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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. 

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

Massachusetts on July 10th. The event was the fifth and last stop on our Spring 
Smart Marketers tour which took us to Seattle, Los Angeles, Miami, Minneapolis 
and Boston.  
 
The tour has been sponsored by Dun & Bradstreet, the world’s leading source of 
commercial information and insight on businesses, enabling companies to decide 
with confidence for 170 years. The Boston event was also sponsored by 
Demandbase, the first real-time targeting and personalization platform for B-to-B. 
 
This episode is a twofer because it actually consists of two separate interviews. 
The first features the co-owner of the Harvard Bookstore, Jeff Mayersohn. After a 
lengthy career in tech, Jeff and his wife decided to buy the bookstore in 2008, a 
decision which he once wrote, “Might strike some as slightly crazier than buying 
up the world’s supply of phone booths or carbon paper, and at the worst possible 
time at that.” 
 
As bad as that timing may have been, Jeff has made more than a go of it. The 
bookstore thrives despite the fact that it must compete with “one of the largest 
corporations in the world.”  
 
Our second guest was Lou Imbriano, President and CEO of Trinity One, an 
agency specializing in sports marketing, and was formerly Vice-President and 
CMO of the New England Patriots in Gillette Stadium. 
 
Before we get started, I do want to remind you that if you like what you’ve hear 
on MarketingSmarts 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 at mattg@marketingprofs.com. 
 
Our recording begins just as Jeff is explaining how he devised his strategy for 
taking on Amazon. Okay, here we go. 

  
Jeff: As I thought about Amazon and tried to do some sort of what might look like a 

Harvard Business School analysis, I said, “What are the key dimensions and 
where are they ahead of us?” 

  
 Well, there is inventory and they are ahead of us on inventory. There is fulfillment 

and they are ahead of on fulfillment. There’s price, and they are ahead of us on 
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price. Then there’s customer service and there, we could make a very good 
argument that we were ahead of them. 

 
 It occurred to me that we could do local manufacturing of books so that we could 

create a value proposition which essentially said, “Don’t think of us as a place to 
go and discover books” because there is this mindset that is developed.  “If I 
know what I want, I go to Amazon. If I just want to explore, I go to the bookstore.” 
Think of us as the place where you can get any book ever written. 

 
 Not only that, think of us as the place that, if you are not actually in the store, we 

can get that book to you faster than anyone else can including Amazon because 
we are part of your neighborhood. We are local. 

 
What we did was to buy something called an Espresso Book Machine. 
Fortunately, the technology existed. It’s about the size of an old-fashioned Xerox 
machine, maybe four feet by six feet long and about five feet high. It occupies a 
corner of the store and it has access to six million volumes. It can print a book in 
five minutes. 
 
We got our Espresso Book Machine. We launched a same-day bicycle delivery 
service in partnership with a local organization called Metro Pad and we did a 
new website. 
 
The website is different from the Amazon website. It’s a browsing website so 
when you launch our homepage and after you wait a while for the Flash to load, 
you can actually take a stroll along our front windows and you can pick books out 
of the window. You can even see your shadow in the window. 
 

Woman: What is the website? 
 
Jeff: It’s Harvard.com. Part of what helps us here is that we are Harvard.com. 

Harvard, for a long time, was not very happy about that. After I bought the store, 
we made peace but it creates some very funny and interesting paradoxes. 

  
 We actually have more Facebook follows in Baku Azerbaijan than we have in 

Arlington, Massachusetts. It’s the power of the Harvard brand. 
 
Matthew: I heard that if you become a friend or like your posts then it gives you a fast-track 

into Harvard. It’s true. 
 
Jeff:  We’re about to launch that campaign. 

 
Matthew: Sweet. 
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Jeff: Coming back to the basic strategy, we suddenly have an inventory that may be 
larger than theirs. Every time I read an article about Amazon, it says they have 
two million volumes. Well, I have six million volumes. 

 
Matthew: Take that.  
 
Jeff: If I sign up for Amazon Prime, it takes them two days to get a book. I can get a 

book to you that afternoon. If you want a recommendation for a book or you want 
to talk to someone before you buy the book, I can supply one of those. 

  
 It gives us the opportunity to beat them on several dimensions. The price issue is 

still an important point and maybe we’ll have the chance to talk about that. The 
community has responded very well. On our book machine, we are currently 
printing between 1,000 to 1,500 books a month, so people have really taken to it. 

  
 In fact, I was sitting in my office one summer night two years ago. I got a call 

from the sales floor and the bookseller said, “The Secret Service is all over the 
store.” I ran down to the store and I talked to the lead agent. She said, “The 
President of the Dominican Republic would like to shop in your store. He will be 
here in five minutes.” 

