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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. 

 
 At the beginning of October we held another Marketing Smarts Road Show here 

in Boston. A host of smart marketers joined us at Boston’s beautiful Old South 
Meeting House where I interviewed Rick Jensen, Chief Sales and Marketing 
Officer at Constant Contact, and Ken Elmore, Dean of Students at Boston 
University. 

   
 This week I present to you my interview with Rick Jensen, in which we discuss 

the relationship between sales and marketing, why it’s good to have everyone 
under one organizational roof, and the importance of focusing not on the features 
of a product, but on the first 15 minutes of the user’s experience with it. 

 
 Next week we will bring you my interview with Dean Elmore.  
 
 Before we get started I want to remind everyone 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 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. 
 
All right, that’s enough housekeeping. Here is my interview with Constant 
Contact’s Rick Jensen. 
 

Matthew:  I would like to introduce our first guest, and that is Mr. Rick Jensen. Rick is a 
Senior Vice President at Constant Contact, and the company’s Chief Sales and 
Marketing Officer. Prior to joining Constant Contact, Rick held a series of 
executive roles at Intuit—Turbo Tax, etcetera—QuickBooks.   
 
He was also Vice President and General Manger of Global Business Division 
over there at Intuit, General Manager for Small Business Group, and Vice 
President of Product Management, and Director of Marketing for the Consumer 
Tax Group. 
 
Prior to Intuit he was also Vice President of Marketing at eBusiness, for Vendor 
Marketing Services at GE Capital, and Vice President of Marketing at U.S. 
Bancorp. We invited him here to talk about the relationship between sales and 
marketing and what he’s learned over the years marketing to businesses big and 
small.  
 
These are very impressive credentials. I’m wondering why you think you’re the 
best candidate for this position. 
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Rick: Oh, thanks. That’s great, Matt.  
 
Matthew: I said it was going to be an interview and here we are. 
 
Rick:  I hire really really smart people. That’s the number one key. 
 
Matthew: Right. But now you’re counting on me to say the same thing. 
 
Rick:  Exactly. Those credentials sound way more impressive than they are, but they 

got it right. Thank you, Crystal, for making sure he read that correctly. 
 
Matthew:  Thanks, Crystal. I want to jump into this. The last time we did the Smart 

Marketers Tour event here in Boston it generated some heat around this issue of 
the relationship between sales and marketing. We have this fellow, Lou Imbriano, 
he used to be the CMO for the Patriots. He said sales should report to marketing. 
This caused a lot of hubbub. 

 
 Your role as Chief Sales and Marketing Officer—I was going to say C, S and M, 

but that seems a little weird. Does that fall more on the sales side, the marketing 
side . . . how does that work out? 

 
Rick:  One of the things that attracted me to Constant Contact was the fact that Gail 

Goodman, our CEO, had the foresight to say, “We need to do things a little bit 
differently.” In the past at Constant Contact, marketing and sales were two 
different organizations. When I was contacted by them —by the way, I was living 
on the west coast at the time and spent most of my life on the west coast—it 
really attracted me to bring those two things together. 

 
 I think both sales and marketing are subservient to the customer, by the way, it 

always should start with the customer. The thing that really attracted me about 
bringing sales and marketing together is, number one, the customer doesn’t care 
whether it’s sales or marketing. They care about if they’re getting the right 
message at the right time with the right products. To do that effectively I think you 
have to have both of those organizations truly aligned. 

 
 Alignment is really important. We don’t spend a lot of time talking about 

organizational charts, but one of the reasons sales and marketing are under one 
of those is we can get that true alignment across both. That’s really important. 

 
 The other thing that I’ve found over the years, and it’s so true at Constant 

Contact, because we serve very small businesses and nonprofits—we have 
about 530,000 customers who use our products—and with regard to the sales 
organization, there is no better voice of the customer and of the market and 
what’s going on. 
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 If you really want to know what’s happening, if you really want to develop that 

compelling messaging and all those types of things, just spend some time with 
your best sales people. In fact, we just instituted a technology that isn’t that 
innovative but on my phone now I can just hit “observe” and I can type in any of 
our sales reps’ conversations at any time that I want. 

