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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.  

One cool thing about social media is that if you want to do something with it you 
can just go ahead and do it. Indeed the only truly limiting factors in what you can 
accomplish with social media are your time and your energy.  

Given how busy she is I’m not sure how much time today’s guest, Michelle 
McCormack, has on her hands. But she certainly has a lot of energy and she’s 
used that energy to start and run a host of interesting social media projects. 
Based here in Boston, Michelle has her own blog, LoveTheCool.net. She 
manages the Secret Boston Facebook Page with 10,500 fans and counting.  

She’s working with the City of Boston and Vogue Magazine to bring Fashion’s 
Night Out to town for a second time and she also serves as VP of Marketing for a 
start up, skEdit, which is billed as a hyper social events calendar and is currently 
being used by Boston.com. 

I invited Michelle to Marketing Smarts to talk about using social media to build 
community from scratch, promote happenings and launch new businesses. The 
conversation that follows is the result.  

Before we 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 can also reach out to me directly via email. 
My email address is mattg@marketingprofs.com. Alright let’s get started. 
Michelle, welcome to Marketing Smarts. 

Michelle: Thanks for having me.  

Matthew: Thanks for taking the time to join us. I just want to jump right in here. First of all, I 
want you to tell us a little bit out the Secret Boston project. For people who don’t 
live in Boston since we have a national, who knows, even an international 
audience Michelle, just talk a little bit about how the idea started and what Secret 
Boston is and we’ll take it from there. 

Michelle: I started Secret Boston over a year ago. I was reading Tech Crimes actually and 
I saw that they did a write up on this group called Secret London. It was really 
awesome. It was started by this girl Tiffany. I forget her last name, but it was 
Tiffany, and she just put this group together.  
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She had about 10 people helping her. It was like a college thing and it was a 
platform for people in London to post about stuff that they were really in to. It was 
kind of a really relaxed version of Yelp in a way. It was all community based and I 
thought that was a really cool idea.  

I’d already been working as a social media professional at that point for a couple 
of years. I started my company Love the Cool in 2008. I very much live on social 
media. I really lived this. It was late at night and I remember thinking “I’ll start a 
Facebook page.”  

I was a web designer, flash designer and I had a pretty deep knowledge of SEO. 
It made sense to me instead of creating a group like she did, which is not 
indexed by Google and it’s private, to just create a public page.  

I did that and I optimized the info for SEO. I had a really compelling image and I 
invited all of my friends. At that point I probably had 2,000 friends on Facebook 
and immediately people responded to it.  

I think people like the word “secret.” “The Secret Boston” looks good and it 
sounds good and also because of my use of imagery. I immediately started 
seeding the stream with stuff that I was interested in which is fashion, music and 
street art. 

The interesting thing is that I’ve grown with Secret Boston. I used Secret Boston 
as a platform to test different tactics on Facebook and social media in general. I 
do contests, as I said, seeding the stream, asking questions. I’ve always had it 
completely wide open so that anyone can post. I’ve learned that asking people to 
do certain things is the best way to get the best stuff done in social media. 

I also learned that people on Facebook like it because it’s private but they’re also 
looking for a platform to promote some of their own stuff or their interests. They 
don’t necessarily want to be all the way out there but they like the idea of Secret 
Boston where it’s very niche.  

I keep it very Boston-specific. It’s very appealing to people. I still have to maintain 
the seeding of the stream. If I don’t post on Secret Boston then no one else will 
after a while. Within a few days I think no one else would. 

In the beginning I used to be very lean about posting. I wouldn’t post too much. I 
didn’t want to create a lot of noise but I’ve completely changed that. I believe in 
hammering the stream with content as long as the content is awesome.  
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I believe that I have a very high level of content. My content is pretty quality in 
terms of its very niche and it’s always Boston-specific. Then I do the same thing 
in my other pages and any other content I create. 

Matthew: Right, so, let’s talk about that for a second here. It sounds like this was just an 
initiative you heard about.  You heard about Secret London and you thought 
“Well, why don’t I start something here?”  

You got it up there. It’s not hard to do. That’s something that’s low barrier to set 
up a page. It seems like there were some lessons you already learned from it. 
For example, you did the classic “let’s ask questions, invite and engagement.” 

