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

MarketingProfs. I am your host, Matthew Grant, managing editor here at 
Marketing Profs and I thank you for listening. 

 
 This episode of Marketing Smarts marks the first in a series that will feature folks 

scheduled to speak at our upcoming B-to-B forum in Boston, October 3-5. It's 
going to be an action-packed, fun and illuminating few days so if you're a B-to-B 
marketer, you really can't afford not to go. To make things more affordable, you 
can get a $200 discount off registration by using the code "smart B2B." Not only 
that, if you register before August 8, you can actually save $300. For more info, 
go to MProfs.com/smartb2b 

 
 Now, on to the show.  
 
 My guest today is going to be our opening keynote speaker, Baratunde Thurston. 

Formerly the Director of Digital at The Onion, Baratunde published the 
provocative and entertaining How to Be Black back in February, and also 
recently helped found and launch an agency Cultivated Wit, which helps 
companies and organizations use humor to engage with their audiences, 
customers and communities. 

 
We cover a lot of ground here, from the power of satire to the challenges 
associated with marketing one of the world's most popular humor sites, to the 
essence of presidential politics. I hope you enjoy it, or at least that it gets you 
thinking. 
 
Before we start, 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 on 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 
 
All right. Without much further ado, let's jump in. Baratunde, welcome to 
Marketing Smarts. 
 

Baratunde: I like both those things. Thank you so much. 
 
Matthew: Excellent. I wanted to start out talking about your book. 
 

It came out about six months ago, your book How to Be Black. I noticed that your 
email signature says, "If you don't buy this book, you're racist." I did buy the 
book. Since of course a lot of white people don't want to be racist—or at least, 
identified as such, as you point out in your book—I just want to know, does that 
mean I'm not racist? Can I play that card at any point? 
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Baratunde: No, you can't. That's not the way the logic of the statement works. 
 
Matthew: Gosh darn it. 
 
Baratunde: You're guaranteed to be racist if you don't buy it. There is no reciprocal 

guarantee that you're not racist. However, just as a little inside information: if you 
do, the odds are much higher that your level of racism is lower if, in fact, you buy 
the book. 

 
Matthew: Right. Exactly. You did lay out a bunch of things, in the beginning of the book, 

that you could do to kind of bring down your racism. Particularly during Black 
History Month. 

 
Baratunde: I'm just here to help. 
 
Matthew: I got that, but it did make me a little self-conscious. I do have in our living room a 

picture of Charlie Parker and a picture of John Coltrane up on the wall, but I 
never tell anyone it's Muddy Waters. I always say they're exactly who they are. 

 
Baratunde: Good, good. 
 
Matthew: How is the book doing? How's it going so far? Is racism over? 
 
Baratunde: We've murdered a lot of trees, and we've increased the carbon footprint by 

shipping those trees around the nation, indeed around the world. I think that's 
successful. My goal really wasn't to ship a cultural product and affect people's 
minds. I wanted to accelerate the death of the planet, so this was my best way of 
doing it. 

 
Matthew: Every little bit helped, Baratunde. 
 
Baratunde: Yes. 
 
Matthew: Didn't Tina Fey's book, on the back, say, "Totally worth it. --The Trees." She 

actually got the trees to sign off on their mass destruction. 
 
Baratunde: I don't believe in trees' rights or tree voices, or any kind of Lorax-type 

representative for the trees. I guess Tina and I disagree on that point. 
 
Matthew: You're going to have to agree to disagree. That's right. I like the Lorax reference 

there, too. He speaks for the trees, is what I hear. 
 
Baratunde: Apparently, but he hasn't spoken in a while, so he's pretty terrible at his job. 
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Matthew: I do have this question, though. When your book came out, of course, I heard 
you with Terry Gross and everything, and saw this happening. What's it like? Is 
there a doldrums that sets in? 

 
I mean, the initial launch and all that hubbub has past. Is there now just a waiting 
game? The long tail has begun? Or do you feel it's still in the arc of promotion 
and getting the word out about the book? 

