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Matthew:   Hello and welcome to Marketing Smarts, a podcast brought to you by Marketing Profs. I 

am your host Matthew Grant, Managing Editor here at Marketing Profs, and I thank you 
for listening. 

  
 This episode of Marketing Smarts, which is kind of twofer, was recorded live on March 

28th at the Seattle Art Museum. The event marked the kick-off of our Smart Marketers 
Tour which will also include stops in Los Angeles, Miami, Minneapolis, and Boston. The 
tour is being sponsored by Dun and Bradstreet, the world’s leading source of 
commercial information and insight on businesses, enabling companies to decide with 
confidence for 170 years.  

  
 I called this episode a twofer because it actually consists of two separate interviews. The 

first features Ian Lurie, CEO of Portent Interactive, and focuses on the proliferation of 
new types of marketing: content marketing, inbound marketing, search marketing, et 
cetera.  

  
 Why, Ian wonders, can’t we just call it marketing?  
 
 In the second half of the episode, I interview author and marketing strategist Geoff 

Livingston and we discuss his fairly critical take on the state of the PR profession today. 
Because this episode is two-for-one it runs a little longer than usual but remember you 
don’t have to listen to the whole thing at once. 

  
 Before we do get into things I want to remind you that if you like what you hear on 

Marketing Smarts and even if you don’t you can always leave us a review in iTunes or a 
comment on our site. You're also welcome to reach out to me directly via email. My 
email address is MattG@MarketingProfs.com. 

 
 We’re going to get started here, specifically with an introduction from our Chief Content 

Officer here at Marketing Profs, Ann Handley. Ann, take it away. 
 
Ann: What we’re going to do here right now is to record a podcast live with Matt Grant who’s 

our podcast host. He told me today that his friend said it’s the best podcast that you’ve 
probably never heard of. 

 
Matthew: Best marketing podcast you never heard of. 
 
Ann: Best marketing podcast that you’ve probably never heard of. You're going to get a sense 

of how it all works. You're going to sort of see the sausage made because he’s going to 
interview these two guys live. Oops.   

 
Matthew: Well, not the whole putting in the skin part, that’s just weird. Eww, why did I have to go 

there? 
 
Ann: Let me introduce Matt Grant. 
 
Matthew: Thank you Ann Handley. This is our maiden voyage and sort of a shakedown cruise of 

Marketing Smarts Podcast so hopefully everything will go well.  
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Ian Are you being shaken down? 
 
Matthew: Yeah, shakedown. How much money you got? Hey, there’s money right over there, bro. 

We’re not going to touch it. That’s the museum’s money. 
 
Ian: That’s stooping pretty low. 
 
Matthew: Yeah, stealing money from a museum; why would I even think that?   
 

For those of you who don’t know, as Ann said I am Matthew Grant, Managing Editor at 
Marketing Profs and the host of Marketing Smarts, our podcast.  
 
Our first guest of the evening is Mr. Ian Lurie. Ian is the chief marketing curmudgeon and 
CEO at Portent Interactive, an agency that he started back in 1995. It is, in his words, full 
service internet marketing company whose services include SEO, SEM, and strategic 
consulting.  
 
You may also know Ian for his rants and raves and some of his educational content on 
his conversation marketing blog. He also recently co-published The Web Marketing for 
Dummies All In One Desk Reference. In it he wrote the sections on SEO, blogging, 
social media, and web analytics.  

 
 Welcome, Ian Lurie. 
 
Ian: Thanks. 
 
Matthew: We’re just going to jump right in here. Recently, Ian on your blog, if you don’t mind me 

saying so --  
 
Ian: This is the shakedown part. 
 
Matthew: This is the shakedown part so there’s a lot of gotcha journalism that happens at 

Marketing Profs. There’s a fellow named Rand Fishkin who runs a company around 
here, SEOmoz, that some of you may be familiar with. Yes?  

 
Ian: There are a few 'mozers' here. 
 
Matthew: Excellent, we love Rand and SEOmoz. He recently wrote a blog post that talked about 

SEO and basically he was saying there was almost an identity crisis with SEO and that 
SEO would maybe need to find a better, more descriptive term. Not for SEO specifically 
in the narrow discipline of search engine optimization itself, but something that kind of 
took into account all these expanded responsibilities -- as he called them -- of SEO. He 
listed them out as content creation combined with investments in both the technical and 
outreach-based tactics and channels such as organic search, social networks, blogs and 
other websites, measured through analytics and tuned with conversion rate optimization.   

 
Now he was saying partly people who do, or SEOs, not only are they responsible for all 
these other activities but that there also was something about SEO that people found a 



Marketing Smarts, Episode 27 
A Marketing Podcast    April 11, 2012     Guests: Ian Lurie & Geoff Livingston 
  

	  
Page	  3	  of	  21	  

Copyright	  ©	  2012	  MarketingProfs	  

little shady and it was something that was kind of --  
 
Ian:  A little shady? 
 
Matthew: A little shady. 
 
Ian:  A little shady. 
 
Matthew: It’s a little shady. I’ve said that. I don’t think it’s shady, per say. I’ve seen shadier ways of 

making money. 
 
Ian: Do tell. No, sorry. 
 
Matthew: Later, later. Part of it was there’s a reality that SEO just covers a lot more, but there’s 

also something about when people hear SEO they’re like ah, oh yeah, you guys. He was 
suggesting that this term inbound marketing, which especially HubSpot has made very 
au courant, was maybe a better way of describing all the things that went on with SEO.  

 
You said that in a sense you ask the question why are we coming up with a new 
marketing concept or field and you raise the possibility that it’s just a branding ploy. I’m 
just wondering why you would see it that way. 

 
Ian: I have to start with a disclaimer; at least because we’re in Seattle. First thing is it’s funny 

because this started off as kind of a discussion between me and Rand about inbound 
marketing versus SEO versus internet marketing and it started with a couple of 
comments on the SEOmoz blog where he had written the original post.  

 
 Then I wrote this post and the entire world kind of exploded after that. All these people 

were like oh yeah, you’re sticking it to Rand, Ian, that’s great, and that’s not what I was 
intending to do at all and it didn’t, but that is kind of where it started and now I forgot the 
question you just asked. 

