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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. 

  
 People have been talking about content marketing for a while now. Indeed, 

Content Rules, the book my boss, Ann Handley wrote with C.C. Chapman came 
out a full two years ago. In the meantime, we’ve seen content become an 
established component of both B-to-B and B-to-C marketing programs. 

  
 Given its position in the mainstream of contemporary marketing, I can’t say how 

pleasantly surprised I was to read a book that actually offers a new perspective 
on the subject and some interesting prescriptions concerning how organizations 
should move forward with content.  
 
That book is Brandscaping, and its author is Andrew Davis. Andrew is a genuine 
and refreshingly original idea guy, and I invited him to Marketing Smarts to talk 
about his ideas, his book, and why companies don’t have to and in fact shouldn’t 
go it alone when it comes to content creation. 
  
Before I get started, 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, or find me on Twitter 
where I’m MattTGrant. 
 
Without much further ado, let’s get started. Andrew, welcome to Marketing 
Smarts. 

 
Andrew: Thanks. I’m excited to be here. 
 
Matthew: Excellent. I hear the excitement in your voice. 
 

We brought you on the show to talk about your new book, Brandscaping. I 
thought it might make sense to just start out by explaining to folks what 
brandscaping is. 

 
Andrew: Sure. Brandscaping is essentially brining like minded brands and their audiences 

together to create content that increases demand or drives new revenue for the 
products and services you sell. That’s my textbook definition. 

 
 Essentially, if you can think of it as creating content with other people in the 

marketplace who already have an audience, then you’re on the right track. That’s 
what brandscaping is. 
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Matthew: In the book you give tons of examples of both successful examples of 
brandscaping, but also missed opportunities for brandscaping. I was just 
wondering, just to make this kind of real for people, could you give an example of 
companies who have successfully brandscaped? 

 
Andrew: Sure. One of the easiest ones for everyone to grasp might be a story they’ve 

never heard before, but at least with brands they know. 
 
 Converse, the shoe manufacturer that has been around for a long time, they 

make the Chuck Taylors that we all loved in the ‘90s and still love today. They’ve 
done some really, really smart brandscaping. They started by creating a 
recording studio in Brooklyn, New York. They invited bands in to essentially 
record music for free in their state of the art studio. They realized that kind of 
embracing the musician and the undiscovered bands was an easy way to kind of 
embrace their music, but also get their brand in front of these budding musicians. 

 
 That’s not the brandscape that’s really interesting to me. The really interesting 

piece of the brandscape is that they’ve actually partnered with Guitar Center. 
Guitar Center already, obviously, has a relationship with tons of teenaged and 
young, influential musicians who are looking to be the next breakout hit because 
they buy their equipment at Guitar Center.  

 
 What Converse did was build a relationship in which they were creating YouTube 

content with Guitar Center and Guitar Center’s equipment in the studio to get to 
and get in front of that budding musician audience. That’s a very simple 
brandscape. It’s essentially Converse plus Guitar Center plus the musicians and 
their audiences as a very simple, three tiered brandscape. 

 
Matthew: Since you bring up the example of Converse, something that struck me in your 

book is the story that Converse built this studio. As you said, they invite budding 
artists in to come and use their studio and try to build off of that.  

 
This made me think of something that you start off right from the very outset. I 
think it’s something that kind of turns on its head the received wisdom, at least 
right now, about content marketing. Content marketing is a big buzzword. 
Everywhere I go, content, content, content, even in the B-to-B context. Everyone 
is talking about content. 
 
What people say in the content marketing world, of course, or the accepted truth 
is that nowadays every brand is a publisher or every brand is a media company. 
You make a subtle but critical twist on that and say brandscapers don’t focus on 
becoming publishers, they focus on letting others create content for their existing 
audiences.  
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That really seems to be the focus. There and elsewhere in the book you say you 
need to think more like a producer, which Converse is in the sense of providing 
this studio and basically producing new music without actually creating it 
themselves. 
 
I was wondering if you could talk a little bit about that and why that’s important for 
companies not to think of themselves as publishers or broadcasters or anything 
like that, but as producers? 

 
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. 
 