 
Baratunde: Yeah, yeah. I find it interesting that you assume that I am not constantly at the 

peak of media interest and celebrity. 
 
Matthew: My bad. 
 
Baratunde: I think that reveals more about you than me, and I'll just put it that way. 
 
  Yeah. I wouldn't call them doldrums. That sounds really depressing. 
 
Matthew: Sorry, sorry. 
 
Baratunde: There's just a lot of assumptions in the language that you've chosen. 
 

It certainly has slowed down to a more manageable pace. That's a more 
politically spokesman-like way of describing the transition. Back to normalcy. It's 
not over. 
 
I think one of the things I had thought, maybe even hoped, was that there would 
be this big spike and then I'd be out and about for a while, a couple months, and 
then I'd kind of resume a more regular, normal life. But apparently there is 
extensive demand for blackness all around the world. The supplies are running 
short, so I'm still getting the call to come and explain everything. 

 
Matthew: As far as I can tell, this world can't get enough of the blackness. 
 
Baratunde: It's a good business environment, a good market, but an exhausting one. I have 

returned to less insane schedules. I'm not at the very peak. February was the 
month I chose to release the book, to ride the blackness wave. I was doing 
multiple interviews and events per day, and now that's down to per week, which 
is much more sane and much better. 

 
Matthew: You know, I was thinking about the book, and obviously you take sort of a 

satirical, comic view, and yet a lot of the things you talk about are very real. Very 
real pain. I was just wondering what you think about balancing that out. 

 
When I was in college, I remember there was this German philosopher, Theodor 
Adorno, and he was writing about Sartre's idea of engaged literature. He was 
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questioning satire and the power of satire to do things, and he specifically was 
critical of Charlie Chaplin's The Great Dictator, and just saying how, “yes, this is 
comical, but it maybe makes the Nazis look like clowns,” but he thought the 
pleasure that that satire could give the viewer might actually tend to defuse or 
tamp down the political intent of what was being said.  
 
I'm just wondering how you feel about that line and walking that line, making fun 
and having a joke about it, but at the same time talking about things that are 
really serious. That ongoing issue, as you continue in your group of counselors in 
the book continually point out. 

 
Baratunde: Generally speaking, I don't agree with that criticism, in part because of what I do. 

It's against my self-interest to agree with something that undermines my life's 
work. 

 
Matthew: I wasn't trying to undermine your life's work, Baratunde. 
 
Baratunde: Oh, no. I'm not saying you were, but the words that you were quoting tended in 

that direction. 
 

I think there's very little risk of satire disconnecting people from the trauma and 
the reality and weight of the truth that it's exposing. I think, if anything, there is a 
risk to that. I just think the upside is probably greater than that risk, which is: You 
provide a bit of escape, which might be necessary to sustain one's sanity. You 
provide a new window into information for those who were un- or less aware to 
begin with. 
 
People pay attention to an entertainer more, in absolute or in relative terms, than 
they would to someone spouting out facts on a street corner. I don't dismiss it 
completely, but I think the real problem I'd have with that is that there's a notion 
that this is kind of an either/or situation, it's sort of assumed in that. That the 
satirist bears responsibility for the whole problem, and that they're the only voice 
out there or the only participant in its resolution. 

 
If Charlie Chaplin were the only entity in the world trying to raise awareness of 
and stop Hitler, it might be a problem. Maybe someone with a gun should maybe 
get involved. 

 
Matthew: Right, because the U.S. Army and the Red Army ultimately had something to say 

about it. 
 
Baratunde: But as a complement and as an additional layer, and as an extra participant, I 

think everyone contributes what they have. I think the satirist and the comedian 
have something pretty unique and more valuable than not to offer real situations.  
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In the book, I was trying to do that. I could have become a sociologist and 
become really good at statistics and writing, and written some big sociological 
study on blackness. They do that, it just takes a lot longer. I'm not good at that, 
so what can I use here that I'm already good at that seems to have an impact? 

