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Secret Interview 
Blueprint: Scott Linklater 

 

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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Scott Linklater sells local, indigenous Australian Aboriginal art.  He uses the power of video ads 
to take his local art gallery in Australia and turn it into a worldwide virtual gallery.  This was 
previously impossible without the advent of the internet and of course, video ads. 

 

From just one of his Facebook video ads, Scott sold a $4,500 painting!  He has a video ad which 
costs less than 1/2 cent for each video view. He has a $250 ROI in sales from these ads! 

 

 

 

The tool that Scott uses is Animoto https://animoto.com/.   He makes many of the videos like a 
virtual gallery to make the viewer feel like it is a real gallery experience. He uses Anomoto to 
drag images, add text, and add music to the background. 

 

Scott has a few really solid tips that help his conversion rates.  First off, by showing many art 
pieces with his video ads he has a higher chance of enticing a viewer with even one piece of art 
that may catch their attention, vs. a single picture.  In addition he often walks around the 
gallery showing off the physical venue which instills confidence as an art dealer with a real 
gallery.  And, in general with these videos if he can keep them short and punchy with a good 
call to action, the combination works very well. 
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Two other visual tips on his strategy involve the headline and first video picture.  In regards to 
the headline, he often uses the word "sale" and even combines it with a limited time offer.  
People want a deal, and coupling it with a time expiring call to action works great.  The other 
thing, the biggest thing, pics are everything. He builds custom audiences, and with those, the 
pictures he uses are very important, it’s the first thing they will see before viewing the video ad. 

 

Scott shares a couple very successful targeting techniques.  He targets people who have liked 
his pages.  He has seen huge improvement in conversion vs. cold targeting. So he states again 
the value of page likes. He has seen conversions 2-30 times more than cold traffic, so these 
pages are extraordinarily valuable from his experience. 

He also targets people who have already visited his website from a previous ad and those 
numbers were double compared to cold traffic in click throughs. The other thing that he has 
done with retargeting is going down to specific artists, or brands, if you want to call them, and 
run videos and then follow-up ads about it, because he knows that they’re specifically 
interested in that artist.  

 

In terms of bidding strategy he backs into the gross sale per art piece in evaluating his budget 
and if an ad is cost effective.  And, something unique with his market involves a longer buy till 
close range up to 90 days from first view.  In his market they sell paintings for as little as $50-
100, but his average sale would be upward of $750-800 and they sell paintings up to 
$150,000. It’s not a decision that people make wildly and it usually takes a little while for them 
to come to that decision.  If he can get 30-40% of people to watch through to the end of a 
video, that is an indication of a successful ad.  So he will factor all of these things into his video 
ad sales funnel to evaluate. 

 

 

There are three takeaway lessons that stand out:   

 

First, the shorter the video the better because you want them to act on the call of action at the 
end of the video.  So if they don't make it through or give them a long time to drop off it will 
hurt results.  30 - 45 seconds is best even 30 second videos.   
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Second, targeting video ads to people who have liked your facebook page already is under-
utilized and effective.   

 

Third, adding enticing text to a headline in a video ad like "sale" or paying attention to tried and 
true marketing techniques in conjunction with video ads is a winner. 

 

Scott is proof positive that Facebook video ads work in real bricks and mortar business for 
just about ANY type of product! 

 

So get to work putting the formula to work for you and be sure to let me know of any 
successes you have.  I really enjoy hearing your wins and successes from my training. 

 

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

 

All the best, 

 

Bill McIntosh 

Creator of the Social Video Formula 


