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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.	  	  

	  
	   This	  two	  day	  event	  is	  worth	  your	  time;	  there	  are	  42	  sessions,	  four	  keynotes,	  

incredible	  networking	  opportunities,	  a	  lot	  of	  fun,	  and	  more	  B-‐to-‐B	  smarts	  than	  you’ll	  
find	  anywhere	  else.	  If	  that’s	  not	  enough	  to	  convince	  you	  to	  register,	  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	  off	  registration	  at	  Mprofs.com/B2Bsmart.	  
 
 Welcome to Marketing Smarts, a podcast brought to you by MarketingProfs. I’m 

your host Kerry O’Shea Gorgone. Thank you for listening. 
 
 If you like what you hear on the show, or even if you don’t, feel free to leave us a 

review on iTunes or a comment on our website.  
 
 Today I’ve invited Nick Westergaard to talk with us. He’s an advisor for the 

MarketingProfs B2B Forum, which is a sponsor for this program. He’s also a 
brand driven strategist, speaker, and writer. He’s the founder of Brand Driven 
Digital, the social media and digital marketing unit of The Westergaard Agency, 
where he’s Vice President and a second generation principal.  

 
 Nick also teaches social media marketing at the University of Iowa’s Tippie 

College of Business. He has written for MarketingProfs, 12 Most, and the 
Gazette’s Business 380, where he’s a monthly columnist. Nick is also the author 
of two ebooks; Google+ 101 and Instagram for Brands, he’s co-host of the Work 
Talk Show Podcast with DJ Waldow, and organizer of the Social Brand Forum, a 
top 10 social media conference happening in Coralville, Iowa October 24th and 
25th.  

 
 Nick, thanks for joining us.  
 
Nick: Thank you very much. I’m excited to be here. 
 
Kerry: I have a confession to make. I actually cheated when I would read the Choose 

Your Own Adventure books. I would skip back as far as I had to skip back to 
make decisions that would bring me to a better ending than the one I ended up 
with at first.  

 

http://mprofs.com/b2bsmart
http://worktalkshow.com
http://worktalkshow.com
http://branddrivendigital.com/socialbrand2013/
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 How does choose your own marketing adventure work? Can we skip back and 
change decisions that we made during our marketing and make our efforts more 
effective? 

 
Nick: That’s a funny confession. I want to say that after a few misguided adventures 

where you end in a couple pages, it didn’t take me long to realize that I just 
needed to deconstruct the book and then kind of still choose my own adventure 
with a little more insight. 

 
Kerry: It took commitment to be non-committal, because you had to keep your thumb in 

the book. 
 
Nick: I know, talk about active reading. You couldn’t just casually walk around with it, 

you had to have your fingers in appropriate spots in the book.  
 
 But your marketing adventure, I also think that’s a fun theme. I feel a little corny 

saying this, but I feel like you can choose your own adventure.  
 
 I forget who has the quote floating around out there, but it’s hard to have a plan 

that at least tactically speaking isn’t more than a few months, a quarter or two, at 
a time, especially when we’re talking about things in the digital channel. We see 
platforms come, go, change, add new features. The whole Instagram video thing 
comes to mind. Again, those are tactics, but I also think that stuff isn’t as 
dependent on your strategy.  

 
 To bring it back to the choose your own adventure thinking, I think that’s kind of 

what I was doing in taking apart the book was figuring out what the strategy was 
and then working my way through the tactics to get it done.  

 
Kerry: Or cheating, depending on what you want to call it. 
 
Nick: Or cheating, exactly. I think a little bit of that is okay in your marketing. 
 
Kerry: So once you’ve actually started down a path, maybe you try Instagram video, 

and you realize that it’s not giving you the results that you want, you can actually 
go back and revamp your approach or maybe just decide to cut it out all 
together?  

 
Nick: Absolutely. I think that’s one of the obvious benefits of most social channels is 

that the barrier to entry is much lower, with all of the caveats that of course it’s 
complex, it’s not free, it has things that go with it, all the things that people 
usually say. But all of the things that you have to do to try this channel out are not 
too challenging.  

