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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 is the seventh in a series that features folks scheduled 

to speak at our upcoming B-to-B Forum in Boston October 3-5. It’s going to be an action-
packed, fun and illuminating few days so if you're a B-to-B marketer you really can’t 
afford not to go. 

 
 In fact, to make things more affordable, you can get a $200 discount off registration by 

using the code “Smart B-to-B.” For more info and to register, go to 
MProfs.com/SmartBtoB. 

 
 Everyone seems to agree that humor in marketing can be a good thing but it’s easier to 

think that you're funny than actually be funny, and have that humor make sense as part 
of what you're company is trying to do. 

 
 To get some insight on humor in the enterprise I invited someone to Marketing Smarts 

who has actually been professionally funny in and out of the business world, Cisco 
Social Media Manager, Tim Washer. 

 
 The ensuing conversation covered a lot of ground from B-to-B sales techniques to 

Protestant theology and I believe was, at intervals, funny.  
 
 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 in iTunes or a comment 
on our site. You're also welcome to reach out to me directly via email. My email address 
is MattG@MarketingProfs.com or you can find me on Twitter where I am @MattTGrant. 

 
 Without much further ado let’s get started. Tim, welcome to Marketing Smarts. 
 
Tim: Thank you. I appreciate the invitation. I’m glad you finally accepted the call from my 

publicist. It’s tough to get on this show; I’ll say that. 
 
Matthew: It is and we did have to back fill. A couple of people have backed out of this slot so I was 

glad that you were available.  
 
 The one thing I did want to address right up front was we had asked you to disclose your 

tax returns prior to coming on the show and you simply refused. Is there something that 
you're hiding? 

 
Tim: No, no, certainly not. It’s just I don’t want to give you any ammunition because you  have 

enough. 
 
Matthew: I know, it’s true. I have a lot of stuff. We’ve been sifting through a lot of data that we’ve 

gathered on you. The thing I find most alarming is that you claimed that when Martin 
Heidegger started existentialism with the publication of Being and Time you felt that he 
had jumped the shark. 
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Tim: I did. I thought it was an early move; a premature move, if I can be so bold. I think the 

career ended as it was beginning, if you will. 
 
Matthew: It’s sad but true when it comes to the late German philosopher Martin Heidegger. Let’s 

talk about things that are a little closer to home.  
 
 Tim, I’ve known you for a couple years now and it was only just today as I was preparing 

for your conversation that I realized that I had seen a video you made when David 
Meerman Scott had shown it at a MarketingProfs event back in 2008. Isn’t that odd? 

 
Tim: Wow, small world. 
 
Matthew: Small world. David Meerman Scott was talking about the power of social media and all 

the different things companies can do and how interesting companies can be even in the 
B-to-B space and he showed a video called The Art of the Sale which really made fun of 
old-fashioned sales techniques at IBM and you're in it.  

 
 I had to go back and watch it and I said, “Oh my gosh. That’s Tim Washer.” You 

produced that.  
 
 I know you're at Cisco now but IBM obviously prior. Can you give us a little bit of 

background on that movie? I think maybe people used to think of IBM as stogy. I don’t 
actually think of them that way. I think of them as very big. Could you tell us a little bit 
about that video and any other comical stories or even if they are dry as a bone stories. 
I’m willing to listen. 

 
Tim: Okay. I appreciate that. We did that video in August of 2006 so basically just a year after 

YouTube was up. I think that was the first B-to-B comedy that was on YouTube.  
 
 I had joined IBM as a speech writer back in July 2004. I thought basically with that move 

of going to IBM I was going to have to give up doing any comedy in my life. I figured that 
was over being part of IBM.  

 
 I was there for a couple of weeks and I remember I was talking to one of the executives 

about what the goals were, what we needed to communicate this coming year, and he 
told me and there was some less than positive feedback we needed to share with the 
sales team. I said, “You know what we should do is a comedy video.” I think about seven 
people told me no. I’m not kidding.  

 
 I didn’t want to get fired. I had just been there for a few months. I went ahead and 

decided to write the script and a week later I pitched the idea and for some strange 
reason people said, “Okay, let’s try this.”  

 
 We shot this video. It was internal only. We showed it at a global sales conference in 

San Diego and folks went nuts. They just went crazy because it was comedy that I would 
say was well done and you don’t always see that in the corporate world. It was just fun 
and it was kind of laughing at ourselves in a lot of ways. 
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 Right away folks said let’s do another one. That’s what led to that one that you talked 
about. That’s how I met David Meerman Scott. Somebody told me that he wrote about 
that in his book, The New Rules of Marketing PR, so I reached out to him and said 
thanks for including us. We got to be buddies. 