 
 So I can punch in “John Sabia” or any of them and listen to what’s going on. I will 

tell you that bringing those organizations together, what they hear and how they 
hear it from both the voice of the sales organization and the customer is really 
changing the way we think about how we deliver our messaging. 

 
 Those two together, I think it’s all about alignment, because customers don’t 

care. Is it a marketing problem or a sales problem? The good news is it’s one 
problem that we have to solve. 

 
Matthew:  Did it feel to the people like it was sales being absorbed into the marketing 

function there? Or did it feel more like, “We’re doing a new thing here, and we’re 
going to create something that’s . . .” 

 
Rick: I’ve been there just over a year, and when I came in it was the first time that we 

brought them together, and also brought the web team in, which is the 
development of the whole website and all the developers who develop that. It 
was really a sense of putting the focus on what the customer wants. 

 
 I think that if you focus in on the customer need and what you’re trying to solve, 

some of those conversations around “Where is the power?” goes away. Great 
marketing is never enough without great sales and vice versa, so we really tried 
to not have those conversations and say “Let’s focus on what the customers 
want and how do we derive the right messaging to help grow the company and 
make our customers more successful.” 

 
Matthew: Could you give us some examples of how having this organizational setup has 

benefited customers? 
 
Rick: Today I spent about three hours in one of our conference rooms and I had the 

sales organization, the product management organization, and the marketing 
organization together and we were talking about our email marketing business, 
which is predominantly who we are. I said, “We’re going to Q4. What’s the key 
message that we want to bring to the customer? What are the key selling 
propositions that are going to be really powerful?” 

 
 What manifests itself when you have those conversations is it’s not just about 

what’s the big message we’re going to go out with our television, it’s what are the 
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sales scripts going to say? What are the right customer examples that we want 
our sales people to have? 

 
 And those same examples should be represented in our blog. The same type of 

messaging should be in our marketing communications that go out to our trialers. 
Someone will come to our site and “trial” us for 60 days and we have a very tried-
and-true communication plan over those 60 days to try to get them to say, “Hey, 
we’re the best solution for you. Why don’t you use us?” 

 
 Now, having all those folks in a room, we’re beginning to have an end-to-end 

conversation so when we pick out what we believe the right messaging is, it’s not 
just a marketing thing. It’s not just a sales thing. It’s a true end-to-end 
conversation. 

 
 The debates around “How come sales doesn’t get this or marketing gets that”  

goes away. As we talk about 2013, those conversations are held jointly, and 
that’s a big change. I’ve been a part of marketing organizations. We developed 
the messaging, “Here’s our go-to-market plan.” We flip it over to sales: “Now go 
sell it.” While you can make that work, I think the conversations change, and the 
focus on the customer intensifies. 

 
Matthew:  That makes absolute sense that having this collaborative development of both 

messages and positioning and what people are actually supposed to say on 
sales calls makes perfect sense. Some organizations talk about, “Well, we do 
have a very good relationship, at least from the top down, between sales and 
marketing, what are essentially silos.” What gets in the way?  

 
Rick:  I’m going to go back and put the customer at the center. The beauty of sales is 

you know if you’re winning or losing because of the scoreboard; if the tumbler is 
tumbling and the lights are lighting up and you see the sales. Marketing’s a little 
tougher. There’s a natural delineation. You will say, “We have a revenue 
generating group over here and a marketing organization that supports it.” So I 
think it’s an easy mindset to get into. 

 
 We talk a lot at the company. You shouldn’t define your success by how the Org 

is designed. I never once had been in a meeting where bring out Org charts and 
ask who’s job is who’s. That’s not it. I think it’s about the flow of the information, 
the type of conversations when you realize that you’re one team going for one 
common goal versus two different goals. I think that’s probably one of the biggest 
changes, that the good news is we’re all basically comped on the same thing. 