 



Marketing Smarts, Episode 91  
Marketing Podcast      July 24, 2013        Guest: Nick Westergaard 
  

	  
Page	  3	  of	  12 

Copyright	  ©	  2013	  MarketingProfs	  

 I was working through a talk that I’m going to give and someone had brought the 
Mars Curiosity Rover story to my attention. It’s not new by any means, but there 
was a video that someone sent me that was a 20 minute talk on them basically 
standing this up a night or two before the launch of the rover. They were looking 
for something to get the word out and they had a real unique strategy, it’s one 
that they tweet, their Facebook updates, and FourSquare updates are in the first 
person.  

 
 You talk about the quick and dirty stuff and it was the night before, and I think 

that’s something that you can do. I think sometimes it’s a fine line between 
having a clear strategy and direction and not going ahead haphazardly, but I also 
think you can over think things, like all things in marketing.  

 
Kerry: What do you view as the greatest challenge for an organization in selecting their 

marketing adventure? Is it starting out when they have all these options and it’s 
overwhelming or is it changing once they’ve started?  

 
Nick: I think it’s a little bit of both. I think that, like most things, people talk about doing 

this or doing that, or say something like Instagram video which is new and 
exciting now, I think that there’s still a danger of doing something in the channel 
as opposed to something that is aligned with a business objective.  

 
 It sounds like a broken record, but it makes your channel selection easier with a 

clear objective to find, it makes your measurement more obvious and more 
precise. But I think that laying that foundation is probably the biggest booby-trap 
that you can run into. 

 
Kerry: I’ve heard you speak and I’ve read a lot of your material, and you consistently 

say that it’s really important to set your goals at the outset so that you can build 
your strategy and put in the measurement goalposts at the beginning.  

 
 There are still businesses that somehow resist doing that, that somehow skip that 

initial step. What are some ways that companies can do this effectively at the 
beginning?  

 
 Also, how can they avoid setting unrealistic expectations? It seems like there are 

some businesses that think, “social will save our business.”  
 
Nick: That’s funny, that makes me think of a couple things. I’d say the other thing you 

talk about with the objective in connecting with your last question of how you can 
change course and iterate if needed if something isn’t working, I think that there 
are all these places along the way and to me it seems so obvious but there are 
all of these little canaries in the coalmine along the way that how do you know if 
something is working.  
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 Of course there is all of the basic engagement metrics, but really you should 
have that tied back to a very specific strategy, an objective of something that 
you’re hoping to accomplish for your business. It makes choosing your own 
adventure along the way easier if you have a clear plan of what it is you’re trying 
to do going into it.  

 
 That’s not to say that everything is universal and that if you are going to try out 

something like Instagram video or Vine that it needs to pipe back into that master 
objective, but maybe it needs some sort of branch line objective of its own.  

 
Kerry: I love the canary in the coal mine visual. You know something is not right when 

small animals start dying.  
 
Nick: Exactly.  
 
Kerry: It’s time to make changes. 
 
Nick: I was going to say I think that’s my prediction, that there’s going to be actual 

more live animal cages in marketer’s offices. 
 
Kerry: When you have a client and you’re discussing their larger strategy with them, 

how do you really get them to focus on those goals and be realistic?  
 
Nick: The realistic goals thing is funny because it makes me think we’re both also 

educators as well. I gave students a consulting project awhile back, working with 
a local business and going through all of this; setting the objective because it 
makes measurement easier and the whole smart framework of specific, 
measurable, actionable, attainable, realistic, and timely. 

 
 This was this one retail focused business, a very nice business but a pretty 

pedestrian normal type of business. The objective that this poor group of 
students kept coming back with was that this guy was bent on thinking that his 
business, and specifically what they would do via social media and their business 
would change the world.  

 
Kerry: Okay.  
 
Nick: Exactly. That is neither attainable nor realistic.  
 
Kerry: Willy Wonka says it’s really easy to change the world. 
 
Nick: It is. Maybe that’s what this guy was thinking. But I think that particular group of 

students got the tangential lesson of working with a challenging client.  
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Kerry: I can imagine that that was instructive as well. I am an educator and I frequently 
have this internal struggle with helping students to aspire to greatness to the 
extent that it’s possible to achieve your very best, you need to do it, you need to 
reach, you need to stretch. But at the same time don’t expect that you’re going to 
change the world in a significant way right out of the gate because you’re on 
Instagram video, it’s just not likely.  

