
 

 

 

How to Make a Perfect 

Video Testimonial 
 

“People will do things that they see other people are doing.” 
- Robert Cialdini 

That’s not only a true statement, it’s exactly why testimonials are such 
a potent way to grow your business and create a powerful “buzz” 
around your product or service. 
 
The above quote is from Robert Cialdini, a social psychologist and 
author who spent years studying the reasons people comply with 
requests in business and other settings. In his book, Influence: Science 
and Practice and Influence: The Psychology of Persuasion, Cialdini 
defines six “weapons of influence,” one of which is the all important 
“social proof.” 
 
When done correctly, testimonials provide the kind of social proof that 
attracts new customers, increases repeat sales from current 
customers, and creates lasting customer loyalty. 
 
Simply stated, testimonials are the most powerful marketing tool you 
can have in your arsenal—the kind of tool that can completely change 
your business and your life. 
 
In this book, you'll discover a step-by-step guidelines for collecting 
great testimonials. These guidelines are based on many years of 
experience getting BAD ones, and then taking those hard lessons 
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learned and creating a powerful recipe for success. The result is the 
time-tested formula for collecting the kinds of testimonials that have 
allowed to grow businesses very quickly, and can do the same for you 
and your business. 
 
By teaching you the ins and outs of getting effective testimonials, Will 
save you the endless frustration and wasted time of getting junk that 
doesn’t help you or your business, and quickly steer you toward the 
path to a new and more prosperous future. 
 
First, I want to share how I learned the importance of 
testimonials. It was a painful lesson—one I want to spare you! 
 
It was my 25 year/$25 million mistake—ouch! 

It’s all explained in the following published interview titled The Real 
Secret to Success: How to Capture the Perfect Testimonial. The 
article was targeted toward authors, but be sure to read it carefully 
because the ideas introduce in it are unbelievably effective for 
business owners in just about any industry. 
 
So, let’s start discussing how you can collect your own stellar 
testimonials… 
 
Let's cut to the chase—most people don’t understand what a good 
testimonial is. If you just turn on a camera and ask your customers to 
say nice things about you or your business, you’re probably getting an 
endorsement, not a testimonial.  From experience, an endorsement is 
NOT what you need to really sell your products or services. 
 
There’s a system, a “nuance” to creating outstanding testimonials—
and you're going to discover exactly what that is. 
 

2. 



 

 

To get great testimonials every time, you need to give your customers 
or clients a basic structure to use, and have them tell THEIR story 
about you, your product or your service. 
 
That’s what differentiates testimonials from endorsements—
testimonials are personal, sometimes emotionally charged, stories 
with a beginning, middle and end. Best of all, the more testimonials 
you get, the more you’ll sell, which will give you even more great 
testimonials! 
 

Let’s Get YOUR Best Testimonial 
 
First, keep in mind that your goal is to focus on collecting one really 
good testimonial, and then keep getting more—which means your 
first one doesn’t have to be perfect. The more you get, the more 
comfortable you’ll be with the process. Most importantly, the more 
testimonials you have, the more impact they’ll have on your 
bottom line… and your life! 
 
The ideal testimonial should be NO LONGER than 60 seconds. That’s 
plenty of time to tell a story, get to know someone and establish 
“likability” and credibility. In fact, as you’ll see below, 30 seconds is 
often sufficient. 
 
Of course, that doesn’t mean a testimonial can’t be longer—
remember, this is a guideline!—but in most cases shorter will mean 
more effective. People are busy, so your testimonial needs to provide 
major value in the shortest possible time. A testimonial that is too long 
will lose your viewers’ attention, and immediately become worthless. 
 
The most important thing, of course, is that your testimonial provides 
compelling content. An effective testimonial focuses first and 
foremost on the “why,” and less on the “how,” of what your customers 
do, because when you understand the “why,” the “how” typically takes 
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care of itself. Often the “why” we do things has far greater value than 
the “how.” 
 
The “why” can be divided into three equally important segments: 
 

 Humanizing 

 Product Testimonial 

 Income or Benefit Testimonial 

 
For a 30-second testimonial, each of these segments should last 
approximately 10 seconds in delivery. 
 
