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Kerry:  	   Welcome to Marketing Smarts, a podcast brought to you by MarketingProfs. I’m 

your host Kerry O’Shea Gorgone. Thank you for listening. Before we get started 
I’d like to remind you that if you like what you hear on the show, or even if you 
don’t, you can leave us a review on iTunes or a comment on our website. You 
can also reach out to me on Twitter @KerryGorgone. 

 
 Today on Marketing Smarts we have David Meerman Scott, a marketing 

strategist and bestselling author of eight books, including The New Rules of 
Marketing and PR and Marketing Lessons from the Grateful Dead. He also 
advises emerging companies in the marketing technology category and speaks 
all over the world on topics ranging from marketing and social media to 
leadership.  

 
 I invited David to Marketing Smarts to talk with us about the newest edition of his 

book The New Rules of Marketing and PR.  
 
 David, thank you so much for joining us. 
 
David: It’s great to be here. Thank you so much. 
 
Kerry: What’s new in The New Rules of Marketing and PR? People new to the series 

obviously need the new edition, but what content have you added for people who 
have been following the series since the beginning?  

 
David: What’s interesting is that the strategies haven’t changed at all. The idea here is 

all about how to use content to get interest, and that content can be video, text, 
blogs, social networking, all kinds of different types of content.  

 
 What has changed are the approaches that we can take. This particular edition is 

the fourth edition of The New Rules of Marketing and PR.  
 
 I originally did the first edition way back in 2005 and 2006 I wrote it and then it 

released in 2007. Just stepping back a little bit, the first edition didn’t even 
include Twitter because Twitter didn’t exist as I was writing the book. The first 
edition had a very casual reference to Facebook because at the time that I was 
writing Facebook was only for students. That kind of illustrates how quickly things 
happen and how far we’ve come.  

 
 This edition is the fourth edition, it came out in the Summer of 2013, there’s a 

brand new chapter on newsjacking. Newsjacking is a technique that I love; it’s 
how you can create content around a breaking news story in order to generate 
coverage for your business. There’s also a new chapter on using images to 
market, that covers things like info graphics and some of the social networking 
tools around images like Pinterest and Instagram. 

http://twitter.com/kerrygorgone
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 Every edition of The New Rules of Marketing and PR continually has updated 

stories of success. I always like to have a bunch of stories, so I think this new 
book has something like 20 new stories that didn’t appear in the last book. I do 
remove some of the dusty old ones that don’t make the cut into the new edition. 
However, it is about 70 pages longer than the third edition. They keep getting 
thicker, which is really interesting.  

 
Kerry: So you take out the case studies about MySpace and add in something new?  
 
David: It’s funny, the first edition had case studies about MySpace and I had quite a big 

section on that virtual world SecondLife. I had this big section on SecondLife in 
the first edition of The New Rules of Marketing and PR. I haven’t heard anyone 
talk about SecondLife for years. So, yes, it constantly has it’s trimming as well as 
new editions. 

 
Kerry: What’s come up since you wrote this edition that you wish you could have put in? 
 
David: Vine. I wish I could have spent a little bit of time talking about Vine, I think it’s 

pretty interesting. There’s always something that pops up, there’s always some 
new way that we can get the information out there and there’s always something.  

 
 Also in the fourth edition (current edition) there’s a big section on Google+, which 

didn’t exist when the third edition was out.  
 
Kerry: I have to say I’m kind of gratified by the fact that people are happy that Instagram 

Video is 15 seconds where Vine is only 6, because it tells me that our attention 
spans are getting shorter but we have our limits. We kind of like the 15 seconds.  

 
David: Yes. I got kind of used to having the 6 seconds, I wouldn’t know what to do with 

all that time if I were to go to 15.  
 
Kerry: It’s so luxurious.  
 
David: I know, 15 seconds is almost a decade.  
 
Kerry: The New Rules of Marketing and PR series is incredibly popular. I even hear 

people mention it that I wouldn’t consider cutting edge as far as social media and 
new media go. But you never spent any money marketing and promoting the first 
book, so how did it become so popular? 

 
David: And just to gauge the popularity, it sold 300,000 copies in English over the four 

editions, and it’s currently available in 26 other languages, so it has done pretty 
well. 
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 One of the challenges with writing books about marketing, in every case that I’ve 
written a book about marketing I’ve used the tools and techniques that I write 
about in the book. When you think about it, how can you possibly write a book 
about marketing and then use a different approach to marketing the book?  