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: There are a couple of things I wanted to follow up on in there. I’ll start with the 

first one. You mentioned commodity content. I was wondering if you could just 
describe to the audience what commodity content is and I think I want to say 
branded content. 
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Andrew: Commodity content is just me too content. You’re chasing the social stream and 
you feel under this deadline to create something today, tomorrow, the next day 
so that you can remain relevant. In today’s universe, you’re not really adding 
much value. You’re just kind of pushing something out there in the hopes that it’ll 
gain some traction, get more tweets than yesterday, and then you’re forced to 
come up with a new idea for tomorrow that might outperform yesterday’s 
commodity content. 

 
 That doesn’t really add value in the consumer’s life, it doesn’t add value to your 

brand, and it certainly doesn’t add any value to your audience. You’re just 
inundating them with something else to consume. Valuable content would be the 
opposite of commodity content directly. Valuable content is, to me, just a piece of 
content that builds a relationship with your audience over time.  

 
If you can think of valuable content as just trying to own a piece of a consumer’s 
day, it could be two minutes a day or it could be two minutes a week where they 
build a relationship with that piece of content. That’s thinking like a television 
producer or thinking like a production executive. Can I create an appointment 
with my consumers and have them consume that content? That’s what I mean 
when I talk about a content brand instead of branded content. 
 
I don’t know if you’re familiar with Today’s Marketing Cookie by Myles Bristowe. I 
don’t know Myles personally. I’ve gotten to know him online, but he created a 
really great content brand called Today’s Marketing Cookie. It essentially came 
out of a marketing meeting where he opened a fortune cookie at the end of his 
marketing meeting and said, “Wouldn’t it be great if we tried to turn a fortune 
cookie’s words of wisdom into great marketing advice?” 
 
What he did was he just kind of pledged every day to open a new cookie, and 
then provide is his audience with marketing insight based on the fortune cookie. 
It’s a genius, simple content format that I know what to expect every time I get it, 
I can build a relationship with the advice, and it has a simple and easy to 
understand format and hook that really ensnares and entraps me.  
 
It gets me to know Myles. I didn’t know Myles, but I did know his content when I 
embraced it. Now I feel like I know Myles through his content. That’s not 
commodity content. That’s a content brand that adds value to my life as a 
marketer. 

 
Matthew: Since you mentioned the hook, and in the book you talk about the importance of 

your content or the content brand and the format even having a specific hook. 
Yet, you also point out it’s difficult to come up with a hook and it’s almost one of 
those art versus science things. It’s not like there’s a formula for how you’re 
going to make a hook, though in music some scientists have tried to say this is 
the science of the hook and that sort of thing. 
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 If people need to have a hook in their content and it’s hard to do, how do you 

recommend they go about identifying and crafting or developing this hook? 
 
Andrew: A hook is the X factor. It’s the something special in the content that differentiates 

it in that commodity content marketplace. Think of this as the easiest hook. Most 
people, when they post their top five lists or their top 10 list blog posts see a lot of 
traction with those list posts.  

 
The reason is that hook is very simple. People identify with it, they know what to 
expect, and the content delivers on the promise very simply. The most simple 
and basic hook in the web world might be lists, top five lists or top 10 lists. Those 
work really well, but they turn into commodity content unless you start to make 
them special in some sort of way.  

 
For me, coming up with a hook is much more about diving deep into a 
personality’s perspective on the world. I just happened to have been in Jackson 
Hole, Wyoming last week and met with a group of agency executives who were 
having trouble coming up with a hook for their content. One of their executives 
said, “Hey, I think luxury is a lie.”  
 
It’s simple sentences like that, that all of a sudden become a hook to me. What 
do you mean, luxury is a lie? If you said every week you were going to take a 
luxury brand and break down for me why their simple premise is actually a lie, 
that’s a hook. That ensnares me. I want to see it every week, and I could 
understand where the content was going. That’s the X factor maybe for that 
agency. Does that make sense? 

 
Matthew: It does make sense. In fact, I even in my notes as I was reading your book, I 

wrote down the X factor when I was thinking about it. 
 
 There’s a problem I think sometimes in some business books, and a general 

thing of, “How do you succeed in business? Just be awesome. Just do awesome 
things. Why don’t you just produce amazing content, then everything will be 
great.” 