 
Matthew: Just looking at it on YouTube it was also picked up by Comedy Central. They ended up 

liking it. 
 
Tim: That’s the thing. The San Francisco Chronicle made a similar point that you made. I 

think they wrote an article about it called What are they Drinking in Armonk, referring to 
Armonk, New York where IBM is headquartered.   

 
They talked about how the video is a sign of IBM becoming more hip basically. Meaning 
that other people had this perception, like you did, of it maybe being stogy and using 
comedy like that, particularly self-deprecating humor, changes that. I think it’s definitely 
counterintuitive and that really helped the video get some coverage because it was very 
surprising coming from a very buttoned-up company like IBM to do some humor and to 
be self-deprecating, I think. 

 
Matthew: How did it go from being an internal thing, which makes it even funnier to me frankly that 

you were making fun of sales techniques within IBM; just stopping people in the parking 
garage and asking them about their data processing needs. Did you have to sneak it up 
on YouTube? 

 
Tim: No. That was pretty funny. Fortunately I was working with a Vice President who had the 

same kind of bizarre sense of humor as I do so he liked the idea. He also had a lot of 
influence in the company just because he was really good at what he did so when he 
suggested an idea he was able to get approval for things. 

 
 He knew the exact way to go about getting this approved up through the chain and then 

getting us clearance to go post it on YouTube. I think we actually got the note back from 
the top communications person who I think he said something positive about the video. 
He never said, “Go ahead and post it on YouTube” but he said something like “This is 
great” and we took that as an approval and went ahead and posted.  

 
 I’ll never forget the moment. I was sitting in my office and the VP was in there, Mike Fey, 

when we pulled the trigger and posted it. We really were kind of sweating it thinking, 
“What’s going to happen here?” 

 
 One thing that’s interesting, one of the last things Mike said before we published it, “Now 

wait a minute. If our competitors would create a video about us in the mainframe it would 
look exactly like this. They would make fun of us like we have.” So I think at that last 
minute we added a tag line just to make sure people knew it was coming from us and 
then we went for it. 

 
 It was fun and then it took off. It caught on pretty quickly. This was 2006 so it was really 

before social networking. I think it probably would have done better if we had launched it 
when Twitter had been around because it would have spread faster. 
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Matthew: But still, it’s been around for a while and David Meerman Scott brought it up. I saw it 
because of him and it was picked up by Comedy Central.  

 
 I was curious about something you said earlier when we first started talking about this 

which was you had gone to IBM and you were going to be a speech writer and you were 
afraid that comedy wasn’t going to be a big part of your working life.   

 
You had already been doing comedy. I think of you as a guy with at least two careers. 
You may have other secret careers like that thing with the Navy Seals you said I 
shouldn’t… 

 
Tim: Yes, that’s… please. 
 
Matthew: Sorry about that. I can edit that later, but good work. I’ll just say that. 
 
Tim: Let’s leave it at that. Thank you. I’m just going to say No Easy Day is on shelves this 

September. 
 
Matthew: You heard it here first. Marketing Smarts Podcast isn’t always the place where important 

news is broken but I think we just broke that.  
 
Tim: Yes, I think it’s obvious. 
 
Matthew: You had a career in comedy prior to your career of writing for B-to-B technology 

companies, right? 
 
Tim: That’s right. I was working in the corporate world. I had a traditional business career. I 

started off in sales in Xerox and then went back and got an MBA and then got into 
consulting. You brought up German philosophers. I think that’s the theme here isn’t it? It 
was Frederick Buechner who is another one of my favorite German philosophers. It was 
a quote by him that inspired me to explore comedy.  

 
 I remember reading this quote from him that says “The place God calls you to is the 

place where your deep gladness and the world’s deep hunger meet.” That was really the 
first time it was like this light bulb went off and I felt like I had an obligation to pursue 
comedy. It just came out of nowhere. That’s when I decided I need to at least start taking 
classes. I didn’t know what to do. I just started asking friends. “Does anybody know 
anybody in comedy?”  

 
 Of course being in New York City it was easy to find folks but a friend led me to go take 

an improv class at the UCB, the Upright Citizen’s Brigade. This was in 1998. I get in 
there and I think the second class I took was taught by Amy Poehler, long before she 
was Amy Poehler of course, but she was incredibly gifted as not just an improviser but a 
teacher; just amazing. 