 
Matthew: It's funny, my wife's been talking about this a lot lately. There's some study that 

recently came out showing how works of fiction actually have more of an impact 
on changing people's social views than political tracts or even well-researched 
studies. Satire functions in the same way, pulling you into this alternate universe.  

 
You actually have a chance of switching people's minds about it, whereas as 
soon as people start seeing facts, their defenses go up immediately. "Whoa, 
whoa, whoa, now you're trying to get me to think something." If you go about it 
the other way, they actually feel it and then they end up thinking something 
different. 

 
Baratunde: They question the source of the facts. We're very good at denying truths that are 

inconvenient and challenge our way of life. Global warming is a small example of 
that. 

 
Matthew: You mean the global warming hoax. 
 
Baratunde: Exactly. We just create our own facts as individuals, as organizations, as 

societies and as a planet. We've been pretty good at manipulating our reality to 
suit our desires. A fictional author, a satirist, a comedian—the artist in general—
can bypass some of those natural defense mechanisms that you put in to get 
below the surface. 

 
Matthew: I was wondering. I couple years ago a friend of mine was writing on his blog and 

there was a general discussion about who owns the brand "cancer", because 
there was a conflict between survivor groups and things like that, big institutions 
focused on cancer. Social media allows, then, for this kind of debate. 

 
I was wondering, in a sense, who owns the brand "racism"? The way I'm thinking 
about it is, I'm politically interested and I follow a lot of really right wing people on 
Twitter. As far as I can tell, in their view, racism doesn't exist or it's not a problem 
like it once was and whatever. Or racism is against white people too, not just 
black people. These ideas are almost mind-boggling to me at times. 
 
There's almost something about the word racism where it's like, if you actually 
believe in racism, then you're automatically against it or you want to see what 
you can do to change it. Then, if you don't believe that it exists, or you just think 
it's a made up scam, shake down thing, then you automatically think it's not true. 
I'm just wondering, it almost seems like there's still a contention and struggle 
around even this term and what it means. 
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I don't know. Putting it more broadly, who owns the brand? 

 
Baratunde: Yes. I thought a lot about that over the past few years, and I actually registered 

racism as a trademark, so I guess technically I own it. 
 
Matthew: Sweet. 
 
Baratunde: My corporations and various subsidiaries will be monetizing and scaling racism to 

never-before seen and super-profitable heights. 
 
Matthew: Have you already taken out Cease and Desists against Das Racist? 
 
Baratunde: There are so many larger targets than that— 
 
Matthew: Got it, I hear you. 
 
Baratunde: —So not yet, but we're working on humanity as a target for Cease and Desists. 

Just to, you know, give you the scale of our aspirations. Our shareholders are 
going to be really excited about what we've got coming up for the third quarter. 

 
Matthew: Very big picture. 30,000 foot view. 
 
Baratunde: It's pretty good stuff. I think part of what happens is, to me, it's obvious that 

racism is a real thing that exists and continues to affect and permeate the world. 
What has happened though, from a marketing perspective—this is Marketing 
Smarts—is that the right wing has become really good at changing the terms of 
the conversation. 

 
In some ways, what they've done is anticipate the charges. They kind of levy 
them ahead of time. They say, "Barack Obama's racist… against white people!" 
With not really any factual basis, because facts are not that important. There's a 
whole multi-billion dollar industry called advertising. It's not based on shoving 
facts in people's faces. It's based on telling a story and painting a picture and 
generating an emotional response. 
 
There is something in the way that racism gets discussed or doesn't that can 
generate an emotional response for those who believe it exists, and for those 
who would rather not, because believing it exists implies that you've got to start 
doing something about it. 
 
I think the other important separation is that there is a difference. There is racism 
in the sense that we've got very uneven results for performance across a number 
of quantifiable metrics and outcomes—economic outcomes, health outcomes, 
educational outcomes—that correlate very strongly to race. They correlate to 
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gender and class and a bunch of other demographic indicators. That is 
undeniable. We have in many ways tried through very terrible science to say that 
there is something in nature which explains this. There's a lack of intelligence or 
a lack of initiative or a lack of motivation. Well, most of the science, kind of like 
global warming, especially when you get into social science, we've got 
subconscious racial attitudes and biases which help lead to these disparate 
outcomes for different groups of people. 
 