 
Matthew: I’ll put it a little more bluntly since you saw free to do so. Also I didn’t read it as an attack 

on Rand in any way but you were questioning why do we have to come up with this 
whole new term and you said it could be considered a branding ploy.  

 
Then you also said much more pointedly “my biggest problem with the need to add to 
the marketing lexicon though is the sheer laziness. Are marketers so pathetic that we 
can’t sell our services effectively without constantly redefining them?” 

 
Ian: See, I knew he was going to read that one quote. It had to be the one.  
 
Matthew: It’s the money quote. That was the money quote. 
 
Ian: Here’s what bothers me, okay. It’s an oxymoron but I am a marketing idealist. I actually 

think that what we do can change the world; that really effective messaging and 
communications can change the world. It can fix a lot of really terrible things that would 
otherwise happen and I think that marketing specifically is about kind of getting 
consumers to the products and services that will give them the most value, genuine 
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value, when they need it. That’s what marketing does.  
 

To me I don’t understand why we have to keep coming up with new terms and phrases. 
There’s inbound marketing, some guy came up with conversation marketing, I don’t 
know what the heck that was. That was me by the way and it was not meant to be a new 
-- anyway. There was SMO, social media optimization. I think you coined a new phrase, 
optimization optimization. 

 
Matthew: That’s right, OO. 
 
Ian: Yeah, look for that. I already reserved the domain so it’s too late.  
 
Matthew: Oh man. 
 
Ian: To me, there is a core essence to marketing and internet marketing and it’s about 

connecting people to the right stuff and information at the right time. It seems to me 
when we keep adding new names and new terms we actually cloud everything, we make 
it more complicated, we make it harder and harder for the rest of the world to understand 
what we do and we create a lot of misunderstandings around it. That’s kind of what it 
boils down to. 

 
Matthew: Are you saying that there isn’t something actually new happening here? I guess people 

say with the new tools and technology -- the standard narrative goes we had radio and 
television before and everything was broadcast, and then the internet came along and 
that was made even more social or interactive or engaging with social media, and now 
we have to have a whole new way of taking advantage or using these different channels 
to, as you said, perform marketing functions and educate consumers about these 
products and services that are really going to help change their lives. 

 
Ian: See, to me I go back and I read someone like John Caples who was doing marketing in 

the 1920s and wrote about scientific testing of advertising and analytics and direct 
response testing and multivariate testing. He didn’t call it multivariate testing but it was 
testing. I see that we have new channels and new ways to deliver.   

 
I also see that the pace at which we get new channels is accelerating at an incredible 
rate and I just wonder if we keep adding new terms every time we get a new channel, 
every single person in this room will be in an entirely different industry by the next time 
we meet. Each one of us will be in a unique industry and that to me is a problem.  
 
I don’t think marketing at its core has changed; great marketing is still the same thing 
which is connecting people to the products that will give them the most value; the 
messages that will give them the most value at the right time. I don’t think that has 
changed since we got the printing press, I really don’t. 

 
Matthew: I’m wondering though, if in the graphic design world the advent of desktop publishing 

and it’s still -- graphic designers especially at a kind of low level, not the high agency 
level but just as the kind of transactional graphic designer -- do this logo, do this 
brochure. That’s become totally commoditized now. You can see that when that 
commoditization started with this introduction of Page Maker and things like that. I’m 
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wondering if like you were saying --  
 
Ian: Don’t read anymore quotes please. 
 
Matthew: I won’t, I won’t’. Well, I have another one I want to read later but I’ll wait. I’m wondering if 

there is just -- like everyone says now with social media -- everyone is a publisher. Is 
there also a sense somehow that people feel like now everyone is a marketer and so 
that marketing companies in order to differentiate themselves and agencies in order to 
differentiate themselves feel like they have to say that they’re doing something new and 
different in order to counteract that? 

 
Ian: I think there is some democratization of marketing -- he rocked back on his chair. 
 
Matthew: I know finally. I’ve been waiting for democracy to come to marketing. We are free. 
 
Ian: The question I have to ask in response to the question actually is why does all 

communications have to be marketing? Everyone is a communicator, right? Marketing is 
one kind of communications and it’s highly specialized but the fact that things like Page 
Maker have come along, those are new tools, those are new ways of communicating in 
some cases for marketing, and in some cases it’s for a flyer for my lawn mowing 
business or something when I was a kid.   

 
Again, I don’t see that as changing the fundamental definition of what marketing and 
what communications do. 

 
Matthew: I was wondering if part of this latching onto and inventing new terms actually sort of 

belied a kind of insecurity on the part of marketers. 
 
Ian: Oh, yeah, absolutely I think it does. I think it’s this feeling that somehow if you don’t 

redefine the field you are unable to sell what you do. My problem with that is if we’re so 
bad at marketing that we can’t market ourselves without coming up with entire new 
terms for what we’re doing, how are we going to market anybody else’s stuff ever?   

 
That’s what worries me the most is if we’re not capable of controlling the messaging 
around what we do in a really positive way how on earth are we going to be able to do 
that for our clients? I don’t know the answer to that because you see people who come 
out and say, “Well, it’s not a coffee maker, it’s a coffee preparation system.” So I’m not 
sure what the answer is. 

 
Matthew: That’s why people then don’t like marketers because they’re overcomplicating 

something. 
 
Ian: Yes, overcomplicating and I think a lot of people feel that we try to kind of sell through 

confusion, try to confound the audience to the point where they’re so mixed up. It’s like 
going on an old style car lot. There’s so much going on and you're being bombarded with 
so much information that by the time you're actually looking at the cars you don’t 
necessarily know -- see, now all the car people are going to come after me. This is good, 
this is great. 

 



Marketing Smarts, Episode 27 
A Marketing Podcast    April 11, 2012     Guests: Ian Lurie & Geoff Livingston 
  

	  
Page	  6	  of	  21	  

Copyright	  ©	  2012	  MarketingProfs	  

Matthew: You better watch out, the cars are watching. 
 