  
 I turned on the machine, it takes a little while to warm up, and printed a book for 

him. He was just blown away. He invited me down to the DR. I have never been 
invited by a head of state to visit any country.  

 
Matthew: It’s incredible. 
 
Jeff:  Oh, you’ve had that experience. 
 
Matthew: All the time. 
 
Jeff: And what he did was to buy a machine. The reason he bought one is because 

the Dominicans are rebuilding the Haitian National Library and what an obvious 
way to get a catalogue of four million books. 

  
 You can even pretend that the books are on the shelves. Someone goes up to 

the desk. They say, “I would like this book.” In the back room, they don’t know 
that someone is just manufacturing the book. It takes five minutes. 

 
It is an amazing piece of technology. It is not an answer to the issues of 
bookselling but I think it is an important part of changing what the independent 
bookseller does. Interestingly enough, it almost takes is back to our 17th and 18th 
century roots as printers because a lot of booksellers started out as printers. 
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It’s sort of like going forward to the past or back to the future or whatever. So far 
it seems to be working extremely well. 

 
Matthew: It also flips the technological issues where the Internet disintermediated all the 

independent booksellers. But now there is a technological response to that where 
you kind of disintermediate Amazon in a sense by saying, “We can just produce it 
for you right here.” 

 
Jeff: I have a theory that the reason Amazon is pushing the ebook is because they are 

afraid of me. In terms of paper, they are wedded to an 18th century distribution 
model, so there are big warehouses and long-haul transportation. It is very 
inefficient.  

 
At the end of the day, some UPS or FedEx truck drives up to your house and 
delivers a little book to you. There is a lot of waste in publishing, too. They print 
too many books or too few. But here it is. Now we can do local manufacturing 
and local distribution and they are scared. 
 
What they would like is for you all to buy ebooks to make the physical books go 
away. In the ebook world, they have advantages there that are hard for an 
independent, small retailer to overcome. 

 
Matthew: Right, but you have been responding to that as well. People can order ebooks 

through your webpage. 
 
Jeff: We have been. In fact, there is a complicated legal case going on. Some very 

brave actions that the publishers took have basically established a level playing 
field for the price of ebooks. All of a sudden, Amazon saw its market share drop 
precipitously. So we are selling ebooks. 

  
 What I meant by that is that one of Amazon’s actions is really to redefine the 

price of an ebook. Amazon is interesting because on some level they don’t care 
about books. Amazon is using an entire industry as a loss leader so they can sell 
you other stuff. 

  
 Books could be defined as zero as far as they are concerned. It doesn’t really 

matter to them if they get to sell you the higher margin items as a member of 
Amazon Prime. 

  
 The price of the ebook is constantly being defined down. The problem that poses 

for us is that it will not generate enough revenue margin to cover the cost of a 
brick and mortar institution.  

 
So there is the big issue there. We will go into ebooks and sell as many as we 
can but I think at some level, our existence depends upon the existence of paper. 
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Matthew: Right. But you believe in the book as a medium. 
 
Jeff: I should have done more but I bought Harvard Bookstore with my heart and not 

my mind, I will confess that. The one piece of due diligence I did was I bought a 
Kindle. I tried to read a book on it, The Power of Now by Eckhart Tolle. I thought 
that would be a good inspirational book to read on a Kindle and it just didn’t work 
for me. 

  
 I am not dissing the people who it does work for. Clearly, it has certain 

advantages. I believe it’s a niche product. I think we are in trouble if it becomes 
the only way people are reading.  

 
Matthew: We have about ten more minutes for questions. I was wondering if anyone had 

questions for Jeff Mayersohn. We have a microphone here so we can capture 
this. 
 

Man: Do you use the same files for the ebooks as the printed books that you print on 
the Espresso Machine? 

 
Jeff: No. Right now, the Espresso Machine takes PDF and the world is moving 

towards this epub standard for ebooks. We did some tests on epub and with a 
few modifications, it was able to work. 

  
 The big challenge for us which I think is implicit in your question is this. Right 

now, we have six million books. About four million of them were printed prior to 
1923, or maybe even more. What we really need are the publishers to come on 
board and give us access to the same content that they’re putting on the Kindles 
or the Nooks. 

 
 Fortunately, one of the big six publishers, Harper-Collins, took that big step just 

recently. Now we can print books by Barbara Kingsolver and Dennis Lane on our 
machine. There are books that people really want to read. 

  
 Up until now, our printing market has been a self-published market and lots of 

people are choosing to publish their own books on our machine. It’s also been 
more of a scholarly market and a significant one. We get dozens of orders a day 
from all over the country, people looking for books that we will never sell again. It 
really is a long-tail phenomenon. 

  
 Hopefully in the not to distant future, other publishers will jump on board, and so 

the value proposition, “Any book ever written in any format you want in five 
minutes or in an hour to your house” will really come into play. I think that can be 
a game changer as long as paper persists. 
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Matthew: Thanks for the question. What other questions do people have for Jeff? 
 
