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

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

 
 This episode of Marketing Smarts was recorded before a live audience in 

Minneapolis, Minnesota on June 13. The event was the fourth stop on our Smart 
Marketers tour, which has already taken us to Seattle, LA, and Miami. Our last 
stop this go around will be in Boston on July 11. 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 over 
170 years. 

 
This episode is a two for because it actually consists of two separate interviews. 
The first interview features Pat Schaber, VP of Global Marketing at 
Communication Systems, Inc. Pat is also the man behind the Lonely Marketer 
blog. I talked to Pat about prioritizing your efforts when resources are limited and 
what his forays into corporate video have taught him. 
 
Our second guest was Joe Sorge, President of Hospitality Democracy, a 
company that owns five hospitality venues in Wisconsin, including AJ Bombers. I 
talked to Joe about the role social media has played in the growth of his 
businesses and how he discovered the continuing importance of traditional 
marketing practices.  
  
As a two for, this episode is twice as long as a normal episode of Marketing 
Smarts, but remember you don’t have to listen to it all at once. Before we get 
started I’d like 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 comment on 
our site. You are also welcome to reach out to me directly via email. My email 
address is mattg@marketingprofs.com. 
 
All right, without much further ado let’s get this show on the road. 
 
First of all, thank you for coming out on this cold, windy night. I know how the 
weather is so tough up here in Minnesota and I’m glad you braved it. I hope too 
many horses didn’t die or anything like that in the process.  
 
We’re just going to jump right into things and I’m going to invite up our first guest. 
We will have two. We’re going to talk for about 20 minutes and then we’ll open 
things up to questions from the audience. I would like to invite up please Mr. Pat 
Schaber. 

 
First of all just so I know it’s a hometown audience, how many people already 
knew Pat? 
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Pat:  A few people out there. They know me now. 
 
Matthew: They shall know you by your feedback howl. Our first guest is, as I said, Mr. Pat 

Schaber. Pat is the VP of Global Marketing at Communication Systems, Inc. or 
CSI, which provides physical connectivity infrastructure for global deployment of 
broadband networks, among other things. 

 
Pat: It sounds like a trade show. 
 
Matthew: I know, exactly. Pat may also be known to you as the Lonely Marketer, the name 

of a popular blog. You don’t have to be lonely anymore because have you heard 
of eHarmony? 

 
Pat: Yeah. 
 
Matthew: Apparently they just got hacked so you may want to change your password. 
 
Pat: I’ll wait to sign up. 
 
Matthew: Just change your password.  
 

He started this popular blog some years ago and it focuses on the challenges 
faced by marketers in small companies and other marketing departments of one. 
Pat, welcome to Marketing Smarts. 

 
Pat:  Thanks, Matt. Thanks for having me. 
 
Matthew: Can we just jump in and tell us a little bit about your background, but also tell us 

about the origins of the Lonely Marketer? 
 
Pat: Sure. First of all, you are tall even when you’re sitting here like this. I need you to 

be down lower. I spent a lot of time in large companies and a lot of time in small 
companies.  

 
The Lonely Marketer created itself. I had moved from a large company with a lot 
of different groups, a lot of money for budget for anything we wanted. I left there 
and I went to a small company. When I got to that company the department for 
marketing was small. We had three product managers, we had a graphic design 
person, an events person, and me.  
 
I sat down the first day and I was thinking, “Wow, look at all the stuff we can do 
with this. This is great. I have all these ideas. I just came from a large company. 
I’m ready to go.” I looked around and I’m thinking, “Man, who’s going to help me 
with all this?” 
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I emailed my boss and I said, “Hey, can you send me the budget? I need to know 
how much money I can spend.” He sends me this spreadsheet and I look at it 
and I go, “Oh, great. This must just be for August. Awesome.”  
 
He emailed back and said, “No, that’s your full year.” 
 
That’s when the realization set in that this was not going to be easy. In hindsight 
it was the best experience ever. I walked on the road to Lonely Marketer now and 
we wanted to move into some social media. We had a goal of engaging a little bit 
better with our audience. We were too, “Here’s what we do and you can like it or 
not,” rather than, “Here’s how we can affect your life.” Blogging is a great way to 
get that out there.  
 
Anyway, it was a small company. I had to kind of pick that up myself. We couldn’t 
necessarily outsource that, we had to learn how to do it ourselves. I’m at home 
one night and I go on WordPress.com at the time I created my own blog called 
the Lonely Marketer and I drove my wife crazy because I said, “Does this theme 
work? How about this name?” She just wanted out of it. 

 
Matthew: Was she offended by the “lonely marketer” part? 
 
Pat:  Yeah. She might be a little bit. We’ll have to ask her. 
 

I put up a blog post and someone reads it and I about went crazy thinking, “Oh 
my gosh, I have a hit. This is great.” In fact, who knows Matt McGee? Matt 
McGee lives on the west coast. I’m still his friend. He was the first person who 
ever came to the blog and commented. 
 
The Lonely Marketer was created and it became like a drug. I wanted to put up 
two or three posts a week and I couldn’t wait to interact with people. What was 
happening was I was getting a whole different viewpoint on things. I’d put up 
something I believed and someone would make a comment and it would change 
my perception of things. I realized, “Wow, this is a great, great community.” I just 
loved doing it. 
 
I haven’t had as much time in the last couple of years to spend on it, but I miss it 
a lot and I want to get back into it. It’s just a fun platform. That’s the Lonely 
Marketer, long story short. 

 
Matthew: It sounded also like you were using this as a forum to work through the issues 

that you were struggling with as a department of one. 
 
Pat: Sure, right. It’s not fair that you get notes, by the way. 
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Matthew: Look, they’re just my questions. Fine. I can do this without a net. 
 