Ian: I know. There’s a Ford Taurus right over my head. There are a lot of folks who do sell 

and market through confusion. There are a lot of communicators who do it to. You only 
have to look at American politics now to know that and that’s not -- I know, don’t go 
there. 

 
Matthew:  I don’t want to talk politics. 
 
Ian: Yeah, I’m not going to go there. But I do think that’s an issue. I think there is a lot of 

insecurity. I think we have to get over it. I don’t know what else to say to that. 
 
Matthew: Well you seem very confident. I wasn’t accusing you of being insecure. You seem very 

confident. 
 
Ian: I do have deep seated insecurities but it has nothing to do with marketing so we’ll leave 

it there. 
 
Matthew: Excellent. I would like to see if we can get some questions from the audience here but I 

did want to circle back around to this taint on SEO. Is that really earned or deserved? I 
know myself I’ve said to people it’s just a scam. 

 
Ian: You know what? To be honest, and this is going to sound terrible, but I put a lot of that 

on the clients because a lot of clients look at SEO and they let it overwhelm them and 
then somehow common sense disappears. When someone calls them up on the phone 
or emails them and says for $9995 I can get you a number one ranking on Google 
guaranteed and they say sure sign me up. Well, guess what? Doesn’t that sound too 
good to be true? I mean if I said for $9995 I could help you triple your business 
overnight, what does that sound like? It sounds like a come on.   

 
I think the SEO industry had internalized a lot of that. I think there are these two 
communities in SEO, the black hat and the white hat. Neither one of them is bad or 
good. They are different strategies. I don’t know that there’s anything inherently bad 
about SEO unless you consider all marketing bad because all marketing is some form of 
manipulation of communication to get folks to see the products that will bring in the most 
value. SEO just does the same thing.  
 
You have to remember, and Michael Greywolf says this and it’s a really good 
expression, Google is not the government nor are they the imposer of morals upon us 
all. They are one more channel and one more tool and the tactics you use should be the 
best ones suited to your client and to the consumer. I don’t see a big problem with that at 
all. 

 
Matthew: Right. In fact, the argument that was made to me once was if this stuff is possible to do 

and it’s legal to do -- I know we say black hat but it’s not illegal, it’s just something 
Google frowns on. 

 
Ian: It just violates Google’s terms of service. 
 



Marketing Smarts, Episode 27 
A Marketing Podcast    April 11, 2012     Guests: Ian Lurie & Geoff Livingston 
  

	  
Page	  7	  of	  21	  

Copyright	  ©	  2012	  MarketingProfs	  

Matthew: Right, but that’s something if you're working for a client doing this stuff it’s kind of your 
obligation in a way to do what’s best for the client as you were saying. 

 
Ian: Yes and any good black hat SEO will go to a client and say look if we do this your site 

will probably get slammed by Google in the next couple months. If you have a garage full 
of pharmaceuticals that you just want to unload, okay fine, we can do it. But if you -- 

 
Matthew: We can? A garage full? 
 
Ian: Well, I’m not making any guarantees -- 
 
Matthew: Okay, fair enough. I respect that. 
 
Ian: -- because I wouldn’t do that sort of thing. Any good black hat SEO is going to tell you 

right away what the risks are. Like all marketing and all communications and all 
business, it’s about risk management and the only evil black hatters out there are the 
ones who don’t tell their clients and don’t tell their customers what they’re doing to them 
and then that client or customer gets banned by Google and basically has to build a 
whole new website because it’s very difficult to recover -- unless you happen to be 
JCPenney or BMW -- from that kind of penalty. 

 
Matthew: Right. I think I associate it too with, I was talking to someone about reputation 

management and you know when you have a name like, let’s say if you Googled Matt 
Grant and it said Matt Grant scam -- not that it would -- but that he said well I’ve got an 
IP emulator that can basically hit things and that will go away for you for a price. That 
sounds sketchy to me but it’s not --  

 
Ian: But that’s not SEO and that’s not reputation management either. Reputation 

management is making sure that you're controlling the message about you and your 
brand out in the world online, just like PR and marketing is about controlling your 
message and your brand out in the world offline.   

 
True reputation management is making sure that you are controlling as much of the 
conversation as you can without resorting to things that actually could potentially be 
criminal for one thing. Yeah, some of that gets a bad reputation. There are some bad 
people out there doing really bad things on and offline. 

 
Matthew: We do have some time for questions so I just wondered if anything you’ve heard tonight 

has provoked questions in your inbound marketing or about SEO. Hayden? 
 
Hayden:  I sort of have an issue with this idea that these different distinguishers in terms of the 

marketing community, SEO, inbound marketing, things like that, necessarily are a result 
of marketers not having confidence in what they do etcetera.  I think that it speaks to the 
fact that marketing is more complex and more rich than just the act of communication. 
There are lots of different acts of communication and a lot of different channels to do it 
in. If you look at any other industry vertical, say development or business or things like 
that, there are lots of different descriptors for people working in those industries. 

 
Ian: For the different tactics. You didn’t have a question there either, I can see that. No, go 
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ahead. 
 
Hayden: I just am curious as to why we would pull marketing as something different from those 

other business categories. 
 
Ian: You bring up a really good point and the important thing to understand here is this is 

about the division between strategy and tactics; between tools and a discipline.   
 

Development is a great example. You have java developers, you have python 
developers, you have people who specialize in QA, but they all fall under development.  
 
In running businesses you have accounting, you have marketers, and you have people 
who do all the different jobs in a business but whatever that business is that’s the 
overarching strategy.  
 
In marketing there’s this strategic discipline of marketing and then within it, you have all 
these different tools. You have SEO, you have television, you have display. Within 
television you have infomercials; you have 10 second spots, 30 second spots, and 
everything else. Radio; it all divides down and down and down.  
 
I have no problem with that and I think it totally makes sense and by the way, we’re all 
going to be using inbound marketing, no matter what I say, because it caught on a long 
time ago. It’s not like this is a new term. I think we have to be careful to distinguish 
between the tactics and the strategy and the tools and the discipline. That’s the only 
point that I think is really, really important. 

