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Secret Interview Blueprint: 
Louie La Vella 

 

No part of this eBook may be reproduced or transmitted in any form or by any means, electronic or 
mechanical, including photocopying, recording or by any information storage and retrieval system, 
without written permission from the author. 

 

The information provided within this eBook is for general informational purposes only. While we try to 
keep the information up-to-date and correct, there are no representations or warranties, express or 
implied, about the completeness, accuracy, reliability, suitability or availability with respect to the 
information, products, services, or related graphics contained in this eBook for any purpose. Any use of 
this information is at your own risk. 

 

The author has made every effort to ensure the accuracy of the information within this book was correct 
at time of publication. The author does not assume and hereby disclaims any liability to any party for 
any loss, damage, or disruption caused by errors or omissions, whether such errors or omissions result 
from accident, negligence, or any other cause. 
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Louie La Vella comes from the nightclub and entertainment industry where he has successfully 
promoted events and concerts for about 20 years, since he was a teenager.  On the consumer 
side of that, he still participates in his own personal promotions, events and working with 
venues.  In addition he is also a consultant to those who participate in that industry, educating 
them on best practices using a B2B marketing strategy to acquire those clients. 75-80% of his 
leads come from his re-marketing. Just one of his Facebook video ads gave him 32 sales at $20-
$25 each,with 47 website clicks, which produced $600-$700 in ROI. His ticket prices on his 
coaching packages average $5,000-$10,000. He is getting 3 cent video views promoting this!  

 

 

Something particularly interesting in his niche of events and nightclubs, videos that trend a little 
bit more real and not overly polished seem to resonate well.  A lot of his videos (and this may 
differ of course depending on niche) are made with an iPhone or android smart phone.  The 
social media age is where it's at for clubs and events, so authentic experiences that look similar 
to those taken and shared by patrons work great.  He calls them “micro moments” of the 
events that can be incorporated well into his video ads.  He also uses YouTube and Periscope 
https://www.periscope.tv/ which is gaining a lot of traction.  Initially he had reservations of 
making quicker more “authentic” videos having had experience at a TV station, interviewing 
celebrities with big production budgets.  However, the numbers don't lie and the in the 
moment smart phone video ads have been successful.  Louie also targets potential B2B clients 
as well using the same style of video. 
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One of the main tips that Louie offered is in regards to his “micro moments” mention for 
footage in his video ads.  Making his smart phone accessible at all times, and paying attention 
to the vibe in his venues, he is quick to get real-time footage whenever possible.  It is that 
authentic capture in the moment that gives it that real flavor, making people want to attend his 
promotions or consulting webinars. 

 

Another tip he mentions that works well for event patrons and potential consulting clients is 
keeping the initial video ads relatively short and engaging.  Initial means that he will often 
target the person again with a longer video in the future. A common theme with successful 
video marketing is definitely keeping things brief and engaging until further interest is 
expressed. 

 

One of the main techniques he uses to target his ads is the use of retargeting.  He will start out 
by placing an initial video ad that is shorter in length.  If a user has viewed that particular video 
he will often times show that group another advertisement, often times longer because they 
are now familiar with him or the event, and have expressed interest. He even retargets multiple 
times. He uses both interest targeting as well as hyper local targeting.  Often times some of the 
interests he will choose is the music or DJs that a person likes, as well as the drink they prefer.  
Surprisingly the beverage of choice and brand correlates with the type of event someone will 
want to attend.   

 

A lot of time his bidding strategy involves not just calculating the cost of the view and visit from 
Facebook, but also the organic traffic to his site that can result from an effective ad.  In his 
niche, since it is entertainment oriented, it can lead to a lot of sharing and word of mouth 
additional traffic.   

 

One example of how they can take their ad budget and back into the total spend of a 
completed sale is in regards to bottle service promotion, which he often does for clients.  Let's 
say on a given weekend night they sell 18 – 20 table reservations.  The average spend on each 
reservation can be a few hundred to thousands of dollars per table.  And that is a high margin 
ticket. So in having a maintenance budget of successful ads running at $150 a week can lead to 
tens of thousands of dollars in gross revenue. 
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Another neat thing related to his niche and video ads is that it is very time sensitive.  If it is 
someone's birthday or if they are visiting from out of town, the quick turn around and targeting 
of events to those audiences was previously impossible with other ad mediums. 

 

The three main take-away lessons are keeping the initial video short, show the fun of the 
events in a real way and retarget cleverly to the custom audiences of people who have 
previously watched your videos.  In terms of other general good marketing practices that relate 
to this process, having patience in terms of the time to close a deal, reservation, ticket sale or 
whatever product or service is important.    For so many niches the first view of a video or visit 
to a site is not when the purchase happens.  After seeing two or more ads from the same brand 
and/or event may lead to a close down the line.  And in the b2b space in particular when 
courting consulting clients, if you have the opportunity to interact with them before closing a 
deal, then reach out to them, give them some valuable info or show them your video archive 
etc. i.e. something to demonstrate value and build a rapport. 

 

Stephen once again proves that nearly anything can be sold with Facebook video ads.  It’s all 
about creating simple videos to attract the right audience and then targeting that audience. 

 

So get to work putting out your own simple videos and be sure to let me know about your 
progress.  I love to hear all about how you’re doing.  Sharing wins & successes will brighten 
my staff and I’s day.  We love hearing that stuff! 

 

I’ll see you on our next live training session! 

 

All the best, 

 

Bill McIntosh 

Creator of the Social Video Formula 