I was interested when you said you had to hammer the stream because I think 
people do get a little shy about posting things and they don’t want to bug people. 
Maybe that’s a good thing to do on a personal level but if you’re actually trying to 
promote something where you’re trying to attract new people then the more 
people involved the better it’s going to be.  

It seems kind of important to do. My first question since I’m a person who lives 
right outside of Boston is, are there things that have been posted to Secret 
Boston that really were secrets to you? Were there things about Boston or places 
in Boston you really didn’t know about? 

Michelle: Not really. Honestly I wouldn’t say it’s like that. I think people were attracted to it 
at first because they thought they were going to find out about underground 
secret raves and stuff. 

Matthew: That would be cool. 

Michelle: I’m pretty heavily connected to the underground music scene mostly because I 
live in JP. I’m not even a musician but I live in JP and they post on Secret Boston 
constantly. Yes, you’ll find out about shows that are in people’s basements and 
stuff like that. It’s turned into a platform to talk about different cool stuff that’s 
happening in Boston.  

Church of Boston is always promoting their stuff as well as All Asia and 
McGann’s. I guess it does heavily skew music but it wasn’t intentional. That’s 
what people are very much interested in. 
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 Then there are a lot of art shows. There is Yes.Oui.Si and that one in Cambridge. 
They post there a  lot as well. To answer your question I wouldn’t say it’s about 
that kind of secret. 

Matthew: Okay, fair enough. It does sound like it’s already become a community resource, 
like you’re saying, in the arts and music scene. 

Michelle: It’s very editorial. I come from a New York City magazine background. I love 
anything with the word magazine in it. For me it’s almost like the digital zine. 
There were those little zines in the old days. I don’t know if they even exist 
anymore but it’s like a digital one and I love that. The only problem with that Matt 
is that with Facebook it’s gone. Once it goes down the stream it’s basically gone. 
You’re only as good as your last few updates. 

Matthew: Okay. I know that’s a funny thing. It’s funny you mentioned zines. As soon as 
there was Blogger and it was easy to get a blog up it kind of killed zines. Zines 
were a labor of love and I had a lot of friends that produced them back in the old 
days but they just disappeared.  

The beauty of the blog was you can always go back to older posts. Now I feel like 
that Twitter and Facebook are a zine replacement. It has such a short time 
horizon. It’s not like you can really explore if anyone ever does explore anyone’s 
Facebook stream back for months. On Twitter it’s hard to even find stuff past a 
couple of weeks. 

Michelle: That’s why I’m happy about the new timeline integration for pages. I’m always 
excited about all of the Facebook developments. I’m opposite of most people on 
Facebook. I think it’s so cool that they just switch it up constantly. Timeline is 
going to rectify that a little bit. The only problem is the user habits. I don’t think 
people go back anymore. 

Matthew: Right. 

Michelle: People have so much to look forward to that it’s so hard to go back. Do you know 
what I mean? 

Matthew: I work from home, so Facebook is my water cooler in a way. I pop in and pop off. 
It’s not like I’m going to go back to some cocktail conversation I had with 
someone three years ago. I might remember there was a perfectly good one-liner 
that came out of it. That I might remember.  
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I have a question about the new Facebook timeline because I haven’t been 
converted yet. My personal Facebook is still on the old timeline. Looking at 
Secret Boston I find it a little awkward with the two columns. It’s harder for me.  

Maybe I’m just too linear a person. I tried looking at Secret Boston and look back 
just like anyone with the new timeline. I find it discombobulating. I’m not really 
sure where I should be looking. Does that happen to you? 

Michelle: It does, especially the page for my personal timeline. It was easier for me to 
digest with the page. It’s confusing for me because before I could look at Secret 
Boston and gauge how many posts other people are doing compared to myself, 
because I like other people to post more than me. 

Matthew: Right, of course. 

Michelle: It’s kind of a measure of my success. It’s hard for me to notice because it doesn’t 
show up that way. But, the thing about that is I have to keep remembering as a 
page owner, and it’s good for you to remember too, that 90% of the people don’t 
ever go to your page. They’re just consuming your content in the news feed. 

