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Kerry:  	   This	  episode	  of	  Marketing	  Smarts	  is	  brought	  to	  you	  by	  the	  MarketingProfs	  B2B	  

Forum,	  taking	  place	  October	  9th	  –	  11th	  in	  Boston,	  Massachusetts.	  The	  7th	  annual	  B2B	  
Marketing	  Forum	  is	  the	  premier	  event	  for	  B-‐to-‐B	  marketers	  worldwide,	  they’ll	  flock	  
to	  my	  hometown	  this	  Fall	  to	  learn	  about	  the	  trends,	  tactics,	  and	  implementation	  
strategies	  available	  to	  today’s	  marketing	  leaders.	  	  

	  
	   Here’s	  why	  I	  think	  you	  should	  go.	  The	  two	  day	  event	  is	  packed;	  there	  are	  42	  

sessions,	  four	  incredible	  keynotes,	  tons	  of	  networking	  opportunities,	  a	  lot	  of	  fun,	  and	  
more	  B-‐to-‐B	  smarts	  than	  you’ll	  find	  anywhere	  else	  this	  year.	  I	  promise.	  If	  that’s	  not	  
enough,	  I’ll	  be	  there	  and	  I’d	  love	  to	  meet	  you.	  	  

	  
	   Marketing	  is	  full	  of	  choices,	  choose	  B2B.	  Because	  we’re	  friends,	  I’ll	  let	  you	  in	  on	  a	  

secret.	  Use	  code	  SMART	  to	  save	  $100	  on	  registration	  at	  Mprofs.com/B2Bsmart.	  
 
 Today on Marketing Smarts I’ve invited Ian Cleary, founder of RazorSocial.com, 

which was named one of the top 10 social media blogs of 2013 in the annual 
Social Media Examiner Blog Awards after just six months in operation. I wanted 
to talk to Ian about how he managed to build this incredible success in such a 
short time, what tools he used to help him along the way, and how you can 
replicate that success with your own blogging efforts. 

 
 Ian is a social media tools and technology expert, and a recognized social media 

speaker. We’re pleased to have him with us today.  
 
 Ian, thanks for joining us. 
 
Ian: You’re welcome. I’m delighted to be here, Kerry.  
 
Kerry: How’s the weather in Ireland?  
 
Ian: It’s raining, as usual. 
 
Kerry: Keeps everything green.  
 
Ian: Exactly. We like it in Ireland here. We don’t always get the great weather, but it is 

good fun to be here. 
 
Kerry: That’s what I hear. Your blog, RazorSocial.com, was named one of the top 10 

social media blogs of 2013 by Social Media examiner after only six months of 
operation. Is that true? 

 
Ian: It is, yes. I was absolutely delighted, because I really respect Social Media 

Examiner. It was great to be included in the top 10.  
 

http://www.RazorSocial.com
http://mprofs.com/b2bsmart
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Kerry: What makes Razor Social different? That’s lightening speed to get that kind of 
recognition.  

 
Ian: I suppose what happened was when we were starting the blog I looked at all the 

influencers within social media, and I looked at all the different types of content 
that was produced. I was looking at the different sites, like MarketingProfs, Social 
Media Examiner, Jay Baer, and all the different sites around and all the different 
influencers. My background is technology and I spent the last five years in social 
media and digital marketing.  

 
 I knew I had to do something around the technology area. I saw that each of 

those blogs dabbled in technology, so they do some posts in technology and 
tools, but not all about tools. So I said what I would focus on was not the 
platforms – Facebook, Twitter, LinkedIn – but all the tools surrounding the 
platforms. Actually, there is nobody else doing that. There’s nobody of influence 
just solely writing this content around that area.  

 
 That was a key thing is coming up with something that was really different and 

that made us stand out a lot. 
 
Kerry: That’s the content that Razor Social focuses on is the technology and the tools 

by which you can maximize these other platforms?  
 
Ian: That’s absolutely accurate, yes. 
 
Kerry: So in the course of creating that content you were building your own readership. 

What tools did you use to do that?  
 
Ian: We used a lot of tools, because we’re the tools people. 
 
Kerry: That’s all right, we’ve got time.  
 
Ian: Okay, great. First of all, we started off with a good platform for the blog, which 

was Wordpress. That’s a good foundation to start your blog on. 
 
 When we’re writing the content, we always optimize the content. The plugin we 

use is Wordpress SEO, and we use that to optimize the content for Google. 
 
