


They say hindsight is 20/20 and all that, but 
there’s no reason we can’t use that perfect 
backwards vision to look ahead – especially when 
it comes to making successful ads! 
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2022 has been a huge success for Strikepoint 
Media both “on and off the court” so to speak 
… We’ve celebrated some huge wins for the 
company and even bigger wins for our people.

But ultimately, we pride ourselves on being among 
the best lead gen service providers in the industry. 
And our conversions prove it!

These are some of the powerful ads and media 
buying lessons behind those conversions, with a 
quick summary of how you can utilize the same 
approach in your own marketing. 
 

LOOK BACK AD IT!

LOOK BACK  
AD IT!
2022’S Most Successful 
Campaigns



STILL KING! EMAIL MARKETING AT ITS FINEST

If you think email marketing is dead, it’s time to 
wake up or retire, because all you’re doing by 
ignoring email marketing is hurting your business. 
 
This email is a perfect example.

Then it talks about a mystery trader who’s been 
helping investors for a decade, followed by a 
string of winners and a big bold statement – no 
losers!

And the icing on the cake? “He’s got a higher win 
rate than Warren Buffett, Carl Icahn, and Mark 
Cuban.”

Anyone reading til then has to know who this guy 
is, so they click and go to this page:

Simple page with a simple concept – continuing 
the story that this mystery man is a winner.

The headline says a reclusive multi-millionaire 
trader, and reveals his massive winning 
strategy. So it continues the story from the email 
seamlessly.

Anyone who clicked through is highly likely to 
watch the video and take action. That’s proven by 
the 114% ROAS over the life of this one email.

Moral of the story? Sell the click in your email, not 
the offer.

It’s nothing complicated.

There are no graphics or gifs or high production 
values, yet this email has steadily delivered a 114% 
ROAS in the 4 months it’s been running (144% in 
October!).

So what makes it so effective?

Simple. It tells a story, offers lots of proof, and 
provides intrigue. 
 
The lead opens with a jarring statement about 
losing their retirement funds, which is a scary 
thought for anyone and hooks the reader.
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http://8b13e336bc9421589762-bb9c014e50de580fb15704df5fba7fe7.r67.cf2.rackcdn.com/Investing%20Daily_Investing%20Daily%20-%20VT%20Perfect_%20DedEmailV1.html
https://www2.investingdaily.com/vlp-vt-perfect-ex/
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Spy Briefing is always one of our favorite clients 
to work with for a number of reasons. Key among 
those is that Jason Hanson is just comfortable 
on camera, so his ads always come across as 
‘genuine’ for the most part.

That’s why, even in a pink t-shirt and cargo pants, 
this specific ad produced a 57% improvement in 
CPA costs from the average CPA produced by the 
rest of the campaign.

The ad opens our guru, Jason Hanson, 
introducing himself and immediately mentioning 
that he is a former CIA officer, instantly giving the 
ad credibility.

[CLASSIFIED] Spy Briefing’s Secret 
To 57% CPA Improvement  

Then at about the :04 mark, he demonstrates a 
simple self-defense move that has saved lives and 
that anyone can do, regardless of age, strength or 
size. 
 
So from the beginning, the viewer is being given 
something with demonstrated value from a 
credible source. After showing the move, Jason 
teases that he wants to give the viewer more, 
before establishing even more credibility, stating 
that he’s been on Fox news, Shark Tank, and other 
known platform doing this. The product (the book) 
isn’t even shown until 45 seconds in, but by that 
point, if the viewer found the demonstrated move/
tip valuable, they’ll be interested in receiving more 
– especially since it’s free. 

Jason also immediately follows by saying all you 
have to do is click to get it, while a graphic stating 
the book is free pops up beside him.

So what can we learn from this ad?

Perfect is the enemy of ‘good enough!’ 
 
While most of the ad sets in this campaign did 
well, the majority of them are polished and 
produced. Meanwhile, this ad was filmed with an 
iPhone on the side of a building. There are no 
filters or special effects, and the only graphics are 
clips of Jason for credibility and to remind viewers 
the book is free.

https://www.youtube.com/watch?v=LO7TYEYDGRg&t=51s


Don’t worry about being perfect in 2023, just 
create ads that provide value to your viewers, and 
don’t hesitate to use your credibility and authority 
if you’ve got it! 

But keep in mind, that’s only part of the process. 
 
Lessons from our Media Buying Team:

Optimizing around ROAS on a single funnel and 
account isn't viable. 