Woman: Hi. I am thrilled to hear the story, having had a long-term relationship with 

Cambridge. I was glad to see that Harvard Bookstore was still there after 
returning from San Francisco. It was a real thrill for me, personally. 

  
 I myself have a blended curriculum of reading and I confess to have a Kindle but 

nothing replaces a book. I find that for a local, independent bookseller, events 
with the author are a huge draw for me, speaking personally. Do you find that 
that is a significant part of your marketing and business strategy? 

 
Matthew: Yes it is. In fact, we keep on expanding our author series. We take a little bit of a 

break in July and August although we still have a few. We have Meghan McCain, 
John McCain’s daughter, coming in the next few weeks. 

 
We are not only committed to store events but we do a lot of private events such 
as book launches and events in collaboration with other organizations. We have 
a partnership with The News Center, for example. We have partnerships with 
various parts of Harvard. 
  
They serve two purposes. The first is that at many of those events, sales are very 
good. On the other hand, we don’t want to hold that as too hard a criterion 
because we want to give first-time authors the opportunity to speak also. We feel 
we have a public responsibility to do both. 
 
The other thing is that people enjoy the events and essentially they are free. In-
store events are completely free. For outside events, we charge $5.00 but it’s a 
coupon. I think it helps to promote and create a literary conversation around the 
book. It creates buzz around the book and people talk about it. That enhances 
sales. It’s a critical part of what we do. 

 
Matthew: Thanks for the question. 
 
Woman: I would like to know what you read. 
 
Jeff: Well, here is the dirty secret about owning a bookstore. One’s image of owning a 

bookstore is that you are going to sit and have all the time to read. The reality is, 
of course, the exact opposite. 

 
 I still do try to read. The only way I can answer that question, because my 

memory is not what it once was, is by telling you the books I have read most 
recently. Out Stealing Horses, a book in translation from Norwegian by Per 
Petterson is just an amazing book. I highly recommend it. 
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 In the last week, I have also read a book called The Watch by Joydeep Roy-
Bhattacharya. It is a retelling of Antigone in the context of the Afghanistan War. It 
is just an amazing piece of literary fiction. 

  
 I also read non-fiction, most recently Dan Aaron, who is one of the founding lights 

of American Studies. He is about to celebrate his 100th birthday. He is still at 
Harvard and he wrote an intellectual autobiography called The Americanist and I 
really enjoyed that. 

 
Matthew: Thanks. 
 
Woman: Can you tell us how you use social media for your business? 
 
Jeff: Yes. We have four people in our marketing group and many additional part-

timers who just run the events. There are several parts of social media. Our 
mailing list has about 50,000 people in it.  

 
The primary vehicle is the newsletter. We send it out once a week and it 
promotes upcoming events and other things which are about to happen in the 
local literary scene, or in the store, as well as special sales that we’re having. 

  
 We have about 17,000 follows on Twitter including quite a contingent in Baku as I 

explained before. We have about 5,000 follows on Facebook. Twitter is the most 
active and primarily what we do with it is to promote events. 

  
 The person who is responsible for our social networking compared it to the play-

by-play and the color guy in a sports broadcast. The basic play-by-play stuff is 
just saying the event is taking place. Then you look for all kinds of interesting 
things either around the events or around the literary scene to keep attention up 
and focus on our Twitter feed. 

  
 Of course what we do is provide a link or a hashtag to the author and that gives 

them the ability to retweet what we have done. Sometimes that works. 
Sometimes it works with devastating results. 

  
 Recently we had Mindy Kaling, one of the stars of The Office. We tweeted about 

her event. She retweeted to her 25 million followers all of whom went to our 
website at the same time, and it was down for two days. Not only that, this all 
happened on Cyber Monday. 

  
 It gave us the opportunity to launch a new promotion, which we called Cyber-

Sorry Wednesday. The ironic part was that her event was already sold out when 
she retweeted it. 
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Matthew: I like the idea of the celebrity denial-of-service attack as a new attack vector for 
you InfoSec people. 

 
Jeff: We’ve had several of those recently. We have a big warehouse sale. We have a 

warehouse in Summerville and twice a year we have a warehouse sale.  
  
 There is a fellow who I had never heard of called BostonTweets. Maybe all of you 

know who he is. He tweeted about the warehouse sale and that got retweeted by 
The Globe and the site came down again. 

  
 I guess the lesson in all of this is that I need a bigger server. 
 
Matthew: Have you heard about this thing called the Cloud? I don’t know much about it. 
 
Man: It’s Amazon. 
 
Matthew: That’s right. Yes, you can buy space from Amazon. 
 
Jeff:  I suspect that I probably do and don’t know it. 
 