Now that high-level assessment of the numbers is true. Black people are less 
healthy. We live for a shorter period of time. The earning power of women is this, 
versus comparably qualified men. If you try to apply for a job, the name that you 
have and the race it's associated with affects whether you get the job, everything 
else being equal. We've done the controlled studies to prove it. But there's a gap 
between that and an individual being a racist, and intention being a part of 
leading to that outcome. I think where a lot of people get caught up is in 
acknowledging that racism exists, they also feel that they have to acknowledge 
that they are individually, subjectively racist people who dislike other folks 
because of their race. 
 
There are very few people like that who will admit it, and even further, who are 
like that at all. It's not marketable to actively, publicly dislike someone and make 
decisions because of their race, but we all live in an environment in which we 
carry around these subconscious biases. That's part of being human. That 
doesn't mean a lot of folks don't go to that level and say, "Okay, racism is real, 
doesn't mean I'm a bad person. It means I am complicit in a large system that 
has sucked in millions" and that we should take some measures to reduce that 
gap. 
 
I think that's what's going on with "brand racism." There's the individual intentions 
associated with it versus the undeniable harm of the outcomes that it creates. 

 
Matthew: Yes. It's an interesting dynamic, and I think it's a harder one for people to get 

their minds around the institutionalized way that it has been handed down 
culturally and educationally and all these other things. As far as individuals' 
personal intentions, there are certainly individuals who are happy to be and 
proudly state their racial views, but I think it's almost a win in the sense that the 
majority don't want to be recognized as such, but then they don't want to 
necessarily confront, internally, what they'd have to deal with in order to have the 
label not stick. 

 
Baratunde: It's a lot of work. Just think about how so much of our economy, so much of our 

innovation, is all about indulging our laziness. Especially in America, I guess the 
West in general, but we have perfected it. 
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It's like, "Ah, you know what I really hate? Mopping the floor. If only there were 
some kind of pre-wet sanitized wiper that I could just take out individual servings 
and kind of swab it down. Maybe if there were some kind of robot that I could 
leave on my floor and it would roam around and pick up my crumbs, all in the 
background so I wouldn't even have to know it happened." This is how we feel 
about picking up crap off the floor in our homes. 

 
Matthew: Taking care of our own space. 
 
Baratunde: Exactly. So how are we going to fix society and all this racism? Social dynamics, 

the subconscious psychological behavior? If there's not an app, or a napkin, or a 
box, or some kind of snack food or pill, we're not really that interested. The 
weight loss industry proves we can't even take care of our own bodies on a 
conscious level. All we have to do is eat less garbage, move more. That's it for 
most people. Some people have serious metabolic issues. 

 
For most people, you just have to get up more. Drive less. Eat less poison. "No, 
no, I'm interested in this 30-day, guaranteed program where I take a pill and I 
attach electrodes to my butt cheeks and I think it's really going to make a 
difference. We need that. We need an ab-blaster for racism. 

 
Matthew: I know. I think a lot of people were kind of hoping electing a black President was 

going to actually solve the problem, but apparently it didn't. 
 
Baratunde: No, no, but it certainly felt great. Even racists were like, "Huh! Look at that! Pretty 

cool. Not going to work out, but pretty cool." I think a few of them for three hours, 
maybe even 24, were feeling less racist. Even the cautious, loud ones. "Maybe I 
was wrong…" but then their minds bent back to their pre-worn shape. 

 
Matthew: Right. The comfortable shape. It was funny, I was thinking about this a lot, 

because there's a guy named Clotaire Rapaille. He's a French marketing guy 
who has this whole thing about brand essence, and they do all these focus 
groups and dig into it. He had this claim that when he did the focus groups in 
America, that the brand essence of the presidency was "cheap entertainment." 
That was the secret trigger for everyone. 