Matthew: True. 

Michelle: It doesn’t really have that much of an impact. Like anything else it’s just going to 
take a little bit to get used to and then you’ll be fine. 

Matthew: Okay. Thanks for the reassurance. 

Michelle: I’m sorry. 

Matthew: As we were talking before the show you mentioned that Secret Boston has 
actually surfaced a lot of opportunities for you, particularly around Fashion’s 
Night Out. I was wondering if you could talk about how Secret Boston led to that 
opportunity then actually explain what Fashion’s Night Out here in Boston is. 

Michelle: Sure. My partner Richard Villani and I produced Fashion’s Night Out last 
September and it was the first FNO in Boston. FNO started in New York City in 
2008. It’s a one night event where retailers stay open late and offer 
entertainment, free drinks, DJs, stuff like that and no sales.  

It was a way to get money back into the economy during the recession a couple 
of years ago. Richard and I both come from Conde Nast background in New 
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York. We’re both from Boston originally and we both ended up moving back here 
a few years ago. We decided, “Why don’t we see of we can start FNO here?”  

We actually jumped on the project really late in the game. Not even a year ago, I 
guess it was June, I started the Facebook page. We started talking to our 
contacts at Vogue and asked how we could officially be part of FNO London, LA, 
Milan and New York. There were a lot of FNOs in the country but they’re not 
official. They just kind of throw it.  

We wanted to make Boston a cosmopolitan city and this is one way for us to do 
it. Vogue said the only way we could actually do it is if we got full support from 
the City of Boston and have them register. I thought for sure it wasn’t going to 
work. 

We decided, “Why not? Let’s try to reach out to them.” Richard got a contact over 
there and we got on a conference call. Within 15 minutes we sold them the idea. 
Believe it or not, big words like Vogue Magazine really do a lot of the heavy 
lifting. They agreed to it. They registered us. Within a  week we were in Menino’s 
office shooting him on video, interviewing him and wrote the script for him of what 
Fashion’s Night Out was.  

I started a Facebook page, as I said, in June. Within a week Rue La La called me 
and asked to sponsor and it was just up from there. We got a full page of me and 
Richard in the G section of the Boston Globe. We got front page of the Boston 
Globe, which is crazy.  

All of this I know it has to do with Richard’s ability to produce. He’s amazing. His 
contacts at Vogue and my ability to get on the radar is really important because I 
understand social media. I was able to leverage Secret Boston immediately. I 
was able to get the word out. Because of my community on Secret Boston, it’s 
not that big, it’s over 10,000 but it’s wicked relevant.  

I’ve never advertised and almost everyone that’s on there is on there because 
they’re into what I’m into. I immediately posted about FNO and people were all 
over it. That spread the word pretty quickly and then I was able to get on the 
radar of press. Like I said, I don’t have press contacts. Chris Muther interviewed 
us and he’s one of the biggest fashion people in Boston. 

Newbury Street closed down for the first time in 20 years. We were able to get 
the Prudential to light it pink for the night. There was Keyote, a new movie studio 
which is over in Austin, part of Smashbox LA, who Richard and I both worked for 
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during our magazine days. Through that we had the marquee event there. Rue 
La La had one stage. They threw a party. The Ames Hotel rebuilt the Woodward 
Bar on the other stage. It was crazy.  

I lived in London. I was a club kid in New York and I’ve never seen a party like 
this. There were people I’ve never seen before out in Boston. We had open bar 
all night long. Haru Sushi was rolling sushi throughout the whole place. We had 
two separate DJs. It was unbelievable.  

As I said Matt, we did agency level work with no budget because of social media. 
I think I said to you earlier I love social media for that. It’s a great equalizer. You 
don’t need to have a million dollars to do stuff like this.  

You just have to understand usability and messaging, brief messaging on social 
media and compelling content. 

Matthew:  I’m curious about that. First of all, you’re doing this again in this coming 
September, right? 

Michelle: We just kicked off with the City two weeks ago and we’re filming Mayor Menino in 
two weeks in his office. 