Matthew: Probably. I think we have time for one more question if there is one.  
 
Man: How do you basically remarket the book as being cool? The Nook and the Kindle 

have done such a good job teaching a generation of people, “This is what you 
should read on.” They are not even given the option. What are you doing to 
remarket to those people outside of social media? 

 
Jeff: It’s a complicated question and I’ll try to be brief. It’s interesting because the 

surveys seem to suggest that serious readers are reading on all of those devices. 
They use their Kindle or their Nook for vacation. Their preference in many if not a 
majority of the cases is to read the physical book. 

 
 That is one aspect of it. Publishers do two things with respect to ebooks which 

drive booksellers a little bit crazy. We have to wait a year for the paperback 
version of a book to come out. The ebook comes out on the same day as the 
hardcover so essentially, you are asking the customer, “Would you rather pay 
$25.00 for this or would you rather pay $9.99 this?” 

 
 The other thing that I would like to see done, given what customers seem to be 

telling us in surveys, is to bundle ebooks with physical books. If you buy the 
physical book, you get the ebook for free. I think that would really be a game 
changer in terms of the way the market is currently being constructed. 

  
 The other thing which is a little pet peeve of mine is that so much of the 

discussion of reading with respect to the devices is about gadgets and not about 
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content. In some sense, in answer to your question, our strongest weapon is to 
focus on content. 

  
 Amazon, and a lot of the web, becomes increasingly incoherent to me with the 

authors and gadgets. Reading is so different from that. One of the other things 
we’ve done in the social marketing realm is promotional videos. 

 
 Some of them carry a real message of, “If you find a book in the store, please 

buy it in the store. Don’t stand there with your device and order it after you’ve 
found it on our shelves.” 

 
 Some of them are just silly. The Man Booker is the most prestigious literary 

award in the UK. It’s like the Pulitzer prize here. We had our store pet choose the 
Man Booker winner this year, and the Man Booker people retweeted the video. 

 
 So it’s about bringing the message back to the content and to reading and the 

literary life. 
 
Matthew: Thanks for the question and thank you so much, Jeff Mayerson. 
 
 And now, here is a word from our sponsor. I have here Jason Stewart from 

Demandbase with us. Jason, if there’s one thing you would like our listeners to 
know about Demandbase, what would that be? 

 
Jason: Hi Matt. B-to-B marketers need to always remember that we sell to accounts and 

not individuals. With Demandbase, we provide actionable information about the 
companies visiting your website in real time, allowing for increased engagement 
and conversions of the companies that are actually most likely to become 
revenue. 

  
 Demandbase can automatically add information about visitors to your web 

forums, provide detailed insight about the companies that respond to your 
campaigns or even help to personalize your website based on the company that 
is visiting. 

 
Matthew: I guess the one question I have about that is if it is technically complicated to 

implement Demandbase or rebuild your site on top of the platform. 
 
Jason: It’s not exclusively about the content side. There are different applications. We 

have people who just use it exclusively on their web forums. They have gotten 
Demandbase up and running, providing actionable information about the 
prospects that are filling out forms in less than an hour. 

 
Matthew: Wow. If people want to know more about Demandbase, where should they go? 
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Jason: Demandbase.com. 
 
Matthew: Well that was simple. Thanks a lot, Jason. 
 
Jason: Thanks Matt. 
 
Matthew: I’d like to invite our next guest up please, Mr. Lou Imbriano. In case you don’t 

know, Lou is President and CEO of Trinity One, an agency specializing in sports 
marketing and he was formerly Vice-President and CMO of the New England 
Patriots and Gillette Stadium. 

  
 I just want to point out that Lou is wearing a Super Bowl ring. Who else has one 

in here? Sweet. 
 
Lou: Just three. 
 
Matthew: There you go. 
  
 Last year, Lou published a book along with Elizabeth King entitled Winning the 

Customer which outlined his concept of the relationship architecture and 
described some of the things he does to consistently and systematically build 
relationships and increase revenue.  

  
 We invited Lou to Marketing Smarts to share some of what he’s learned in his 

many years in the Boston Sports Media scene. Lou, welcome to Marketing 
Smarts. 

 
Lou: Thanks, pal. Hi everyone, good crowd! There are seats up front though, come up 

front if you’re not sitting down. 
 
Matthew: He’s a little intimidating so I understand. 
 
Lou: I spit while I talk so you may want to move back. 
 
Matthew: I did want to say something about the ring just to get you telling stories, because 

you had an idea once that didn’t pan out with the ring. 
 
Lou: Ann said I wasn’t a leg-crosser. She said, “You’re the type of guy that doesn’t 

cross his legs.” I wanted to prove her wrong.  
 
Matthew: Lou also said I was effeminate when I cross my legs like this. 
 
Lou: What? 
 