 
 I know it kind of sounds obvious, but I can’t tell you how many people I see who 

write a book about social media marketing and then they end up doing traditional 
media relations to try to get the book out into the marketplace. It’s kind of nutty in 
my mind. 

 
 The first edition of The New Rules of Marketing and PR came out in 2007 and I 

focused a lot in that book on two major techniques. I did some other stuff, but I 
had two major techniques.  

 
 The first one, and by far the most popular one and the way that I got the book to 

take off, was as I was writing the book throughout 2005 and 2006 I made a list of 
all of the bloggers who helped me in one way or another.  

 
 This was pre-Twitter so I didn’t have Twitter to rely on. Maybe the blogger 

provided some advice to me or maybe I met somebody at an event at some point 
and they pointed me somewhere, or somebody who allowed me to interview 
them, or it could be something as simple as somebody who blogged about me 
and used my name in a blog post or something.  

 
 So I collected a list of 163 bloggers who had helped over the course of writing my 

book in one way or another. In some cases they were just blogs I read, those 
people didn’t even know that I read their blogs. I mentioned all 163 of them in the 
book itself in the acknowledgements and then I did a blog post on the day that 
the book came out, linking back to their blogs and saying, “Thank you very much 
for the help, I put you in the book in the acknowledgements.”  

 
 That was kind of radical at the time, the idea that I would have a list of 163 

people who helped me and they would go in the physical book itself and then I 
would name them on the blog with a link to them. If you think back to that time, 
that was back when Technorati was one of the only ways that you could measure 
blog success, and people could see those links come in.  

 
 It was interesting what happened because then many of those bloggers then 

wrote about the book. And then many of those bloggers not only wrote about the 
book, but they re-created the link list on their blog. I think we got up to something 
like 50 bloggers who did that, so everybody was getting multiple links from those 
people who did it.  
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 If you had 50 links on Technorati prior to me doing this and then 50 bloggers did 
this, all of a sudden you had double the number of inbound links coming in to 
your blog and on the Technorati ranking your blog jumped up in popularity.  

 
 So in a sense I used the ideas in The New Rules of Marketing and PR to create 

content, push it out there, be helpful to people, use social networking, and the 
people who I mentioned talked up the book and that drove the sales.  

 
 The second technique I did was I used direct to consumer press releases. I did a 

series of about 15 or 20 press releases and they were not press releases 
designed for the press, they were press releases designed to be found through 
search engines and each one was written almost like a news story. I used that 
technique to drive people into the ideas of the book and then hopefully they 
would buy it on Amazon. 

 
 It was pretty interesting how quickly the books are to sell at that point. Then once 

it got that initial momentum it was kind of like a wave and it just kept going. I 
basically said yes to any requests for interviews, for doing podcasts, for being on 
webinars, and I really hustled around to get the book noticed in the beginning.  

 
 It was one of the very early books on what we would now call social media 

marketing. At that point that phrase didn’t even exist, as far as I know, or at least 
it wasn’t popularly used. It was kind of eye opening for a lot of people because it 
was so early. Fortunately, a number of universities also picked up on the book 
and started using it in class. I think we’re up to like 500 universities that use it 
now. 

 
Kerry: Mine does; Full Sail uses it.  
 
David: Yes, Full Sail absolutely, and Full Sail has been using it since the beginning. 

They were a very early adopter of the book and a number of the different classes 
use it. That has helped because professors always like to have the latest edition 
of something.  

 
 One of the big reasons for revising the book in the summer every other year and 

now I’m on an every other year cycle where the fifth edition will come out 2015 is 
that’s when students are buying books for their upcoming academic year. Having 
a new edition coming out in the summer makes a lot of sense. 

 
Kerry: What lessons can marketers take from your success using these approaches 

and how can they apply the principles to marketing products or services?  
 
David: There are so many different ways to get recognized out there. What’s really 

interesting about your previous question, just thinking about it here, is every time 

http://www.fullsail.edu
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I did a new book I had to think about how I was going to market that book using 
the techniques of that book.  

 
 I had a book called Worldwide Rave about how to create something that will go 

viral. What I did with that book is I made it completely and totally free on Kindle 
and all the other ebook services. It’s completely free on the Kindle, on iPad, on 
Nook, and as a PDF and other things – completely free. That’s a book that was 
published by Wiley, my long time publisher, so it’s not like it’s just a free ebook, 
it’s a real live honest-to-God publisher driven book that’s completely free. That 
helps to get me noticed and helps to sell my other books. 