 Then we use AWeber as the email marketing tool. Then we have within the site 

various subscription boxes for AWeber. 
 
 We used another couple of tools. We used one tool called Lead Converter that 

allows us to display pop-ups going up on the screen, allows the paid banner 
images going across the top of the screen, or even boxes that appear in the 
bottom right and side of the website. That’s really to attract attention of visitors 

http://www.lead-converter.com
http://wordpress.org/plugins/wordpress-seo/
http://www.aweber.com
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and encourage them to subscribe via email. The email subscription is very 
important to us. 

 
Kerry: Let’s assume that there are businesses out there, relatively new startups that 

need to get into this. If we could just slow down a little and explain how you use 
the first tool so that people are about to launch blog and kind of feel like it’s 
desolate and no one is reading it, why does the Wordpress plugin for SEO help?  

 
Ian: Okay. When you’re writing content you’re not always writing it for Google, but it’s 

quite useful to see if there are people searching for content related to what you’re 
writing about. You might do a little bit of research beforehand, which the best tool 
is Google Keyword Tool, which is completely free. That tells you if you put in 
keywords are people actually searching based on those keywords. 

 
 So if you’re writing this content then you can start using these keywords within 

the content. What I like about Wordpress SEO plugin is that it’s very simple. 
What it does is gives you little indicators at the bottom of the post telling you did 
you include the keywords in the most relevant places.  

 
 For example, there’s a title which Google reads to find out what the post is about 

and it will just do a little check to say, “Did you include it in the title? Did you 
include it in the page name of the post? In the content of the post? Maybe in a 
heading within the post?”   

 
 You can very easily see if you’ve done the basics to optimize it.  
 
Kerry: So it prompts you, so people who are new to it would find that really beneficial. 
 
Ian: Yes. It’s a very simple tool. There are more complicated tools out there, maybe 

some tools that are a little bit better, but if you want something quite simple and 
just little guidelines, like a checklist of things to do at the end of a post, that’s 
probably the best tool, especially as a startup.  

 
 If you do follow the guidelines on the tool you will generate more traffic to your 

blog and you will appear more within Google search results.  
 
Kerry: How did that work for you, what kind of traffic increase did you see?  
 
Ian: My traffic is on a monthly basis has at least 20% growth each month. Every new 

post I’m writing are generating new traffic. It might not be huge traffic per post, 
you might get a few hits per day per post, but if you’re writing regular posts and 
you’re constantly growing and increasing that traffic, then it’s constantly building. 

 
Kerry: Why Wordpress to begin with? Is it because they have so many cool plugins, like 

the SEO plugin? 
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Ian: Well, first of all, the main bloggers, the top bloggers in the world, most people are 

using Wordpress as a platform. It’s very reliable. It’s free. It provides a full 
content management system that’s relatively easy to use. Then there’s a whole 
support info structure in terms of all the different plugins that are available. If 
you’re missing a piece of functionality, generally you’ll find a free plugin that you 
can add on to Wordpress. 

 
Kerry: You talked a little bit about the plugins you used to get people to sign up for your 

e-newsletter while they’re viewing your blog. Can you talk more about that and 
how that works? 

 
Ian: When people are viewing the blog, on the right hand side I have a subscription 

option. That is basically a form from the email marketing tool AWeber. What I do 
is try to encourage people to subscribe by providing an incentive. The incentive is 
that I provide a free tools guide, and that encourages people to subscribe. 

 
 Then I’m also testing out different variations, but a lot of times I’ll have a pop-up 

so that when people scroll down towards the end of the post a pop-up will appear 
trying to encourage people to subscribe. That tool is called Lead Converter.  

 
 Now, pop-ups are not for everybody. People do find them annoying at times, but 

they do work. 
 
Kerry: What are you finding is the difference in subscription rates between people just 

signing up on the right hand side and people who respond to the pop-up? 
 
Ian: On the right hand side my subscription rates are about 1.5%. Then the pop-ups 

are normally getting 2-2.5%.  
 
Kerry: That’s interesting. The pop-ups come at the end?  
 
Ian: Yes, at the end of the posts.  
 
Kerry: So they’ve had a chance to read your content and realize its value by then. 
 
Ian: Exactly. Now, the actual area where I’m getting the best conversion is on the 

homepage. I have an image directly under the banner on the homepage and it 
takes up the full width of the screen. That’s when people arrive on the 
homepage, it’s very clear, it stands out a lot. I get about 8% conversion rate on 
that. 

