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

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

 
 I’m kicking off 2013 with a brief review of 2012 podcast-wise. Since we launched 

MarketingSmarts a little over a year ago certain themes have emerged. As one 
might expect from MarketingProfs, we spent a lot of time talking about content 
marketing and the evolving role of social media, both within marketing 
departments and across the broader organization. We’ve also talked about the 
sometime fraught relationship between marketing and sales, especially in B-to-B 
companies. Finally, we’ve often discussed the importance of community and the 
challenges inherent in the cultivation, management, and maintenance of 
community in building businesses large and small. 

 
 To give you a flavor of these conversations, I’ve chosen a few choice moments 

from the last year and assembled them here. Of course, these excerpts 
represent just a teeny fraction in the 63 episodes thus far. I encourage you to 
explore the entire archive where you’ll find that in addition to the topic mentioned 
above we’ve talked about SEO, mobile marketing, leadership, careers, marketing 
technology, lead gen, analytics, PR, social business, small business, nonprofits, 
politics, bail bonds, church marketing, hamburgers with fried pickles, and much 
more.  

 
 Before I get into the show 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. Or you can find me 
on Twitter where I’m @MattTGrant. 

 
 In this first clip we go back to February 2012 when I spoke with Mark Levy of 

Levy Innovation. Here he talks about using your back story to find your signature 
idea and help you focus your positioning and content marketing efforts. 

 
Mark: Let me give you an example of what a back story is, if I may, and then how you 

would position someone behind it.  
 
 Eight years ago named Bill Treasurer called me and said, “Mark, I’m a 

management consultant. I do leadership development and team building 
workshops. Unfortunately, 300,000 other consultants do exactly what it is I do, so 
when I go into an organization trying to win the organization’s business I always 
go in hat in hand, kind of hanging my head because I have no real way of 
standing out from those other 300,000 consultants. Even when I win the 
organization’s business – and I occasional win their business – they always get 
me way down on price because I have no way of holding onto any value that I 
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established in their eyes. A top week for me, a week I absolutely pray for, is 
$1,800. I can’t keep going on this way, I need your help.”  

 
 So Bill hired me. I interviewed Bill, I interviewed his clients, I interviewed his 

colleagues, and I discovered something very interesting. Bill Treasurer, before he 
was a management consultant was a professional high diver in theme parks. He 
would climb up a nine story high radio tower, that is a ladder nine stories high. 
When he got to the top he’d spray himself with gasoline, he would light himself 
on fire, and he would dive nine stories into water.  

 
 Over the course of 10 years he did that 1,500 times. He was so good at being 

Captain Inferno that the theme park he worked for named him the captain of an 
entire team of Captain Infernos that went up and down the east coast performing 
this gig.  

 
 But the most interesting thing about Bill Treasurer; he was and still is afraid of 

heights.  
 
 So I took the idea that Bill did what he had to do despite his fear and I married it 

to the fact that he does leadership development and team building workshops. 
We made his company Giant Leap Consulting – they build courage in 
organizations, they help leaders and their employees take the risks they know 
they should be taking but aren’t. So all of Bill’s keynotes, all of his workshops, all 
of his consulting started to revolve around ways of driving fear out of the 
workplace so that people could take the most significant risks they had to in order 
to achieve their top goals. 

 
 What happened for Bill because of this repositioning, or because we took his 

back story and we led with it and made sure his whole brand was seen through 
that back story? I told you a week Bill used to pray for was $1,800. He can now 
make $10,000, $20,000, $30,000, even $40,000 in a week. A couple of Octobers 
ago he had his first ever $100,000 month. He is booked for months in advance. 
And his last book came out and the title is Courage Goes to Work.  

 
 All of that was surfaced from finding not the obvious business focus, the thing 

that everyone would say your business would be about. As a matter of fact, when 
we were first thinking about doing this there were people who were saying, “Bill, 
you deal with CEOs, you deal with C-level people, they don’t want to be hiring 
someone who sets themselves on fire and dives nine stories. They want very 
stayed and stoic people, that’s the wrong thing to lead with. Don’t do that.” But 
we did it anyway and we led with it, and now he is becoming a super star and 
he’s in tremendous demand.  