 
 

Take Note 
— it is critical that these three segments be delivered concisely and in 
the following order: 
 
SEGMENT #1 
Humanizing (10 seconds)—This makes you a real live person with 
whom people can identify and relate.  
 

a. Name (First and last) 
b. Where you live (city and state) 
c. Professional background (what you do, or did, for a living. DO 

NOT say full-time network marketer. Use your profession before 
you went full- time in the industry) 

d. Expose a personal weakness or loss: 
i. “I’m a technical dunce” 
ii. “I don’t know anything about marketing” 
iii. “I’ve wasted over $55,000 on traffic generating systems that 

don’t work” 

The most important thing, 
of course, is that your 
testimonial provides 
compelling content. 
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iv. “I blew $6,500 on Google AdWords and didn’t get a single 
sale” 

v. “Ever since the economy took a downturn, our marketing 
costs have doubled and the number of leads we get 
decreased by half” 

vi. “I’ve spent over $35,000 on web sites that don’t work 
because the designers and technical people don’t 
understand my business” 

 
SEGMENT #2 
 
1. Product Testimonial (10 seconds) – This sets stage for your 
benefit testimonial, which is the last segment. Without your 
testimonial, your benefit testimonials is incomprehensible.  
 
In The Product Testimonial segment you must assume your target 
audience knows nothing about your opportunity. 
 

a. How long you’ve been using <product or service> 
b. Explain your personal benefits such as: 

i. How many hours per week did you save? 
ii. How many more sales are you getting? 
iii. How many more phone calls or leads are you generating? 
iv. How many more speaking opportunities are you receiving? 
v. Exactly how much money on marketing costs are you saving? 
vi. How many Google Top 10 positions do you have for your 

keywords 
vii. What things are you able to do yourself that used to require 

technical people? 
 
Whenever your clients or customers are willing to share, be sure to 
include visual proof for this segment, like a screen shot of Google 
results, sales chart, etc. 
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Also, when numbers are cited, ask your customers or clients to make 
them as specific as possible. If their sales have increased by 23%, have 
them use that number—NOT “almost 25%.” The more specific 
numbers are, the more believable they are to your target audience. 
 
SEGMENT #3 
 
Income or Benefit Testimonial (10-20 seconds)—Now that your 
customer or client has given a product testimonial, they can logically 
establish the reason for their success, which can be monetary or 
related to a desirable benefit, like more time for family or personal 
interests. 
 
It’s important to remember that your customers don’t have to be 
making thousands of dollars per month to create great testimonials 
for your product or service. The mean income in the U.S. is roughly 
$27,000 per year, which comes out to $2,250 per month. Earning an 
additional $500 or $1,000 each month can make a big difference! 
 
In this third and final segment of the testimonial, be sure your 
customer or client uses a transitional statement that connects your 
product or service with their benefit. Here’s an example: 
 

“Because of my great results with Atlanta Marketing Center, I’m 
not only making more money and generating more leads, but I’m 
saving 3 hours a week that I used to spend marketing and able to 
pick up my kids from school every day…I even joined a gym and 
lost 10 pounds!” 

 
Also, have them steer clear of how they did it, as well as jargon and 
technical mumbo-jumbo. Your target audience will only remember 
major benefits like the size of their check, their massive cost 
savings, the growth of their organization, etc. 
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At the end of the testimonial, have your customer or client turn the 
message back to your product or service. Here’s an example: 
 

“Thanks, Atlanta Marketing Center. Your systems changed my 
life!”) 

 

Important Tips for Creating Great Testimonials 
 

Now that you’ve got the basics of the time-tested formula for 
collecting powerful testimonials, I want to share some of the 
additional techniques I use to make every one as effective as possible. 
 

1. My first piece of advice to you: Make sure to heed the wisdom of 
Mary Kay, the famous and very successful cosmetics direct 
marketer. She knew the “secret” of sales-success—one that 
applies equally to great direct marketing and great testimonials. 
 
She insisted that customers need to have these three questions 
answered before they’re willing to buy: 

 
 “Is it easy?” 

 “Does it work?” 

 “Can I [the customer] do it?” 

 
That formula is just as powerful as when Mary Kay first started her 
marketing, so if your testimonial answers those three questions, it’s 
perfect. You want the viewer, listener or reader to say, “Hey, I can 
do that, too!” 

 
2. You don’t need fancy equipment or video experience. A simple 

SmartPhone or just about any camera with video is fine. 
 