 Basically, like what you were saying, you had zero budget yet there’s a lot of stuff 

to do. Things first of all that you know you have to do, and then you get involved 
in social media, you find out there are all these other things you can do.  

 
Everyone feels stretched thin. How do you actually start figuring out what to do in 
addition to just doing stuff in your free time? How do you actually figure out not 
just what to do but even just what to do first or where to start, especially when 
you’re stretched thin? 

 
Pat: Fortunately I work in a very supportive atmosphere. I work with people who 

understand small marketing and how we stretch our bucks and stuff like that. 
One thing that’s key for me now that I’m managing teams is that you have to set 
their objectives. Everything they’re doing needs to roll up to a common objective. 

 
 There are so many mediums these days. We can’t necessarily have a campaign 

just around the medium. The medium has to support the objectives of the 
company and we have to somehow roll all of our plans up to that. When you’re 
trying to figure out what you can do to support all those different objectives you 
have, that’s where you really lean on all those different mediums and use them. 

 
 Then, you prioritize those. Which ones are going to get us to our objectives the 

quickest? We can’t spread ourselves too thin. We have to spend enough time in 
one place to do it well. 

 
Matthew: Right. I think that must depend on where your customers are and what your 

customers care about. I know a lot of people here are interested in hearing about 
content marketing and a lot of what you’re talking about is content marketing.  

 
You have to let your customer be your guide in terms of figuring out where to put 
your priorities. How do you actually figure out how your customers want to and 
how they’re actually absorbing and using or engaging with the content you’re 
putting out there? 

 
Pat:  That’s a great question, Matt. 
 
Matthew: Thank you. 
 
Pat:  You’re welcome.  
 
Matthew: And without the notes, it’s just all up here. 
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Pat: As a company we had done trade shows, obviously. We’re in B-to-B and those 
are a big source of money and time. You get a chance there but I want to take a 
step back.  

 
 We were talking about the Lonely Marketer before and I put up a post a few 

years ago called “The Chair”. I was inspired by a friend of mine. She worked at a 
large electronics retailer in town. They had a need to get to know their employees 
a little bit better. Jill was in internal communications and she had some ideas and 
she really struggled to get her ideas through. 

 
 One day, they finally gave her the go ahead. What Jill did is she took two chairs 

and she went and sat in the common area. She put a sign up with a topic and 
she sat there, and she sat there some more. Then someone sat with her and 
started talking and all of a sudden before she knew it, there were 20 people in 
line to talk to her. 

 
 This story is incredible because it became a really popular way for them to 

engage with their internal employees. There became talk, of course, of moving it 
out into the stores and getting to know customers that way.  

 
It really dawned on me. I said, “Wow, we’re doing these trade shows. We’re 
doing this stuff, but are we really face to face engaging with our customers?” It 
actually inspired me to go back and kind of reevaluate things. We’re trying to be 
global and we’re trying to get into all these different territories and regions of the 
world. We can’t do it with mass marketing campaigns like advertising and TV. 
Let’s do user conferences. Let’s get these people in the room. Let’s get as many 
people as we can at one time in a room and sit down and talk to them face to 
face.  
 
That’s where we really started to get the concept of what kind of content we 
create and how they’re going to absorb it. Those were really some of the 
launching pads, and then we did smaller ones throughout the U.S., too. It was 
fun and pretty impactful. It was just that wakeup call for me that we were doing all 
these things, but are we really, truly face to face getting that information? 

 
Matthew: Did you have challenges getting people to come to these user conferences? 

Obviously you had your own goal there where you wanted to be able to be able 
to interact with them and get to know them better. What was in it for them? Do 
you give them iPads? 

 
Pat: Obviously you entice them with giveaways, but the trick is that it goes back to 

content. We talk about Ann’s book, what’s the term she uses? Reimagining 
content?  
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 We have content out there and how can we reimagine it? How can we turn it into 
something that you can put in a seminar and a user conference? How can we 
make it about the customer so that when they come, they’re not hearing about 
how great we are, here’s what we can do for you, but they’re hearing about how 
our solutions can help them. 

 
 I think that’s what ends up getting people in the door, and the giveaways and 

stuff like that will help and the nice meals and open bars. 
 
Matthew: When we were talking prior to the show you said that one of the issues that B-to-

B marketers face is that you’re selling through a channel so you don’t necessarily 
have direct contact or you’re already one step removed from the customers. How 
do you actually find out more and create these scenarios where you can interact 
with them when there’s another company in between you and them? 

 
Pat: Sure, or two or three. The channel is a blessing in a lot of ways. You’re a small 

company but you get all these feet in the street now that are selling your 
products. As Matt said, sometimes you also really itch to get that voice to the 
customer. What are they thinking? We don’t get that. We’re not able to share our 
value propositions through the channel to them. The channel partners aren’t 
always able to convey that, although they’re very valuable to the business. 

 
 We’re 100% channeled in how we send the product, but we go out and meet with 

end users all the time. Our sales force and a lot of our marketing dollars are 
spend engaging with the end user, introducing them to who we are, the value 
props and then having them work up through the channel. 

 
Matthew: Does CSI end up doing a lot of social media marketing itself, or is that really in 

the subsidiary business? 
 
Pat: Yeah, it’s a subsidiary. Actually CSI, the company I work for, is a holding 

company and we own three technology companies. We actually don’t have any 
dollars for marketing. We’re pretty bare bones in that sense. All the budget 
dollars are with the brands. That’s where my time is spent, helping them plan and 
facilitate how we’re going to spend that money. 

 
Matthew: I think you told me also before that part of your job is working with people who 

are responsible for marketing within these separate companies and coaching 
them through the challenges that they face. What are some of the most common 
challenges that you have to work with them on? 

