A strong video hook

Open with the customer’s problem, desire, misconception, question, or a specific promise you can support.
Avoid long logo animations and generic introductions. The first seconds should make the right person think:
“This is for me.”

° A simple video ad

One ad should usually communicate one main idea. Keep the structure simple: Hook - Problem - Solution -
Proof — Offer - Call to Action. Remove anything that makes the viewer work to understand the message.

SIMPLE SCRIPT FRAMEWORK

“If you're [WHO] and you’re struggling with [PROBLEM], here’s how [SOLUTION / MECHANISM] can help
you [DESIRED OUTCOME]. [PROOF]. If you want to learn more, [CTA].”
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SIIERISERE

Step 5: One Clear CTA
Step 6: Fast Follow-Up

Attention without a next step is wasted. Leads also lose value quickly when nobody responds or the
follow-up process is inconsistent.

e One clear call to action

Decide what you want the viewer to do: book a strategy call, request a quote, claim an offer, schedule a
consultation, or download a guide. Avoid multiple competing actions in the same ad.

e Fast, organized follow-up

Use a CRM to capture the lead, assign a status, trigger immediate communication, and make sure a human
follow-up happens. Automation should support the sales process — not replace the relationship.

A BASIC FOLLOW-UP FLOW

@ Lead submits form

@ Instant confirmation

@® CRM record created

@ call/text/ email follow-up
o

Appointment booked
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STEP 7

Track What Happens
After the Click

The most useful marketing question is not “Did the video get views?” It is “Did the campaign move the
right people toward becoming customers?”

Cost per Lead How much ad spend it takes to generate a lead.
Booked Calls How many leads take the next meaningful step.
Show-Up Rate How many booked prospects actually attend.

Close Rate How many sales conversations become clients.

Customer Acquisition Cost Total acquisition spend divided by new customers.
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How Ready Is
Your Business?

Give yourself one point for each statement you can confidently answer YES to.

1. My offeris simple and easy to understand.

2. 1 know exactly who the campaign is trying to reach.

3. My video opens with a strong customer-focused hook.

4. My ad communicates one clear message.

5. There is one obvious call to action.

6. My leads go into a CRM and receive fast follow-up.

7. |track leads, booked calls, sales and acquisition cost.

Want help building the full system?

Wolf Media Studio combines strategy, professional video production and paid advertising to help
service-based businesses turn attention into qualified opportunities.

BOOK A STRATEGY CALL
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