Matthew: Very well, so it goes. 
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 Lou, you had an idea of giving away those rings, or at least one of them, in a 

Cracker Jack box when you were working for the Patriots but you didn’t do it. 
Why? 

 
Lou: We didn’t do it because, the Crafts, quite frankly, didn’t want to cheapen it. I 

understand that. I agree with it in many senses but I disagree from my marketing 
soul. My marketing soul tells me that it is the greatest thing in the world. 

 
 Think about it. It’s Cracker Jacks, the sports food. You find a ring, a Super Bowl 

ring, or a replica until you get the new one, in the Cracker Jack box. Who 
wouldn’t buy millions of boxes just to dig their hand in, get it all gooey, and pull 
out a Super Bowl Ring? 

 
 It was the most genius promotion I ever thought of that never happened. So I 

guess if it never happened, it kind of sucked, right? 
 
Matthew: I know, because that’s the other thing you say. If you read Lou’s book, he is a 

shoot-from-the-hip guy. He just says what he thinks which I don’t appreciate. I 
prefer that you guild the lily. You basically think that if a marketing idea doesn’t 
bring in money, it sucks. 

 
Lou: Absolutely. All these folks say, “I have this great idea! I have this great idea!” 

“Okay, well how many did you sell?” “We didn’t sell any.” It’s a sucky idea. 
  

If your idea doesn’t create revenue or build relationships, it sucks. Period. It may 
be good in your own head but what did it really do? 

 
Matthew: Unless you can get more people in that head. 
 
Lou: Yes, I guess. 
 
Matthew: I was talking to someone the other day about an idea that you had where you 

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

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

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

reported into me. It works because marketing and sales are the yin and yang of 
revenue. It just really is. They go together like shama-lama-lama…you know. 
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 They belong with each other. There are two different skillsets, right? Sales 
people are all about “Closing, closing, closing, ABC, ABC, ABC.” Marketing 
people are more about, “No, no. It’s about the beautiful part of the creative idea.” 

 
 These are totally different people. If you could get both attributes and squish 

them together into one person, you would have one hell of a marketer. It’s not 
just about the idea. It’s about the revenue. It’s not just about the revenue. It’s 
about how to get people to buy into it. 

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

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

 
Matthew: Right. But you think that marketing should be, for lack of a better word, on top in 

the sense that it shouldn’t be the other way around. Why not just have the 
Director of Sales or the VP of Business Development or something like that and 
then marketing reports into them? What’s wrong with that model? 

 
Lou: Because when Director of Sales walks into a room, they look at people and say, 

“Money, money, money.” The marketing folks think, “Oh, they need this. Let’s 
create something to help them do business,” and that leads to more money. 

 
 The problem is that any salesperson comes into a room and they are always 

thinking “ABC, ABC, Always Be Closing.” I do think it is ABC but it’s “Always Be 
Creating.” If you create mechanisms to help people do business, they are going 
to spend as much as you can possibly 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 is the golden rule? 
“Treat others the way you want to be treated, right?” Bullshit. 

 
 It’s not “Treat others the way you want to be treated,” it’s “Treat others the way 

they want to be treated.” Because if you treat people the way they want to be 
treated, it’s hard for them to say no.  

 
The problem with salespeople is that they don’t do that. Salespeople are all 
about, “Okay, what is my shortest route to cash?” That’s a problem. When you 
have that nice little blend, that harmonious little dance between marketing and 
sales, it’s not about the cash per say. It’s about, “How can I help people do 
business?” and “Man, that’s going to bring me a lot of cash.” That’s why it works 
best when they’re together. 

 
Matthew: Can you talk about some of the things you did with the Patriots?  
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Lou: I did everything. I used to have Tom Brady’s jersey go on the field for 
touchdowns. 

 
Matthew: I know. The weird thing is that you passed to yourself. 
 
Lou: That’s right. 
 
Matthew: For example, you figured out ways of looking at people who were already 

seasoned ticket holders and try to get it to the point where they were spending 
more money with you. They weren’t corporate sponsors but they were moving 
into club seat buyers. 

 
 You created a special interim tier that really helped bring a certain small segment 

of ticket holders into a higher revenue group. What are the things that you did in 
identifying those people or even creating these special opportunities so they had 
more opportunities to give you money? 

 
Lou: Another big problem in sales is that there is a huge focus on new business. 

Everyone says, “We have to get new money in. We have to get new money.” So 
80% of the effort is spent on new business and 20% of the effort is spent on 
maintaining the current customers. 

 
 That’s so backwards because you already know that the people you already 

have spend money with you. They key is, “How do you get those people who are 
spending money with you currently to spend more money?” If they are fans of 
your company and they believe in your company and what you are all about, you 
have a better shot of getting them to spend more. 