 
Pat: Obviously we start off the conversation talking the budget. Put that aside and 

there’s a lot you can do with little money. We have so many channels available to 
us these days. It’s crazy to sit and worry about that. 
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 It’s prioritization – what’s the highest priority? How are we aligning ourselves with 
the objectives of the company? It’s the one offs. It’s the rogue salesperson who 
says they can’t sell this $100 million deal until they have this piece of content. 
How much do you shift for that? These folks are pulled in a lot of different 
directions.  

 
I’m very fortunate. I have a great team and it’s not hard to keep them in line, but 
it’s tough to align with the objectives all the time when you have so many things 
competing for your time. One thing I stress with them is I don’t want to look over 
their shoulders. I don’t want to dictate anything that anyone is doing. I want to put 
a structure in place and let them work within that structure and be creative and 
experiment.  
 
I think a huge part of what we do is experimentation. You have to get out there 
and try new things. You have to be innovative and you can’t do that if you’re too 
structured. You want to allow people that room to grow. That’s how we figure out 
what we can do internally, what we have to outsource, and also where our 
success is. 

 
Matthew: We mentioned this budget issue. One of the things people struggle with is how to 

get more budget. Is this experimentation part of that? What are strategies? You 
can’t go on with nothing forever, or can you? 

 
Pat: I go back to the fact that there’s a lot you can do on a small budget and there are 

a lot of creative ways to do it. It’s the reimagining of the content that is so key. 
 
 One thing I stress if someone comes to me and wants to try something new – 

that’s awesome. I congratulate them, but then what’s your plan? How are we 
going to do this? You can’t just come and say you want to post this white paper 
on this website and you’re going to get 200 leads.  

 
What are we going to do to drive people to the website? What’s the whole plan 
around it? What are we going to do once we get the leads? What’s the drip 
campaign? How are we going to get the messages out to these folks afterwards? 
What are we going to do with these leads? That’s what I want to see. 
 
A lot of times we’ll start with kind of a bare bones structure and we’ll put 
resources and time into it, but then once you start to show results you can go 
back and say, “Hey, if we can get some more budget or some more resources 
we might be able to do this a little more efficiently to free this person’s time up for 
something else.” That’s typically the way I see it start. 

 
Matthew: It start out that you don’t have that much budget and you kind of have to do 

things on your own.  
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Pat: That’s the Lonely Marketer. 
 
Matthew: That’s how the Lonely Marketer started. It sounded like you were kind of going 

down that path again with getting involved with video marketing that you guys 
were doing. 

 
Pat: Yeah, I’m in the middle of it right now. 
 
Matthew: Could you share your experience? There’s a great post on the Lonely Marketer 

about some of your learning. What was the goal of getting involved in video? 
Why are you guys doing it? What are the hurdles you’ve had to overcome or not, 
perhaps? 

 
Pat: I was hoping to bury some of those first attempts before anyone brings it up. 
 
Matthew: Please don’t go and look up his videos. They’re just right on the CSI website. 
 
Pat: That’s enough, let’s move on.  
 
 The company I work for, as I mentioned before, we didn’t have a lot of money to 

put into this but we also want to reach out to our shareholders. CSI is a public 
company. We want to communicate a little bit better with our shareholders and 
provide them more information. Part of that is educating on all of our global 
facilities, our people, and our technologies.  

 
 One thing I wanted to try to do is do that through video. Obviously video is a 

great medium to get some of this stuff out. It’s a little bit easier for people to 
digest than coming and reading a long dialogue about what we do in Costa Rica 
and China.   

 
 One of my goals was to get out and take a camera onsite and figure out how to 

get this done. There was some preplanning because we obviously had to ramp 
up some staffing that could help with editing and we got some great creative 
design folks who helped with that. I wanted to get onsite and do some interviews.  

 
 We have a manufacturing facility in Costa Rica. Costa Rica is beautiful and I get 

to this manufacturing plant which is a great manufacturing plant but not really set 
up for video production. I took a five minute look around and I wanted to get back 
on the plane and go home. I thought, “There is no way I’m going to do this.” 

 
 It turned out we were able to find some space and get it done. You come back 

and you realize, “Oh my gosh, this could have been so much better if I had done 
this or that.” The second time you do it, it gets a little bit better and then you gain 
the efficiency. That’s what’s so key for us. We learn how to do things, we learn 
how to do them better. You can do some stuff on your own and then maybe look 
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into outsourcing portions of it, which I’m going to have a stand in for myself 
because I’m mortified of myself on camera. 

 
Matthew: What were some of the things you did and as soon as you saw them you were 

like, “Aaah, I have to do this better or differently next time.” 
 
Pat: There are people who are skilled in staging this kind of stuff. I don’t put myself in 

that at all. You just get different angles and different things and you realize when 
you get back, “Oh, if I had moved the camera over here that would have been so 
much better or if I had focused the camera I wouldn’t look blurry.” 

 
 There are small things like that. It’s learning the technology and understanding 

the equipment and stuff like that. That’s stuff we learn over time and we adapt. 
One of my things was I’m not going to dump this on someone right away. I want 
to step out and try it myself and then be able to help educate the team on how to 
get it done. 

 
Matthew: Right. I think one of the things is video technology is so inexpensive, it almost 

makes it dangerous because you forget or you don’t realize just how much 
planning has to go into these things to actually make them successful. 

 
Pat: It’s not cheap to outsource, you can get started relatively easily with the right 

equipment, but there are professionals and there are reasons why they’re 
professional. 

 
Matthew: Don’t remind me. Pat, we actually have time for some questions from the 

audience. We have some microphones here. What questions do you have for Pat 
either about this content marketing or about lonely marketing? Sir? 

 
Man: I represent the company that works with businesses only, so we’re B-to-B. We 

don’t work with consumers. It’s funny that you mentioned about Lonely Marketer. 
I would win the lonely marketing stamp at this point. 