 
Kerry: It doesn’t flash or anything, right? That would be annoying. 
 

http://www.aweber.com
http://www.lead-converter.com
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Ian: No, it doesn’t flash. What I do is in that box I talk about my free guide. Also, for 
social proof, which is just having somebody saying something good about you 
that’s recognized within the industry, I have that within the box, and that improves 
conversion. I have Amy Porterfield, Mike Stelzner, Mark Schaefer, all something 
nice about the blog. That sort of helps improve the conversion. That image, 
actually Derek Halpern was the first person who started talking about a feature 
image directly under your banner, and it really does help conversion. 

 
Kerry: What did you do to promote your blog content on other channels?  
 
Ian: To me a lot of it is about building relationships with people online and offline. 

Online is interacting with people across the various tools on Twitter, Facebook, 
Google+, and of course I’m actually active on all of them. What I find is that a lot 
of it is building relationships with people, sharing other people’s content, 
interacting through their blogs.  

 
 As you build that relationship then people want to share your content. You never 

have to ask them to share the content. If you focus on helping other people and 
promoting other people’s content, then people will start looking at your content. 
As long as it’s good and it’s relevant to their audience, they’ll start sharing it out.  

 
Kerry: You and I met in person for the first time at Mark Schaefer’s conference, Social 

Slam in Knoxville. It really adds a whole new element, or dimension, or richness, 
to the connection. It becomes stronger for me, anyway. How important have you 
found face-to-face networking to be in building Razor Social?  

 
Ian: I find it’s absolutely crucial. I’m very much an online person and do an awful lot 

online. I spend a lot of time online. But at least every couple of months I go to the 
U.S., because that’s the area I’ve been focused on, and I go to conferences and I 
speak at the conferences. I find that when you actually meet people that’s when it 
really happens.  

 
 You can do so much, you can bring the relationship so far online. You can go 

from exchanging tweets, then you might get onto a Skype call or a Google 
Hangout, but when you actually meet the person and sit down and have lunch or 
have a drink, or just chat with that person, I think the relationship just comes to a 
completely new level. I think that’s where the real strong bonds happen.  

 
 So I think it’s crucial going to the events.  
 
Kerry: How do you choose which events to attend?  
 
Ian: At the moment I’m applying to speak at different events, so I pick events that are 

high profile that have other key influential people that I want to interact with, that I 
want to build relationship with, and I apply to speak at those events. 
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Kerry: I want to talk a little bit about guest posting. Your content on your own blog is 

excellent, but you also write elsewhere. How did you decide to create guest 
content, which sites did you choose for that, and how has it helped you to gain 
exposure for Razor Social? 

 
Ian: When you start off a blog initially, and I think this is part of the reason the blog 

grew very quickly was that if you don’t have an audience initially you need to 
borrow that audience off somebody else. Writing guest posts on other sites helps 
build up your name, build up your reputation, and also bring regular traffic back to 
your site. It also helps from a Google perspective because Google wants to see 
you interacting on other high profile sites in your niche, and that helps bring the 
traffic back. 

 
 I try to pick the highest profile sites possible in my niche. Then I went to events 

where the founds of those blogs or companies were at the events, and then I 
tried to build a relationship with them. That’s costly in terms that I had to travel.  

 
 A couple of choices are to start with smaller blogs and you could easily get to 

write for them. Or you could go for the high profile ones, the top ones in your 
industry, it may not be the very best in the industry but some of the top ones, 
build a relationship with the author, show that you have good content on your 
own blog, then if you approach it right you will get an opportunity to write for 
them. 

 
Kerry: So it has everything to do with the quality of the content that you create, but also 

the quality of the connection that you have with the person whose blog it is.  
 
Ian: Absolutely. I’ve never asked to guest blog. What happens is I end up building a 

relationship. I’ll give you an example. 
 
 At Social Slam I never met Jeff Bullas before. Before I went I wanted to guest 

post. When we built the relationship then he checked out the blog and he didn’t 
interact with the blog before in any way but he knew the type of content. Then 
when we got to know he each other he asked me if I would guest post.  

 
 That has happened a lot. Most of the opportunities for guest posting with Mark 

Schaefer, Social Media Examiner, Jeff Bullas, Amy Porterfield, most of them 
have happened when I’ve met people at events and they’ve asked me to guest 
post. 

 
Kerry: Those were two of my biggest takeaways from Social Slam, were that Jeff Bullas 

wears politics clothing and that you break dance.  
 

http://www.SoSlam.com
http://www.politix.com.au
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Ian: When you have a few drinks you can’t actually break dance, so that was a bit of 
a problem. 