 
 So that’s the idea of taking the non-obvious information and leading with the non-

obvious information. 
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Matthew: I also have one other brief clip from Mark Levy wherein he describes things you 

can do to unpack the language you use to talk about your business and thus find 
new ways of expressing what you do. Here’s what he said… 

 
Mark: One of the very first things that I do when I’m positioning someone is I often give 

them an exercise, which is in my book Accidental Genius. It’s called Open Up 
Words, or Open Up a Word. What that is, it’s people will tell me what it is they do 
and they will often use commoditized language. That’s cool, there’s nothing 
wrong with that, they’re explaining what it is they do and they use the same kind 
of language everyone does. I’ll take a key point from what it is they said.  

 
  Let’s say they talk about engagement, they say, “I do employee engagement.”  
  Let’s say they’re a consultant who does employee engagement. Then I’ll say to  
  them, “Let’s open up that word or that phrase, employee engagement. What  
  does that mean? What does it mean to you when you say it without using that  
  same phrase again and saying it means being engaged? What does   
  engagement mean to you? Where did you first hear the word engagement? What 
  do you think other people hear when they hear the word engagement? What do  
  you think is going through their mind? What scenes come to your mind when you 
  think about employee engagement from your past or from stories other people  
  have told you, or from a movie or from a book? What scenes, what snapshots,  
  what prejudices do you have? What are all the things?”  

  Because people often unintentionally take a concept and the concept almost acts 
  as a speed bump or a wall, and it often shuts off thinking. So they use all this  
  multi-syllabic Latinate language and they really don’t look at where that stuff  
  originated and what brings that kind of thing to mind.  

  So often when we go to enough interesting places like this – and by the way, that 
  kind of technique of opening up words, of coming up with scenes and stories and 
  whatnot, a wonderful book I read years ago by Peter Elbow called Writing with  
  Power is where I had first read about that. So it’s this idea of don’t just tell me  
  what it is you do in the ordinary language that you normally tell me, tell me what’s 
  the lineage of that idea. You don’t have to go research it in a heavy duty way, just 
  off the top of your head tell me stories, scenes, prejudices, first thoughts, all  
  kinds of stuff. Write them down and we can just discuss it.  

  Often new material insights will come from that.  

Matthew: Staying in the content marketing vein, back in June 2012 I spoke with Jay Baer of 
Convince and Convert about whether one should outsource content creation or 
try to do it all in-house. Here’s what he said then... 

 
Jay: On the content side, because it doesn’t have the same sort of visceral reaction 

time, the best practice is not necessarily to do an info graphic per day the way it 
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is to do two Facebook status updates a day. You don’t have the same kind of 
river of participation that you have on the other side that I think has always been 
inherently easier to outsource content marketing and content creation.  

 
 But, as companies start to embrace the concept, and rightfully so in my 

estimation, that the stories you tell aren’t necessarily newfangled brochures. It’s 
not about “look how awesome we are,” bullet point, bullet point, bullet point, click 
here. It’s truly telling stories, it’s getting beyond features and benefits and talking 
about things that are a little bit more about customers, about the soul of the 
brand, etcetera, that those stories are perhaps better told with people with more 
time in the saddle within the organization itself. The more personal, visceral, and 
human the story, the harder it is to outsource that.  

 
Matthew: Here’s a little bit more from my interview with Jay where we talk about content 

and social, and more importantly Taco Bell’s Doritos Locos Tacos… 
 
Jay: There are people who have embraced content and then pulled back. I don’t want 

to be cavalier about that, but I think in many cases they didn’t do it well because 
the content was about themselves and how great they were, it didn’t really truly 
tell stories. Taking your product brochure and turning it into a series of blog posts 
is not going to be effective.  

 
 I think just as a general rule we put, as an industry of marketers, way too much 

emphasis on social media and not enough emphasis on content. The way we 
see it at Convince and Convert is that content is fire and social media is gasoline, 
that the easiest way to be successful in social is to be social about content 
instead of being social about your company. It’s a lot easier to get people excited 
about an interesting, useful, factual, helpful ebook or presentation or podcast like 
this than it is to say, “Aren’t we awesome? Please share with your friends, 
retweet us.”  