 
Nick: It’s funny, actually. I would say that, probably as you find talking with both 

students and businesses, it’s really interesting that you’ve got these two groups 
that come at this from opposite directions. You’re talking to a lot of businesses 
that are figuring this out that don’t understand the channel, but have an 
established business, versus students who are digital natives who have 
experience in the channel but their marketing frameworks aren’t as clear cut. Of 
the different tasks there’s more of a channel education on the business side and 
there’s more marketing strategy framework education on the student side. 

 
Kerry: Which is what makes it worthwhile for everyone, because everyone has 

something they can gain from it. You’ve done a lot of writing, you’re the author of 
Google+ 101 and Instagram for Brands. Each of those platforms has undergone 
significant changes, even since you’ve wrote those books. Do you still think 
marketers need to be on Google+, do you recommend that regularly?  

 
Nick: One thing I think for certain is that marketers shouldn’t write ebooks about 

specific channels anymore. I think with both of them stuff changed right after we 
got those out there. I probably should revise them.  

 
 Google+ is tricky. Was it a Profs survey that went out earlier this week talking 

about the most misunderstood channel or the one you’re tired of hearing about? I 
would have to guess that was Google+. I think when I saw it I took it, and I think it 
was Google+. I think it’s tricky.  

 
 And then you see different sets of numbers come out, like there was another set 

earlier this week that had it tracking behind Facebook. I think that was the study 
based on the Janrain social login info. My question there, I’d have to dig deeper 
on the survey, is I’m logged into Google probably 95-99% of my life anyway. Is 
that based on that or is that based on actual social activity? When we’re on 
Facebook we’re on Facebook, but you could be in your Google account and 
email and different stuff.  

 
 I think it’s interesting, I think it’s hard. I think all channels are different and I think 

the tricky thing is we’re looking for everything, it’s better news when we can say 
something is “the Facebook killer,” and, “Oh look, people are using Facebook 
more than Google+.”  

 



Marketing Smarts, Episode 91  
Marketing Podcast      July 24, 2013        Guest: Nick Westergaard 
  

	  
Page	  6	  of	  12 

Copyright	  ©	  2013	  MarketingProfs	  

 I think that there are some interesting things that you can do on Google+, I think 
Hangouts is an incredible tool. I think about all the things that they have at the 
edges of their experience. But as a straight up Facebook-like social network, I 
don’t know that that’s what it is. To me it’s something different, it’s something a 
little more collaborative. When you talk about having a direct relationship with 
your community it seems like, especially with Hangouts, there’s a way to kind of 
foster greater interaction and closeness with Google+. 

 
Kerry: Do you think it’s somewhere that a smaller business needs to be? 
 
Nick: I would say the caveat of it depends on what your business is and what you’re 

trying to do. All of that, the therapist answers. The quick and easy answer is I 
don’t know that for certain. Just like on the other side I would say to a small 
business it would be hard pressed to say that you don’t need to be involved on 
Facebook in some degree, it seems to just cut across all demographics. 

 
Kerry: You’re killing my plausible deniability in regard to Facebook, by the way. People 

do realize that you’re on when you’re on, but I’m always like, “I’m not really 
looking at it.”  

 
Nick: I totally know. This is bad, this is my confession. You talked about the choose 

your own adventures. Someone found me on Facebook and I totally walked 
away and thought, “I will just let them think that my computer went to sleep or 
something.”  

 
Kerry: But then in their stream they see, “Nick Westergaard just liked somebody’s 

photo.”  
 
Nick: And that’s the really dangerous about it. On the chat feature they can see if you 

saw something.  
 
Kerry: That’s bad, I never quite know what to do with that. Then you have to let a 

conversation just die, you just have to because you can’t keep answering. 
 
Nick: That’s what I did, yes.  
 
Kerry: You mentioned video for Instagram and a lot of people cease upon it immediately 

and say, “It’s better than Vine because instead of six seconds you get 15 
seconds.” Has it really changed things that much for marketers?  

 
Nick: I think it’s a headline that people like and it’s certainly obvious. We have a post 

on Brand Driven Digital today about Instagram videos, so there’s a lot of 
conversation out there about it.  
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 I also think more than “Vine killer, ha-ha.” It seems like if you look at all of this as 
a game of chess from the big players, Facebook and Twitter, I think that it does 
checkmate Vine activity in a way. You look at the data in early June, which was 
the first time when Vine videos surpassed Instagram photos, and then a few 
weeks later they roll out video and Instagram is back on top. 

