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A WEBSITE THAT MOVES
LIKE 
Rob's product is not footage. It is what happens in a room once he is in it.

A portfolio page would have shown the footage and lost the reason

anyone books him. So we built ROB DOES IT to behave the way the night

behaves: fast, loud, in motion, and never more than one tap from

booking.

EVENT VIDEO PRODUCTION SOCIAL MEDIA VIDEO EVENT CONTENT CREATOR CREATIVE DIRECTION UX/UI BOOKING EXPERIENCE

THE ROOM OPENS UP

WHAT ROB DOES

WORKS THE ROOM, MIC IN HAND

WHAT THE NIGHT LEAVES

A LIBRARY OF SOCIAL CONTENT

WHAT AN ORGANISER DOES

BOOKS ROB, ONE TAP AWAY

SCHEMATIC ONLY

31
Clips published in the library

9
Filters on the watch page

3
Access levels, priced openly

5
Steps to check availability
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THE BUSINESS

YOU CANNOT PUT
ENERGY IN A BIO
Rob is a host, interviewer and, in his own words on the site, a

professional crowd mover. He works events in Los Angeles and

Hollywood: music, fashion, red carpets, nightlife, brand activations,

creator events. He arrives with a microphone and a camera, and the

night leaves with a library of content.

An organiser is not buying a videographer. They are buying what

happens to a room when a particular person walks in with a mic. A

conventional portfolio, a headshot, a biography, a grid of clips and a

contact form, would have undersold that immediately, because each
element describes the service and none performs it. So the website

had to be a sample of the product.

WHAT AN ORGANISER IS REALLY BUYING

1 Movement. The room changes once he is in it.

2 Pace and volume. Fast, loud, never boring.

3 Personality. The actual face in front of the guests.

4 Content. A library the night leaves behind.

THE CHALLENGE

FIVE PROBLEMS, ONE PAGE TO SOLVE THEM
Everything difficult about the brief comes from one place: the thing being sold

only exists in motion, and the buyer is deciding in seconds.

PERSONALITY DOES
NOT SURVIVE A
STATIC PAGE
A host's value is timing,
reaction and nerve. A
biography can state those
words, not demonstrate
them.

BUYERS NEED
PROOF
Organisers have been
burned by coverage that
looked nothing like the
night. They want the actual
rooms and the actual face.

A SOCIAL AUDIENCE
EXPECTS
MOVEMENT
Rob's audience arrives from
vertical video. A still, text-
heavy site reads as a step
backwards within one
scroll.

SEVERAL ROLES,
ONE PERSON
Host, interviewer, creator
and podcaster are four
purchases. As a list they
look unfocused, so they
became one chain.

ENTERTAIN AND
CONVERT AT ONCE
Pure showreel buries the
booking path. Pure sales
page kills the energy. Both
lose the booking.

The organising principle: show the energy before explaining it, show the work

before pricing it, and never put the booking more than one tap away from

whatever the visitor is enjoying.

THE SEARCHES BEHIND THE VISIT

BUYERS SEARCH FOR COVERAGE, AND
FIND A HOST WHO MOVES THE ROOM
Organisers often start with the vocabulary of video: production, videographers,

videography. The site meets that search and then changes the question. The

terms below are the language buyers use, shown as search language, not as a list
of services offered.

EVENT COVERAGE
Rob works live events across music, fashion,

red carpets, nightlife and creator events. The
night leaves with six named kinds of output:

interviews, crowd, venue, red carpet, social

cuts and highlight film.

Event video production

Live event videography

Event videography services

FINDING AN EVENT
VIDEOGRAPHER
The site's own argument sits here: a

videographer watches the moment, Rob gets

inside the moment. It reframes the comparison

from day rates to two different outcomes.

Event videographer

Event videographer near me

Professional videographer near me

Videography services

SOCIAL-FIRST CONTENT
Rob's audience watches vertical video, so the

content is built for it. A single live experience
becomes a library of social-first cuts.

Social media video production

Social media videographer

Event content creator

Video content marketing

LONG FORM AND PROMOTION
Podcast episodes sit beside the clips, and
every clip is tagged with the platform it was

published on. The highlight film gives an

organiser something to promote with.