Matthew: That’s awesome though I don’t usually associate Mayor Menino with fashion 
strictly speaking. I do associate him with being able to get things done around 
Boston. I have to get invited to one of these big parties. 

Michelle: You’re so invited. 

Matthew: Okay. At least I got that out of this interview. You mentioned a couple times that 
one of the things that you think has made Secret Boston effective, and all the 
things you talked about making FNO happen last year, is that it was based on 
understanding social media.  

You just kind of hinted at the things, what you meant by usability and short 
messaging. But what does it mean to “understand social media?” What are the 
things about social media that people really need to understand if they’re going to 
be able to leverage that as the great equalizer as you just described? 

Michelle: One of the things is giving people what they want depending on what you’re 
doing. For example, I never engage in anything negative on any of my social 
networks. I don’t talk about politics at all.  
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When Occupy Boston started it kept posting to Secret Boston. They specifically 
called me out and asked me why I wasn’t sharing their stuff and commenting on 
it. I told them right in the stream, because I’m all about transparency, “I 
absolutely don’t get involved in anything like this.”  

I said “Good luck. I have no opinion either way on it as far as Secret Boston 
goes. I’m not going to engage.” That’s one of the things I do. I don’t alienate 
anyone unless you’re alienated by Cool Contact. Do you know what I mean? 

 That’s something that I learned on my own I guess even from before having 
Facebook pages and from being on Twitter from the very beginning. Like anyone 
who has a community, I have people that do say mean things to me and about 
me.  

I don’t delete the content unless it’s abusive and I don’t respond to it either. 
Beyond that as far as content goes, my content is pretty predictable. On FNO it’s 
only about fashion and on Secret Boston it’s basically, like I said, cool stuff in 
Boston.  

I guess it has to do with my photography background. I use very beautiful 
imagery as much as I possibly can. When I write content, my status updates, I 
format them in a way that’s understandable which is really important. These are 
really simple things but it will make or break your messaging if people see your 
stuff.  

I write in a way that is kind of compelling and interesting. I try to.  I don’t just 
throw a bunch of text out there. I have real calls to action. Beyond that, I’m 
tagging strategically. I’m tagging things. If you look at my very last update today 
on Secret Boston it’s about that vertical fashion show that’s tomorrow. 

Matthew: Oh yes. 

Michelle: My partner Richard is producing that for the Revere Hotel. I was really involved in 
helping the Together Festival and get the word out a couple of weeks ago 
because I love them. I don’t even know them but I just love what they do. They 
don’t get almost any mainstream attention and I find it so annoying.  

Come on, Boston. There is so much cool stuff going on. Just talk about it so that 
the rest of the world knows. I lived in New York for 13 years and I can’t put my 
finger on why Boston doesn’t feel the same as New York.  
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One of the things is that there’s so much going on in New York and everyone 
knows about it. There’s a lot going on in Boston and no one knows about it and I 
don’t know why. 

Matthew: I think that people in Boston might have a little bit of an inferiority complex. Well, 
there’s an insularness here and a kind of local pride certainly but I grew up in 
California. I’ve lived in Boston over 20 plus years but I still somehow feel a little 
bit like an outsider.  

I feel like it’s overshadowed by New York in a way. New York’s a lot bigger but I 
maybe there’s also fewer central things. There’s the Phoenix and stuff but that’s 
it. I think it’s harder to find things out. 

Michelle: I don’t watch the news but if you watch the news no one’s talking about the 
Together Festival. The Chronicle doesn’t cover the Together Festival, I think they 
should. Trentemoller was here last year. They have world-class DJs coming in to 
this city. 

Matthew: Right. Before we talk about that, there are two things you mentioned. I realize 
that people listening won’t necessarily know what you’re talking about. The first 
thing is, why don’t you talk about the Together Festival and just let people know 
what it is or was? There is also the Vertical Fashion Show that you mentioned. 
What is Together about? 

Michelle: Together Music Festival started two years ago. It’s an electronic music festival 
that spans seven days and it’s all over the City. This year they actually had a 
central meeting place in Central Square that was open from 10:00 in the morning 
until 7:00 at night. They had panels which you would go to and they would have 
DJ sections. One was “learn how to be a DJ”. 