 
 I’ve talked about this in the past in terms of people using Apple as an example. 

Like, “We can learn from Apple,” and I’m always like, “You mean be a genius and 
recreate entire markets with your inventions?” Very few people can really do that. 

 
 That’s what I was wondering about the hook. The interesting thing to me was, 

and this has to do with your concept of being a talent scout and this idea that it’s 
not about everyone having to come up with amazing content on their own. In fact, 
what companies really need to do is they need to explore the web or just the 
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world of content that their audiences may or may not yet be consuming and find 
the stars who are creating amazing content. Did I get that right? 

 
Andrew: That’s exactly right. The web is full of undiscovered talent; people who are on 

their nights and weekends creating content that’s of value to your audience. 
Sometimes they have a very small audience or maybe no audience. Sometimes 
they don’t have the ability to even acknowledge or identify their own hook. When 
you start looking for it, you start seeing it. 

 
 If you go back, I don’t know if you’re familiar with Gary Vaynerchuk.  
 
Matthew: I’m pretty sure, I remember seeing before he was Gary V. I remember seeing 

Wine Library TV because someone had told me about it. It was before he broke, I 
felt. 

 
Andrew: I recommend everybody go out on YouTube, just look for Gary V.’s Wine Library 

TV, episode number two. Just go find it, watch the episode. It’s a Gary 
Vaynerchuk you will not recognize. He’s unbelievably boring, he’s not really sure 
of what he’s doing, he introduces himself as bland Gary V., it’s a guy you would 
not recognize as Gary V. today.  

 
 It’s because talent actually has to work into their personality and find their hook. If 

you watch that episode and then you watch episode 998 where he’s the Gary we 
know and love and he has his jet spittoon and he has his dry erase board and 
he’s doing question of the week, that’s the talent that built a $16 million wine 
business. 

 
 What brands need to spend more time and energy doing is find the personalities 

that can power their brand. In a digital world, in a social world you have to have 
people powering your brand. When you start thinking about your opportunities to 
underwrite talent, it starts to open up these possibilities of minor league talent 
that you can invest in at a very small cost to see if they fit the values and virtues 
of your brand, and also can they garner an audience and can their content 
improve if you can help them focus it a little bit more? 

 
 If you start thinking like a producer and you’re looking for that talent as a talent 

scout, you’re looking for the next Rachael Ray. That’s how Rachael Ray got 
started. She actually was hired by a brand in upstate New York to be the 
registered dietician for recipes for a grocery store. The next thing you know, she 
had a little segment on the local TV station. We know who she is today, but she’s 
built around a simple hook of 30 minute meals. That’s what built Rachael Ray-  
I’m going to make you a dinner in 30 minutes. That’s a simple hook that Rachael 
realized through her experiences would be valuable to an audience, and it 
certainly is. 
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Matthew: I think it’s worth emphasizing here that when you’re talking about hunting out 
talent, you’re not talking about fishing for celebrity endorsements. You have a 
sort of scathing commentary on Chelsea Handler, for example, in your book. 

 
 I was wondering if you could just elaborate on that distinction between the 

celebrity endorsement and a personality that you’ve made part of your 
brandscape? 

 
Andrew: I think the difference between a celebrity endorsement in the traditional sense 

and what I’m talking about is celebrity endorsements are generally kind of 
sponsored, paid spokes model kind of relationships where I’ll pay you a bunch of 
money to endorse my product, and the relationship is skin deep. It’s a monetary 
transaction and I’m not even sure if you endorse or really authentically like my 
brand. I know you just want the paycheck. 

 
 What I believe is there are authentic content creators today in the online universe 

who already have a little audience maybe or even a mediocre sized audience 
that love your product and love your service. They’ve probably even written about 
it once, maybe even twice.  

 
The opportunity is instead of just shoveling a lot of money down a celebrity’s 
throat in hopes that they’ll wear your clothes or talk about your computer or 
embrace your software, you can actually find someone who really does love it, 
uses it every day, and is already creating content that if you could just expand 
their reach and work with them to create more formatted content, you can 
actually make a bigger, longer term investment in building that talent into what 
would essentially be a celebrity spokesperson. 