 
 I didn’t know what to do. I tried a bunch of things. I wrote some jokes. I found out how to 

submit jokes to Letterman and I got a couple of jokes in his monologue. I did some stuff 
on SNL both acting and then also writing for Weekend Update. I started doing Conan 
regularly and I did some TV commercials.   
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I learned pretty quick when my daughter was born there wasn’t too much difference for 
me than having a comedy career and being unemployed. From a financial standpoint 
they were very similar. I knew that when my wife told me that I needed to go back and 
get a job.  
 
I was trying to get into events. I wanted to work for a company called Jack Morton that I 
was trying to get on with. They managed these big events for large companies. I had 
some good interviews there and then a friend of mine said IBM is looking for a Speech 
Writer. I thought if I go and work there in events I could write some speeches, I could 
probably write a couple of jokes for people on occasion and maybe work in their events 
group and still do a little humor and maybe MC some events.  
 
That’s how I ended up at IBM. I had no idea obviously that it would lead to a career in 
writing and producing corporate videos for YouTube but that’s kind of how things work. 

 
Matthew: Your experience around a comedy career equaling unemployment was similar to my 

experience with a music career earlier. It was funny when you said when your wife 
mentioned that. You know how guys always talk like all women care about is money, or 
something like that? It always bothers me when they say that. As far as I can tell most 
women all they care about is that you have a job. It’s not about the money; they just 
want you to have a house.  

 
Tim: Yes, that is a lie. Now it sounds like you're reading transcripts from our marriage 

counseling which is making me very uncomfortable. 
 
Matthew: I’m sorry. You're still doing comedy. You do show up on TV and things like that. 
 
Tim: That’s right. It would be a blast if that’s what I did full time but it’s a secondary thing. I fit 

it in when there’s time. I used to do the clubs in New York City which is not very fun at 
all, particularly if you work clean. It’s hard to go in there and be successful in a New York 
City comedy club as a clean comedian. Now what I do is my break is doing corporate 
events. I’ll just take a vacation day. I was down in Atlanta not long ago for the National 
Public Health Conference. I just take a vacation day and go do that and do some Power 
Point and make fun of the nonsense that happens in the corporate world and it’s a blast. 
It’s a lot of fun.  

 
 I still do some commercials on occasion but it’s a lot of fun. I enjoy that. 
 
Matthew: The reason I’m even talking to you today and the reason you were at our Social Tech 

event in Seattle and the reason you’ll be at our event here in Boston is you talk a lot 
about comedy in the business world, particularly in the B-to-B world, because that is part 
of what you do. You made this transition to Cisco from IBM. It sounded like getting into 
comedy was almost happenstance at IBM. When you moved over to Cisco was that 
actually what they were looking for or hoping for? That you would bring some of that to 
them? 
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Tim: A friend of mine from business school who I had been friends with since 1994 saw the 
mainframe videos and they liked that. They basically said, “Hey, could you come and do 
some things like that for us here?”  

 
 My boss at IBM introduced me to the Cisco social media team and we used to work 

pretty closely with them on some projects. Then the last year I was there we started 
overlapping a bit and competing a little bit more. Then Cisco said, “Hey, why don’t you 
come over here full time?” and that was specifically to try to do more humor in social 
media. 

 
Matthew: Your title is Social Media Manager there but I really associate you with the various video 

things. Get your Dad an internet backbone for Father’s Day or Valentine’s Day, and 
things like that. Feel free to correct me. Is there other stuff that you do? Are there other 
things that you are responsible for as the Social Media Manager or is video really the 
main gig? 

 
Tim: As a manager I manage my team in what’s called the service provider marketing group. 

Our team is responsible for communicating messages that are of interest of the top 
couple dozen service providers in the world. Some of it is a management function on all 
types of social media outreach for these folks and then I guess the passion of the job is 
writing and producing videos.  

 
 Some of them are comedic but I just finished a documentary in the past year that is not 

humorous at all. It’s called The Network Effect and it’s stories about history and also not 
just history of the telecom network and how it was built but some interesting stories 
about how it’s being used now.   

 
We just published a story today on how in Africa folks are using SMS text messaging to 
teach women to read; just by sending a text message. They can send images and then 
also the word for that image. It’s a reading lesson that’s delivered by text message that 
helps women get better jobs and make more money and provide for their families.  

 
 That’s not a humor story at all; it’s just an interesting story. It’s a documentary. We 

published it on YouTube and then somebody saw it on Facebook and it’s now running 
on TV on a network called ShortsHD.   