 
 Marketing Lessons from the Grateful Dead is another one of my books. We used 

some of the techniques of the Grateful Dead marketing in that book to get that 
one out there. I have a book called Real Time Marketing and PR and we used 
some of the real time marketing techniques in there.  

 
 It’s kind of a way of illustrating that there are lots and lots of different ways to get 

the word out there. If I’m able to draw conclusion of what it all comes down to is – 
Ann Handley is the queen of this – it all comes down to great content. If you have 
really interesting and valuable information and you get it out into the marketplace 
in a way that it’s easy for them to find and consume and easy for them to share, 
that will serve to brand your organization as one that’s worthy of doing business 
with.  

 
 Then you add the different nuances to it, like video based content, information 

based graphical content, real time content, and things like newsjacking. Each of 
those are sort of subsets of the broad category of content, but the whole idea of 
new rules is that the old rules were that you had to pay to get attention, you had 
to pay for advertising. The new rules are that content drives it.  

 
Kerry: I continually run up against the objection that someone’s business is not a good 

fit for this kind of thing, either because they’re in a traditional industry or they’re 
just not a sexy product. How do you counter that? 

 
David: What you have to counter is that they’re fearful. When people say that, what 

they’re actually saying is, “I’m scared.” I’m scared of something new. I’m scared 
of the steep learning curve. I don’t want to feel foolish when I do something that 
I’m unfamiliar with. – And that’s a natural reaction. 

 
 This year I learned how to scuba dive and I had never done it before. It’s hard, 

it’s scary. In the beginning you’re kind of nervous about it. You build up 
confidence and get to be able to do it. I think the same thing is true of these tools 
and techniques. 
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 If you’ve always relied on The Yellow Pages to get attention for your restaurant, 
I’m not suggesting that that will go away, but I am suggesting that people are 
using different ways of finding the restaurants that they want to go to, including 
the web, and you need to be in front of them. 

 
 I have almost never found a product category that this does not work for. Five 

years ago I did a presentation in Riyadh, Saudi Arabia and I went to the camel 
market. In the camel market in Riyadh on the outskirts of the city it was this big 
dusty humungous pen of thousands of camels. Each of the camel merchants had 
five, 10, or 20 camels they were buying or they were selling, and it was all done 
word of mouth with cash. 

 
 Maybe if you’re a camel sales person in Saudi Arabia, starting a blog might not 

be the best thing for your business. But there are very few businesses that I’ve 
run across where that’s not true.  

 
 Just today I had a conversation with an organization that is one of the premier 

hearing aid manufacturers out of Europe. Typically their primary market is people 
who are a bit older, people in their 60s and 70s. Guess what? They’re on the web 
doing research, and if they’re not then their adult children are doing it for them.  

 
 Whatever the excuse is, “Hey, we’re a B-to-B company,” or, “I’m a nonprofit,” or, 

“My potential customers are all in their 70s,” I’m sorry, that’s pretty much a fear 
based excuse, it’s not grounded in reality. 

 
Kerry: You mentioned that you learned to scuba dive relatively recently; let’s talk about 

Ocean Frontiers.  
 
David: Yes. 
 
Kerry: How did you discover them?  
 
David: Through Facebook. I decided middle of last year that I wanted to try scuba diving 

with my daughter. My daughter is now 20. When she was 14 we learned how to 
surf together. We did some surfing lessons, we both bought boards, and we’ve 
continued to surf together over the last six years. Even prior to that, we did body 
boarding and body surfing together. So with continuing this theme of doing things 
in the ocean I said, “Hey, let’s try scuba diving.”  

 
 So we went to the Turks and Caicos Islands over the New Year’s vacation and 

we did one dive just to get a feel for it. I thought, “Wow, this is pretty cool.” I said, 
“During the beginning of summer when you get out in May, let’s get certified.” 
She agreed and we decided to do this. 
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 We got our course work, and the pool work she did in New York City where she 
lives and I did it up here in Boston where I live. Then we decide to go to the final 
dives for the certification process together. I was poking around trying to figure 
out where we were going to do this and because I travel all over the world all the 
time, I had tons of frequent flyer miles to get practically anywhere.  

 
 Through one of the people that I’m friendly with on Facebook I noticed this 

Ocean Frontiers and they just do a really good job with online content. They have 
a reef cam where you can see what’s going on right outside of their dive resort 
under water. It’s really cool because if you’re sitting in your office and it’s nasty 
weather and you’re in the middle of a meeting, or even if you’re talking on a 
podcast, you can go to it and see what kind of fish are cruising by the reef cam 
out there.   