 
Matthew: It sounds like you're also saying there shouldn’t be this category confusion by taking one 

thing that’s ultimately a kind of tactic and elevating it to the level of the entire thing that 
you're --  

 
Ian: Yes, exactly, exactly. Understand, a lot of this is an academic discussion, right? I mean 

this isn’t changing the future of marketing as we know it. There are always going to be 
new terms that come up that kind of group some of the tactics and strategies together. 
Inbound marketing, social media. Is there any such thing as antisocial media? Not really 
so what does it mean, I have no idea. 

 
Matthew: I know - aren’t all medias social? Well, social business, that’s the other thing that people 

talk about now. 
 
Ian: Social business? As opposed to businesses where you slap people or businesses where 

they slam the door in your face when you try to come in. I won’t go any further. Peter has 
a question. 

 
Matthew: Peter, lay it on us man. 
 
Peter: Peter [inaudible 00:22:57] I was just wondering what do you think some of the biggest 

changes in user behavior are that are happening that are changing marketing [inaudible] 
over time. 
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Matthew: I just want to repeat the question just to make sure we got it. What are the biggest 
changes in user behavior that are taking place that are pushing some of these changes 
that we’re looking at in marketing? 

 
Ian: I think there is a lot more control on the part of the user. Marketing has been very 

passive for a long, long time. You sit in front of a TV and the ad is delivered to you. 
There is a lot more ability on the part of consumer to respond immediately to the 
message they’re receiving and of course, we as marketers have the ability to analyze 
that and respond back to them very quickly. I think that’s the biggest change you see is – 
there’s the desire to swipe or do whatever else they can do to interact somehow with the 
message that you're sending them. That’s the single biggest change I see. 

 
Matthew: When people talk about these things and even with social media if people are watching 

TV, for example, or people are just not watching commercials, there are real changes 
that have happened so that old marketing tactics are -- not that they’ve disappeared on 
us -- 

 
Ian: But if you're watching TV or watching a commercial now what else are you doing at the 

same time? You're texting someone or something on your phone. So even if you can’t 
interact directly with the message you may tweet out “this is the worst Super Bowl 
commercial I’ve ever seen” or something like that.  

  
You're still interacting with it, so I see a lot more interaction with the message right then 
and there and I know that’s not real specific, it’s probably kind of a copout answer but to 
me it’s really the big change that’s happened. 

 
Matthew: Wow, I was really disappointed that you did that copout. 
 
Ian: Sorry, sorry. 
 
Matthew: Did that answer your question, Peter? 
 
Peter: Yeah, it seems to me that people are communicating differently because of the devices 

they have and there are a few services almost changing the whole way of interacting 
and it’s sort of causing us to need to move into a new ideology at times. 

 
Matthew: To be fair, if really what’s supposed to be the center of marketing is the customer and 

what the customer is doing, we have to acknowledge that there are changing customer 
behaviors that may actually justify us using different kinds of terms or ways of describing 
what we do. 

 
Ian: There is a changing customer behavior but I don’t think customer psychology has 

changed that much. The way we respond to messages that are shown to us -- there’s a 
whole other discussion that’s going to be going here but -- I believe has been around 
since we were swinging from trees and it’s going to take a long time for those basic 
behaviors, the basic desire to possess something you want and that will bring you value, 
the basic desire to belong, the desire to respond and get something back in response, 
those are things that are not going to change that quickly.   
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You're right, attention spans certainly contract. I think there are a lot of things that 
change as far as the desire to be constantly interacting but the basic things that would 
get someone to respond to a message I don’t see that changing that much in any 10 
year period. I think that takes a much longer time. 

 
Matthew: All right, any other questions? Yes, ma’am. 
 
Female: What is your Twitter handle? Inquiring minds want to know. 
 
Matthew: It’s @MattTGrant. 
 
Ian: Make sure you put in the extra T. 
 
Matthew: Yeah, there are three Ts because there was The Bachelor Matt Grant and he stole my 

twitter handle. He said he was a financial consultant. What does that even mean? 
 
Ian: Well, now he’s an inbound financial consultant so we don’t know. 
 
Matthew: I know exactly what that means. All right. That’s all the time we have. Ian, if people 

wanted to find out more about your company or your thoughts where would you send 
them? 

 
Ian: You can go to Portent.com which is much shorter than my blog address which is 

ConversationMarketing.com. Either one of those. 
 
Matthew: If I wanted to find out more conversation marketing and how I can start doing that do you 

have a newsletter or something? Just kidding. 
 
Ian: That’s good because I had no idea how to answer that question. 
 
Matthew: Thank you very much, Ian Lurie. 
 
Ian: Thank you. 
 
Matthew: I’d like to introduce Geoff Livingston, our next guest. Geoff is a marketing strategist who 

has done a lot of innovative work in the non-profit field on his own and on behalf of 
clients ranging from The United Way of America and The Environmental Defense Fund 
to Ford, Proctor & Gamble and Sully Erna of Godsmack. I just wanted to put them all 
together. 

 
Geoff: That’s right. That’s my first social media campaign and it was on MySpace. Anybody 

know what MySpace is?  
 
Matthew: The only other thing I’ll say about Geoff is he has authored three books; Welcome to the 

Fifth Estate: How to Create and Sustain a Winning Social Media Strategy that came out 
last year. Now Is Gone: A Primer on New Media for Executives and Entrepreneurs which 
he wrote along with Brian Solis back in 2007. I was wondering is there any point in 
people reading that book now? 
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Geoff: No, because it talks about MySpace. 
 
Matthew: Right, and frankly I’m forbidden from talking about MySpace. I’ll tell people why later if 

they want to know.   
 

Finally, you have a new book that’s going to be coming out next month called Marketing 
in the Round: How to Develop an Innovative Marketing Campaign in the Digital Era 
which you co-wrote with Gini Dietrich. 

 
 Geoff, welcome to Marketing Smarts. 
 
Geoff: It’s great to be here. It’s great to be in Seattle; great city, thanks for having me. 
 
Matthew: It’s nice to do this live, too. It’s different. I’m not just in my office with my headphones on. 
 
Geoff: I know, we don’t have the Skype goober look going on like dude, how’s it going over 

there.  
 