Matthew: Nice. 

Michelle: They had really important people in the music industry talking at these panels. 
And then at night everywhere, Paradise, Royal, not House of Blues actually, I 
think they pretty much are committed to stay independent and not corporate. At 
places like The Middle East and Middlesex, amazing DJs from all over the world 
were performing and it was amazing.  

It was on the cover of The Dig but that’s because the editor of The Dig is a 
founder of it. It specifically didn’t get any coverage in Stuff Magazine which I was 
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part of the conversation online. Come on Stuff. Even if you’re in competition with 
The Dig, your readers want to know about something like this. 

Matthew: Yes, totally. 

Michelle: Who knows? Maybe that has something to do with it. Then there is the Vertical 
Fashion Show tomorrow. There’s a new hotel opening up called The Revere and 
it’s where the Radisson used to be. I think it’s looking to be the coolest boutique 
hotel that Boston’s ever seen.  

It apparently has this bar area that’s like a stadium and we’re thinking of having 
the FNO marquee event there. It’s like a stadium. Then they have the Who Bar 
which is a private wall that you wouldn’t even know is there. It opens up to a VIP 
lounge and it’s supposed to be really cool.  

Richard’s producing. They hired him to get attention for the media event 
tomorrow. It’s just for press. He came up with the idea of a vertical fashion show 
down the side of the building which is so crazy. He actually hired wall climbers so 
it’s going to be like a bait-and-switch thing. They’re coming down the side of the 
building and going behind a screen and then models are going to walk the red 
carpet. 

Matthew: Okay. 

Michelle: I know. They’re not going to be real models. 

Matthew: Well, that’s a little disappointing but still there will be people coming down the 
wall, even if they are professionals. 

Michelle: Exactly. 

Matthew: I guess you have to be careful coming down a vertical wall with heels and stuff.  

Michelle: I forgot to tell you that if you looked at that on Secret Boston I wrote about that, 
“Honestly if super models scaling down The Revere doesn’t get mainstream 
Boston press attention I’m throwing my hands up”. And then I CCd Stuff 
Magazine, Boston Phoenix, Boston Globe, Herald, WBZ, etc. It’ll get on their wall 
so they’ll see and we’ll see if they’ll go. I’m so lucky to have a platform to say 
what I want. 

Matthew: I know. It seems like you try to make the most of it. We have just a few more 
minutes here and I thought we could spend the final part of the podcast talking 
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about this new project that you’re involved in. It’s this company called skEdit. I 
was wondering if you could tell the folks what it does and we’ll talk about how it’s 
been going so far. 

Michelle: Sure. SkEdit is a hyper social events lists calendar that’s embedded on 
Boston.com. Boston.com is our first partner. It was started by the founder Omar 
Tellez last April just a year ago.  Omar actually lives in New York and he is really 
good friends with the head of digital at The New York Times which owns the 
Boston Globe.  

Matthew: Right. 

Michelle: He presented this idea to the guy at The Times and they thought that 
Boston.com was the best partner since it is their most avant-garde publication. 
I’m sure you know they’re doing a lot of forward stuff technically with the 
responsive design.  

The Globe just won a big award for that, separating The Globe from Boston.com. 
They’re really committed. Jeff Moriarty, the head of digital over there, is a great 
guy and I’m so honored to work with him. They’re really committed to progressing 
social technology.  

Omar recruited me about four months ago before the launch. He had been there 
for a few months and he recruited me two months before launch to be VP of 
Marketing. He found me on LinkedIn based on my success with Secret Boston 
and FNO.  

It was not easy for me to decide to do this because I have a lot going on but I’ve 
always felt that no one was doing the events calendar space properly. It’ still very 
1.0. I really love his idea but I’m also someone who believes that no one wants to 
leave Facebook or Twitter. Except in this town they want to go to Boston.com so 
that was a big thing for me. That sold me, really.  