 
 Imagine if you had discovered Rachael Ray and authentically let’s say she loved 

your pots and pans. It would have been silly for an agent at that point to say, 
“Why don’t you hire her as a celebrity endorser?” because she was a no one. 
But, if you had started investing in her content and helped build her as a brand, it 
would have been an authentic relationship and a long term relationship from the 
get go. 

 
 What I’m essentially saying is go out and find those authentic content creators 

who already love your product and invest the same amount of money you would 
have invested in a celebrity spokesperson over the long haul and you’ll have a 
better, higher quality content relationship and still potentially the celebrity 
outcome. 

 
Matthew: This idea of investing in their content and what you said before, this idea of an 

executive producer who’s job on some level is just to marshal the resources to 
make a show actually happen, it brings me up to one of the declarative 
statements you make towards the end of the book that underwriting, not 
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advertising, is the future of all marketing. I think you’re right and your book 
convinced me of it as I was reading through it, but I was wondering if you could 
explain what that means and really what the difference is there between 
underwriting and advertising? You also make the distinction between 
underwriting and sponsorship. 

 
Andrew: I tell people if you want to raise awareness of your brand, you should buy 

advertising. If you want to increase demand for the products you sell, you should 
invest in underwriting. The simple difference between underwriting and 
advertising is that underwriting avoids all the traditional pieces of what you might 
consider advertising to be.  

 
 Think of NOVA. When you watch NOVA, at the very beginning of NOVA on PBS 

it’ll say, “This episode is brought to you by Exxon Mobile.” Exxon Mobile will then 
maybe have a 30 second “spot” in which they actually talk about their belief in 
constantly innovating their product and making the world a better place or a 
greener place. They never talk about, “Hey, go out and buy our gas.” They never 
have calls to action. They never make qualitative claims or direct comparisons to 
other products. Those are things that are reserved for advertising. 

 
 What they’re doing is essentially telling you that they believe in the values of the 

content you’re about to watch. That’s what helps me as a consumer embrace 
that brand. Hey, they believe in the same things I do. The next time I drive by an 
Exxon gas station, remember, they bring me NOVA and we have the same core 
values at hand. 

 
 Underwriting also differs from advertising because you essentially become 

attached to the content no matter where the content is, especially in the online 
universe. I think that’s one of the big differences long term. If you’re underwriting 
the creation of content in the, “This blog post is brought  to you by…” sense or, 
“This podcast is brought to you by…” sense and you think of NPR or PBS as 
your models, you start having a real relationship with the audience in a deeper 
and more longer term way. Those are the things that I think drive real business in 
the future. 

 
 The other distinction you were correct to bring up, Matt, was sponsorships. 

Sponsorships by their nature are exploitative relationships. I want to be 
associated with your brand. If you sponsor an event, it’s essentially I’ll pay some 
money so that we have a big logo and sign at the front that makes people aware 
that I supported this event, but it’s as short term as that event.  

 
 The difference between that and underwriting is they’re longer term relationships. 

If you underwrote the Ted Conference, like BMW has done for years, you’re 
saying to me in a much deeper way that you support everything that Ted stands 
for, not just this episode and it might be gone tomorrow. 
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 I hope I’ve done that justice. I really do think that brands should be thinking 

longer term and attaching their brand to content no matter where it is because we 
live in a world where your content can be on YouTube or your website or in a 
magazine tomorrow and you want your brand attached to that content. 

 
Matthew: Right and I think that’s a good point you make. I know some people may still be 

skeptical about content, in part because they think they need to produce it 
themselves, which is one thing that you’re very strongly arguing is not the case, 
and in fact maybe you shouldn’t do it at all. 

 
 You continually bring up this idea that content is there forever and advertising 

goes away and no one revisits it, though obviously there are some ads that are 
so inherently entertaining people may revisit them.  

 
 You also bring it up in terms of traditional PR in talking about having a YouTube 

video that people continually watch over the years as opposed to getting a three 
minute spot on Fox News or something that a lot of people watch, because 
people won’t return to it in the same way. You were making a strong argument 
for this longevity of content. 