Matthew: I knew there was a name for that look; the Skype goober look, if you didn’t know. 
 
Geoff: Well, my wife would tell you that I always have a goober look, it’s just the variant to 

Skype. Okay, go ahead. 
 
Matthew: I wanted to kind of continue some of the conversation that we were just having with Ian 

around SEO and this sort of taint around it and it isn’t always automatically respected, as 
they say. I kind of wanted to continue just talking about public relations, in part because 
Geoff on your blog today you published a post called the PR Industry Just Can’t Save 
Itself.   

 
It started out with this salvo if I may, this is what you wrote: “Of all the professional skill 
groups that can be included in the marketing tool kit, public relations is the most 
ridiculous. Filled with backwards, unethical, and untrained professionals that consistently 
spam people and promote attention metrics instead of actual outcomes, the PR 
profession can’t help it’s poor image.” And you ask in the end is it salvageable?  
 
Where did this come from? You're a PR man yourself; is this just PR self-hatred? 

 
Geoff: I will say that I do have a traditional branding and I have a communications degree as 

well and I haven’t really practiced public relations or at least in the media relations since 
in several years, thank God. Anybody here pitch media, I mean that’s a tough business.  

  
As I said in the post, too, there are many, many fine ethical practitioners so I think I was 
ranting a bit. Part of that, as a blogger I get so much bad email, I get so many ridiculous 
pitches, most of which I just delete. It’s pretty clear on my blog there’s a pitch policy, you 
have to use a QR code to get to it, but I really don’t take pitches and so I just get spam 
after spam after spam.  
 
On top of it there’s been all this crazy stuff that’s been going on like there was a big PR 
agency tournament, like the NCA tournament, where they were competing for a better 
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Klout score. Then there’s the whole thing with -- I’m from D.C. so you’ll forgive me for 
bringing politics in but -- the Senate bipartisan group suing or inquiring into the Obama 
administration about their use of tax payer dollars for public relations.  
 
On and on and on there’s just always this crazy lampoon going on with PR and it’s 
because for every five great practitioners you have one that’s just going cowboy, doing 
crazy stuff, touting Klout as the greatest thing on earth or talking about how many 
impressions they can get in the New York Times, like I got your story so you have 
2,000,000 readers. We all know as marketers that’s not true; we just know that’s not 
true.  
 
I think that what Ian was talking about with inbound marketing and SEO, we see that in 
every marketing discipline and I don’t think that that post was necessarily fair, it could 
have been more comprehensive -- that we have this problem generally in marketing.  
 
And I think frankly even though I’ve done very well with social media, social media has 
created or amplified this problem because the barrier to entry is so low. Anybody can 
just say I’m a social media marketer or I’m an inbound marketer or I’m a PR practitioner 
by setting up a shingle on Twitter and a blog.  
 
I think that what we have to do as professionals is start to try to really elevate the 
conversation and demand a standard of excellence from our brothers and sisters. 

 
Matthew: That’s one of the things you end up saying. You do say yes, there are ethical good 

people working in this discipline --  
 
Geoff: A lot of them. 
 
Matthew: -- and you said in fact it comes down to the people, but you also point out that it’s kind of 

hard maybe to find the best people either to hire on your team or the best partners to 
work with to do PR. What should people actually be looking for when they’re vetting their 
PR resources? 

 
Geoff: Let me ask the crowd how many of you here are in-house? Do you manage agencies or 

consultants? Do you have a vetting process? Do you do RFPs and really run them 
through the ringer? I think that’s really what we have to do.   

 
I know that when I’ve been in-house -- and I’m in-house again and I’m managing 
vendors -- I really try to actually go around them and find out in the marketplace what 
their reputation is and see their work. It’s really about finding great people because great 
people do great marketing.  
 
When you have strong practitioners you can pretty much look at a great result, but I’ve 
also seen those guys that come in and sell the SEO and they say “hey, we’ll make you 
number one on four keywords” and people are like “oh wow, that’s great, let’s do it.”  
 
I think just understanding what makes a great vendor or consultant and vetting them. 

 
Matthew: Is PR just a necessary evil? I mean, PR does something or also people now just are 
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skeptical about awareness or really what’s the return on PR. I worked for a company for 
years where our CEO was basically PR is BS. He fired the agency, he just didn’t believe 
in it. I had especially line managers at the company who were just like that’s a waste of 
money. I don’t see if I’m running a local office, PR does nothing for me, I don’t believe in 
it. 

 
Geoff: I would respectfully disagree but I would also look at PR as part of a larger marketing 

whole, so I would really look at it as part of the grass roots effort and really trying to build 
interest and word of mouth.   

 
I think Al and Laura Ries wrote a great book called I think The Fall of Advertising and the 
Rise of PR from the Dot Com Era which really discusses how PR can be elemental in a 
brand.  
 
The thing is -- and I’m going to throw a different marketing discipline in altogether -- 
product marketing is really what it comes down to. When you have a great product and 
you're in the marketplace and you're doing the research and you're building stuff that 
your clients and your customers really want, then all this stuff works a lot easier.  
 
When you have marketing that’s representing something that’s fantastic, whether it’s 
public relations, direct mail, advertising, online, SEO, inbound marketing, whatever it 
might be then people and customers really resonate with the product. I think we get into 
trouble when we’re trying to say something about an offering that’s not really true. 

 
Matthew: That’s where PR and marketing communications in general or even advertising gets 

denounced as manipulative or just spin or something like that is because people see 
through that and they see the disconnect between the message and the product. Then 
all those other activities just start to seem expendable.  

 
Geoff: Right, there’s a reason why CMOs only tend to last, I think it’s 21 months. The reason 

why is because they are put in that position where they have to make something that 
may not be salable and obviously that creates issues. 

 
Matthew:  Ian was saying there’s not just a total technological determinant and just because there 

are these new tools out there, marketing suddenly has to be different, and yet it seems 
like all these new tools, especially social media, the rise of this 'influencers', whatever 
that might be, community interaction. Is it basically PR people start freaking out? It was 
one thing when you could say okay, here’s the big trade publications where I need to 
show up, here’s the local places where I need to show up, I’ve got my people I know to 
talk to. Now it’s like I don’t even know who to talk to and that itself could maybe drive 
some bad or misguided behaviors? 