It's much better to look at the bigger picture and 
find targets like 60 day LTV and MER (marketing 
efficiency ratio) across all your paid media so that 
you can optimize around where you’re getting the 
most benefit.

So in the example on page 3, 114% ROAS is stellar! 
But we’re not ignoring our other platforms and 
relying solely on that one email.

The same campaign still runs across various 
paid media platforms and continues to produce 
great results everywhere, but in terms of costs 
and conversions, email is the #1 focus due to the 
return on investment.

The key is being flexible.

Platforms, regulations, and trends are always 
changing. 

If you aren't constantly testing and questioning 
your own approach, you aren't doing your best as 
a media buyer.

That could mean how builds are structured, 
audiences you’re targeting, or even the platforms 
and creative styles. 

Lead generation is dynamic, and what worked 
yesterday may not work tomorrow, or it may work 
for a few weeks or even a year before falling off.

But as long as you’re monitoring, testing, and 
improving everywhere you can, you’ll never be 
caught off guard.

And that’s the key to successful lead gen in 2023 
for your business!
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Paradigm is no stranger to the C2C Report, so it’s 
no surprise to see the Charles Payne Unstoppable 
Prosperity campaign featured here in an end of 
the year review. 

It may seem like we’re always harping on Charles 
and his offers, and that’s because we are, but it’s 
always something different. 

Because we’re always testing new opportunities 
(hint hint) for the offer, and that includes playing 
with design elements to improve conversion rates, 
like we explore in this case study.
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First, let’s start with the old variant of the landing 
page.

This page was converting at a solid 21.22% 
conversion rate. Not too shabby at all, but we’re 
always looking to optimize and improve for our 
clients.

That’s how we got to Variant R.

CASE STUDY

CASE STUDY

Simple Design Changes For 
20% CVR Improvement

https://www.paynesmasterclass.com/options/l.html


We then created Variant T to A/B test headlines.

There’s a difference in colors on the form, but 
the main difference is in the messaging of the 
headline. Instead of greed (trade like a pro) we 
tested a fear/scarcity approach, using a headline 
of “use options to hedge your portfolio against 
market losses.”

The result? Variant T saw a 23.91% CVR, better 
than the old variant, but not quite as effective as 
Variant R. Once we realized that, we stuck with 
our winner, Variant R.

Big takeaway: design matters. In English, people 
read left to right, top to bottom. Use that to your 
advantage and see how the change in the way 
they visually digest your marketing translates to 
conversions. Once you know if design improves 
results, then test your copy.

You can see the two pages look completely 
different, even though it’s the same offer on both. 
But by redesigning the ‘above the fold’ section 
(everything you see on your screen before 
scrolling) we saw a 20% improvement in CVR.

When you clicked the CTA on the old variant, 
a lead form would pop up on the screen for 
viewers to opt into the offer. But for Variant R., we 
eliminated the extra click and just added the form 
to the top of the fold and included a video on the 
left side of the screen.

We also changed the headline from “The power 
of options” with a subhead of “the simplest way to 
trade options” to “Learn how to trade options like 
a pro.” 

Given Charles’ reputation and branding, this led 
to a 35% CVR right out of the gate, which would 
have been a 50% improvement in CVR. But as we 
scaled and numbers plateaued, we were still very 
happy to see the sustained 21.22% improvement 
hold strong!

But did we stop there? You know we didn’t! 
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If you need help, as always, that’s 
what we’re here for – just email 
charlie@strikepointmedia.com  
and we can handle it for you :) 

https://www.paynesmasterclass.com/options/r.html
https://www.paynesmasterclass.com/options/t.html
mailto:charlie%40strikepointmedia.com?subject=
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Fun fact: there’s a brand new tool you can use 
(for free!) that lets you watch what any business 
is doing across Google Search, Display, and 
YouTube.

Seriously, this is such an incredible tool, it can 
give you all the new ideas and new ad angles you 
need to create endless opportunities in 2023.

It’s Google’s Ad Library!

Here’s how it works:

First start by searching a company’s name on 
Google SEARCH…

Then, once you see an ad from that company, 
click on the small arrow next to the ad

You’ll see a pop up appear like this 

Click on "See more ads by this advertiser" and 
you'll then be taken to a page where you can 
easily see ALL the Google Search Ads they're 
currently running

SPOTLIGHT

Spy On Competitors With 
Your New Favorite Ads Tool
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From there, just click on what types of ad you’re 
interested in. You can click on "All formats", and 
select "Image", or "Video" to sort. 

When you select "Video"... BAM!

You can now see any/all YouTube ads that these 
companies are running.

How’s that for an early Christmas present?!