 
It explained, for example, Bush v. Gore. People thought, "Well, Al Gore, he may 
be pompous, but he's really smart." That's what everyone said about him. 
Nobody said he's an idiot, they just think he's arrogant. George Bush, that was 
the word on the street, "He's just an idiot. How is this dumb guy getting up 
there?" Everyone knows that smart people are boring and stupid people are 
funny, and so this made sense there. 
 
It made sense, too, with Clinton winning, because as much as people didn't like 
Clinton, "Aww, he's going to get into trouble. That Bill. This is going to be good. 
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Let's have him in there." There was a Green Acres thing about McCain-Palin, but 
it just couldn't overcome Barack Obama. 
 
I was just wondering, Mitt Romney is almost that bumbling fifties dad. From a 
cheap entertainment standpoint, who do you think has got the edge? Mitt 
Romney or Barack Obama? 

 
Baratunde: I don't quite buy into that analysis. I will only say that it's part of it. I don't think it's 

the primary driver, or maybe the primary emotional driver of most people's 
decisions. 

 
That said, between Obama and Romney, they both have some challenges in 
terms of really connecting to people. There's a level of arrogance that they both 
wear, whether cultivated and intentional or just perceived and accidental. These 
are guys who have dual degrees from Ivy League institutions. These are guys 
who are very, very educated and articulate. These are guys who are kind of on 
the outside of core America in some ways, or of core Americana. 
 
You know, the black guy raised in Hawaii with a Kenyan and Iowa parents, and 
then the Mormon guy who had a really rich father and basically has had one job 
in the professional world, which was private equity, which no one understands.  
 
His ideas about what economics and growth and jobs are kind of look good on 
paper, you can clearly call him a successful business person, but then when you 
break down what did he do, you get, "Okay, so you took other people's money 
and borrowed heavily against it in something called highly leveraged debt 
buyouts. You sent a team of experts in. What were they expert in? Had they run 
businesses before? No. They were highly educated like you? They go into a 
business and they trim this, and they add that, and they smash it up with this 
other business and then they sell the thing, and then they make a ton of money. 
So you made a lot of money for investors? What does that mean?" 
 
They're both foreign to some degree, in terms of the classic sense of what 
America is. That's going to be an interesting test especially when the presidency 
and the campaigns are so much about appealing to or pretending to be regular. 
I'm going to go to this diner, eat this crap food I hate, and I'm going to play the 
stupid games, and I'm going to kiss all these germified babies all over the 
country. 
 
Obama's better at it than Romney is, because he's got more practice. He's 
probably got more natural charisma, a bit more than Romney. Romney feels 
formal all the time, even when he's in a t-shirt, but it's not as clear a break as 
Bush v. Gore. Clearly Bush was the home guy. Bush was comfortable, Bush was 
relaxed. He was fun. More than just cheap entertainment, you kind of felt at ease 
around him, and Gore didn't feel at ease around himself. 
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Matthew: Exactly. Not to get too political, but I I didn't want to imply with Bush that he was 

really stupid. It always annoyed me, especially when Liberals would talk about 
how dumb he was. I would say, "He's President twice over. He's doing something 
right." 

 
Baratunde: It's a different type of intelligence, I think. It's the intelligence that allows you to 

win the Presidency. It's the intelligence of selecting a smart group of people, of 
knowing how to delegate, of presenting yourself in a highly effective way. It's the 
intelligence that matters, because he won that second time. The first time, he had 
a little assistance. 

 
Matthew: Right. True. 
 
 We have a few more minutes here. Now, I know you're no longer at the Onion, 

but you're a Director of Digital over there. I feel like some companies are harder 
to market than others, so I was wondering first of all what Director of Digital 
meant and if you could explain that. Also, was it actually hard to market one of 
the most popular humor websites on the world wide web? 

 
Baratunde: In terms of what Director of Digital meant, I was able to maintain that position for 

as many years as I did by not answering that question. There's a certain 
longevity in obscurity which has been proven in many industries. 