 
Geoff: Yeah, that’s interesting. That’s the whole influencer and understanding how to listen and 

research and find where your people are online and really finding relevant 
conversations, but to do that you really have to understand what your offering is and 
where that plays in a other centric world. Do you remember Copernicus? 

 
Matthew: You mean the guy who invented the Universe? 
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Geoff: Sort of, right? But before Copernicus we thought --  
 
Matthew: The heliocentric view of the Universe. 
 
Geoff: Heliocentric, right. The earth was no longer the center of the Universe and people were 

like oh my god, this guy is a heretic and all this stuff.   
 

I think marketers look at the world like we did before Copernicus, like this is the company 
and we have to go outbound and this is where the rest of the world is and we have to 
have that Copernican revolution. I think this is what Dell talks about all the time; the 
Copernican revolution where you really look outside of you and see where your 
organization sits within that larger context and then you have to mind those 
conversations to understand who you want to talk to.   

 
When I hear influencers -- and influencers is definitely what social PR sells, like hey, I’m 
going to get you Ann Handley, she’s got 120,000 followers on Twitter. That’s great but if 
I’m selling to the aerospace industry what does Ann Handley have to do with that so I 
think that relevance -- Ann’s a brilliant mind and certainly having her in your court would 
be great because you would learn a lot from her but the point is that you really want 
people in the aerospace industry.  
 
In fact, if you’re really trying to sell space ships to NASA you probably don’t even want 
three-quarters of the aerospace industry so understanding who an influencer is for 
aerospace in the true space sense for NASA et cetera, that’s probably going to cause 
you to get in touch with people that are influencers with reach of 200 or 300 people as 
opposed to 120,000. Understanding really, context as it matters to your organization is 
really, really important on the social web. 

 
Matthew: Right, but that also probably demands a different kind of work than PR professionals are 

used to doing in terms of identifying these influencers in this very more targeted focus 
sense. 

 
Geoff: We’re going through so many disciplines in this conversation but again now you can see 

how it’s very integrated and multi-channeled. If you have that market research 
component where you’re listening and informing that product marketing, again that 
market research can be brought over here into PR so you can learn where you should 
be playing and where you should be doing your content marketing or inbound marketing 
or whatever it’s called this week. 

 
Matthew: That also means that there’s a lot more communication happening between the different 

disciplines within marketing and is that happening the way it should? 
 
Geoff: I don’t think so. Usually we see silos within marketing and you can hear this with this 

conversation, so this is a lot of about what this next book with Gini is on and she actually 
contributed the marketing round theory. What the marketing round theory is is that we’re 
supposed to sit around a table and really be near each other -- not literally a round table 
but in the same space so that you can talk to each other.   

 
If you go down to Dell’s social media command and listening center you're going to see 
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this great closet with these blue screens up there with all these Radian6 conversations 
on it and that’s what everybody has seen, but if you walk outside of that closet you're 
going to see a big open room, probably about half the size of this hall right here and 
everybody that touches their online communications whether it’s legal, customer service, 
PR, email, web, bloggers, they’re all sitting right there so when something pops, they 
can go talk to each other.  
 
Really that’s the type of communication where we need to be able to sit down and 
interact with each other once a week and say “hey, what’s going on in the direct 
marketing space, why did that work, how did that happen, that’s interesting, did we get a 
lot of capture on the email side, why, what was the conversion rate, interesting, what are 
customers saying, maybe we can use some of this in a blog post over here. Really, we 
had more than 50,000 sales? Maybe we should do a press release on that.”  

  
 If you have everybody sitting and talking to each other regularly like this you have flow 

and when flow happens, you have that networked marketing effect as opposed to the 
silo, we have to talk to this department on Tuesday of next month. 

 
Matthew: It sounds like that also requires a serious commitment on the part of marketing 

leadership to break down those silos and actually -- not to force people to talk to each 
other -- but actually create an environment where this kind of communication is actually 
occurring. Are you seeing that happening in places? 

 
Geoff: For the most part, no. I think more than half of CMOs still don’t even know what to do 

with social media, much less having a conversation about a modern marketing 
department where all these seats sit together. I think it’s not really happening.   

 
I guess where you could say we’re talking about integration and marketing and multi-
channel purchases really are redux of the ‘90s in integration, now we’re just adding 
digital to it.  
 
It’s also kind of the same kind of conversation with the social business everybody’s 
talking about. To me that’s kind of like what Ian was talking about, that’s a fancy term for 
just sitting down and working together. We really just need to get to do business and 
understand how marketing flows and works because, believe me when I say this, none 
of our customers goes home and says gee, I think I’m’ going to consume social media 
for four hours. They don’t do that.  
 
They’re listening to drive time radio or they’re in the metro or the bus system looking at 
ads there, they’re reading a trade pub maybe on the way there or a real magazine or a 
newspaper and then they go to work, they see the online stuff, and the ads, they talk to 
people, they see things, they go home, they watch TV. This is the way we digest 
information and it’s just much more comprehensive than the way we talk about it in the 
profession. 

 
Matthew: I wanted to switch gears here a little bit just for the latter part of our conversation and talk 

a little bit more about your work in the non-profit sector. We’ve been talking really about I 
feel like it’s been for-profit business focus and how marketing works there.   
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The main question I have -- and you can fill in in terms of the actual work that you’ve 
done -- but what do you think that for-profit businesses could be learning from non-
profits that would actually help them achieve their marketing goals more effectively? 

 
Geoff: I work a lot with non-profits. I sell social fundraising platform to them; it’s called Razoo. 

Eighty-six million dollars. Sorry.  
 
Matthew: Cash money. 
 
Geoff: No, it’s good, you know.   
 

The thing that I feel that non-profits bring to the table that businesses don’t -- I mean 
businesses have a very strong command and control culture that we’re really trying to 
break out of and that was the whole promise of social media and I don’t think it’s been 
achieved.  
 