 
Kerry: Hey, watch the fish on your own time. 
 
David:  And then on their Facebook they’re constantly posting interesting photos that 

they’ve taken, not only underwater but also above ground of birds and of the 
resort itself.  

 
 They have this really cool thing called the Green Short Challenge. There are 55 

dive sites off the east end of the Grand Cayman where Ocean Frontiers is 
located. The owner of Ocean Frontiers, Steve Broadbelt, realized that a lot of his 
customers had never experienced a great deal of those 55 dive sites. They would 
come down, maybe they’d then go somewhere else, a different place like 
Honduras or Hawaii, or somewhere else to dive. So he figured that he has to use 
social networking to get their interest in how they can come back again and again 
to Ocean Frontiers in the Caymans. 

 
Kerry: How long does it take to do a dive? 55 is a large number.  
 
David: One typical dive is on hour. But you have to take a boat to get there and then you 

get prepared, you do your safety check, and you do your dive, you come out, and 
you have to rest. Typically we would do two dives in a day. Some people can 
squeeze in three dives in a day. If you’re really into it and you know what you’re 
doing, you can sometimes do four. But not in those 55, because they’re too far 
apart.  

 
 It would take 30 days to do all of them. I calculated that it’s about $20,000 to do 

them all. And a lot more if you include things like airfare, food, and the hotel. 
 
Kerry: Who needs that? You’re there to dive, not eat. 
 

http://www.oceanfrontiers.com/green-short-challenge.html
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David: That’s true. Well, you have to eat something, otherwise you might pass out. And 
you have to have a beer afterward, after all it’s a “dive bar,” you have to go to the 
dive bar.  

 
 Anyway, if you do dive all 55 sites they throw a party for you at the resort and 

they put all the pictures up on Facebook. People love that, they like it and they 
share it with their friends. It’s just a really cool way of generating interest using 
Facebook. 

 
 And that’s exactly how I found out about it. One of my friends was on Facebook 

talking about Ocean Frontiers and I thought, “That seems like a pretty cool 
place.” I checked it out and then of course did a search, and what pops up? Look 
at that, they’re rated one of the top dive resorts in the Caribbean by Scuba Diving 
Magazine. This sounds pretty good, maybe I should do it.  

 
 That’s how I ended up going down with my daughter. We went down in the 

middle of May, we were there for four days, I think we did six dives all together, 
got our official certification and saw some amazing sea creatures.  

 
Kerry: Are you going back? 
 
David: We will go back, but we don’t have plans firmed up. However, on Friday I’m 

going to the Galapagos Islands. That has absolutely nothing to do with Ocean 
Frontiers, but that’s my next adventure.  

 
 I’m a weird collector, I’m collecting how many countries I can go to. I’ve already 

been to all 50 U.S. states, I’ve been to six out of the seven continents, I’m going 
to be going to Antarctica in December so I’ll reach my seventh. I’ve been to 88 
countries, so when I get to Ecuador on Friday it will be the 89th country.  

 
 My goal is to reach 100. Probably within about two years I will have been to all 50 

states, all seven continents, and over 100 countries.  
 
Kerry: Wow. Do you just walk through Monaco on your way to somewhere else?  
 
David: Monaco; I’ve never been there. I almost went in May because I had a speaking 

gig in Milan and it would have been the same distance to get to Monaco as it 
would have been to get to San Marino. San Marino is this little tiny country in Italy 
that’s about three and a half hours from Milan.  

 
 I took my wife on the trip to Milan and I said to her, “Let’s just go to San Marino,” 

and she just tolerates my obsessiveness, “I can’t believe that we’re going to go to 
Tuscany for the weekend and you want to take six hours to drive to this little 
country.” So we did, we drive three and a half hours to San Marino, had pizza, 
and then drive four hours to this really cool place that we stayed in Tuscany. 
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 She was kind of bitching at me because we spent all of our time in the car, which 

I can understand. That was my 88th country. 
 
Kerry: How was the pizza? 
 
David: The pizza sucked, but I got to a new country so that was good.  
 
 How do you capture obsessives like me? I ended up booking a holiday at this 

place called Quark Expeditions where I’m going to go to Antarctica with them in 
December, and that was partly based on the content they created.  

 
 There’s a group of people who the way they research products and services is 

they go to the search engines, they find out what their friends are up to, and it’s a 
great way to reach people as a marketer. 