You want the 
viewer, listener or 

reader to say, “Hey, 
I can do that, too!” 
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3. It’s important that your customers/clients come across as real 
and unscripted. Do your best to make them comfortable so they 
don’t look like they’re acting. Make sure they know you’re NOT 
asking them to try to sell anything. Have them speak to the 
camera like it’s their best friend, child, wife, mom or dad. The 
moment your testimonial starts sounding like a commercial, it 
loses its value and credibility immediately. Just have your 
customers/clients tell their story and use examples. 
 

4. Precise information are more believable than giant round ones. 
Any story is more powerful, the more detailed and descriptive 
you can be. Generalities take the power out of the story. 
 

5. Pause. Set a relaxed pace, and take your time. Make your 
clients/customers feel at ease— neither of you should worry 
about being perfect. Nobody is expecting your clients/customers 
to be movie stars. REAL people make mistakes. Actors don’t. Real 
people don’t believe actors. We live in a cynical society, so a 
certain amount of imperfection actually works to your advantage! 
 

6. Show proof. Again, if you can include props, screen captures, 
photos or other kinds of proof of the results your 
customers/clients have achieved with your product or service, 
they add a huge amount of credibility. 
 

7. NEVER HAVE YOUR CUSTOMERS OR CLIENTS READ A SCRIPT. It’s 
okay if they have a few notes to refer to while you’re video taping 
them, but do not use a teleprompter, cue cards or a script. Using 
any of these things will guarantee your testimonial is worthless. 
 

8. KEEP IT SHORT. Anything longer than a couple minutes is too long 
unless there’s tons of proof or people find your customer or client 
really entertaining. (chances are, even your most hilarious 
client/customer isn’t entertaining enough for your target 
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audience to spend more than 1- 2 minutes watching them!)  
 

9. Don’t have your customers/clients advertise your business. There 
can only be one hero in a testimonial, and that’s the company or 
person you’re doing the testimonial for, not you. Your goal is to 
have them tell their story in a compelling way that has emotional 
impact. The customer/client who is doing the testimonial for 
your product or service will make you a superstar, so you 
need to focus on them, not on yourself or your business. 
 

10. Don’t shoot your video with a light or window behind your 
client/customer. Have your customer or client face the light. 
Otherwise, the viewer will only see a silhouette, rather than a real 
person. 
 

11. Shoot your video in a quiet room, free of pets, kids, phones 
and traffic. 
 

12. As you learned earlier, there is a clear difference between a 
testimonial and an endorsement. A testimonial is a personal 
experience, not a “sales-y” advertisement. 
 

Note: Be very careful to steer away from earnings claims, or if you do 
use them, do so with full FTC compliance. Of course, do not make any 
product performance claims. You cannot guarantee, or even predict, 
results. 
 
 

Creating the Perfect Testimonial Right 
Now! 
 
NOTE: It doesn’t’ have to be perfect. If you 
don’t have all the pieces or 
parts, that’s ok! Just record something! 
 

Be very careful to 
steer away from 

earnings claims, or if 
you do use them, do so 

with full FTC 
compliance. 
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The Perfect Testimonial Template: 
 
Okay, you’ve got my formula in hand, and you’re loaded with great 
tips, but you’re still not completely sure how to formulate your 
interview a question. 
 
That’s exactly why I’ve included my Perfect Testimonial Template 
below, which you can use with your customers and clients to start 
collecting testimonials for your product or service. 
 
This template is ready to go—all your customers and clients need to 
do is fill in the blanks! You may want to go over the questions with 
them in advance to get them comfortable and help them prepare for 
the actual video recording. 
 
“My name is ________________, I’m from ___________, _______. 
                            [name]                              [city]       [state] 
 
I ____________________________ for __________________________. 
   [profession/what you do]             [who you do it for] 
 
_____________________________________________________________________________ 
 
[Expose a personal weakness, challenge, pain or loss - for 
example:“Ever since____ / I’m not good at ____ / I’m experiencing ______ 
/ major pain or challenge.”] 
_____________________________________________________________________________ 
 
[Describe how things have been: losing money, wasting time, never 
seeing my kids, working too much, affecting my health] 
 
_____________________________________________________________________________ 
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[Describe your major discovery - and what happened: e.g. “I signed up 
for 'Profit-Triggers' and got my first video online in a day. I built my 
first web site with the lead capture system in ten minutes”] 
 
_________________________________________________________ 
 
[Describe how things are now, how much more traffic, visitors and 
leads, how specifically things are better.] 
_____________________________________________________________________________ 
 
[Show proof and hold up a prop if possible - be VERY printed page 
with an email: e.g., “l’m ranked in positions 3,4,5,8 on page 1 of 
Google,” “I get an average of 3 additional leads per week that bring in 
at least $7,000 more per month,” “Here’s the new BMW 330 
convertible I just bought this month,” etc.  
 