 
 There is no talk about why is sales getting something and marketing isn’t. It is not 

perfect and we screw it up all the time. We trip over ourselves, but the 
conversations are very different.  
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Matthew: You also said that the web and development people were brought into the group, 
so I assume, coming out of IT. 

 
Rick: It was in Engineering Product Development. 
 
Matthew:  When you say developers you don’t just mean the web developers, but also your 

product developers. 
 
Rick:  Right. The folks that develop the code that brings our website to life and all the 

pages underneath are part of the go-to-market organization. They were part of 
the product organization before me coming there.  

 
It was the foresight of Gail and the team to say look there is probably a bigger 
opportunity, if it’s all about commercial success of our products. We worked very 
closely with the product organization engineering but it’s all about commercial 
success of our products and making sure that we’re focused on the right things 
that resonate with our customers, then let’s bring those pieces together that 
enable that to happen. 

 
 Time will tell. We’re striving to get better, but I will tell you that it feels right. We 

still have a lot of work to do. 
 
Matthew: Do you see that as part of the beginning, in a sense, of this kind of move of 

incorporating more and more of what’s technical or engineering parts of the 
business into a marketing organization? We were talking before the show about 
big data and some people have talked about the need for a cheap marketing 
technologist.  

 
 IBM had run some research showing companies where the CMO and the CIO 

are really closely aligned and what they’re doing tend to outperform companies 
where they’re really siloed. I’m wondering if you’re seeing this move of actually 
bringing in the web theme or the developers as part of this general move toward 
further techonologizing the marketing function. 

 
Rick:  About three weeks ago we hired a new chief analytics officer, kind of our big data 

strategy, which a lot of companies are going to. I now have a weekly meeting 
with Jesse Harriott who is amazing. He’s been here about three weeks and he 
sent me about a three-page email that I keep with me wherever I go. If it was in 
my briefcase I could show it to you. 

 
 But he talks about what it means to be a sales and marketing organization. Not a 

sales and marketing go-to-market, but what does it mean to be a sales and 
marketing organization, where you leave with the data. You put the customers in 
front, and you’re already starting to see some of the benefits of bridging all of the 
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amazing things going on with technology and big data, and bringing that into the 
marketing and sales organizations.  

 
Because at the end of the day, it’s all about insights to make better decision 
making. I haven’t yet seen an analytics group that can make all the decisions for 
a business but they can give us insights that will enable us to make better 
decisions. 

 
 Jesse’s literally only three weeks in the job and is already pushing us to say 

we’re not sales and marketing-driven enough. This is coming from someone 
who’s very technology driven. So you’re seeing those bridges starting to be built 
and I think those bridges go away when we actually start to integrate but we’re 
still early in that journey. 

 
Matthew: So in terms of the data and analytics that you’re bringing in, what’s the stuff that 

you’re looking at? I imagine data being, there’s two sides of it, one being you can 
be using the data as a scorecard of how successful things are with the open 
rates. What conversions happening? I was talking to Yuchun Lee of IBM on the 
podcast about using this data to make more targeted customized messages for 
customers. Are you guys doing all of that? 

 
Rick:  We’re using the big data for two things. We want to use the big data to help our 

customers be more successful. If they’re using our tools, we can help them 
understand what the best time is to send an email. We just did this big data 
analysis and found out that if you’re a retailer, an email sent on Tuesday between 
4:00 and 8:00 PM has higher open rates if you send it other times during the 
week. 

 
 If you’re a small business it’s all about getting your emails, or whatever your 

marketing communications are open, so people will read them. To be able to 
liberate that data and give it to our customers to make better decisions, wow. We 
get tons of data so we’re excited about that.  