 
 I think content is the coin of the realm and will be increasingly so as consumers 

tire from the invitation avalanche that they’re being faced with as every company 
of every size and description asks them to like them on Facebook and follow 
them on Twitter, watch their YouTube videos and check in on FourSquare, 
etcetera. The way you cut through that clutter is with relevant that’s useful. It’s 
less about “here’s my nifty tweet.”  

 
Matthew: It’s funny when you mentioned the invite to like us on Facebook and stuff like 

that. I had gone to Taco Bell with my 13 year old nephew and, first of all, I didn’t 
realize that Taco Bell now has the Doritos Locos Tacos.  

 
Jay: Brilliant cross-marketing, right?  
 
Matthew: Have you had one of those? 
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Jay: I have had one of those.  
 
Matthew: I had three, Jay. I’m not proud, but I did. It was funny, even my 13 year old 

nephew was saying, “It’s weird, there’s this Facebook stuff on everything now.” 
On the little Doritos packaging it said, “Like us on Facebook.” For me personally, 
the idea of doing that – people do it, I guess – I don’t know why I would do that 
necessarily. 

 
Jay: Here’s the counter to that though. Imagine you’re in Taco Bell and what you have 

on the wrapper is right now just a Facebook icon or it says “like us on Facebook.” 
What if instead you had a short URL or even a QR code that led you to a video, a 
story, or a downloadable ebook that said, “How the hell did this happen? How did 
this freaky Frankenstein marriage of Taco Bell and Doritos come about?” A) Why 
didn’t this happen 20 years ago? B) How do you get a Dorito into a taco shell? 
What’s the story behind this experiment? How many did you test? How did you 
test it? What is the documentary film maker deal here?  

 
 I would download that before I got the first two bites down, because it’s relevant 

and interesting. It’s also relevant and interesting at that exact moment.  
 
Matthew: Touché. On the topic of content creation, November 2012 I spoke with Andrew 

Davis, author of Brandscaping, and he offered this interesting perspective on 
whether brands, rather than creating their own content, ought to instead seek out 
content creators that already have an audience. Here’s what he said… 

 
Andrew: I think ironically most of us are in the business of making widgets or selling 

services of some sort that have nothing to do with creating media, creating 
content directly. In my opinion, that’s what we should focus on doing; making a 
better product, providing a better service in our specific area of expertise. 

 
 Maybe there’s an opportunity to create some content that isn’t out there in the 

universe, but we live in a world where yes, everyone is a publisher and there are 
people out there already creating great content and garnering a really powerful 
audience of high quality readers or listeners or watchers on their respective 
channels.  

 
What we’re doing as brands, if we decide to become content marketers in the 
sense that we want to become a media company, is just contributing to what I 
call information overload. We’re just another voice in the marketplace creating 
another piece of commodity content and overwhelming the consumer with more 
information, even to the point at which we’re making them feel like they can’t 
consume anything else. They feel overwhelmed with the information that’s out 
there. 
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What I believe is there’s probably someone better than you, if you’re not a media 
company, creating content already for the audience that you’re targeting. What 
they need is support in the sense of they might need resources or they might 
need just more time or they might need some focus. Those are the kinds of 
things that a producer creates.  
 
I come out of the television and film business, and in the television and film 
business an executive producer was the person at the very top of the food chain, 
just trying to find the resources to create the right kind of content for the right 
audience. If marketers could think that way, they would be much more successful 
in today’s online universe. 

 
Matthew: Returning for a second to what Jay Baer said about the human aspects of social 

media, I wanted to play you this clip from May when I talked to Maddie Grant, 
coauthor of the book Humanize, about how social media is or should be 
humanizing organizations. Here’s what Maddie said… 

 
Maddie: We feel that social media, the power of social media is based on the fact that it is 

powered by human attributes such as the desire to be social, to connect with 
other people, the desire to solve problems, and the desire to create and to share 
what we’re doing whether it’s work or not work. These are things that have meant 
that there has been a huge kind of paradigm shift in how we communicate as a 
society. 

 
Our organizations, the hurdles that we’re finding with organizations who are 
trying to implement social media are there because we have built these 
mechanical systems, silos, department hierarchy’s, and all kinds of mechanical 
systems that are meant to take the chance element out of the way that we work. 