 
Kerry: I do think it can be a little misleading, because what usually happens for me is I 

hear somebody mention something and I’ll either look it up on the social network 
first or I’ll enter it into Google, so it looks as though search is bringing me to you, 
but really it was my friend.  

 
David: Oh yes, there is a lot of truth to that. That is particularly true if somebody enters 

your name or the name of your products. I know when I check my inbound links 
for my blog, if somebody enters my name or they enter the title of one of my 
books I know they already know of me or they’ve been recommended to me. The 
ones that are really interesting are when they enter some funky phrase and I 
think, “Whoa, how the heck did you find me?”  

 
Kerry: Let’s talk a little bit more about newsjacking, you have a new chapter about that 

in the book. Can enterprise bloggers use newsjacking? 
 
David: Oh my gosh, anybody can use it. Newsjacking is simply the idea of finding out 

what’s going on in the news at any given moment and then when you have a 
legitimate tie to a story, how can you create a piece of content designed for being 
found by people who are looking for information about that news, or by reporters 
and editors who are looking to find second paragraph content for stories that 
they’re working on.  

 
 That can be used by any kind of organization to get their ideas into the 

marketplace. There are always ways that you can do that. I’ll give you an 
example.  

 
 This is a B-to-B example. Joe Payne is the CEO of Eloqua, a marketing 

automation software business. A couple of years ago he noticed that his biggest 
competitor, a company called Market to Lead, had been acquired by Oracle. So 
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he did a Google search and sure enough the only thing that popped up in the 
Google search about the acquisition was the Oracle announcement. The 
announcement itself didn’t have very much information in it, it was essentially 
three sentences that said, “We’ve made this acquisition and we’re not going to 
tell you anything else about it.”  

 
 So Joe, as the CEO of the competitor, knew he had an opportunity because 

people were going to be interested in what this acquisition means for the market, 
what it means for their customers, what it means for the marketing automation 
software industry, what it means for Oracle, and so on. He did a blog post called 
Oracle Joins the Party all about how this acquisition is a really great thing for the 
industry. He provided some quotable quotes, he provided some data. 

 
 Sure enough, reporters now when they need to write about this story – and we’re 

talking a very short period of time here, Joe’s blog post was posted within two 
hours of him learning about the acquisition. Reporters now within three or four 
hours are starting to write their stories and now they have two pieces of content 
from which to draw, they have Joe Payne’s blog post and they have the original 
Oracle announcement.  

 
 All of a sudden, as the stories come out they all quote Joe Payne. They were in 

PC World, Information World, Bloomberg Business Week, and a bunch of other 
publications. The other thing they did was they sent a link to that blog post to all 
of the customers that they had in the Eloqua database that was tagged as being 
existing customers of Market to Lead, the company that was acquired, so that the 
ways that people were hearing about this acquisition were through the valuable 
information that Joe Payne was providing, because Oracle had yet to provide any 
information for the customers of the acquired company. 

 
 It was just a very clever way to draft off a breaking news story. The result of this 

was that Eloqua generated a million dollars worth of new business from one blog 
post. That’s amazing, a million dollars worth of business from one blog post. This 
is a B-to-B software company. If a software company can do it, anybody can do 
it. 

 
Kerry: I would think then that the big obstacle to organizations wanting to use 

newsjacking is probably the process by which they have to get content approved. 
 
David: It is. That’s the biggest problem. The biggest problem is that most organizations 

are simply not fast enough. Most organizations have some archaic approval 
process where they can’t possibly get a piece of content out quickly.  

 
 What true newsjacking requires is the ability to create content that is able to be 

put out in an hour. If there’s a breaking news story right now in a marketplace 
that is important to you, you want to get something out right away.  
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 As an example, last week I was minding my own business checking my email 

and I noticed that JetBlue said to me, “Hey, we just started this new program 
called JetBlue Badges, we’d like you to join. Click here.” I’m kind of a marketing 
geek, so I thought, “What’s this all about? Let’s see what it is,” so I clicked it and I 
joined. It felt a lot like a FourSquare badges kind of approach.  

 
 Then what I noticed is that they really screwed it up and they required a whole lot 

of intrusive personal information. They required that you link with your Twitter 
account and then the way that you had to link is you had to give them permission 
to tweet from your account and change your profile. It was crazy. I’d never had 
anyone ask me to do that. 

 
Kerry: Yikes. For a badge? 
 
David: For a badge. So I said, “No way,” and then I blogged about it and said, “JetBlue 

Badges are going to fail to take off.” I blogged about it that morning. 
 