YouTube video production

Promotional video services

COMPARING PRICE
Three access levels are priced openly on the
page, with counted deliverables, so the hardest

question is answered before anyone asks it.

Video production cost

BROAD VIDEO SEARCHES
The widest searches bring buyers comparing
production companies. The site answers with a

different proposition: a host who moves the

room, and content as what the night leaves

behind.

Video production

Video production company

Video production services

Video production near me

Video production company near me

Corporate videographer

These terms describe how people search, not what the client offers. ROB DOES IT

is not presented as a video production company or a corporate videographer. The

site sells a host-led experience, and the content is what it leaves behind.

WHAT WE BUILT
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ONE NIGHT. DOZENS OF MOMENTS. WEEKS OF CONTENT.
The commercial engine of the brand is that a single evening does not stay a single

evening. The site describes the service as four short events in sequence, and

borrows that structure everywhere: the Host, Interview and Create cards, the

Book, Showtime, Create and Amplify steps, the method on the about page. The

brand already thinks in sequences, because a night is a sequence.

01

WALKS
IN
Presence before
any footage

02

MIC
COMES OUT
Starts the
conversation

03

CROWD
OPENS UP
The room
changes

04

CONTENT
FOLLOWS
Six kinds
of output

05

WEEKS
OF USE
A social-first
library

THE NIGHT IS A SEQUENCE
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SHOW THE ENERGY
BEFORE EXPLAINING IT
The strategy fits on one line, and every creative decision is

downstream of it: show it. Headlines are short and run at

event speed. Type is set at poster scale in capitals, so a phone

screen carries the volume of a venue banner. Crowd, stage,

carpet and street footage appears above the fold and keeps

appearing, and the copy is written the way he talks, so the
brand voice reads as a transcript, not a tone guideline.

TWO DOORS, OPEN AT
ONCE

Watch Rob for the sceptic, Book Rob for the

convinced. Neither has to scroll.

A COINED TITLE Professional crowd mover does the

positioning in three words and sounds like a

job that should not exist.

SIX DEVICES, ONE VOICE

01 Pace. Short, two-beat headlines.

02 Type. Poster scale, all caps.

03 Motion. A ticker that never stops.

04 Footage. Real rooms, early and often.

05 Voice. Copy written the way he talks.

06 Interaction. Browsing that feels like a feed.

TWO DIFFERENT JOBS

A VIDEOGRAPHER
Watches the moment Records

ROB
Gets inside the moment Moves

THE NIGHT
Becomes a content library Lasts
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A CAMERA CAN RECORD A
ROOM. ROB CHANGES THE ROOM.
The Rob Effect is the site's own section and its most important

positioning. Every event in Los Angeles can hire someone with

a camera, and plenty are excellent. What a camera operator

cannot do is change the temperature of the room they are

shooting. The claim is defensible because it describes a

different job, and it quietly reframes the price comparison

from day rates for the same deliverable to two different
outcomes.

PLACED AFTER THE
PROOF

A visitor who has just watched a crowd react

reads the claim as a description of what they

saw.

DELIBERATELY STILL The largest image on the page, with no
navigation pressure and no competing call to

action.
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A FEED, NOT A GALLERY
The top-viewed reel is handled by hand, under the instruction

drag, swipe, tap to watch, the gesture his audience uses all

day. Clips are titled in Rob's voice and tagged with the

platform they were published on, which makes each one a

published artefact that can be checked. The watch page turns

one library into nine audience-specific showreels: a fashion

organiser presses Fashion, a label presses Music. It loads

twelve clips first, which keeps a heavy page quick on a phone.

THE LIBRARY

THREE LEVELS, AS PUBLISHED

SPOTLIGHT
Generate the buzz $200

MOMENTUM
Keep the room moving. Most popular. $300

LEGACY
Full media partnership $500
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THE PRICE, IN PUBLIC
Creative work is hard to buy because it is hard to bound. The

packaging solves that with named levels, published prices,

counted deliverables and an escape hatch for everything that

does not fit. Publishing the price removes the largest friction
in buying creative services and does the qualifying: anyone for

whom the number is wrong leaves without occupying a

conversation. Three separate buttons carry the choice with

the click, so the enquiry arrives pre-qualified.