 
Businesses are run in such a way to have predictable inputs and predictable 
outputs. A growing business is one that traditionally can just create more, can 
output more, and can sell more. All of a sudden, you have social media that is 
kind of forcing us to do things slightly differently, to be more collaborative, or 
maybe to involve our customers in actually developing the products that we’re 
selling. All of these kinds of things. 

 
For us, in terms of defining what we mean by humanizing, we looked at a lot of 
different social media-related PR crises for example. They all kind of had certain 
human attributes in common, which is what people were asking for, which is the 
reason why these crises were crisis. 

 
Those four that we narrowed it down to were being open, being trustworthy, 
being generative which means creating more value as opposed to just creating 
more, and being courageous. There’s a lot of talk about the fear of failure and 
that kind of stuff. 
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These seem to be themes that came up over and over and over again and which 
were all related to what we would define as part of what it is to be human. There 
are obviously aspirational elements. There are a million other things that make us 
human but these are ones that we can specifically translate to a work 
environment.  
 
Our thesis is that if you do that you can really flourish in a much more social, 
digital world. 

 
Matthew: As I said up top, I’ve talked to a lot of guests about the relationship between 

sales and marketing. In this segment, we hear the very colorful Lou Imbriano, 
President and CEO at Trinity One and former CMO of the New England Patriots, 
talk about his experience managing sales and marketing… 

 
Matthew: I was talking to someone the other day about an idea that you had, which 

basically you say that you believe that sales, for example, should report up to 
marketing, that sales is an extension of marketing.  

 
Lou: Absolutely.  
 
Matthew: The funny thing is when I mentioned that to this guy he said, “Good luck with 

that.”  
 
Lou: That’s the way it was at The Patriots. I was Chief Marketing Officer and sales 

reported in to me. It works because marketing and sales are the yin and yang of 
revenue. It just really is. They go to together, they belong with each other.  

 
 There’s two different skill sets. Sales people are all about closing, closing, 

closing, ABC, ABC. Marketing people are more about the beautiful part of the 
creative idea. These are totally different people, so if you could get both 
attributes and squish them together into one person you’d have one hell of a 
marketer because it’s not just about the idea, it’s about the revenue, and it’s not 
just about the revenue, it’s about how do you get people to buy into it.  

 
 I always believe that the best organizations that have Chief Marketing Officers 

running that section with sales people under them make the most money and do 
the best job. 

 
Matthew: So you think that marketing should be, for lack of a better word, on top in the 

sense. Why not just have the Director of Sales of VP of Business Development 
and then marketing reports into them – what’s wrong with that model? 
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Lou: Because Directors of Sales, when they walk in a room they look at people and 
say, “money, money, money.” The marketing folks think of, “Oh, they need this. 
Let’s create something to help them do business,” and that leads to more money.  

 
 The problem is any sales person comes into them and they’re always thinking, 

“ABC, always be closing.” I do think it’s ABC, but it’s always be creating. If you 
create mechanisms to help people do business they’re going to spend as much 
money as you possibly can give them as long as the money comes in. The 
revenue piece is not about asking for money, it’s about finding what people want 
and giving it to them. 

 
 Who knows the golden rule? What’s the golden rule? Treat others the way you 

want to be treated. Bullshit. It’s not treat others the way you want to be treated, 
it’s treat others the way they want to be treated. If you treat people the way they 
want to be treated it’s hard for them to say now.  

 
 The problem with sales people is sales people don’t do that, sales people are all 

about, “What is my shortest route to cash?” That’s a problem. 
 
 When you have that nice blend, that harmonious little dance between marketing 

and sales, it’s not about the cash per se, it’s about “How can I help people do 
business? Man, that’s bring me a lot of cash.” That’s why it works best when 
they’re together. 

 
Matthew: For a slightly different take on the sales - marketing situation, and some 

perspective on the role that content marketing plays in what folks call the buyers 
journey, I got SAPs Michael Brenner to share these thoughts on the subject…  

 
Michael: The number one problem for marketers is alignment with sales. There’s a gap in 

our relationship, there has been for a long time, and there probably always will 
be. I don’t think making marketing report to sales or sales reporting to marketing 
is the answer. I think it’s semantics.  