THANK YOU GOOGLE!

This is such a powerful tool because you can get 
inspiration from some of the biggest companies 
in the world, or spy on competitors. But hey, it’s 
the holidays so I’m going with the “nice” approach 
and studying how the biggest companies in the 
world are advertising around events and holidays!

The truth is, longform copy sells billions in financial 
newsletters and offers each and every year, and 
for one key reason: It gives ‘control’ to the reader. 
The more they read, the more knowledge they 
feel.

Remember, in regards to financial publishing, 
we’re in the Information business. Whether it’s 
newsletters or trade alerts or education, we 
provide information as a business.

And people who buy information in any market 
consume information voraciously.

They’re readers and researchers actively looking 
for information to gain actionable knowledge that 
will let them produce tangible results, so the more 
information we can give them to help them make 
that decision, the better.

COPY CORNER
Longform; Naughty Or Nice?

One of the age old questions around longform 
copy in direct response marketing is “who the hell 
reads all this stuff?”

You’ll see half the marketing industry arguing that 
longform copy (LFC) is outdated and no longer 
relevant.

And then you’ll see the other half swear by it. So 
which is it? Is LFC still nice? Or is it on Santa’s 
naughty list?



The most successful advertisers in this space 
understand this concept. That’s why they use LFC 
to create advertising that matches and mirrors the 
financial news media.

These ads almost always start with an opportunity 
or some issue affecting the investing landscape, 
and usually read like (and feel like) a news story. 

So yes, longform copy still works.

But if you’re asking how much copy you need, the 
answer is…

Until you’ve fully explained the benefits of your 
offer.

If you’re not sure, ask some of your buyers (and 
more importantly, your non-buyers) what got them 
to purchase or kept them from pulling the trigger.

Info products aren’t like cars or gaming systems. 
We all know the benefits of buying a Tesla or a 
PS5. But understanding an Iron Condor trading 
system and why that may or may not be the key 
to unlocking someone’s trading success may 
require a little more explanation. And the more 
complex a product is, the more explanation may 
be necessary. 

Financial publishing is a niche market. Our buyers 
are self directed, self identified investors who read 
and research financial information for three main 
reasons:

They’re looking for their next big investment 
opportunity. And rather than be afraid of too 
much content, they feel comfortable with it. They 
feel in control because they can answer all their 
questions by reading on (so long as the LFC is 
relevant to their interests, obviously).
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1. To get news about the market in general. 

2. To get news about their current investments 
and performance.  

3. To get news about potential investment 
opportunities. (This is where we come in.)



We’re still digesting all that turkey from an 
incredible SPM Friendsgiving! 
 
Once we can finally fit into our Xmas onesies, 
we’re celebrating a couple birthdays this month 
along with the holidays, so double presents for 
Nathalie and Andrew, happy birthday you guys!

But the celebrations have gone on all year.

Our team has grown even more this year, with 11 
new members joining the SPM family!

We needed to bring on all those people because 
we saw 14 promotions!!

That kind of manpower is necessary to service 
our clients at the highest level AND pay so much 
attention to ACS FEST 2023!  
 
 

WHAT'S HOT 
AT SPM
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https://www.acsfest.com/


Thank you to everyone who continues to support 
our vision, and trusts us to help improve your 
marketing.

Happy New Year to you all, and we can’t wait to 
see you thrive in 2023!

We’ve announced some kick-ass speakers so far 
(including yours truly!) who are bringing a whole 
new level of value to the event, and taking us way 
outside the standard finpub box. 
 
Like course creation and system frameworks with 
Pye Jirsa! 
 
And the legendary Erin King, who taught the 
freakin’ US NAVY how to communicate online 
(AND the Academy Awards)!

We’re going all out with this event, and my 
Christmas wish is to see you there! Tickets are 
going fast, but we’ve still got room, so if you 
haven’t already done so, get your ticket before 
they disappear! 

In 2022, our team took some major strides 
forward towards our vision, but next year will be 
even better.

And it’s all because of our amazing clients and 
readers who make it all possible.

That’s it for this month’s issue! As always, if you 
have a question, if there’s anything you’d like to 
see more of, or that we can do better, please reply 
to this email and let me know directly. 
 
Let’s keep the wins coming in!

P.S. Subscribe to our YouTube channel if you 
want more regular content and guidance for free.

Jeremy Blossom 
CEO, Strikepoint Media
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https://www.acsfest.com/#checkout-comp
https://www.acsfest.com/#checkout-comp
https://www.youtube.com/channel/UCzfhlrk4IDOgZLC5ZHdi2AA