 
I was hired on initially for the position of Politics Editor. My first priority job was to 
coordinate and produce our 2008 election coverage. That meant we were 
building a new website called War for the White House, it meant integrating our 
video and paper and radio operations into a coherent whole perspective and then 
coming up with new types of comedy content that were web-centric, to allow us 
to express different types of jokes. 
 
As the election part of my job wound down, I emerged more into the broader 
digital role of figuring out how to articulate and tell our stories on these new 
digital platforms. What does it mean for The Onion to be on Facebook and 
Twitter versus FourSquare? What does it mean for use to have an iPhone app, 
and an iPad app, and an android app?  
 
Other than to an RSS feed automatically pumped out through all these different 
screens. That's not creative, it's not interesting, it's not engaging, and most 
importantly, it's not even fun to do. How do we, for ourselves and for our readers, 
viewers, listeners, make it fun and maintain that voice but apply it through this 
different language? 
 
That was one of the theoretical underpinnings of my job and I did a lot of the 
products management and project management. I did some architecting. I didn't 
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do any coding, but I'd define a lot of our digital experiences. I helped come up 
with new ways to do stuff, like getting us to do live tweeting of major events. That 
was something that I brought very excitedly to the table. Doing digital marketing 
of both of our TV shows, our books, all this stuff. 
 
In terms of the difficulty of marketing one of the most successful humor sites, 
yes, it's challenging in at least two ways. There are two different audiences to 
consider. 
 
There's the public facing our readers, our viewers, our listeners, and all the pile o' 
stuff that we want them to know about and participate in. There's the paper, 
there's the books. There's the merchandise from the store. There's the tv shows. 
We had two tv shows on air in the same season that aired four days apart. That's 
a challenge, and one that I would never, ever want to repeat again, by the way. 
They were on two different networks, and they both had the word "Onion" in it.  
 
So a lot of market confusion around that, but also a lot of fun experimentation 
and lessons about how you bridge a big web operation with a tv operation when 
not all the resources are shared. There was some challenge in that and just the 
volume. 
 
There's also a challenge as the environment for marketing and journalism 
become more participatory. Everybody's talking now. You're not broadcasting 
offers at people. That's such a 1950's way of trying to sell a washing machine. 
"10% off and get this Maytag." No one responds to that any more. People want to 
be a part of the process. Everybody's uploading their own stuff, everybody thinks 
they're funny, too. 
 
For a brand like The Onion, which is one built on absolute authority—part of its 
satirical history is that it's the only news source worth paying attention to. 
Adjusting that condescending, all-seeing eye to a participatory internet culture 
isn't an obvious leap. There's an attempt to preserve that authority while 
acknowledging the new reality. That took a lot of work. 
 
The second audience to consider is the advertisers, and the people who are 
buying media and other sorts of placements within and around our content and 
our audience. That world is also insane. And that community have got stories to 
tell, too. They want to integrate their brands into your content and do all sorts of 
things. They think they're funny. They're definitely not, in I'd say 90% of the 
cases. 
 
Or in another percentage of the cases, they think they want to be associated with 
The Onion but they've never really paid attention to what we do, and then they 
found themselves offended by something. I'd want to say, "Well, you don't really 
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know what The Onion is. Maybe before you start talking about throwing us 
millions of dollars, you should do basic research." 
 
There's a level where what they're after is obviously audience, which is generally 
male and more affluent and average and educated. They're after the hipness and 
the coolness and the authenticity, but their way of going about it, sometimes, was 
less than sophisticated, so there was a challenge associated with that. How do 
we serve both these entities at the same time? 
 
I never really thought about it as comprehensively as your question gave me the 
chance to. Not easy. Often a lot of fun. Occasionally frustrating. Always 
educational. 

 
Matthew: I also appreciate you responding to what was essentially sort of a smart assed 

question with a very comprehensive, serious answer. Touché, Baratunde. 
 