 
 We spent a lot of time trying to figure out, “Out of the season ticket holders, who 

are folks that have discretionary cash who are fans, who want it more, who want 
special opportunities and access and things that the average fan didn’t get?” 

 
 We did an okay job with the old building but what really helped us out is that new 

building. We had these two tiers in the old building, season ticket holders and 
sponsors. In the new building, we had season ticket holders, corporate sponsors 
and these premium seat members. 

 
 These premium seat folks, club members and suite holders, were mostly diehard 

fans. They were rabid about the team. They had discretionary cash and they 
loved coming to every game. 

 
 Once we figured out who this group was, and we kind of extracted them out of 

seasoned ticket holders, we could put anything in front of them and if it was 
Patriot-oriented, they would buy it. 
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 The best part is that we would talk to them. “What do you want?” “Oh, I like golf.” 
So we would put them in the golf section. “I love sailing,” put them in the sailing 
section. All we had to do was get a player and have them sail with a player and 
we could charge any amount of money. 

 
 That is really where we had a ton of growth. The growth was not in all this new 

revenue coming in. It was growing this organic revenue. 
 
Matthew: Right. It sounds like you were also offering people very memorable and special 

exceptional experiences. Was there anything there that you found was the 
secret? What is the key to do something that is really going to be memorable and 
also generate income? 

 
Lou: First of all, in every business you are in, you have to create memorable moments 

when you build the relationships. We had a luxury. I would take folks to the game 
with a lot of my staff and we would take them to a suite. We would give them a 
little food and beverage and there would be some athletes and celebrities. Then 
we take them down on the field and they would be able to watch warm-ups. 

 
 There were always one or two CEOs that we were able to bring in. If you guys 

have been to Gillette stadium, there’s the big, inflatable helmet. We would bring 
them in this big, inflatable helmet and then all of a sudden the music would be 
playing. The players would be jumping up and down saying, “Yes, we’re going to 
get them. We’re going to get them! Let’s get them!” 

 
 The people in the helmet said, “Oh my God.” There were goosebumps on 

goosebumps on goosebumps. We had those people. Whatever we asked them 
for, they were spending anything. 

 
 I know, you’re sitting back there and saying, “Oh, no. I don’t have a big inflatable 

helmet.” 
 
Matthew: Well, I do. 
 
Lou: You have a big, inflatable helmet? 
 
Matthew: Yes. 
 
Lou: It doesn’t matter. It’s not about the magnitude of how you create memorable 

moments. It’s about your attitude. It’s if you are able to create something that 
folks remember you by always. 

 
 My dad was a pharmaceutical salesman. He didn’t have inflatable helmets. He 

didn’t have the Patriots. But he would go into doctor’s offices, make friends and 
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strong relationships. When he had a new product, he would call up the 
receptionist and say, “Hey, I want to come in and talk about this new product.” 

 
 They would say, “Oh, Lou. It is so busy today. There is no way I can get you into 

see the docs.” That was his cue. He would go to the north end, get a big tray of 
pasta and a big antipasto. He would drive over to the office and he would set it 
up in the conference room. 

 
 The receptionist would get on the intercom and say, “Hey, Lou Imbriano from Eli 

Lilly is here and he’s brought lunch.” Now these people who weren’t getting out 
came to the conference room. They started eating and my father was there 
serving them. 

 
 That’s a memorable moment. No helmet, no big stadium but still memorable, so 

when my dad called, he always got the order.  
 
Matthew: You were also talking about how one of the things that you were doing was 

looking for these new opportunities, new ways to segment people out and give 
them what they wanted to help generate more revenue. It was your job at the 
Patriots. 

 
 One of the things that we have talked about before is that a lot of NFL teams 

don’t do this. They even lose money on the Super Bowl or they don’t capitalize 
on it the way that you could. What are they doing wrong? 

 
Lou: I would say that most teams that go to the Super Bowl lose money because it is a 

costly venture. The Patriots, we didn’t lose money. The Dallas Cowboys didn’t 
lose money. There are certain teams that don’t because they look at it as an 
opportunity but most teams do.  
 
Many companies are very transactional. “I have this product. Buy it. It costs X.” 
“Thank you. I’ll see you when you need the product again.” It really isn’t about 
that, especially for a sports team, because there are wins and losses.  
 
If you are winning, sure, everyone loves you. The hotdogs are tasty. The beer is 
nice and ice cold. When you are losing, it could be the same hotdog and it is 
soggy and people hate it. They are throwing the warm beers at you because it is 
not good. 
  
So when you have that fluctuation in product, it’s not about the product. It’s about 
how you treat the relationship. What was the question you asked me? 

 
Matthew: What you were saying was astonishing to me. I think that when a team goes to 

the Super Bowl and even wins, that this is going to be a huge, massive 
opportunity for them. 
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Lou: They don’t look at it is as an opportunity. 
 