I jumped on. We launched less than two months ago. Our first day we were 
covered in Nashville, which was really awesome. We’re doing great. It’s like a 
real start up. I’m working over at Boston.com regularly and it’s all about getting 
the word out. I’m leveraging Secret Boston a little bit. I’m not hammering the 
stream about skEdit at all because it’s not about that. When it’s relevant content I 
will. 
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Matthew: I went and checked it out and signed up. As I understood it helps solve a certain 
problem which is, if you’re in a town like Boston there’s a lot of different cultural 
offerings from museums to sports to music, etc.  I’m really into music but if I want 
to know what’s going on especially in smaller clubs you really have to bounce 
around and it’s easy to miss stuff.  

I like this idea where there’s a platform where you can subscribe to different 
venues so that you have one spot where you can accumulate all the things that 
you really care about. Then, of course, you can also let people know what events 
you’re attending and get to see what your friends are doing. That, of course, 
requires that they’re actually signing up for it.  

As it seemed to me you guys are already getting traction with getting venues to 
sign up so that people can track a lot of them. I assume that the real value of 
something like this over the long haul is having a lot of people actually engaged 
in it. 

Michelle: The users. 

Matthew: What are you doing to encourage people aside from getting the word out? What 
are you trying to do to encourage people to sign up and bring their friends? 

Michelle: A lot of it is getting the venues to buy in which we’ve been really successful with. 
For example, Church of Boston has it as their defacto calendar now. If you go to 
their website next to their Twitter and Facebook is their skEdit logo. It’s getting 
the venues like that to tell their customers to use skEdit, to follow their profile on 
skEdit.  

We’ve been doing a lot of drives and outreach and incentivizing the venues. It’s 
not a hard sell because these venues all of a sudden have 40,000 page views for 
their event on Boston.com. This is the thing about social media. You can get 
people excited but to actually get them to act is something else.  

There is other stuff a venue has to do like posting these events all these other 
places, too. It’s about a cultural change within a venue and then it’s the same 
thing. It takes a certain amount of time to really sink in and to get the user to go 
to skEdit and think of it as “Twitter for Events” in their stream, and for venues to 
by knee-jerk just post their stuff to skEdit and nowhere else, but that’s the goal.  

Within the year we want venues to not even be considering posting to Facebook 
Events because it’s so successful on skEdit. It’s so valuable for them to just post 
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it on skEdit they don’t even think of it. It’s the same thing for the user. We want 
them to only go to their events stream on skEdit. 

Matthew: Right. I guess there’s a “chicken or the egg” question for me. In trying to get this 
platform off the ground it sounds like getting the venues to treat it as a resource 
and put stuff on there is the key thing because that’s going to drive the people 
there. That’s where they know they’re going to get the information.  

But do you then get push back from the venues? Do they say, “There’s no one 
here. Why should I do this right now?” 

Michelle: Not really because it’s on Boston.com. 

Matthew: True. 

Michelle: If it was a stand alone? Because not only is it in the stream, we have a widget on 
the homepage of my events. We have a widget on the homepage of the main 
section and these are trending events. We reached out to Club Hassim and 
Middle East and told them, “We’ll have you in trending for a certain amount of 
time if you promote your calendar.” And they do. 

Matthew: Nice. 

Michelle: It’s like a give and take. 

Matthew: Right. I think it also highlights this other part that you’re talking about which is the 
critical role of a partnership like Boston.com is going to play in this kind of startup 
world.  

It’s building something and they will come off somewhere in some corner of the 
internet and forget about it. Build it as a service to a place that people are already 
going. That’s where I go for movies. I go to Boston.com so that makes sense.  

That’s all the time that we have right now to talk to you, Michelle, unfortunately. 
I’m wondering if people wanted to find out more about you, FNO or Secret 
Boston, they could go on Secret Boston on Facebook.  

Where else can people go to find out more about Michelle McCormack and these 
awesome parties that you get to attend? 
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Michelle: The easiest thing is just to go to my blog LoveTheCool.net. I think you can find 
my LinkedIn there and definitely Secret Boston’s there. Most of my links are over 
there so that would be the best way. 

Matthew: Well thank you very much for taking the time to talk to us here on Marketing 
Smarts and thank you listener for listening here to the end. This has been the 
Marketing Smarts podcast brought to you buy MarketingProfs. I’ve been your 
host Matthew Grant. Talk to you next week. 

 

 