 
 So that’s the first place we’re going. The other one is how do we be smarter 

marketers and smarter go-to-market, which is predictive analytics. It’s not about 
upsell but what’s the right sell. What’s the right time to sell the right product to our 
customers? We’re trying to improve on our ability to be predictive in the way we 
communicate rather than reactive in the way we communicate. 

 
 We’re early in the journey. Probably the most exciting thing about data for us is 

that it will help our small businesses and nonprofits be better marketers. 
Ultimately, if they’re more successful with our tools, that’s good news for us. 
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Matthew: I was realizing that I was being naïve. Does anyone here not know what 
Constant Contact does? Wow, cool. You’re preaching to the converted; or the 
choir. 

 
Rick:  Don’t thank me; it’s 13 years of an amazing run. 
 
Matthew:  That hadn’t occurred to me that all the people who are running emails, they’re 

running them through your system, so you guys can actually look at not just 
usage levels but even performance levels of all the stuff that your customers are 
doing. That becomes an incredibly powerful benefit. 

 
Rick:  Yeah. Imagine a day if a restaurant is signing up with us and we and go and look 

at all our other restaurant customers that have done, whether its an email, social 
campaign, or deals, and put together the right marketing plan for them and say, 
“Based on what others have done like you, these are the steps you need to take 
and here is the content that you should be able to use.” To me that’s the game-
changer. We’re not there yet, but those are things that we’re talking about. 

 
Matthew:  You had written a blog post for American Express’s website where you talked 

about the “fifth P”—productivity. What gets in the way of marketing productivity? 
What is the measure of productivity for your marketing team? 

 
Rick: We have a saying at Constant Contact: “If you can’t measure it, don’t do it.” We 

do care if it’s qualitative or quantitative. But have some hypothesis for how you’re 
going to measure your ability, whether this is going to be successful or not. We 
really trying to get much more hypothesis space in our approach saying, “We 
have a hypothesis; we’re going to go test it.” And you have to have a successful 
criteria.  

 
 Oftentimes we’re not in a position to be able to even capture that data 

quantitatively, so we’ll start qualitatively. That’s number one. The other one is we 
are very, what I call KPIs or Key Performance Indicators. We have dashboards 
that we look at every day that come in to say how we do and whether it’s on our 
conversion funnel to the number of visitors that turn to trialers, trialers that turn 
into paying customers, to the number of customers that buy more of our 
products. 

 
 The one thing we’re trying be much more rigorous about is that we have to have 

those KPIs in place. We have some dashboards that next to them we have N/A 
because we don’t have the ability to collect that data yet, but that’s telling us that 
if we think it’s a Key Performance Indicator for future performance, we have to 
find a way to collect that data. 

 
 In the old days—I say “old days,” I’ve been around way too long—marketing 

wasn’t really held to the “dashboards,” it was much more, “Do we feel like we’re 
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doing the right things?” We measured some things but I think we’re trying to hold 
ourselves to a much higher standard and say set a success criteria because we 
won’t know if we’re successful or not, so we can check it off and say it worked or 
it didn’t work. If we can’t say that, then we’re not learning. 

 
 I think the key thing we have to do is continue to learn, make mistakes. But the 

key is don’t make the old mistakes, make new ones. I’m all for making new 
mistakes all day long. 

 
Matthew:  Would you mind sharing one of those mistakes with us? What’s something that 

you felt like it was a mistake or a false maneuver? 
 
Rick:  Never had one. 
 
Matthew:  That’s incredible. 
 
Rick:  It is incredible. It’s unbelievable. A couple things we’ve done on the conversion 

side; we have a thing called Website Match. When a trialer comes in and says, 
“Hey, I want to try your product,” we have the ability to go to their website and 
very quickly build a template for them that matches their website. The hypothesis 
is, if they see a cool template that matches their website, they’ll say, “Well, this is 
really cool. Now I can upload my content and get my messaging.” 