 
Then some stuff is just blogging. We have some blogging that we do and then of course 
our team oversees the Twitter account and Facebook and Google Plus and all that stuff. 

 
Matthew: In the constellation of marketing activities at Cisco what is Cisco relying on social media 

to do? Is it this fun stuff, or just general? I’m just wondering how many steps away is it 
from the sales process. Is it more of a branding thing? How does it work there? 

 
Tim: That’s an interesting question for most B-to-B. The companies that I’ve worked with, 

Cisco and IBM, they are more expensive products. They can be products that are over 
$100,000. The mainframe, for example, it’s a $1 million product and it’s an 18 to 24 
months sales cycle so you're not going to sell products with a 60 second YouTube video. 
Nobody is going to watch a video and say, “Oh, let’s spend $1 million on this.”  
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 It’s really more about either branding or awareness about a specific function. I’m not in 
the corporate group. Corporate really does the branding work.  

 
 What I’ll do is if we have an upcoming announcement and we need to draw awareness 

to that announcement I’ll write and produce a short video with the intent of just trying to 
draw awareness to that specific messaging point. It’s not always comedy but I like to try 
to use humor whenever we can. 

 
Matthew: It sounds like you have a really awesome job that allows you to do a lot of cool fun 

things.  
 
 I was thinking, when you said no one is going to watch a 60 second video on YouTube 

and say, “Let’s go buy a $1 million product.” I kind of heard a gauntlet thrown down in 
that statement. 

 
Tim: Yes, sir. You read between the lines there man. Your skills of discernment have just 

always I think been head and shoulders above really the average population.  
 
Matthew: I know, just like the rest of me. 
 
Tim: That’s right. 
 
Matthew: Obviously, like you said, no one is going to buy a $1 million product off a 60 second 

video but what would a video like that look like that could have that power? 
 
Tim: You would have to really make the case there. That’s the thing. You're going to have 

competing goals. You would have to convince somebody that the investment of $1 
million is worth it and it’s not just one person. Whenever a company with a fiduciary 
responsibility shareholder is spending $1 million there is a committee of a couple dozen 
people. 

 
Matthew: Maybe if it was like a hostage video. 
 
Tim: That’s what we’re working on right now. I cannot talk any further about that but that 

might work. 
 
Matthew: I do have to say, apropos of a hostage video, I dabbled in video in a company I worked 

at years ago and started adding some videos to our blog but there was not a quiet place 
to film video. I was always looking around the whole office to find quiet spaces because 
we had this open floor plan. I found this supply closet and I filmed this video in there and 
someone criticized it on YouTube and said it looked like a hostage video. 

 
Tim: And that actually started a new genre.  
 
Matthew: B-to-B corporate hostage video. You heard it here. Obviously it’s a trend. I don’t need to 

tell you about how big that has gotten. 
 
Tim: We see more hostage videos now than we do videos of cats. I’m talking specifically in 

the B-to-B space. 
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Matthew: I like the idea of lol-hostages. Maybe some people wouldn’t think that’s funny. 
 

Speaking of funny, I’ve noticed speaking with you, you don’t tend to work blue even 
when you're off stage. You do keep it pretty clean. 
 

Tim: Yes, I always have. I remember when I first started out I had this naïve view that was 
that I never want to offend anybody. That should be my goal. Of course I didn’t realize 
that’s a ridiculous goal.   

 
I had an instructor; I think it was Eddie Brill who I took a class from who said, “You have 
to say something with your comedy.” You can’t just be funny. You have to say 
something. You have to have a strong point of view and make a case for something. 
He’s right. That’s an important part of being a comedian in any kind of comedy is making 
a point about something; showing the truth. Comedy is a lot about truth and it’s also 
about pain.  

 
 I think the good comedians have the right way of expressing that. 
 
Matthew: Isn’t that why they say comedy is when tragedy happens to other people? 
 
Tim: That’s right. That’s a lot of it. 
 
Matthew: But it’s also your own personal pain. 
 
Tim: It is. It’s better when it’s like, “Look, let me be honest with you and share my story.” 

That’s why I think it’s so important in B-to-B, it’s such a great place in B-to-B to use 
comedy because there is so much talk about how do you humanize a B-to-B brand? 
How do you take a brand like an IBM that people maybe don’t have a relationship with 
on Facebook and how do you share those stories. So much of it is just telling the truth 
but doing it in a humorous way.   