Non-profits, by their very nature, have to scrap so they have to bring in volunteers; they 
really have to ask people for help left and right. They just don’t have the resources that 
businesses do, but that also creates an effect where they’re much more willing to soften 
the walls of their enterprise. They’re willing to bring in volunteers who might even 
execute their social media for them; they might have Facebook volunteers or Twitter 
volunteers. They empower people to go out and fundraise for them; sell for them. really. 
They get people to really believe in their cause and make that cause theirs.  
 
What I think that they do better than companies could and what we can learn from them 
is how to create brand evangelists. If you want to see the best non-profit of this you go to 
the Livestrong page on Facebook and watch what happens on that wall. It’s just insane; 
it’s insane. You have people shooting up photos of tattoos; you have self-support, all this 
stuff. It’s amazing and Livestrong really does a great job of what I would call empowering 
the conversation but not injecting itself too much. They’re there, they’re present, it’s clear 
that they’re monitoring, but it’s really much more about supporting and empowering. 

 
Matthew: Maybe this comes back to the product issue you were talking about in the power of 

product marketing because isn’t what drives that, especially when you think about 
people actually getting very ...personally identifying with the cause that you're trying to 
raise money around, it’s what that cause means to them, is what drives them to you and 
kind of allows you to play around with this whereas most companies, if you're selling 
widgets or selling IT security systems or whatever it’s hard to get that kind of personal 
identification with what you're doing. 

 
Geoff: I would agree with that to some extent. I mean cancer is a very personal issue, but then 

if you look at the cancer space let’s look at it from a marketing perspective; it’s a very 
competitive space. 

 
Matthew: Right, there are a lot of people looking for money there. 
 
Geoff: Right, so the American Cancer Society; who feels warm and fuzzy about them? 

Anybody? Look what Komen just did; they basically imploded and damaged that entire 
sense of reputation and relationship with their stakeholders.   
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Over and over again, you see generally in the cancer space -- whether it’s a specialized 
cancer or Livestrong I would call a general cancer service provider, if you would, they do 
provide a lot of great services to people -- they are very much about personality.  
 
You see Lance a lot; you see the CEO Doug Ulman a lot; you can meet Brook McMillan, 
their community manager. So they really share themselves, but they also have a fully 
integrated multi-channel program.  
 
I did a $6,000 fundraiser for them using their platform a few years ago. I get their 
magazine now, I get their email, I am aware of their Gowalla and Foursquare stuff, but 
it’s a fully integrated effort. I see their news releases sometimes. They’ve really done a 
good job about making it a total play. 

 
Matthew: How could a for-profit company actually replicate the other part of what you said, which I 

thought was really interesting, the idea that you don’t just have fans of what you're doing 
or people identify and support the cause just through money, but they actually come in 
and help you run things. 

 
Geoff: I can name two brands at least on the marketing side allow their customer to go 

evangelize for them, in fact, they probably pretty much rely on them. That’s Apple and 
Harley Davidson.   

 
Both of those brands do that, but a lesser well-known example -- because those are very 
common marketing case studies -- Five Guys. Anybody like Five Guys burgers? Have 
you ever seen a Five Guys ad? Never, right? The only marketing that they engage in is 
actually social media and they just added it in the past year or two. They have a 
completely customer service and customer driven marketing model where they build 
everything off of word of mouth. The reputation that Five Guys enjoys is based on your 
experiences and you telling your friends about this gourmet fast food burger.  

 
Matthew: It is possible. I was glad you also said ...you know with Apple, I was thinking about this a 

lot. Especially after Steve Jobs died, there was actually millions of blog posts written 
about it because apparently if you mention Apple you would get a lot of hits. I’ve made it 
work for me. 

 
Geoff: I did a blog post, too. I get a lot of traffic off it still. 
 
Matthew: I once wrote a blog post about Apple and the Beatles. It probably got more traffic than 

I’ve ever -- yeah. I was trying to think what can you actually learn from Apple, in a 
sense? People always say learn from Apple but it’s like okay, be a crazy genius who 
reinvents entire industries and come up with products no one’s ever heard of that 
change the face of the earth? That’s what you're recommending? I’ll do it. 

 
Geoff: I’ll do crazy; I don’t know if I have the rest of that.   
 

Here’s what I take from Apple as a marketer. First of all, they’re very, very coordinated 
with all their launches. We always see the chatter and that’s what we participate in and 
talk about, but the reality is they’re rolling out their stores at the same time, they’re rolling 
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out their direct marketing with their email marketing, so you get the email that day of, 
“Please buy the product,” you probably get a couple emails over the next couple days. 
You see advertising rolled out as well, usually TV and billboard advertising.  
 
What you see is a very coordinated effort and there is usually a launch event from the 
public relations perspective. Everybody bashes Apple for their lack of social media savvy 
or whatever; I completely disagree. Just because they don’t participate in social media 
doesn’t mean they aren’t learning from it. It’s very, very clear to me that they listen and 
that’s been demonstrated several times over the years, most notably when they had the 
first iPhone price drop and the blogosphere blew up and Steve Jobs was out there giving 
everybody $100 to the iTunes store the next day.  
 
Without that monitoring I don’t think that this company would be as prescient. It’s clear 
that they monitor. Ask any of the bloggers who have been sued by them. 

 
Matthew: I think that was a really great response, though. I think away from the aura around Jobs 

or the beauty of the products, this idea of this super coordinated multi-channel integrated 
machine is something that anyone could do in a sense. 

 
Geoff: I wish I was as good as their team. I look at my marketing campaigns and I hope I can 

get as coordinated and as well-timed as they are.   
 

There’s a Japanese strategy book I like; it’s called “The Book of Five Rings” by a guy 
named Musashi. It’s actually a bit in that marketing round book but it talks about timing 
and for marketing, I think timing is critical. A marketer has to time its message very, very 
well and without that message timed, sometimes the customer is not ready. When you 
have all these different marketing activities going on if they’re not well coordinated you’re 
losing opportunities. 

 
Matthew: All right, Geoff. I wanted to open things up here for the last few minutes for questions if 

people have questions about what you were saying. Hayden, it looks like you have 
something. 