 
 Moreover, I think as Vine is still so new and was seeing brand traction, but 

especially as we talk about smaller organizations, not quite at the adoption rate 
that everyone is using it yet, I think it’s a real critical time to stunt their growth. 
When you look at Instagram adoption rate in terms of their own user base, in 
terms of Facebook billion user base behind that, and then also it’s longer, I think 
alone is somewhat of a dubious bullet point of it’s just because of that.  

 
 But, I think when you talk about reducing friction, it’s not another thing. I’m a 

visual person, I talk a lot about that stuff, a lot of my posts originate visually from 
Instagram and I push them elsewhere. To me, all of a sudden, Vine is another 
place. I think that friction could be a danger too. More than the six seconds to 15 
seconds, I think that’s it.  

 
Kerry: You mentioned that you’re a visual person, and one of your specialties is actually 

visual marketing. We’re all over Pinterest, Instagram, Facebook, Twitter, and 
even Vine. But if marketers don’t give people the right kind of information, they’re 
not going to get any nibbles. What are some best practices for marketers in the 
era of information snacking? 

 
Nick: I think the visual stuff is still part of a larger conversation about content and the 

same rules there still apply of finding things that are of interest to your community 
visually. But also ways that you can help. I think you still need kind of a visual 
strategy as well. There are so many interesting things that you can do.  

 
 I think one of the biggest opportunities with this visual stuff, and actually the 

approach that we took in the post that we did talking about Instgram video, is that 
so many use these quick micro video platforms as a means of giving that 
backstage pass to your community and showing behind the scenes, showing 
things that happen, if you have something going on, like a product photo shoot.  

 
 Forever 21 was one that we sighted, they showed with Instagram video behind 

the scenes of one of their in-store photo shoots. It makes you feel a little bit 
closer to the brand too, and I think that’s one of the benefits of social media 
overall. I think using video to give that behind the scenes tour is a useful tactic. 

 
Kerry: Johnny Cupcakes just did that, and I loved it. They did a photo shoot with kids. 

That was especially fun because then you get to see them try to wrangle the 
kids. 
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Nick: I know that a big question out there is, “What if we’re not a visual brand?” I think 
it can be like the same woe is me that you sometimes hear with B-to-B, and I 
think that you need to kind of rethink your business. You look at someone that is 
a consumer brand, like Ben & Jerry’s, and you look at what they’re doing on 
Instagram video where they’re showing ingredients that go into stuff.  

 
 That same tactic can be borrowed and dropped into. Say you’re a garage door 

spring manufacturer or something that you might not think of as a particularly 
sexy business, but you can take that same strategy of showing the raw materials, 
and you’re just kind of borrowing that recipe and using it for your business.  

 
 I think that kind of experimentation, getting back to the choose your own 

adventure, especially if you feel like you’re in a “boring” industry, go look at what 
some other brands that might be somewhat more consumer focused and look 
beyond, “Oh, they’re ice cream, ice cream is so fun, Ben & Jerry’s is cool, I’m not 
cool.” Stop being sad about it and look at what are they doing, they’re showing 
the ingredients that make up their widget. Look at how you might be able to do 
that and then choose your own adventure with some of those different recipes 
that you borrow from other industries.  

 
Kerry: I love the “Will it blend?” series.  
 
Nick: Absolutely. That’s so fun. Usually most everybody has seen those and I show 

them at our Social Strategy Bootcamps a lot when I talk about video, because I 
think that’s a great example. We’ve all seen these, but take a step back before 
this was a thing and think about the fact that this is a strategy for selling a 
weapons grade blender, really high end, to higher end kitchens.  

 
 Most of us would say, “You make a promotional slick, you go to a tradeshow,” 

and it’s really a very different strategy. That, like the Mars Rover, isn’t a super 
new example, but it’s a great example and it feels very scrappy. 

 
Kerry: And they managed to grow the market for these industrial strength blenders.  
 
Nick: Oh, yes. Talk about an old school frame of reference, but the top of mind 

awareness there too. Like you said, they not only stood up the category itself, 
they stood themselves up at the center of it.  