 
Kerry: I had to take your word for it, but maybe I’ll see it next time. You do have a 

demonstration, if I’m not mistaken. 
 
Ian: I do actually, yes.  
 
Kerry: What’s the traffic like on that? 
 
Ian: Traffic is very poor, the content is not great. But it is interesting that a lot of the 

things that happened to me related to guest posting has been meeting people at 
events. I’ve never actually sent an email to somebody saying, “Can I guest post 
on your blog?” I meet them at events, we’ve interacted online, they know me, 
they know the content, then we sit down and have a conversation.  

 
 Everybody struggles for content, so if it’s relevant to their audience they’ll ask 

you to guest post.  
 
Kerry: Clearly you have a passion for the topic, which is important since so many 

people find the technical aspect intimidating. Have you always had a passion for 
the tools that enable technology or is that something that you cultivated because 
you saw that there was a need not being met?  

 
Ian: I have a real strong passion. When you’re blogging and you have to do it very 

consistently and when you’re interacting online and constantly reading about 
tools and technology, you have to have a passion, otherwise it will dwindle over 
time. So, yes, I’m very passionate.  

 
 I had nearly 20 years working in the technology industry and the software 

industry, so I’ve always enjoyed that and working with a range of startups. I love 
gadgets. We used to sell robotic hoovers, robotic lawnmowers, and all sorts of 
gadgets online. So any technology stuff we always really enjoyed. It’s certainly a 
big passion for us.  

 
Kerry: So you’ve used the content and you’ve used the tools to bring people to the blog. 

What do you do with them once they’re there, besides getting them to sign up for 
your e-newsletter? How do you connect with them in a real way once they’ve 
arrived at your site? 

 
Ian: When somebody subscribes, for the first 1,000 subscribers that subscribed to the 

site I sent people a personal email back. That took a bit of time. There was 
template and then I just put in a couple of lines of personal email, so it took me 
about 10 seconds to respond. What happened there was a lot of people 
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responded to me, I found out who they were, what they really wanted out of the 
site, so that helped build the relationship initially. 

 
 When I send a weekly newsletter, I try to keep it personal, I put a bit of humor 

into it. I really strongly encourage people to respond to me in the email, and I’ll 
get some responses back. That’s sort of the personal newsletter approach and 
there are no graphics in it or anything like that, I think that helps build the 
relationship.  

 
Kerry: What about comments on the blog, do you reply to those personally?  
 
Ian: I always reply personally to comments on the blog.  
 
 The thing is, if somebody out there as a small business wants to form a 

relationship with a key influencer, just comment on their blogs and put a really 
good comment. Show that you know your topic and comment. You’ll really stand 
out.  

 
 I know on my blog I love when somebody comments. I’m straight in there and 

responding to them. It’s a great way for external people if they want to build a 
relationship with me or anybody else within this industry, good comments go a 
long way. 

 
Kerry: Clearly you’re very busy, because you’re replying to 1,000 emails. That takes a 

lot of time. And you’re on the road on top of everything else. Are there social 
media management tools that you’ve used to help you keep your channels 
buzzing?  

 
Ian: I use HootSuite and it’s quite a common tool. I’ve found that so many people use 

it because it’s very simple to use. It helps me filter out tweets into different 
columns so I can track different things and track influencers. HootSuite would be 
a tool I would use on a daily basis. 

 
 I use Post Planner for Facebook, so any updates that are going onto my 

Facebook business page I will use Post Planner for that. Now, Post Planner is a 
paid tool, but it’s not expensive and it saves you a huge amount of time posting 
updates on Facebook. It comes up with ideas for content, you can put in 
keywords and find out what’s trending related to those keywords and add that in 
as content. You can look at content from other people’s Facebook pages or 
Twitter accounts, all within Post Planner. I’ve found that to be very effective in 
terms of on a day to day basis. 

 
Kerry: You find that tool uniquely beneficial to amp up your Facebook presence, as 

opposed to just scheduling Facebook posts through HootSuite?  
 

http://www.hootsuite.com
http://www.postplanner.com
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Ian: Exactly. I find that Post Planner sits within Facebook so it’s on the Facebook 
platform, and it’s purpose-built for Facebook. I really find that to be a really good 
tool.  