Matthew: There are teams that win the Super Bowl and actually lose money on it. That’s 

what you claimed. 
 
Lou: It’s true. What happens on the business side is that you get so wrapped up in the 

game and it’s such a short period of time that folks are just happy to be there. It’s 
all about, “I’m going to the Super Bowl. My team is there. They are going to win.”  

  
 With the Patriots, we didn’t do that. We sold packages. We had special broadcast 

packages. We sold trips. We were like a travel agency so we would sell trips for 
$15,000 a couple. I think they sell them for $20,000 now. You would get on the 
plane. We would have the hotel rooms and take care of everything. 

 
 It was a profit center. I know the Crafts wouldn’t want me to say that but I don’t 

work for them anymore. 
 
Matthew: They’re not here. 
 
Lou: I think my last year there we grossed $9 million on trips. It’s real money. In the 

hospitality business, you net half. 
 
Matthew: Going back to this sales and marketing piece of it, one of the things that you said 

that I thought was interesting is how sales is an extension of marketing. In your 
philosophy, really the whole company should be about marketing. 

 
 I wanted you to tell a story about things you did thinking about reception and 

ways that you took over the receptionist role for marketing because you saw that 
it’s such an important front line piece of your business. 

 
Lou: How many people are in marketing here? Just about everyone.  
 
Matthew: It’s called MarketingProfs. 
 
Lou: I guess. Maybe it’s people who want to be a marketer. 
 
Matthew: True. 
 
Lou: All of you folks are in marketing. Tomorrow you go into your company and you 

have to turn around and tell everyone, “Everyone works for marketing. 
Everyone.” I used to make all the non-marketing staff members at the Patriots 
crazy because I truly believe that.  
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Everyone in the organization works for marketing and that’s just plain and simple. 
If your ushers or your security people are engaging with fans, there is a certain 
way they should because that is a reflection on you. 
 
If there is garbage on the floor and your maintenance guy isn’t picking it up right 
away, that is a reflection from you and everyone needs to be a custodian of the 
brand. Every employee of the company has to be a custodian of the brand. If 
they’re not, that’s going to affect business and it’s going to affect revenue. 
 
When I started with the Patriots, I was the Director of Events. When I was done, I 
was CMO but I had all the stuff that people say, “Why is that under marketing?” 
Reception was one area that came under marketing because I looked at 
receptionists as being the gatekeepers to the entire organization. 
 
I used to produce radio shows in my first life and would call the Red Sox to get 
guests and the receptionists would pick up the phone and say, “Red Sox.”  
 
Are you kidding me? The first voice I hear was “Red Sox” and I could never 
understand how they could ever let this old lady do that. When I came to the 
organization, it wasn’t as bad but it they said, “Patriots.” I don’t even think they 
said, “Thanks for calling. How can I help you?” 
 
The problem is that you’re paying receptionists the smallest amount of money 
you can but that’s the most important thing. This is the first place they get to you.  
 
I kept lobbying for years to Jonathan Craft. I said, “I want reception.” He said, 
“That’s part of operations.” I said, “No, it’s marketing. I want reception,” and after 
haunting him for two years, he finally said, “Okay, you want it? It’s on your budget 
and you can have reception.” 
 
I turned around and I had these young interns who really wanted to be in 
marketing. I said, “Okay. You are going to be on reception for four hours and you 
are going to work for me for four hours. What I give you in marketing depends on 
how good you are at reception. If you stink at reception, I am going to give you 
the crap jobs. If you are really good, I am going to give you the good jobs.” 
 
We pay these people zero so it didn’t hit my budget. I would have these young, 
energetic people just dying to say, “Hello, thank you for calling the New England 
Patriots. Would you hang on, Sir? I’ll be right with you.”  
 
It was just night and day. It’s just that little adjustment that changes everything 
when it comes to an organization. Think about when you go into a store. You’re 
getting your coffee and someone is at the other end and they are a grumpy-puss. 
“What do you want?” Jesus, you don’t want to be there. That’s just ridiculous. 
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However if you have someone say, “How can I help you today? Oh, yes Sir!” Or, 
even better, “Would you like your triple latte today?” That makes a big difference. 
That makes you come back over and over again.  
 
That’s what it’s about. It’s that relationship with your customer and too many 
companies squander that. They take it for granted. Shame on them. They are not 
marketers. They’re salespeople. 

 
Matthew: All right, so we have some time for questions. 
 
Lou: I don’t want questions. I just want to talk. 
 
Matthew: No, I have a lot more questions. We don’t have a lot of time for questions so they 

have to be really good. If you would submit all your questions first, we are going 
to review them, right Ann?  

 
Woman: Well I totally take exception to your portrayal of sales because I’m sales. 
 
Matthew: Yay. Represent. 
 