 
 At some level we’re doing the same thing in a slightly different way, we have 

different tools, but we’re still focused on the same objective. I think we have to 
respect both sides of the coin.  

 
 I think before we got on the call here you mentioned that I started in sales. The 

reason I moved into marketing was because I really saw sales is really like you 
sell what’s in the bag, you sell what you have. You do that through relationships 
and you do that through understanding the people you’re talking to, and 
ultimately you hope that enough people say yes. Marketing, to me, at least at the 
time I made the decision, I thought was a little bit more about looking to the 
future, creating the sales bag of the future. It was a little more engrained in 
understanding customer needs. That’s why I made the shift.  
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 I’ve been kind of playing in this divide for awhile. I see content marketing as one 

of the answers to this huge problem that social, digital, mobile, we talk about all 
these things and how the world has changed but ultimately what’s happened – 
you mentioned it – buyers are coming to vendors much later in the process for 
the simple reason that they can get the information on their own by themselves, 
so they don’t need us as much anymore. They’re going out and they’re getting 
the information.  

 
 That’s what content marketing is doing. Content marketing is allowing marketing 

organizations, businesses, to engage with buyers sooner.  
 
Matthew: Nowadays, of course, everyone believes that community is important. John 

Jantsch of Duct Tape Marketing even goes so far as to say that if you want to 
build a business, build community.  

 
 Still, Becky McCray, coauthor of Small Town Rules, had these words of warning 

for those business who believe that building a community is synonymous with 
building an audience. 

 
Becky: I want to start with a caution on that. A lot of what gets labeled as “community 

building” online is a lot more like audience building. If you’re thinking of it in terms 
of getting more people listening to you, rounding up more followers, getting more 
likes, you’re thinking audience. But if you’re thinking about individuals and you’re 
thinking about connecting to them, learning about them, hearing from them 
individually, and you’re thinking of people, then you’re getting a lot closer to 
community building.  

 
 The rules of community are really kind of the same rules that we use to build 

community in small towns and you can use these online. There are easy things 
like connecting with people as individuals. In a small town that may mean that we 
sit down together for a meal or we have a big community meal and everyone is 
invited. With a Google Hangout you can get together a group of your customers 
and sit down at lunch and have a virtual lunch together.  

 
 When you talk to two or three of your customers individually you’re doing 

community building, as opposed to broadcasting from the balcony to your 
thousands of adoring fans – that’s building audience. So it’s the difference 
between really building community, dealing with the positives and the negatives, 
and focusing on people as individuals. That’s where you’re building community.  

 
Matthew: Which is not to say that you can’t look at building a community as an important 

part of building a business. In fact, it can be the basis of a business, as Savvy 
Auntie Melanie Notkin told me when I interviewed her in June. 
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Melanie: Oh, it’s a business. It was always designed to be a business. I’m in business.  
 
 Immediately I launched at 1:00 PM on Wednesday July 9, 2008 and I had to wait 

for the longest 23 minutes of my life before I got an email from Hasbro. Two 
hours later I got an email from Sephora. The next day I got an email from Disney.  

 
 Not only was it a business, those who are listening by reading Mashable and 

other great tech and social media blogs out there, what they were able to see 
immediately was that there was an opportunity to reach women with discretionary 
income and time that they weren’t able to reach earlier.  

 
 In fact, what I ended up doing with Disney was remarkable. It was March 2009 

and I helped them promote a 70th Anniversary Pinocchio Blu-Ray/DVD combo. It 
was mostly a Twitter sponsored campaign with some advertorial and banner ads, 
but essentially it was Twitter. A reporter from The Wall Street Journal, Elizabeth 
Holmes, caught wind of it and wrote an article about it that month. It was 
recorded as the first American sponsored Twitter conversation.  

 
 So I was in business from day one and thank God business was into me at the 

same time. 
 
Matthew: And that’s all I have time to share today. If you found this sort of recap helpful or 

informative (or not) please let me know. Also, please feel free to explore the 
Marketing Smarts archive to get a full sense of what we’ve talked about thus far 
and what we will be discussing into the future.  

 
 Thanks for listening to Marketing Smarts. Have a happy New Year. I’ve been 

your host Matthew Grant. Talk to you next week.  
 
 
 
 
 