 
 Also, one tool I use a lot is Nimble. Nimble is a relationship management tool, but 

it’s very much about the social side of things. When I have the influential people 
that I’ve identified that I’m building relationships with, within Nimble I can go in 
and see across Twitter, Facebook, Google+, and LinkedIn, I can see all their 
latest updates. Then I can interact with them through that tool directly within 
those. It’s much quicker, so I can respond to somebody status update on 
LinkedIn within the tool, or respond to somebody’s tweet or Facebook update. It 
builds a whole profile of that person. Then you can check to see when was the 
last time you interacted with the person. If I haven’t interacted for awhile, I can 
use that as well. 

 
Kerry: LinkedIn is getting more important by the day it seems. Can you talk more about 

LinkedIn and how you’ve maximized your presence there?  
 
Ian: I probably have about 2,000 connections with different people on LinkedIn. 

Anybody that is relevant to my business I will connect through LinkedIn.  
 
 Within LinkedIn on a monthly basis I will generally send an email to all of those 

2,000 people. I won’t sell anything, but I’ll offer something of value to them. That 
LinkedIn database is very targeted and it’s like a segmented database of people 
within your industry. I’ll always provide something of value. 

 
 Our separate business – we run a training business in Ireland – I’ll always get 

some business out of sending that email through LinkedIn. The open rate will be 
high, it will be very relevant to people that I’ve trained before or who I’ve met at 
events before, or done business with before.  

 
 For people on the line, LinkedIn, particularly if you’re in business consultancy or 

B-to-B type environments, build up your connections, but don’t just leave them 
there. On a monthly basis, email all of your connections. Don’t sell anything to 
them, but offer them something of value; a free guide or a free webinar. I know 
MarketingProfs are brilliant at this, providing really good free content. On the 
back of that comes business, as well.  

 
Kerry: How did you build that list from a tools standpoint? That would be a lot of copy 

and paste. 
 
Ian: Building the list initially, I just connect with people on LinkedIn. But, when you’re 

sending the emails you can only send 50 at a time. I haven’t come across a tool 
yet that allows me to take those 2,000 people and have it in an external tool and 

http://www.nimble.com
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automatically send them. So it’s copy and paste. It will take me about 20 minutes 
to do it.  

 
Kerry: So there’s an opening for somebody to develop another app. 
 
Ian: There is. What I didn’t investigate was is there a restriction on LinkedIn that 

doesn’t allow you to do that. What LinkedIn doesn’t want to happen is people 
spamming other people, so that’s probably the restriction they’ve put on. I’d 
imagine from an external tool point of view there is a restriction there as well. 

 
Kerry: So you’re gaming the system, you’re going to be on a watch list. 
 
Ian: I’m not spamming people though. You’re really just saying to people, “Hey, I’m 

still here. Just in case you need me, if you look for my services, you know what I 
do.” You’re saying that in a roundabout way. 

 
Kerry: What analytics tools do you use, how do you keep track of all of it? 
 
Ian: The main tool I use is Google Analytics. Within RazorSocial.com, at the moment 

we’re building email subscribers and we’re not actually selling any product 
through that site yet. Once we’ve built up a good audience we’re going to start 
selling products and services through there.  

 
 We set up goals within Google Analytics, it’s quite simple to set up. Goals allow 

me to see how many people have come to the site and how many people have 
subscribed to the email newsletter. Then I can see the conversion rate and I can 
see where people are coming from. Are people coming from LinkedIn? If I’m 
discussing something on a group in LinkedIn and people come to the site; are 
they converting? I can see what the difference is in conversion between people 
coming in from LinkedIn, Facebook, or Twitter.  

 
 Google Analytics would be the main analytics tools we’d use to track all of that. 
 
Kerry: How about social analytics? 
 
Ian: Depending on the tools. Post Planner provides analytics on any content we post 

within Facebook. We can see in terms of what the interaction is, how many 
people liked it, is the content working or not. Within Facebook we’d use that. 

 
 There’s Agorapulse Barometer for Facebook, which does a comparison of your 

page against other people’s pages and it tells if you’re below industry average or 
above.  

 

http://www.postplanner.com
http://barometer.agorapulse.com
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 On Twitter we use TweetReach and that lets us know when we send out a post 
in terms of where that post is going, who is interacting with it or retweeting it, who 
are the influential people sending it out. You can see how beneficial that is. 

 
Kerry: You talked a little bit about the analytics you considered while you were growing 

Razor Social. How did you turn those insights into action, how did they guide how 
you developed the blog over time?  