Just be sure to qualify per FTC guidelines.] 
_____________________________________________________________________________ 
 
[How will <Product or Service Name here> change your business, free 
time, your health, your family or your ability to contribute to a higher 
cause? “I decreased my marketing expenses by 15%, doubled my 
sales, am working an average of 4 fewer hours per week and spending 
more time with my family.”] 
_____________________________________________________________________________ 
 
[Bonus: what do your spouse/kids/friends/co-workers/peers say? 
Example: “My kids are so happy they get to see their dad more and my 
entrepreneurial friends want to know what my secret is.”] 
_____________________________________________________________________________ 
 
“Thank you, 'Profit-Triggers, for <mention big here.> OR “Thanks, Brad 
for helping me make more money and giving me the that I can be a 
marketer too. I never thought I could do it myself because I don’t 
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know a thing about technology, video or online marketing but I’m 
living proof that if I can do it, you can do it too.”] 
 
 

How to be Comfortable on Camera 
and Erase Your Fear of Speaking in 10 Minutes 
 
The following published interview with me explains my technique for 
getting your customers/clients comfortable on camera. It’s critical for 
your customers/client to seem natural and real in your 
testimonials, so getting them comfortable can literally make or 
break your testimonials. 
 
The original interview was targeted toward authors, but this technique 
applies to EVERYONE, including business owners, counselors, 
consultants, marketers, etc.! Make sure to read the article carefully—
you’ll learn invaluable tips for getting your customers and clients 
comfortable on camera. 
 

Great speakers, like great books, transport people to an entirely 
different place, gifting their audience with a new frame of mind, 
opening them up to new possibilities. Why is it, then, that authors 
whose written words are so powerfully transformative often 
recoil at the idea of speaking publicly, or appearing on camera? 
 
People’s fear of public speaking is based on an illusion, not 
reality.  
 
It’s a mindset that’s preventing them from being comfortable.  
 
There’s a very, very easy solution” for overcoming your fear of 
public speaking. 
 
To be a successful speaker, you first need to understand how to 
connect with your audience. “Just because you’re funny doesn’t 
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mean you’re effective,” he says, adding “the more scripted you 
are, the less connection you’ll have to your audience.” 
 
Instead, the intangibles that can positively impact your audience. 
“If you’re enthusiastic and passionate, people are going to listen 
to you. People will want to feel that energy. Your energy makes a 
huge, huge difference,” he says. 
 
Second, “you must know your audience and understand who is 
there.”  
 
That understanding makes you empathetic to your audience, 
which is important because empathy can create a powerful bond. 
“Once you know your audience, you feel them, you know their 
desires, what their pains are, and you can communicate that 
successfully and rapidly, you’ll own their emotions and be able to 
deliver some valuable content and share something”. 
 
Whether your intent is to educate, entertain, or change lives, 
“great speaking is all about great storytelling, human interest,”. 
You need to be able to share your own story, but that should 
never be your top priority. “No one cares about you until you’ve 
earned the right to talk about you, and the way you earn the right 
to talk about you is you serve,”. 
 
A platform speaker who only gets paid for speaking when he sells 
products or services a events, approach each speaking 
opportunity with one critical question in mind— How can I serve 
you?  You. “You’ve got to open up with the #1 focus, which is, 
what’s in it for them?”. “It’s never about you.” Effective speakers 
focus on “standing in service, sharing proof ”  and always on 
“providing a solution.” 
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Magnetic speakers practice “theater of the mind,” which allows 
them to imagine they’re speaking to The One—their one perfect 
client or reader. Think of your audience as a single individual, and 
address them as you, and never “the group” or “you guys”. 
 