 
 I’m kind of looking for some suggestions or recommendations. I came from a 

consumer oriented marketing effort. I worked for a big corporation and we had 
the budget, and now I’m stuck with what you referenced. I’m looking at it and 
thinking, “Oh, is it monthly?” No, it’s yearly.  

 
I’m working with a business-to- business and I’ve found that it’s very different 
from working with business-to-consumer. I’m wondering if you have some 
recommendations. What would be the core opportunities or the core objectives in 
that source? 

 
Pat: One of the key things for us is understanding the buying cycle and understanding 

the psyche of the person in that buying cycle. There are so many ways to reach 
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those B-to-B users, but it’s a lot different from a consumer. There’s not as much 
emotion. They’re spending someone else’s money. They have to watch how they 
spend it, of course, because they have to answer to it.  

 
 It’s understanding their different thought processes and their buying process and 

then trying ot engage at the right times in that buying process with the right 
pieces of content. It’s tricky, but I think the key for us is really wrapping our arms 
around what they need at what point in the buying process. 

 
Matthew: It seems to me also that you have so many more opportunities in B-to-B 

marketing to actually interact with the customer. In B-to-C it’s between the 
customer and the product on the shelf in a way. It sounds like the things you’ve 
been talking about are making the most of those interactions when you have the 
trade show, when you have the user conference. It is an opportunity a lot of B-to-
C marketers just don’t have. 

 
Pat: Send the marketing people to visit customers. Send them with the sales folks and 

let them, instead of getting the word back from the sales force, “Here’s what we 
need…” let the marketing people go out and find it for themselves. Let them sit in 
a meeting where the customer says, “You’re not providing me this. I don’t know 
what you do.” Let them hear it first hand. I think that’s something we need to do 
more of. 

 
Man: [Inaudible question off microphone 0:22:18 about user conferences?] 
 
Pat: Yeah, those have been really good. We do those all over the world and they 

really give us a chance to engage those users and also get product feedback. 
They’re the people who are using the products. Tell us what you need. Let’s talk 
about the roadmap.   

 
Matthew: Thanks for that question. Who else has a question for the Lonely Marketer? 
 
Dave: I’m Dave Scott with Pure Driven. I ski a lot with my kids and my wife in northern 

Minnesota. Lutsen is where our company is located, in that area. I did a video 
blog about a year ago from this little ski resort called Giant’s Ridge and it took me 
about 35 times to edit it and go up and down so my legs were pretty much like 
jelly afterwards.  

 
 I did it with my 10 year old daughter and it was great. One of the things that we 

did as a company at Pure Driven is we set some metrics around it to how to 
measure the traffic and use Google Analytics. Could you touch on a little bit 
about some of the metrics that you and your team have used to measure some 
of the video content and maybe some of the applications? I’m not sure if you use 
Google Analytics or Omniture, or whatever it is. 
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Pat: Yeah, we do use the analytics. From my perspective at the company I’m with, 
we’re not doing a lot with the metrics. The business units are and they’re 
measuring the people that hit the page, the amount of time they spend on it, the 
amount of time they spend listening to the recording.  

 
We also really get a feel for what types of the video content we produce is not 
resonating. We talk about prioritizing. Those metrics are so key because you can 
put out a 10 minute video. You can see the average time people spend, two 
minutes, because they’re done. It just didn’t resonate with them. They didn’t find 
it interesting.  
 
Then, you can put out that five minute video that really hits a home run and 
they’re on it the whole time. Afterwards they’re able to engage with us a little bit 
better because we always want to leave a call to action and we always want to 
have them do something after the video. It’s not just watch the video, we want to 
engage them after that. A lot of those metrics are what happens after the video, 
too. 

 
Matthew: I think we have time for one more question for Pat. 
 
Man: Hello, I’m Tony, with Markable Advertising. We produce a lot of video production 

for a lot of different companies. One of the things that we notice is how do you 
guys measure the ROI on those videos? It’s kind of like a follow up on the 
question you guys just had, but it’s more on the metrics of monetary value for you 
guys. 

 
Pat: For us, we’re probably not measuring the ROI in that individual component. If 

we’re doing a video piece, it’s probably part of a larger campaign. A lot of our 
video is going to be around a product release and we’re going to want to 
measure in the early stages of that release what the return was on all the dollars 
we spent.  

 
It’s going to be a video, it’s going to be probably a white paper, it’s going to be 
some kind of major announcement at a trade show, some kind of a sponsorship 
or talk somewhere. It’s a component of it, so I wouldn’t say necessarily that we’re 
measuring the ROI in that piece. We’re measuring it as a piece of the whole 
campaign and part of the whole objective strategy. 

 
Matthew: Thanks for the question. Pat, thank you so much for joining us on Marketing 

Smarts. 
 
Pat: Thank you. 
 
Matthew: I would like to invite up our next guest, Mr. Joe Sorge. 
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Joe: Could we get a round of applause for Matt’s shirt? I mean, honestly. 
 
Matthew: I know. My shirt has its own writer. 
 
Joe: Those people who don’t know and Ann’s referencing the Western theme, I think 

you should give a little time to the story of your shirt. 
 
Matthew: It was a long time ago, George. I called your George which I said I wasn’t going 

to do. 
 
Joe: Nice job. 
 
Matthew: Gosh, now you got me all messed up on the shirt thing. 
 
Joe: I want to hear the story of the shirt. 
 
Matthew: There’s no story. Ann and I were down in Austin. We’re not an item. We went in 

this store that sold Western garb and I bought this shirt. Is that a story? Exactly, 
because my problem is I’m tall. Usually I don’t go shopping for clothes because I 
get frustrated because I can’t find things that fit me, Joe. 