Baratunde: It's what I'm working on now. In part, I've left that post, but I've stayed in that 

world and I'm doing this startup called Cultivated Wit. Part of our premise, our 
operating belief set, is that comedy is important and can cut through noise and 
that new digital platforms are really great for more engaged storytelling. Let's 
smash those two ideas together and build new, smart, comedic digital 
experiences that go beyond the article, go beyond the viral video, and get more 
engaged. Let's build some funny apps, let's do some social web hacks, let's play 
around, I don't know, animated GIFs. 

 
There's a whole laboratory of possible ideas, but another part of what we're trying 
to work with is for those people who are trying to market and who want to 
connect with their audiences and communities, whether it's a non-profit or 
commercial institution. How can we help them? They know comedy works. They 
don't really know how it works. They know "Twitter, that's pretty important. We 
should probably have a Pinterest strategy!" 
 
Maybe. Probably not. Is there a service offering for us that we can play in that 
space and use a lot of what I've learned and a few other of us have learned by 
crossing these worlds. A bit about marketing, a bit about just raw comedy, a bit 
about connecting with people and then systematize it a little bit, and take 
everybody's money except evil people. 

 
Matthew: I do think comedy is serious business, and people should really leave it to the 

professionals, and it's nice that you guys are offering a professional alternative. 
You're saving lives, the way I see it.  

 
Baratunde: Yes, and embarrassment. 
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Matthew: Nice. Precisely. That can be funny, too, though it's not usually built into the 
strategy the same way. 

 
Baratunde: Exactly. 
 
Matthew: As a final note here, you're going to be doing the keynote at our B-to-B forum 

that's coming up here in Boston at the beginning of October. You're going to be 
talking about creative digital strategy that works. Are we going to get to hear 
some of this stuff and some of your experiences and thoughts behind Cultivated 
Wit? 

 
Baratunde: You absolutely will. I've got a bevy of war stories from all sorts of professional 

experiences from my time as a PowerPoint jockey in the world of strategy 
consulting, to digitally marketing fake news, to what we're trying to build here with 
Cultivated Wit. We'll have some experiences and experiments by October to be 
able to talk about less theoretically. 

 
Matthew: All right. Baratunde, then, we're finally on the last notes. If people want to find out 

more about you and where you're at, and your book and where it's at—not in the 
doldrums, I want to correct any earlier impressions I might have made—where 
would you send folks? 

 
Baratunde: I would send them to the internet. There is a wealth of information. 
 
Matthew: Nice. 
 
Baratunde: You can find almost anything you're looking for, including me, including the book, 

and a variety of access points. There are search engines out there which can 
help you find things or digital card catalogues and indexes which are pretty great. 
Even some of your friends maybe there, as a network of the social fashion. You 
can use word of mouth to be connected to what's new and relevant and also 
useful in your life. 

 
 If anyone out there is not yet on board with this whole internet thing, I would just 

suggest you give it a shot. I have a couple of homes there. My primary residence 
is Baratunde.com which is easily discoverable. Cultivated Wit, you can Google 
that. Just Google things. I have too many websites to mention. I tweet hard, I 
brunch harder. I like whiskey. You can find me doing all those things on the 
internet and in real life. 

 
Matthew: Baratunde, thanks a lot. I'm very intrigued by this internet thing you speak of, but 

we'll have to leave that to another episode. 
 
Baratunde: Just give it a shot. I'm not saying invest in it, I'm not saying put your kids on it—

for god's sake, protect the children—but, you know, it's worth a look. 
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Matthew: It's worth checking out. Fair enough. On that note, thank you very much, 

Baratunde, for joining us. 
 
Baratunde: Thank you. 
 
Matthew: And thank you listener for listening to the end. This has been the Marketing 

Smarts podcast brought to you by MarketingProfs. I've been your host, Matthew 
Grant. Talk to you next week. 

 
 Wait. One more thing. Don't forget to come on down to our B-to-B forum in 

Boston. It's going to be running from October 3rd through the 5th. Register at 
MProfs.com/smartB2B and get $200 off if you use the code "smart B2B". Get 
$300 off if you register before August 8th. See you there. It's going to be 
awesome. 

 
 