 
 We basically said does the website match drive conversion? We put a bunch of 

tests out into a sample of our trialers and what you have to quickly find out about 
testing is that the test isn’t clean. That is you’re really segmenting off a segment 
of those customers that you can really understand, “Does that one variable 
change?” and you’ll understand whether it works or not. 

 
 I can tell you that over the last probably six months we’ve had two or three tests 

where multi-variables had been inserted that we didn’t know about. And the data 
comes back and, after two months, you say that you really don’t know. So I think 
that rigorous testing and making sure what you test is sequestered off enough 
that you can make informed decisions is really important. 

  
 I came in a year ago and said, “We have to test everything; test, test, test,” and 

they’ll take you literally and they’ll test everything. The problem is if you can’t look 
back and ask was it successful or not, you’ve actually taken a step back. My 
fanaticism around testing kind of bit us a few times. 

 
Matthew: I think it’s a good move to start testing because there are a lot of people who 

don’t test at all. The second learning is, “Yeah, actually I have to know how to 
test.” It’s a skill that has to be well-crafted. 

 



Marketing Smarts, Episode 55  
A Marketing Podcast    October 24, 2012   Guest: Rick Jensen 
  

	  
Page	  9	  of	  14 

Copyright	  ©	  2012	  MarketingProfs	  

Rick: I encourage anyone who is in the business—and I learned this from Scott Cook, 
the founder of Intuit—have a hypothesis. Have a true hypothesis that solves a big 
problem. Then be very thoughtful about the things you have to do to test that 
hypothesis. You take a hypothesis-driven approach, I think it can yield some nice 
results. 

 
Matthew: Is that something that your Chief Analytics Officer should be helping you do? Like 

hone and refine? 
 
Rick:  I’ve been scolded I think three times over the last three weeks since he’s been 

here. We’re getting ready to run a big cohort now. We have an email marketing 
product that basically you come and you buy email and it’s based upon the 
number of contacts. There’s a hypothesis saying if we had a good/better/best, 
depending on what shape the customer is in, whether they can do it themselves, 
do they need some assistance in getting going, or do they need to do it for me, 
type of a model.  

 
 So, how do we understand what are the right variables to put in? He has already 

come with an incredible testing model to get us to the right insight so we can 
make better decisions around which way we go. So it’s already starting to 
happen, which is very exciting. 

 
Matthew:  That’s cool. How much time do we have for questions? About five minutes. 

Perfect. Well, thanks a lot, Rick.   
 
 I want to open this up to questions from the audience. Who’s got a question for 

Rick Jensen of Constant Contact? 
 
Audience:  Hello. I’m curious what you feel are the biggest priorities for you in terms of 

marketing for the next year. Obviously there are a lot of bigger trends that will be 
over the medium term, but for the near term, where do you see are the real 
opportunity for you to drive value? 

 
Rick:  This may be a strange answer. We’re going into 2013 planning right now, but the 

company has grown incredibly rapidly over the last 10 years. Now it’s over 1,100 
employees, $254,000,000 run rate, 530,000 customers. Our biggest problem, as 
a company now with more complexity and more products, is getting true 
alignment in the organization on what’s really important. 

 
 This is kind of addition by subtraction. I think we really have to take a hard look at 

ourselves and say—and everyone talks about the critical few—but we have to be 
much more rigorous in terms of understanding what the growth drivers are for the 
business and really pick those two or three that the company can get behind. Not 
just go-to-market.  
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 Where I’m spending my time right now is trying to really get the right data and 
point of view to say, “This is where we believe the growth is coming from, so now 
let’s take things off people’s plate and really get aligned around those.” For 
example, at Constant Contact there are a couple of big channel opportunities that 
allow us to go more indirect rather than direct. For the last three or four years, 
that has been a very small, indirect team over here trying to figure it out. The 
company hasn’t got behind it in terms of, “What’s the right product that we need? 
What’s the right sales organization we need to support that indirect channel?”  