 
Andrew: Yes, and there are good examples from even a couple of years ago that I think 

can help everybody embrace these ideas that our ability to create content is so 
low, the barriers to entry to creating content are so low, that everyone’s doing it, 
except everybody is just contributing to that commodity content. That, “I have to 
create a viral video tomorrow to outdo the viral video I tried last week.”  

 
 The people who I think are being really successful are treating it like almost old 

media. Go back to the ‘20s and ‘30s when radio was in its heyday and shows 
were brought to you by brands. I think that’s what we’re looking at in the future. 
There’s no reason I can’t tune into programming on YouTube every single day, 
just like Wine Library TV was brought to me every single day. That’s brought to 
me by a brand.  

 
 I think if I were marketing for a wine brand and I was able to go back in time five 

years ago and I had uncovered Gary V’s Wine Library TV and he was building 
this relationship day after day with what started as a very small audience of loyal 
watchers, I would have said, “We have to invest in this guy. This guy is going to 
increase demand for wine. If we’re Ernest and Julio Gallo, I want to be 
associated with that guy, even if he hates our wine. I want people to be aware 
that we support wine as an industry.” 

 
 I think those are the brands that benefit the most; the ones that can really say, 

“Let’s build a relationship with our audience that’s long term and isn’t built in one 
hit wonders or overnight successes or viral video sensations.” Even Will It Blend 
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was creating videos for months before they blended an iPhone and had their 
breakout success. They already had a baseline of subscribers to their channel on 
YouTube. I think people need to spend a little bit more time to think about the 
value of subscribe in this kind of online universe where we can be overloaded 
with today’s big success. 

 
Matthew: Right. I’m wondering as we kind of going into the final stretch here. It’s funny, in 

the book you call out a lot of brands for missed opportunities or brands that kind 
of seemed to get it for a little while, like Bank of America and underwriting really 
quality content, and then just letting it pass by the wayside.  

 
Also, when you mentioned Geico and you have this whole scheme for Geico 
about what they could be doing to promote their motorcycle insurance products 
and stuff like that. You point out how the money they could spend would really 
just be a fraction of their overall almost a billion dollar, like $748 million 
advertising budget. 
 
Rather than going into the specifics of the Geico story, I was just wondering, 
have any of the brands that you call out contacted you? This book is like you’re 
giving away the store, Andrew. There are a million ideas in here about what 
different brands could be doing. I’m just wondering, is anyone picking up on it? 

 
Andrew: None of the brands that I’ve called out directly have contacted me, although 

some of their agencies have, sadly enough.  
 

To talk about ideas in the book, I would say that I think the biggest shortfall of 
marketers today is simply not asking the bigger questions, having a bigger vision 
for where they’re going with their “marketing campaign”. I think that’s one of the 
problems.  
 
The Geico example in the book is a fun one, but it comes down to what if Geico 
was creating a TV show every week instead of just investing in fly by night 
advertising that essentially is air time that they’re purchasing that disappears the 
minute it’s gone? What if we had a magazine as a brand? Who would be in that 
magazine? What kind of talent would we attract? What articles would be in 
there? 
 
Those what if questions I think lead to bigger marketing successes, longer term 
relationships with your audience, and content that’s an asset instead of an 
expense, which is at the core and one of the fundamental principles that I think 
will define the future of marketing as well as content on the web.  
 
I really want people to challenge the notion that we should just be spending 
money to create content or money to buy airtime that’s free and fleeting. 
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Matthew: That seems like a good place to stop. Andrew, there’s a lot more to talk about 
here in the book. I’m wondering if people would like to find out more about the 
book Brandscaping or about the work that you’re doing or where you’re headed, 
where would you send them? 

 
Andrew: You can find out more about the book at BrandscapingBook.com. You can 

always find me on Twitter @TPLDrew. Those are probably the easiest ways to 
get in touch with me. 

 
 I’m on the road a lot the next couple of months, so if I’m in your neck of the 

woods you can find me in your local area. I’d love to sit down and chat and hand 
you a copy of the book, so get in touch. 

 
Matthew: Andrew, thank you very much for taking the time to talk with us this morning. 

Thank you listener for listening here to the very 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. 