 
Joe: But you’ve been disappointed that nobody has been asking you about your shirt 

this evening. After we’re done and the bar’s opened again, please spend some 
time with Matt’s shirt. 

 
Matthew: One guy found it very unique. I’m just saying. You don’t have to ask me about it. 

I’m fine. 
 
 On with the show. This is our next guest sitting right here, Joe Sorge. He’s the 

President of Hospitality Democracy, a company that owns five hospitality venues 
including AJ Bombers, which we’ll talk about. They’re all five located in 
Milwaukee.  

 
He’s also a partner in Kitchen Table Companies, a community for small business 
owners and co-host of a web TV show with Chris Brogan called the Kitchen 
Table Talks. Joe has authored two books on social media for small business, 
Twitter Works and Four Square Works. I welcome you, Joe, to Marketing Smarts. 

 
Joe:  Thank you. 
 
Matthew: As it turns out, you come from sort of a long line of restaurateurs, yes? 
 
Joe: I do, that’s correct. My grandfather moved to this country in 1937 and opened a 

restaurant in 1951 that my father and his brother took over when the graduated 
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college and I began to work at when I was 11 years old. It is all I’ve ever done 
with my life. Not work at just that restaurant. 

 
Matthew: No of course, but being in hospitality. You even went and got a degree in 

hospitality. 
 
Joe: I did, that’s correct. 
 
Matthew: So AJ Bombers, has anyone here ever eaten at AJ Bombers in Milwaukee? 
 
Joe: Nice. 
 
Matthew: See, there’s a couple. 
 
Joe: I did not expect that. 
 
Matthew: It’s like a burger joint, right? 
 
Joe:  It is just like one. 
 
Matthew: It’s like burger joint mania. It’s not a burger joint but it’s an incredible simulation. 

How did you get into the burger biz, specifically?  
 
Joe: The interesting story is my wife and I were actually in the bar business for a while 

in Milwaukee and the recession had begun. I had sold the building that was AJ 
Bombers to another couple of guys. They were not able to acquire financing so 
we helped them through that process and arranged for a way for them to pay us 
every month. 

 
 In the shortest termed business in history, in 18 weeks, they handed us back the 

keys. Remember, in those 18 weeks we had really divested ourselves from this. 
Not only mentally had we washed our hands of it, but financially we had washed 
our hands. We had forgotten about this thing all together and we were moving on 
to developing more restaurants and happy to be out of the bar business. 

 
 All of a sudden we were faced with a situation where, “Sorry, here are the keys 

back.” So what about the money? 
 
Matthew: Did they owe you money? 
 
Joe: They did, and that was their choice. If they couldn’t pay, ultimately we received 

the business back and you hope that never happens. It turned out the guys had 
put a couple hundred thousand dollars of improvements into this place that they 
couldn’t take advantage of.  
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 We had to figure out a way to create this new business there and we talked a 
little bit about budgets with Pat. At that point in time I was just flat out panicked 
because the recession was beginning, everyone knew it was not exactly the time 
to start another business, yet at the same time I was discovering really Twitter at 
that point.  

 
A customer of ours at another restaurant had introduced us to it. I had seen the 
potential use and power of it, and almost in a move of fear and panic I basically 
locked myself in my home office for about six months, put my head down, and 
learned how it worked.  
 
The way I like to describe it is I became one of my customers, but I just didn’t 
happen to use my name, I used the restaurant’s name, AJ Bombers. I was just 
having a regular discussion with them, having nothing to do with the restaurant, 
having to do with things that were funny and really the same sort of stuff that 
happens with the internet every day today. I was having it under this persona of 
AJ Bombers. 
 
One day in 2010 a guy visits Milwaukee and says, “Hey Milwaukee, I’m in your 
city.” His name was Chris Brogan. 

 
Matthew: Who? 
 
Joe: His name was Chris Brogan. Honestly, I had seen him in my stream and I 

thought, “Wow, this guy really likes burgers.” 
 
Matthew: He does. 
 
Joe: I really had no idea and I’m embarrassed to admit that. I looked at his profile and 

he had like 160,000 followers at that point so I said, “Hey, if you’re in Milwaukee 
and you’re looking for some sustenance, here are a few options.”  

 
He sends me a DM and says, “Hey, why don’t we meet for lunch?” 
 
I said, “Okay, sounds great.” 
 
So we sat down at 3:00 on a Tuesday. There was literally not another person in 
the entire restaurant, and I start showing him some of the things we had done. 
There’s a bunch of what we call Twitfiti all over this restaurant. People sign their 
@ signs all over the place. We have a big Twitter wall. 

 
Matthew: People can draw on the walls, right? 
 
Joe: Yes, that’s correct. We thought about doing the whole dollar bill thing, but 

somehow we ended up with markers on the wall. 
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 Chris notices these things and he stops and makes a real big deal to stop the 

conversation. He says, “Hold on a second,” and he pulls out his camera. At that 
point he said, “I’ve started this new video series called Kitchen Table Talks and 
let’s just shoot a video real quick.” 

 
 He does so and I go just completely cotton mouth dry, trying to get through hit. 

He publishes it on his blog. The same day he published it on the blog, it was 
named number one social media blog in the world or something. It picked up a lot 
of traction and it started this weird exposure about what the work we were doing 
at AJ Bombers in social media was doing. 

 
 Almost simultaneously we had started to get involved with Four Square and CNN 

was running a story about the Bravo network and Four Square’s partnership, how 
they were going to use some of their Bravo shows to do it. In what turns out to be 
an effort of lazy journalism, CNN grabs the first listed Four Square venue, AJ 
Bombers, and makes that the screen shot. That was pure luck. 