 One of the reasons that I blogged about it really quickly was my thinking was if 

anyone else wants to write about JetBlue Badges as this new thing, maybe 
JetBlue is going to start to promote it through their media relations efforts to the 
media and say, “Hey New York Times, you should check out our new JetBlue 
Badges thing,” or, “Travel & Leisure Magazine, you should check this out,” the 
first thing those reporters are going to do if they’re smart is go to Google and type 
in JetBlue Badges. If they do, and I’m not sure about today but last time I 
checked, if they do that my blog post is on the very first page talking about 
JetBlue Badges. It hasn’t happened yet, but I could easily get quoted in a story of 
any reporter who is looking to talk about JetBlue Badges.  

 
 The problem is that there are very few organizations that are that quick where 

there’s an approval process in place that allows them to be able to create a piece 
of content in just an hour or two.  

 
 What I recommend organizations do is essentially get preapproval. If you’re 

somebody who is interested in taking advantage of this idea of newsjacking, and 
let’s say you run a blog at a company, what you want to do is get your legal 
people and your boss, PR and whoever else you need to get involved, and say, 
“Look, next time there’s a breaking news story it might be on a weekend, or it 
might be at 9:00 at night or 5:00 in the morning. I want to be able to do a blog 
post and not run it up the flagpole first. Can you give me permission ahead of 
time to do that?”  

 
 Many organizations will grant you permission and then you’re good to go when 

something happens. That can be within a large organization, that doesn’t 
necessarily mean it’s only within small organizations.  
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Kerry: So maybe they just have a handful of trusted content creators that can do it?  
 
David: That can be the approach, sure. Granted, I have an advantage, I run a one 

person business. Sometimes I ask my wife for permission for something and 
sometimes I don’t, but of course I have an advantage running a one person 
business.  

 
 I don’t think necessarily that the smaller organizations have an advantage over a 

larger one, I think it’s just those organizations that get that preapproval are the 
ones that have the advantage because they’re good to go when the opportunity 
is ripe.  

 
Kerry: What big changes do you see coming for marketers? What do we need to do to 

stay relevant? 
 
David: I think we have to continue to look at what are the new tools and be prepared to 

take advantage.  
 
 I think we have to understand that over time the percentage of people coming 

into your site via mobile, whether it’s tablets or smartphones, is increasing. It was 
1% and then 2% and then 3%, it’s just continually rising. I think it’s in the 20-30% 
range now for certain types of websites. That’s really important to understand the 
amount of people coming in through mobile, because it requires you to have a 
different type of content to be optimized for mobile. 

 
 I think that the ideas that we talked about five, six, or seven years ago with the 

first edition of The New Rules of Marketing and PR were kind of nice to have, 
and now it’s absolutely essential. Organizations who aren’t doing this are going 
to be left in the dust. We’re going through a communications revolution. I 
wouldn’t have necessarily said that back in 2005 or 2006, I didn’t foresee that we 
would be where we are now and that we’re going even further.  

 
 We have to all recognize that this isn’t just some frivolous telling people what you 

had for lunch on Twitter stuff, this is real and important, and we’re in the middle 
of a revolution in the way that humans communicate. We’re not turning back, 
we’re only going forward. The whole idea of people communicating one to 
another all over the world – there are more people in the world that have mobile 
phones than have toothbrushes, more people in the world that have mobile 
phones than have access to working toilets – six billion people in the world have 
access to mobile phones and all of those people are your potential customers.  

 
 This revolution in human communications is even more important than the 

invention of the printing press 550 years ago. There are still a lot of people out 
there that don’t recognize this revolution for how important that it is.  



Marketing Smarts, Episode 92  
Marketing Podcast   July 31, 2013            Guest: David Meerman Scott 
  

	  
Page	  13	  of	  13 

Copyright	  ©	  2013	  MarketingProfs	  

 
Kerry: I have to say that it’s comforting to know that there are some people in the world 

that are not taking their smartphone into the bathroom with them, because if they 
don’t have a toilet.  

 
David: Exactly. 
 
Kerry: Unfortunately, that’s all the time that we have. I’ve really enjoyed talking to you. 

Thank you so much for making the time.  
 
David: It’s my pleasure. Thank you very much. 
 
Kerry: For more information visit DavidMeermanScott.com or follow David on Twitter 

@DMScott.  
 
 Get your copy of The New Rules of Marketing and PR anywhere that books are 

sold, including Amazon.com. Thank you for listening here to the very end.  
 
 

http://www.davidmeermanscott.com/
http://twitter.com/dmscott