 
Kerry: A lot of times smaller businesses will say that they don’t have the staff or the 

budget to make changes once they’ve made their plan, even if it seems clear that 
certain elements aren’t working for them. Maybe they don’t even take the time 
sometimes to go and see how things are working for them. How can smaller 
businesses set themselves up for success at the beginning of the adventure so 
that they can minimize the risk that they’ll let something stand too long?  
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Nick: That does seem to be a common story of the petering out of something. There’s 
the stats of all of the abandoned blogs, the crazy high number of posts on 
Facebook brand pages that aren’t responded to by the brands. I think that I view 
it as, first of all, not being afraid to change, but also make sure that you didn’t get 
bored with it, that you followed some of those critical steps going out of the gate, 
that you had something very clear that you were trying to do, trying to 
accomplish, and that you were executing.  

 
 I think that there are some scary things that can be depressing starting out, too. 

You don’t have comments, you don’t have very high engagement. It’s easy to 
think, if nobody is talking here at this campfire, is anybody listening to it, what’s 
the purpose here, do you just walk away. I think, especially starting out, you need 
to not be afraid of the silence that can come from that.  

 
 I wouldn’t quit too early. I guess that would be what I’m advocating for first. You 

are staying at it and that silence isn’t always bad. You need to figure it out. But 
then down the road it is incredibly easy to change course and think about what 
you’re doing here.  

 
Kerry: Facebook kind of hides the ball on people, in a way. So many small businesses 

will give Facebook a try first, because the owners are on it anyhow, but not 
everyone that likes your page sees every one of your posts.  

 
Nick: I know, that has gotten trickier now as opposed to obvious first mover rewards 

that came with being on the platform earlier. I think especially with some small 
and medium sized businesses that are just kind of planting the flag it is harder to 
get heard with things like Edge Rank. I think that makes it even more of a 
requirement. I think maybe you could dive in and kind of plant the flag earlier, but 
I think now it’s harder to do.  

 
Kerry: They just nickel and dime you, maybe you have to pay to promote some of your 

posts.  
 
Nick: It’s kind of like the backdoor way of all of a sudden it’s a paid platform, they’ve 

fixed the barn door after the cows have come home, to use a Midwestern 
colloquialism there.  

 
Kerry: Given the shift in consumer preferences for visual content, things like Pinterest 

have really changed how every website looks and how every social network 
looks, would you recommend that people who are going to blog and are going to 
share that blog post on social networks, that they create an image for the blog 
post? Maybe it has the title on it. What are some things that people can do that 
are relatively simple that can help their posts to gain the attention of their 
audience?  
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Nick: It’s funny, I was just saying that in a talk the other night. I think that in terms of 
specifically you talked about blogging, and I think like best practices for blogging 
maybe would have had a couple years ago before this visual revolution in social 
media. And I’m really trying to make up a word that is Pinterestification of the 
web, but I don’t think it’s working for me.  

 
 The impact that all of these sites that are now adopting this Pinterestesque look, I 

think a couple of years ago you could say, “If you’ve got a visual that’s great,” 
and now I think that you have to have a visual. Moreover, it can’t be one of these 
little right aligned, left aligned kind of thumbnail size things.  

 
 You take a look at Mashable, the big sites, and we have this massive images 

now. I think a big part of that is to stand out among the noise that is now as much 
visual as it is anything else. I do think it’s a requirement. 

 
Kerry: Are info graphics over? I still love them, and I’m a little five minutes ago when it 

comes to fashion. Are most people saying that they’re over?  
 
Nick: I haven’t heard that they’re “over.” That makes me think of Portlandia, there 

should be a social media of that, “Info graphics are over. Vine is over.”  
 
 I hadn’t heard that. I still think that there is a place for them. I think more than 

being over, I think maybe there’s this point where everything is an info graphic 
now, which maybe is what we’re coming off where we’re like, “Oh, of course 
there’s an info graphic for that.” We’re starting to see some that were real thin 
information wise where we say, “You just wanted to make an info graphic there.” 

 
 I do think, especially when you tell some complicated stories, that there is a place 

where an info graphic might be a little bit more of a takeaway versus a 50 page 
dense research project.  

 
 We have a client right now that has data as a pretty sharp sword in their quiver of 

arrows – Did I say sword in a quiver of arrows?  
 