To get comfortable speaking and being on camera, go through a 
ten minute “theater of mind” visualization wherein your picture 
The One, who can be the person you love most, your perfect 
client, or the individual you wrote this book for— and speak to 
him or her. Share your insights and give them proof, including 
customer testimonials, that your solutions work. 
 
All great speakers use this “theater of mind” technique, which 
owes its high success rate not only to the fact that it relaxes the 
speaker very quickly, making them more effective, but also to its 
effect on the audience. By visualizing The One, you’re “more likely 
to attract more of that kind of person,” as future clients and 
readers. 
 
Public speaking “the greatest addiction you could ever have the 
honor of experiencing”. “You owe it to yourself to practice”. 
 

You’ve Recorded Your First Testimonial 
— Now What? 

 
Congratulations on recording a great video testimonial for your 
business! As you continue to collect more—trust me, you can never 
have too many!—they will have the potential to begin changing your 
business and your life in some really exciting ways. 
 
But of course, the best video testimonial in history won’t do you or 
your business any good if no one sees it. (The same applies to your 
website/blog/YouTube channel/etc., but that’s a topic for another 
book.) 
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Video testimonials are powerful marketing tools, and can do wonders 
for your search engine rankings, but to take advantage of this 
potential to its fullest extent, your video testimonials will need 
MASSIVE exposure online. 
 
Here are some ways to try to get that exposure for your video 
testimonials: 
 

 Manually distribute your video testimonials online across dozens 
of important sites, directories, and more. Most people I’ve talked 
to find this option difficult, if not impossible, due to the huge 
daily time investment it requires—and even after spending all 
those hours, your results can still be lackluster. Also, you’ll need 
to be a seasoned internet marketing pro to know all the sites 
where you’ll need to submit your videos, how to “tag” each video, 
and more. 
 

 Try Google AdWords to improve search engine rankings for your 
video testimonials. This option can require a substantial 
monetary investment over many months, and may or may not 
give you the results you’re seeking. 
 

Remember, your video testimonials don’t have to be perfect! Just 
record them, distribute them online for maximum exposure, and 
they’ll make you famous! 
 

Photo Testimonial Release Form 
 
PERMISSION TO USE IMAGE/TESTIMONIAL DATA 
I, ________________________________, give _______________________________ 
(herein, “ Company”), its employees, designees, agents, independent contractors, 
legal representatives, successors and assigns, and all persons or departments for 
whom or through whom it is acting, the absolute right and unrestricted permission to 
take, use my name, testimonial and biographical data and/or publish, reproduce, edit, 
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exhibit, project, display and/or copyright photographic images or pictures of me or 
my child(ren), whether still, single, multiple, or moving, or in which I (they) may be 
included in whole or in part, in color or otherwise, through any form of media (print, 
digital, electronic, broadcast or otherwise) at any campus or elsewhere, for art, 
advertising, recruitment, marketing, fund raising, publicity, archival or any other 
lawful purpose. 
 
I waive any right that I may have to inspect and approve the finished product that 
may be used or to which it may be applied now and/or in the future, whether that use 
is known to me or my child(ren) or unknown, and I waive any right to royalties or 
other compensation arising from or related to the use of the image or product. 
 
I release and agree to hold harmless Company, its Board of Regents, officers, 
employees, faculty, agents, nominees, departments, and/or others for whom or by 
whom Company is acting, of and from any liability by virtue of taking of the pictures 
or using the testimonial/ biographical data, in any processing tending towards the 
completion of the finished product, and/or any use whatsoever of such pictures or 
products, whether intentional or otherwise. 
 
I certify that I am at least 18 years of age (or if under 18 years of age, that I am joined 
herein by my parent or legal guardian) and that this release is signed voluntarily, 
under no duress, and without expectation of compensation in any form now or in the 
future. 
___________________________________ 
Name (Please print) 
 
___________________________________ 
Signature 

 

____________________________________ 
Date 
 
Signature of parent or legal guardian if under 18 years of age 
___________________________________ 
Signature  

= 

 

If You Are Interested In More Of Brad's Brilliant Business 

Breakthroughs -- You Might Ought To Go Here NOW: 

www.AtlantaMarketingCenter.com 

www.AtlantaMarketingCenter.com  |    www.Profit-Triggers.com 
Brad@AtlantaMarketingCenter.com 

Cell# 770-330-9595 

No Risk Now! No Risk Later! 

It's time for action, if you want to increase PROFITS. 