 
So I am really focused on this idea of addition by subtraction and getting to those 
real critical few. I can talk to you about, we have to re-invent the trialer 
experience and our product hasn’t been done for probably six or seven years, 
and we have to provide a novice experience versus a veteran experience for 
doing those things, but the number one thing that gets in our way is competing 
priorities.  
 
That’s my job and my team’s job to clear that path so we can put our hooks in 
those things that are really going to matter, which means potentially a lot of 
reallocating resources. It’s not about adding resources; it’s about taking 
resources that weren’t on things that were driving the growth that we were hoping 
for and moving those things onto those things that we think will. 

 
 I don’t know if that helped, but I will tell you, if you don’t have those critical 

three—there’s power in threes. People are into three things—if you have those 
three things in your organization that you’re really aligned against, that’s a tough 
question to ask. If you really look in the mirror, it’s a pretty powerful concept. 

 
Audience: I’m wondering what some of your key success indicators are. What are the tools 

that you’re using to determine those? 
 
Rick: We have the revenue, customer growth, cross-sell, ARPU, all of the normal ones. 

What we’re really trying to get into now, like for email, is get into much more of 
usage KPIs. How often are they logging in? Where do they get stuck? What 
percent have sent their first campaign?  

 
Sending your first campaign when you’re trying our product is a huge moment of 
truth. We want them to create that newsletter or that marketing communication, 
send it out, and see results. We’re getting to the point now that we’re going to 
measure how long it’s taken a trialer to do that. We want them to do that within 
the first seven days over that 60-day trial. We know that if they do it in the first 
seven days, much higher conversion. It’s all goodness for us. 
 
So now we’re trying to be much smarter around behavioral-based—what are the 
triggers that will trigger one of our sales coaches to call up a trialer and say, 
“Hey, Rick. I saw you uploaded some content and created a newsletter, but 
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you’re not ready to send. How can I help you? What are you worried about?” 
We’re really trying to get much more thoughtful around some of the usage 
patterns of the product. 
 
That is where the marketing and sales organization should spend their time; 
getting our customers to use the products. Because at the end of the day, you 
cannot market a bad product; it’s got to be a good product that people want. 
 

Matthew:  It’s like a shopping cart abandoned; they downloaded it but then nothing 
happened. 

 
Rick: Right. I’ll show up tomorrow morning and I’ll get my dashboard that says “1,750 

people trialed our product yesterday or today.” To me that’s interesting and we 
want to see that continue to grow, but it’s really the level 2, level 3 underneath 
that to make sure we’re delivering a great experience so that trialer can be 
successful with our products. 

 
Matthew:  And there’s momentum. Other questions? 
 
Audience:  I’ve heard you talk a lot about the customer experience and having 

communications be relevant to specific customers. Is there anything that your 
specifically focusing on in terms of your customer experience that this year has 
been a focus for you? 

 
Rick: A couple things. Back in the Turbo Tax days we saw a growth slowing. How 

many people use Turbo Tax? I bet a lot of people use Turbo Tax, right? Growth 
was slowing, we couldn’t figure out why, and what we found is—and we were 
always targeting the pencil and paper filers, people that did it themselves. We 
realized we brought all them in and then we had to compete against the H&R 
Blocks and the Liberty Taxes, the kind-of “tax factories.” 

 
 What we quickly realized is the product experience wasn’t set up for that. It was 

actually set up for someone who was do-it-yourself and who had confidence they 
could do their taxes themselves. Now we had to configure a product where 
people had absolutely no confidence they could do their taxes themselves. We 
actually created what we call a GPS Experience, that’s very guided. Here’s what 
you do at step 1. Here’s what you do at step 2. It’s very prescriptive. 

 
 There are a lot of people who were very worried. “You can’t be so prescriptive 

with people or customers because they’re not going to like it, they’re not going to 
get what they want.” We found the opposite.  