 
Ian: Because the first six months is really just email subscribers, we’re looking at 

things in terms of what traffic we’re generating how long people are spending on 
the site and what sort of email subscribers and engagement we were getting. 
Then we look at our figures and say, “How can we optimize that to make it even 
better?”  

 
 From an email subscription point of view, we did a lot of changes in terms of 

putting our subscription box in different places on the site. For example, on the 
right hand side of the blog, and then we put it at the end of the blog posts, then 
we implemented the feature image, then we put in social proof, and then we 
provided a free download guide.  

 
 As we’re monitoring these analytics we’re constantly making tweaks to improve it 

to increase the conversion rate. This can be the same if you have a product. If 
we had a product for sale on the site at this stage, we’d be looking at what our 
conversion rates are and what we can do to improve it.  

 
Kerry: Has that actually guided the content that you create? If you see that more people 

sign up after reading a particular kind of post, do you write more posts like that? 
 
Ian: We do, yes. For example, we did a post on Google+ tools that was really popular, 

so we have done a couple different variations around Google+ tools. A couple of 
the key influential people on Google+ start sharing out the content. That drove a 
lot of people into us.  

 
 We did one on LinkedIn tools and that was really popular because there aren’t a 

lot of LinkedIn tools.  
 
 Another example is we do a post every quarter on tools that are in beta. People 

just love this because they’re not released, they’re brand new, and people want 
to hear about it. That was really popular, so we decided every quarter we’re 
going to do a post about the tools that are in beta. That’s getting more and more 
popular, so we keep on delivering that. 

 
 So we are constantly monitoring the content to see what the shares are like, what 

the engagement is likes, comments on it, and then we’ll do more of that content. 
 

http://www.tweetreach.com
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Kerry: How many of the beta tools do you try for your own site? 
 
Ian: Well, we have a couple of different websites. On RazorSocial.com at times I’m 

reluctant to try out the beta tools. Say we do eight or 10 of them; there’s probably 
only two or three we try on the RazorSocial.com site, but we’ll try another couple 
on other sites that aren’t as important as RazorSocial.com.  

 
 There are a couple of tools that are just not ready for testing and we’ll make that 

clear within the post and say, “Here’s an interesting tool, it looks very interesting 
and it’s currently in beta, so watch out.”  

 
Kerry: Is there anything right now that you think is especially promising?  
 
Ian: There’s a tool called Glyder, which is a tool for your mobile device. It allows you 

to share content to Facebook and Twitter, but when you’re sharing content you’re 
picking from a load of templates they have already available.  

 
 For example, say I own a restaurant and I’m thinking I want to do an offer tonight 

because my restaurant is not full. I go to my mobile phone, I pick a template 
which is related to an offer, my branding will automatically be added, and then I 
can quickly share that out onto Pinterest and Facebook, share a link to Twitter 
and any of the other platforms. 

 
 What I like about this tool is it’s moving more towards managing everything from 

your mobile device. I think this tool has the potential of every restaurant and any 
business that’s not sitting at their desk on a 9:00 to 5:00 basis being able to use 
Glyder for all of their social media management activities, which is quite 
interesting. It’s an interesting tool and I’m just watching to see how they progress.  

 
Kerry: I’m just waiting for the time that somebody does something impromptu that goes 

horribly wrong, “I did it from my mobile, it was 11:30 on Friday night and I wanted 
to bring people in. I thought it would be funny.” 

 
Ian: Right. I suppose that’s the danger of mobile, you could be out drinking.  
 
Kerry: Unfortunately, that’s all the time we have. I so appreciate your talking with me, 

Ian.  
 
Ian: I love talking to you, Kerry. I’m hoping that we’ll meet again in person soon again. 
 
Kerry: For more information visit RazorSocial.com. And you can follow Ian Cleary on 

Twitter @IanCleary.  
 

http://www.glyder.co
http://www.razorsocial.com
https://twitter.com/iancleary
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 If you’re listening to this on iTunes, be sure to check out the post on 
MarketingProfs.com/podcasts, because I’ll include some links to the different 
tools that Ian mentioned in this episode.  

 
 If you like what you hear on Marketing Smarts, or even if you don’t, please leave 

us a review on iTunes or on our website. You can also reach out to me on Twitter 
@KerryGorgone.  

 
 Thanks for listening here to the very end, this has been the Marketing Smarts 

podcast brought to you by MarketingProfs. I’m your host Kerry O’Shea Gorgone 
and I’ll talk with you next week. 

http://www.marketingprofs.com/podcasts
https://twitter.com/kerrygorgone