 
Hayden: I was curious what you said about non-profits and their marketing strategy and that 

strategy evolving out of sort of a lack of resources that businesses might have, for profit 
businesses. I’m curious if you're seeing sort of similar marketing strategies and tactics 
evolving from smaller or starting up or bootstrapping companies. 

 
Geoff: That’s an interesting question. I would say some large companies are doing it, too. One 

of the first social media case studies was Legos, actually, and their adult Lego 
community. Sounds a little bit perverted, right? Adult Legos? As a parent I’m like hmm. 

 
Matthew: Grown-up Lego Community sounds better than adult. 
 
Geoff: They actually empowered their evangelists online to represent the Lego brand and gave 

them free Legos and revealed products to them first. To me that’s the first example that I 
can think of from a corporate standpoint. There’s no reason why a brand can’t do this.   

 
Nokia did it for a while as well, before they blew up their social media community and 
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turned it into a store, but they literally had people crowd sourcing apps and developing 
apps for the Nokia platform which is called Symbian, or used to be called Symbian. I 
think they’re on Windows now. Go Seattle. 

 
Matthew: What other questions do people have – about this, about “Marketing in the Round”, 

about non-profits?  
 
Female: What you said about breaking down silos within the marketing department, I have found 

so true at companies with very large marketing departments all the way to very, very 
small marketing departments with the same problem. What are your recommendations 
to help break down those silos? 

 
Geoff: I think it has to come from up top so whether it’s the VP of Marketing, Director of 

Marketing, CMO, or just the CEO of the company they really have to drive that and say, 
“Hey I want you guys to start working a little more together. Let’s look at our processes, 
see how we can collaborate more.” 

 
Female: What if they’re not, because I’ve been in positions where I’m not the CMO, but I still try 

because it’s really important to me to know what’s going on within other departments 
because it’s helpful to me and it’s helpful to have my campaigns integrated, so certainly 
it should come from the top but it’s not. 

 
Geoff: Yeah, that’s tough. In that case, you really have to find cohorts and lead the revolution 

inside and that’s a little bit tough because, it may not necessarily be supported. You 
have to find a colleague that’s willing to share who isn’t threatened by that, because a lot 
of silo-ization is to protect jobs. You know, I am the master of advertising; you will not 
touch my advertising universe. I don’t think people really say those things but that’s kind 
of how it comes off and the reason why is because they’re protecting their jobs or they’re 
protecting their budgets and that may not even be conscious, it just may be the way it’s 
always been done.  

  
You have to find somebody that’s not threatened by that, that’s willing to work with you 
and do that together. I think that when you do it together you can demonstrate higher 
percentages, higher results, more sales, more click-throughs, more email addresses in 
your house file, that kind of thing. Take that to your leader and say look what we did and 
when you start seeing results like that, that’s how you change a culture because 
suddenly believe me, the executives will want more of that. 

 
Matthew: That’s how you have to recruit them is through the results. Yes, you had a question as 

well. 
 
Female2: I’m wondering if, from your vantage point you see large differences between marketers 

who mostly do non-profit, what used to be called cause marketing -- 
 
Geoff: Sure, it’s still called cause marketing. 
 
Female2: -- and then that corporate, sort of trying to sell your product type of marketing. What 

differences do you see between those two spheres? 
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Geoff: Well, it’s really exciting because this is really where I’d like to straddle the market, if you 
would, because to me I think that social good initiatives make better companies. Eighty-
five percent of consumers -- according to I think it was an Advertising Age story that 
reported a study -- want brands to engage in social good.  

 
 The problem that a lot of companies have with social good initiatives is that they tend to 

just say if you buy this t-shirt we’ll donate $2 to Project Red or we like this cause and 
we’ll give money to it but they don’t really incorporate the cause. Anybody here familiar 
with South by Southwest, that interactive show?  

 
Matthew: What? Never heard of it. 
 
Geoff: Did anybody see the homeless issue that came out of that? The Wi-Fi spot? Actually, 

the homeless industry was thrilled by that. They were thrilled by it for a couple reasons. 
One, because it brought exposure to basically an issue that nobody wants to talk about 
at all. Two, the homeless guys were thrilled because they’re not making money at all and 
even though it’s only $10 they were pretty happy with it.   

 
The problem with that campaign was that the brand didn’t integrate cause marketing 
intelligently. They just said hey, we’re paying a bunch of homeless guys. 

 
Female2: Plus it was so transitory. It happened at South by Southwest and that was it; it just kind 

of got dropped and so what.  
 
Geoff: It did go viral because it got reported globally so I think from that standpoint it was a hit. 

The problem with it was that there wasn’t the education component to benefit 
homelessness, to really help all these people come to terms with that issue.   

 
If they had done that, it would have gone from like getting on base with a single with all 
this great media coverage and boy, there’s a lot of ugly controversy with it to wow, what 
an incredible campaign, this is unbelievable.  
 
If you remember the Groupon Super Bowl ads from a couple years ago which caused all 
that controversy, same thing, in fact a little worse, where they were basically lampooning 
consumer culture and how we said gee, I’d like to save a rainforest but I’m going to go 
eat Thai and it just had no connection, it had no cause marketing angle to it.  
 
It’s really about creating theories of change with the non-profit to help better the issue. 
Then it becomes authentic, and people care about it.  
 
One of the best companies of cause marketing is actually here in Seattle which is 
Starbucks. Very strong CSR program. 

 
Matthew: All right. Thanks for the questions and Geoff that’s all the time we have tonight so if 

people want to find out more about Geoff Livingston or your forthcoming book where do 
you send them? 

 
Geoff: GeoffLivingston.com 
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Matthew: Keep it simple. That concludes our first ever live recording on the Marketing Smarts 
Podcast. We’ll be doing four more live events in the coming months in Los Angeles, 
Miami, Minneapolis and Boston. For details go to MarketingProfs.com and check the 
events tab. If we’re going to be near you, come on down.   

 
Thanks for listening here and thanks again to our live sponsor, Dun and Bradstreet. I’ve 
been your host, Matthew Grant, and I’ll talk to you next week. 