 
 I literally start emailing Four Square and tried to call them and thank them for this 

because I thought, “Wow, how generous.” And a guy named Tristan Walker who 
was the Vice President of Development there gets back with me and says, “Hey 
that’s great, but we had nothing to do with it.” That’s how I learned that they 
basically chose the first business listed. 

 
 He says, “But we like what you’re doing with Four Square and we like what 

you’re doing with Twitter. Would you mind doing an interview for us to help us 
grow Four Square with other merchants? It happens to be with the Wall Street 
Journal.” 

 
Matthew: I’ve heard of them. 
 
Joe: Yeah.  
 
Matthew: They’re in New York, right? 
 
Joe: All of these things were happening in almost a one week time. I meet Chris, he 

does that thing, the CNN thing happens, and then Four Square calls and says, 
“Hey, do you mind talking to the Wall Street Journal?” 

 
 It turns out the first interview we ever do about our social media efforts is a half 

page picture of me standing on a table – a half page of the Wall Street Journal. A 
picture of me. I have no idea why this is happening. 

 
Matthew: Well, you’re handsome. 
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Joe: Well, thank you. 
 
 And then it rolls into the New York Times and it just keeps going and going and 

going and going. The lesson that I learned there, really, was number one, the 
power of me becoming one of them, the power of me being one of the customers 
too and them just being my friends as a business was really what made this thing 
go. 

 
 Then, the power of, as our social network grew, traditional grew with it. It was 

traditional media that really made this thing go. The larger our traditional media 
coverage got, the larger our social network became. The larger our social 
network became the more traditional media we covered.  

 
So much so, and we talked a little bit about this ahead of time. It got so large that 
two crazy things happened. Number one, we were given the opportunity to 
appear on a Travel Channel show called Food Wars and compete against 
another restaurant in the city. This really entirely happened because of social 
media. I hunted down the producer of the show after I had heard about it and 
was challenged by this other company. I used Linkedin to find them and we built 
an episode that would make the restaurant look good. 
 
Probably most importantly, along came a private investor into the restaurant one 
day and said, “Hey, I’ve seen a bar on this corner for the last two decades and 
nobody’s made the kind of waves that you guys have. I’d be interested in sitting 
down and forming a partnership.” Ultimately, we chose to form that partnership in 
the effort of growing that brand and moving into some other cities and building 
some other restaurants, as well.   
 
It really went from just flat out panic by me thinking, “How are we going to 
possibly do this? I don’t even really have a concept ready.” To really a small 
business owner’s wildest dream come true in three or four places. 

 
Matthew: It was a little bit of the DIY stuff that Pat was talking about, and you just got 

involved. It’s also like you said. We were talking about how you engage with the 
customer. You did it by becoming a  customer, in a way. 

 
 It also sounds like what you’re saying is that it’s not social media by itself but that 

there’s a symbiotic relationship then that involved between the social and the 
traditional part. Something we talked about is that you get this investor and you 
go to open up an AJ Bombers in Madison and you had sort of a different 
experience. 

 
Joe: Now that I look back on it, Madison, Wisconsin is only about 73 miles from 

Milwaukee and I thought for sure our brand would carry those 73 miles. For some 
reason, I didn’t remember that traditional media, and it was completely earned 
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media. I wasn’t buying any of these placements. I was just showing up in these 
magazines and then our local magazines and newspapers were writing about it, 
as well. 

 
 We go to a new city and I’m thinking to myself, “Ooh, social media. This is the 

way to go. We’re going to open a new restaurant and we’re going to knock them 
dead in a city that really gets it.” Madison, Wisconsin was well ranked for its 
digital use. I made the mistake of thinking that social media was appropriate for 
customer acquisition and growing a new business in a market that I had really no 
experience in. 

 
 We failed at it. I had to stand back and realize that traditional media played such 

a huge part in our growth that we wouldn’t have gotten where we were, let alone 
been recognized where we were, without traditional media. Granted, social 
media had a big part of it but I think what I’ve decided, and I could be wrong, is 
that traditional media is better for acquisition. It’s better for exposure.  

 
At least in the hospitality business, social media is better for demonstrating the 
style of customer service you have as well as forming a closer bond with the 
existing customers you have and creating more repeat and more frequency 
because of that connection. It took a couple hundred thousand dollars of losses 
to realize. 

 
Matthew: First of all, is Madison going better now? 
 
Joe:  We are almost better. 
 
Matthew: An honest answer. 
 
Joe: It is an honest answer. I’ll even give you a further honest answer. We have 

decided that if by November 1st we cannot fully correct this thing, we need to 
pack up our toys and move on from another city. I have never had a business 
that had failed that way. This was our sixth opening of our own businesses and 
my wife and I combined had opened 14 different restaurants and bars. It was a 
unique feeling and it’s tough to give up on, but I have a feeling we won’t have to 
because we’ve learned a few things. 

 
Matthew: I think it’s interesting too because people are always looking for social media 

metrics, for example. People make fun of the followers and likes and things like 
that that don’t always translate into any real business value. I think this idea of 
actually using social media to gain earned media is at least one important lesson. 
Also, just being insanely lucky around certain things. 

 
Joe: There’s no question, there was a lot of luck involved. You can’t force the stories 

down traditional media’s throat. Sometimes they just don’t care, no matter how 
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innovative your QR code campaign is. I know it sounds ridiculous, but we really 
had an innovative QR code campaign. 

 
 When I took that to traditional media, their answer was, “We already covered QR 

codes. This isn’t that much of a story here.” Then you feel a little bit deflated and 
you have to find some other ways. 

 
Matthew: Right, because obviously part of it was like a perfect storm of timing with Twitter 

and Four Square and other things were taking off. 
 
Joe: And I probably just honestly didn’t give that enough credit for how fortunate all 

those things happening together was. 
 