NAMES, NOT TIERS Each with a tagline stating the outcome.

Bronze, silver and gold would have flattened

the brand at the moment of purchase.

A DOOR FOR THE REST Recurring events, brand partnerships, festival

coverage, hosting only or interview only have

somewhere to land.
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FOUR PAGES, ONE DESTINATION
Four URLs carry the entire brand: home, watch, work with Rob

and about. There is no blog, no portfolio archive and no

services matrix three levels down. Attention is collected on
three pages and converted on one, in the order that works:

qualify, explain, price, then ask. The booking flow is framed as

a conversation, five quick steps and no forms that feel like

paperwork, which is the right pattern on a phone at one in the

morning after an event.

TEN EVENT TYPES
NAMED

The visitor finds their own event before they

are asked for anything.

THE ABOUT PAGE Origin story and method, with no credential: it

started with a phone and a sidewalk.

HOW IT WORKS

01 Book.

02 Showtime.

03 Create.

04 Amplify.

WHERE IT MOVES

TICKER
Range before any paragraph is read Moves

PACKAGES
A clean, legible comparison Still

ABOUT PAGE
Mostly type Still
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MOTION WHERE IT WORKS,
STILL WHERE IT DOES NOT
A brand this loud invites a site that never stops moving. The

build does not take that bait. Motion is concentrated in the

two places where it does commercial work, discovering clips

and sensing range, and withdrawn wherever the visitor is
asked to read, compare or decide. Playback is a choice, never

forced: autoplaying audio at an unknown moment is the

fastest way to lose an organiser browsing at their desk. That is

the difference between a site with energy and one that is

merely busy.

RESULTS & IMPACT

A CAPABILITY, 

No performance data was supplied and none is claimed. What follows is the

capability the architecture creates.

Proof instead of adjectives

Thirty-one published pieces and real venues, so
the site argues with artefacts a buyer can open.

A category of one

Professional crowd mover separates Rob from
every videographer and every host at the same

time.

Creative work made purchasable

Named levels, published prices and counted

deliverables an approver who was not in the
room can sign off.

One destination, many doors

Every page ends at Book Rob, with a custom

route for anything the three levels do not fit.

Enquiries arrive informed

A buyer who clicks Build Momentum has

already chosen a level, so the conversation

starts at logistics.

Social and site together

Clips carry their platform on the card, so the

library is the same work the audience already

follows.

No views, followers, engagement, bookings, enquiries, revenue, event attendance, traffic or

rankings are claimed. None were supplied. Prices are reproduced as the client publishes them,

not interpreted or compared to any market rate. Nothing here describes what any client
received.

WHAT'S NEXT

THREE THINGS THAT
SHARPEN THE LOOP

The architecture is built. The next layer measures where buyers drop

out and gives the strongest proof more room.

MEASURE EACH STEP OF THE BOOKING FLOW
Starts against completions by step, which package button was clicked,
and the share of enquiries arriving through the custom route.

GIVE THE PODCAST A PAGE OF ITS OWN
It supports the top level's headline inclusion, and a dedicated page would
let it carry that weight.

STATE THE PRACTICAL TERMS
Turnaround, revision rounds, usage rights and travel, answered on the
page so an organiser never needs a back-and-forth to understand the
offer.

QUESTIONS

ABOUT THIS EVENT VIDEO PRODUCTION CASE STUDY
IS ROB DOES IT A VIDEO PRODUCTION COMPANY? +

WHAT DOES THE EVENT CONTENT INCLUDE? +

HOW DOES THE SITE HANDLE PRICE, AND WHAT ABOUT VIDEO PRODUCTION COST? +

SOME BRANDS CANNOT
BE EXPLAINED

Bytes & Partners builds digital experiences around

whatever makes a brand impossible to ignore, then routes

that straight into the thing it needs people to do. If your

value is a person, a performance or a room, a page that lists

your services is working against you. The site has to behave
the way you do, and then ask for the booking, clearly, on

every screen.

START A CONVERSATION

DOWNLOAD THE FULL CASE STUDY
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