Woman: Secondly, I would beg to differ with you because I don’t know of salespeople who 

aren’t in there for establishing relationships and then trying to figure out what 
within their toolkit fits the customer because of what they know of the customer 
and have learned of the customer. 

 
  
Lou: Are you asking a question? 
 
Woman: I was just going to say to reiterate to the receptionist idea, one of the customers 

had a Director of First Impressions. But I think when you put everything under 
brand, that’s where you bring everything together and where all of the companies 
should be put together, not just sales, not just marketing but the whole company. 

 
Lou: One thing you said that adds fuel to my fire is you said, “A good salesperson 

knows what’s in your toolbox to give to the customer.” 
 
Woman: No, I said it’s what they learned of the customer. 
 
Lou: What I’m saying is that you don’t need a toolbox. It’s not about the product. It’s 

about the customer. When you have salespeople and marketing people working 
together, you can create anything. The problem with salespeople half the time is 
they look at an inventory list and that is what they feel they have quotas on, they 
have to match. They should be taking notes. 
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 That’s the key because then you can give people what they want. We stopped 
taking packages and I started showing them that the more we listened and the 
more we gave people what they want, the more money we closed. That’s the 
only way to do it. 

 
 It didn’t happen overnight, by the way. It took a while. 
 
Matthew: Do we have time for one more question there?  
 
Lou: I see three more hands. 
 
Man: Let’s make a distinction. What you’re actually marketing and selling is an 

experience, not really a relationship. The customers want that experience, to be 
at the game, to see the stars, the players. As a salesperson, I know my 
customers. They know me and I market to them and sell them a solution and I 
build a relationship around that so I know them personally at that level. 

 
 It’s not an experience at that level. What you are marketing and selling is really 

more an experience. 
 
Lou: I think the experience when it comes to sports helps you build that relationship 

because the more you build the relationship, the more you are going to find out 
about people.  

 
What I would tell you is that more people are going to tell me stuff after they’ve 
been on the field with me then they are going to tell someone that they don’t 
enjoy being with. It is about the relationship. It is utilizing the experiences in the 
memorable moments to tie the ball in tighter and break the ice. 
 
You may be the smartest person in the world and have the best ideas but if you 
don’t connect with someone, you’re not listening. It’s more than just providing 
solutions. It’s providing solutions and giving them the comfort level that you are 
always going to be there to help them. 
 
As a salesperson, you might do it so you are in marketing, too. Welcome over. 

 
Matthew: All right. Last question here Sir, please. 
 
Man: Thank you. Do you think you would have had as much success if you were 0 

and16 as opposed to 16 and 0 and as opposed to Tom Brady, maybe you had a 
Bernie Cosa? How much do you relate the wild success of the team to the 
success of your marketing programs? 

 
Lou: When I started in the old building, no Gillette Stadium but the Foxborough 

Stadium, the worst one in the league, Pete Carroll was the coach. We hadn’t won 
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anything. There was no Tom Brady and no Bill Belichick. I think we had a 5-11 
year. 

 
 Not winning anything, not winning any Super Bowls, no new stadiums, we went 

from $16 million to $24 million just changing how we operated. 
 
Man: Was that when the Crafts were there? 
 
Lou: Yes, the Crafts brought me in so this was right when they came in. Maybe their 

celebrity did it all. 
 
Man: Yes. 
 
Lou: What I would tell you is that the New York Giants, when they beat us the first 

time, they were doing $60 million in total revenue. The Patriots were doing $100 
million in revenue. The Giants, in New York City, after winning the Super Bowl, 
were doing $40 million less than the New England Patriots. 

  
 Here’s what I’ll tell you. Give me the Giants and we’re doing, I would say $150 

million in New York City. Think about the amount of money in New York City. You 
could have four teams and you should be able to do more. 

 
 If you think it’s about winning and losing, look at Chelsea in London. All they do is 

win. Do you know how much money they made last year? They lost $60 million. 
Do you know why they lost $60 million? They don’t look at it as a business. They 
look at it as, “Let’s win on the field and that’s all that matters.” 

 
 It’s easy to say that winning gives you money. Sure. Is winning better to market 

than losing? Of course. Coca-Cola is better to market than RC Cola. There’s no 
doubt about it. But if you’re a good marketer, you understand your target 
audience and you know what people want, you could make sure the revenues 
grow with RC Cola. It’s all about the marketer. 

 
Matthew: That’s right. Thank you very much, Lou Imbriano. 
 
 That’s what happened when we brought Marketing Smarts to Boston on July 

11th. We are planning on another live recording of the podcast on October 3rd, the 
day before our B-to-B Forum. For more details, go to 
MarketingProfs.com/Events. 

 
 Thanks for listening and thanks again to our sponsors, Dun & Bradstreet and 

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