Matthew: You mentioned when Chris Brogan had come to visit your restaurant that you 

ended up doing this Kitchen Table Talk with him on video. That’s actually 
continued on and now you have this on the Pulse network, a whole show about 
it. How that’s going? I’m always skeptical a little bit of web TV. How’s it going? 

 
Joe: After Chris and I meet that day, we find that we have a lot of common interests. 

He was interested in growing his business all together. In the next few months he 
continued to reach out to me to say, “Hey, how do you even grow a multi faceted 
business all together? How does the accounting happen?” So we spent a few 
hours on the phone and I laid that out for him. 

 
 A couple of months later he ultimately came back to me and said, “Hey, I have 

this idea. I want to create a small business community. I think you’re the perfect 
person to be my partner in it.” We created this thing called 
KitchenTableCompanies.com with the idea of one of the most difficult parts of 
being a small business owner is you don’t often have peers. It’s very difficult to 
find people to exchange ideas with, without worrying about competition. That was 
the purpose of us creating this. 

 
Matthew: You’re a lonely marketer, then. 
 
Joe: Right. Let’s just stop there. 
 
 As part of developing this KitchenTableCompanies.com property, Chris had a 

partnership with the Pulse network and had an idea to do this live weekly show. It 
airs on Tuesdays from 1:00 p.m. to 2:00 p.m. Central and we’ve done 68 
episodes so far. It really is more fun than anything else because it gives me that 
same community. I have a chance to interview people who I could never just 
reach out and touch. 

 
 Mitch Duel is a great example, Sally Hogstead is a great example, Christopher S. 

Penn is a great example. A lot of these people are marketing driven people, but 
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the time that we spend with them isn’t marketing driven. We ask them for some 
marketing tips and we obviously are looking to help the viewer, but the most fun 
is to dive into how their business works. “Hey Mitch, how did you grow this 
international company and what’s it like to try and cross borders like we talked 
about earlier?” 

 
 Or, “Hey Sally, you’re really new to this. How did you move from speaking to 200 

people to 7,500 people?”  
 
 As I said, there are 68 episodes archived there and choose any one of them. I go 

back and watch them all the time. Honestly, there’s a lot of good learning there.  
 
 If I were trying to physically produce this because ultimately we’re doing it with 

two or three Skype feeds and then it’s blended and made to look a certain way, it 
couldn’t happen without the Pulse network. They do most of the work, I just write 
the show, get the guests, and get Chris prepped for it.  

 
Matthew: I was wondering, do people tune in and listen to it live, or is most of it more 

catching up on it after it’s happened? 
 
Joe: We make sure to use a hash tag around it. I don’t know how he does it. Chris 

does an amazing job, sometimes so much so that he loses attention, of keeping 
up with the KTCO’s hash tag during the show. That’s how we promote it. The day 
of the show we’ll promote who the guest is. There’s a Google + post, there’s a 
Facebook post, there are a bunch of tweets about it.  

 
Then we tweet during the entire show, but most of our viewership comes from 
the live portion because we take live calls, we take live questions, we do a 
question of the week, all of those sorts of things. I think the largest audience 
we’ve built up to is like 2,000 or 2,500 people watching at one time. 
 
It’s pretty interesting. I’m always surprised when I run into someone online and 
they say, “Ooh, you’re the guy who does that show.” 

 
Matthew: First of all, thank you very much for sharing your stories with us thus far. We 

have time for questions for Joe, so who has a question? You ma’am, Ashley. 
 
Ashley: Hi, my name is Ashley. I work for Top Rank Online Marketing. I am one of those 

people who goes to a restaurant and checks in, tweets, and takes photos while 
I’m there.  

 
Do you have the ability to interact face to face with someone who does that? If 
someone comes into a restaurant and shows that sort of social media support, 
do you have the ability to interact with them in person? Have you guys tried 
anything like that? If so, what has the result been? 
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Joe: The best way for me to describe it is when I meet other restaurant owners or 

other small business owners who ask about where the power of this is, I always 
say, “Using social media and a digital channel to talk to a customer is exactly like 
them sitting at your table.” When I was in the restaurants more often, absolutely. 
Anytime someone tweeted, I can’t tell you how many times I walked around with 
my phone trying to match someone’s face. I would spend the time and talk about 
their tweet.  

 
We’d make really easy rewards for checking in. You’d get a free cookie just for 
checking in. There are lots of interactive parts about the restaurant. I would say 
that most powerful part of the campaign that we take on, if you want to call it that, 
is the offline connection to the online work. We have other managers who 
manage those online personas now.  
 
However, we just opened a new barbecue restaurant a few months ago and I still 
handle primarily the social media work for it, when someone checks in or says 
they’re coming in, I’m automatically texting the managers or looping them into the 
tweet so that that offline and online connection continues. I feel like it’s one of the 
most important parts, absolutely.  
 
Thank you. 

 
Matthew: What other questions do we have for Joe? 
 
Jeremy: Thanks for being here, sir. My name is Jeremy Swinson and I’m a technology 

marketer. I want to know what’s the status of the Milwaukee restaurant? How’s it 
doing? Obviously you use social media. You probably got a lot of sales, a lot of 
uptake and customer interactions. Do you think that’s a long term increase? 

 
Joe: That is a great question and I’m going to give you the exact truth. I am as 

surprised as anyone that the numbers have stayed as high as they were back in 
2010 when we appeared on the Travel Channel show as a result of this. It’s one 
of those feelings where I often feel like you’re just waiting for the other shoe to 
drop. Geez, when are these revenues going to drop?  

 
It doesn’t happen and I think it’s because we still plan as if we’re failing and we 
haven’t abandoned any of the campaigns that made us so popular the first time. 
For example, last week we spent an entire week tasting tater tots. Really, the 
whole week so that we could develop the first ever totchos. You know, nachos 
but with tots. 
 