 
Like the video you mentioned up front, The Art of the Sale. I think that idea came to me, 
the first vision that popped in my head -- this is irrelevant to what we’re talking about -- 
but the idea of wouldn’t it be funny if a sales person was trying to sell $1 million 
mainframe by going through the white pages and cold calling people? You see that in 
the video. That’s how this script came together. The rest of it was stuff that happens in 
sales calls; it does. It’s any sales force. 

 
 The one that I didn’t show, the one that was internal only, we had this image, the guy 

Bob Hoey, he plays himself, and we had one scene in the first one where he is walking 
out of a Starbuck’s, he takes a big sip of this venti vanilla latte, and he gets a call from 
his boss. You hear him say, “Oh, Mr. Clemente, I’m in a meeting with a customer.” And 
he’s out in midtown Manhattan at Starbucks.   

 
Everybody died laughing and I have to believe that’s because everybody has done 
something like that; where you’ve been doing something else. You know you won’t get in 
trouble if you say I’m doing something for a customer. I think if we share that we do 
make mistakes and we do fail at times, we always recover, but we’re not perfect and we 
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show those vulnerable moments it would go so far into helping us connect with 
audiences and that’s what social media is all about.  

 
Matthew: I thought you had a good point that your comedy has to be about something. Obviously 

there are some people you can go for an absurdist, non sequitur humor, but I feel like 
especially in the business world everyone wants to be -- I think we had Kipp Bodnar who 
works for HubSpot, he was on the show and e was saying when you're producing 
content for social media you have to ask yourself am I trained to educate, entertain, or 
inform people. What am I trying to do?  

 
 Especially the entertainment piece which I think some people do see as a holy grail and 

if something is going to go viral obviously it has to be funny, it has to be entertaining, but 
I think people end up focusing on the entertainment and humor part and strictly speaking 
it’s probably not that difficult to do something that might be in and of itself funny.   

 
The hard part is coming up with something that’s humorous but actually is about 
something; has a purpose, especially since you're doing this for a company. You're 
trying to move ahead the company’s agenda so that’s why even you had the pioneers of 
networking and the whole story about that phone exchange and how that came about 
and things like that and it was very funny, but it was also informative and educational 
and it fits into this “we’re a company with a long history and we’re a critical juncture 
moving it into the future”  

 
 I just think it’s something that people end up focusing on and you see it a lot in 

commercials especially. Oh, that was a funny commercial but really what did that have to 
do with the product? 

 
Tim: I think if you're asking that question, “What did it have to do with the product?” 

sometimes I think that’s a success. I think if you make a point, if you get a point across, I 
think if you just make one simple point that’s not necessarily about the product but about 
the problem that the product can solve I think that’s really where we need to focus in 
storytelling. 

 
Matthew: I stand corrected sir, because I think you're absolutely right. That the emphasis needs to 

fall on the problem and I think too on the people; the people you are serving, all the 
people that are involved in not just purchasing but the people that are going to be 
affected by the products and services that you're providing. 

 
Tim: Yes, but I do think there are opportunities like if you do have a goal like with that 

mainframe video. One of our goals was to try to get increased viewership of a new blog 
that we created; a mainframe blog, and that was it. We didn’t need to talk about the blog 
or really get into that. We just thought if we put these videos and we host them all on the 
blog and send people there -- they were on YouTube as well -- but the idea was let’s try 
to get more people to come visit the blog and obviously I didn’t talk about the blog but it 
was just entertaining. There was a little bit of messaging in there. 

 
Matthew: There was something in your tone of voice just then Tim that sounded like you were 

disagreeing with me or contradicting me and I’m going to have to just stop this podcast 
right now. 
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Tim: Sure, just walk away. 
 
Matthew: I’m going to walk away. Before I do, if my fans want to leave mean comments for you or 

something like that where can they find your work online so that I can send them in your 
direction? 

 
Tim: I have a YouTube channel. There is stuff up there. That is YouTube.com/TimWasher I 

think. Then I have a website up that is TimWasher.com and they can find some stuff 
there. I think that will get them to I have a reel I think they can click on that has some 
interesting commercials there. 

 
Matthew: Cisco has a channel on YouTube as well, no? 
 
Tim: Yes, we do, and that has like 3,000 videos up there.  
 
Matthew: It’s not just the funny stuff. 
 
Tim: Yes, right. There’s a lot up there. Just go into YouTube and search Cisco and they can 

get to some of the stuff. 
 
Matthew: All right. Thank you very much, Tim, for taking the time to talk to us here on Marketing 

Smarts and 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. 

 
  
 