Kerry: You did. That’s going to mess up your arrows.  
 
Nick: I just put a hole in the bottom of my quiver.  
 
Kerry: You’ll have no more arrows when you need them. 
 
Nick: Rather, data is a sharp arrow in their quiver and a big part of a message for a 

project that they’re working on. To me, I’m sitting here thinking rather than kill 
people with, “hey, go read all this,” let’s take the seven or eight biggest data 
points and visualize those. I think for certain situations, but I do think of it as 
maybe more of a tactic as opposed to “everything is an info graphic” now.  
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Kerry: You’re an advisor for the MarketingProfs B2B Marketing Forum, which sponsors 

this podcast, and you’re actually hosting another event, the Social Brand Forum, 
in Iowa several weeks later. What makes these two events different and why 
should people attend both? 

 
Nick: First, I’m thrilled to be a part of the advisory panel on the MarketingProfs B2B 

Forum. It’s so exciting. It has been a couple of years since I’ve been to a Profs 
event, since we were actually putting together our first one before. I would say 
especially the B-to-B focus and really the various tracks at the B2B Forum.  

 
 I’m very selfishly excited about my own talk, which this podcast has kind of 

reminded me a lot of what we’re talking about with choose your own adventure. 
I’m talking about Scrappy Brands Guide to Social Media, all this stuff that we’re 
talking about.  

 
 You hear all of this big brand examples, I think they’re great and I love them, and 

especially when you’re an educator and you have to get all these examples in 
there, it feels like you’re telling these same stories so much of the time, and I 
think the only downside to them is it’s like, “It’s cool what Ford is doing, but what 
about me? I’m a small tech company in Peoria, how do I make this stuff work for 
me?”  

 
 I think the levels of talks that you’re going to hear there from so many that are 

what I think of as the best in the industry, it’s going to be an action packed few 
days.  

 
Kerry: So why should people go to the Social Brand Forum? 
 
Nick: The Social Brand Forum is a bit of a different animal. Without the B-to-B focus 

that you’ll find at the Profs Forum. I was going to stuff like events speaking and 
attending all over the place, I joke that it took me a surprisingly long amount of 
time to realize that none of this was happening very close to home.  

 
 The businesses that we work with, there are so many great small, medium, large 

sized businesses in the Midwest, but with travel budgets being challenging I 
thought, “Is there a thirst for something closer in this area that maybe they could 
bring their whole team to something a little closer to home?” So I reached out in 
the first year – Ann was the first person that said yes, she is the fairy godmother 
of the Social Brand Forum. 

 
Kerry: Can you credit her for that in the program?  
 
Nick: I will, that is a title that I think her business card should carry from now on. I won’t 

undercut that too, because I think for a new event those first speakers that come 

http://branddrivendigital.com/socialbrand2013/
http://branddrivendigital.com/socialbrand2013/
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aboard are the ones that legitimize it and credential it. We are a single track 
event, because we did that initially out of budget constraints, but also I’ve found 
that we enjoy it because you do have midsized businesses that can send maybe 
more of their team that they are having that shared experience and can have a 
conversation around something, and really providing kind of a broad cross 
section.  

 
 We have Jay Baer, Jason Falls, Gini Dietrich, Lee Odden, Marcus Sheridan, Tim 

Washer, who I think will be at both events. That’s the Venn diagram, Tim Washer 
and myself are the overlapping circles of the Venn diagram for the events.  

 
Kerry: If you go to only one marketing event this year, it should be the MarketingProfs 

B2B Forum. But if you go to two… 
 
Nick: Exactly. 
 
Kerry: That’s all the time we have, unfortunately. It has been a real pleasure talking with 

you, Nick. 
 
Nick: Thank you. See you in Boston.  
 
Kerry: For more information visit BrandDrivenDigital.com or follow Nick on Twitter 

@NickWestergaard.  
 
 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. 
Talk with you next week.  

 
 

http://www.jasonfalls.com
http://www.armentdietrich.com/gini_dietrich/
http://www.toprankblog.com/about-lee-odden/
http://www.thesaleslion.com
http://www.timwasher.com
http://www.timwasher.com
http://branddrivendigital.com
https://twitter.com/nickwestergaard
http://www.kerrygorgone.com