 
And the same thing in what we focus on our products today is a much more 
prescriptive path. Small businesses have no time to create content. They don’t 
know what a good subject line is. They don’t know what time of day they should 
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send it, or what time they should send it, so we are focused with the product 
organization of re-inventing that first 15 minutes of the experience. 

 
 Right now it takes 45 minutes to get your email out. We want that first email to 

take ten minutes to get out. That’s re-engineering everything. So now we’re not 
focused on features and functionality, we’re focused on the first 15 minutes. We 
don’t talk about what feature needs to be done, we just say, “We want someone 
to experience the power of creating that email quickly.” That‘s the area we’re 
focused on. 

 
 We’re really trying to get away from this idea of what features . . . After 13 years, 

we have all the features and functionality that we need. It’s really now about what 
experiences are we trying to build. 

 
Matthew: Customer experience and making it happen. Last question. 
 
Audience: I was wondering if you’ve noticed any softness at the top of the sales funnel. I 

see a lot of stuff now about the younger generation not using email as much or at 
all. Getting their communication through other channels. If you look at the actual 
conversions you see that email still rules. That’s not a question, but I’m 
wondering, because you’re market is unsophisticated small businesses, if maybe 
they’re seeing that and it’s a little harder to get them into that pipeline. 

 
Rick:  There is no doubt it is harder to get business today than it was even three years 

ago. Small businesses, nonprofits are saturated with, “You’ve got to get on 
Facebook. You need to use social media. You need to do Groupon. You need all 
these things.” I take it as a challenge.  

 
 Our trials on top of the funnel is roughly what it was last year, which I hate. It 

should be 20 percent higher. We’re transitioning as a company from an email 
marketing company to a multi-product company so I think it will solve some of 
that. But I will tell you that email—I think you heard Zuckerberg even say—email 
is not going away.  

 
 I asked the question even as I go to colleges and say, “How many people 

checked their email today?” and virtually everyone raised their hand. My 14-year-
old might not, but even he does. So what we have to do is be able to build those 
bridges between email, social, and helping small businesses succeed and we’re 
on that path. 

   
 We introduced a social campaigns products about six months ago, and we 

introduced a local deals product about four months ago, so we’re on that journey. 
I fundamentally believe email will be such a core part of a small business and 
nonprofit’s success over the coming years, but it’s going to work differently. Our 
conversations with our customers need to change. It’s not about, “Let’s get Jeff 
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on that email marketing newsletter now,” it’s “How can you use your email and 
your contact base to spread that word?” 

 
 Email is not dead. As a matter of fact it’s alive and well. 
 
Matthew: Thanks for all the questions. That’s a great place to stop.  Thank you, Rick. 
 
Matthew:  And that’s just part of what happened when we brought Marketing Smarts to the 

Old South Meeting House here in Boston. 
 
 Tune in next week for the second half of the show and my interview with Dean 

Ken Elmore of Boston University.   
 
 I’ve been your host, Matthew Grant, and for Marketing Smarts, talk to you next 

week. 
 
 
 
 
 
 
 
 
 
 
 
 
 
   
 So C.C., that’s all the time that we have for the show today. If people want to find 

out more about the book, more about what you’re up to, where you’re going to be 
appearing sooner rather than later, where would you send them? 

 
C.C.  The easiest place to find me online is CC-Chapman.com. If you’re talking about 

the book specifically, you’re looking to buy a copy, just go to 
AmazingThingsWillHappen.com, it’ll bounce you over to our page. The book 
should be available at every bookstore you go to, so if it’s not, please go up to 
the counter and ask them for a copy because we’ve got to get it out there. That’s 
where to find me. 

 
Matthew: All right. Well thank you so much C.C. for joining us here, and thank you listener 

for listening here to the end.  
 

This has been the Marketing Smarts podcast brought to you by MarketingProfs. 
I’ve been your host, Matthew Grant. Talk to you next week. 
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