You laugh about this, but I’m here to tell you the explosion from our email list, 
from our Facebook fans, from our Twitter group, and the offline experience is like 
a complete rebirth of getting those people excited.  
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He mentioned the name of our company is called Hospitality Democracy. The 
reason we chose that name is because our customers and the interaction we 
have with them has so much to do with what we do every single day. It simply 
started with an innocent, “So, tots. Yea or nay?” 400 people liked the post and 
said, “Yea,” and we were like, “It looks like we’d better get to work on some tots.” 
 
It took like three months to get it done, but seriously the impact was almost 
immeasurable. We had started to see a little bit of a sales decline the week 
before, which was the week between college and kids leaving Milwaukee and 
families having their kids out of school. This kind of initiative, we’re able to 
actually measure and see the sales grow and renew that connection with those 
customers. 

 
Matthew: Nice. I like that, we plan as if we’re still failing. 
 
Joe:  Who knew totchos would be a part of planning? 
 
Matthew: No, that’s a winning as Charlie Sheen used to say. He still says it. 
 
  What other questions do we have? 
 
Missy: I’m Missy Bergrin. I am a Brand Manager for Allina Health which is a health 

organization in town I was really fascinated about the social media relationships 
that you’re building with folks through social media and driving business. 

 
 I’m curious if there was an opposite effect. It sounds like social media is a cool 

thing and people are writing their Twitter handles on the wall. Have you 
influenced people who weren’t otherwise interested in social to start playing in 
that space and essentially converting them? 

 
Joe: One of the most important parts of what made AJ Bombers successful and now 

any restaurant that we open and we find people shy about social media was I 
often call it a place of learning. Taking the business that we had and creating an 
atmosphere where we had fanatics for Twitter, Four Square, whatever it might be 
and actually setting up events.  

 
One of the ones we got the most Google dos for, if you want to call it that, is we 
did the Midwest’s first Swarm Badge with Four Square. More than 50 people in 
one place. Part of that event was we set up this two hour training session 
previous to the event. “Hey, if you don’t already know about Four Square,” and 
these were already people into it. I’m only speaking to them on Twitter, primarily, 
and a little bit on Facebook. I said, “If you’re interested in learning about this, 
we’ll load it up on the phone. You can get this really hard to get badge.”  
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I showed up like three hours before the event and the place was absolutely full. 
We put everyone in place and started teaching people how to use it. Then 
something happened I didn’t expect. It gave those customers another reason to 
talk about our business. They would drive by, “Ooh, that’s that place that taught 
me how to use Four Square. That’s the place where I wrote my name on the 
wall.” They were taking some ownership of the business inside.  
 
Where I thought you were going to go with your question, and I think another part 
of what happened to us that was so important was we realized early on that if we 
try to please everyone, this wasn’t going to work. There are people who hate us 
because we’re so tech driven. They think that’s not right. It should be about the 
hamburger first.  
 
Well, I can only be tech driven if the hamburger was crazy. As a matter of fact, 
there’s a place in Minneapolis, I don’t exactly know the name. Maybe someone 
does. It inspired one of our most famous burgers called the Barrie Burger. This 
girl’s name is Kate Barrie, that’s her Twitter handle.  
 
She had been in Minneapolis and said, “Oh my God, I was at this bar and they 
had this burger and it had mayonnaise and peppers and peanut butter and all 
these things on it.” We have this burger now called the Barrie Burger named after 
Kate and it is just a bacon, peanut butter cheeseburger. It’s completely unusual, 
but we’ve become known for those kinds of things. Thank you for asking. 

 
Matthew: I think we have time for one more question here and then we’re going to wrap. 
 
Stephanie: Hi, my name is Stephanie Newton with 3M. I just wanted to ask what other food 

and/or hospitality companies do you admire for their marketing tactics? 
 
Joe: Interesting. I’ve been saying Chipotle for a couple of years and I’m sure because 

so many of you are into marketing, there was a time when Chipotle decided to 
abandon the traditional agency model and build an agency within their own 
organization. It was the result of that I believe, and please someone who is a 
professional marketer correct me if I’m wrong, I believe the result of that was that 
Willie Nelson commercial that came out around the Grammy’s. That’s one of 
them. 

 
 The greatest inspiration I have for hospitality in general is a company called 

Union Square Hospitality Group. A gentleman named Danny Meyer in New York 
City who really has a way of making customers feel that is unlike any other 
experience I’ve had. Actually, my wife and I visited their company, met with their 
chief operating officer, gave them a couple of books, and said, “If you guys could 
just find a way to translate that warm and fuzzy into social media, it would really 
take you a good distance longer.” 
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 Sure enough, they actually began to employ some of it. Their chef, Michael 
Anthony, just won the James Beard Award for Best Chef of New York City and 
was just flooded with tweets. He was tweeting about it and all sorts of things. 
Union Square Hospitality Group is definitely one of those that I personally 
admire. Not so much for their social media work, but just for their work in 
hospitality in general. 

 
Matthew: Thank you so much Joe for joining us at Marketing Smarts. 
 
Joe: I was going to get one more round of applause for your shirt. 
 
Matthew: Oh yeah, the shirt. The real round of applause goes for the audience. Great 

audience, great questions, very attentive. I really appreciate it. Thank you also to 
Pat Schaber, our other guest. Thanks a lot. 

 
 That’s what happened when we brought Marketing Smarts to Minneapolis on 

June 13. As I mentioned, we will be in Boston on July 11, so if you’re in the 
vicinity come on down. For more details on that, go to 
MarketingProfs.com/events. 

 
 Thanks for listening here to the end, and thanks again to our sponsor, Dun and 

Bradstreet. I have been your host, Matthew Grant, and I’ll talk to you next week. 
 
 
 
 


