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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. 

 
 Ekaterina Walter is a social media strategist at Intel who helped drive social 

media adoption across that organization and was also instrumental in building 
Intel’s presence on Facebook, where the brand boasts over 16 million fans as 
well as on other social media platforms. 

 
 Now Ekaterina has come out with a book, Think Like Zuck. It examines the 

culture Mark Zuckerberg has built at the social media behemoth, and considers 
the lessons that other companies might draw from his ongoing success.  

 
 I invited Ekaterina to Marketing Smarts to discuss her work at Intel, her new 

book, and the critical role that passion, purpose, risk-taking and effective hiring 
have played in the lives of Facebook and other fast-growing innovative 
businesses. 

 
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 comment on our site. You’re also welcome to reach out to me directly 
via email. My email address is mattg@marketingprofs.com or find me on Twitter 
where I am @MattTGrant. 

 
 Without much further ado let’s get started. Ekaterina, welcome to Marketing 

Smarts. 
 
Ekaterina: Thank you, Matt. Glad to be here. 
 
Matthew: Thanks for joining us. I want to talk about your book Think Like Zuck. Before I do 

that, since not everyone among our listenership is going to be familiar with you, I 
was wondering if you could talk about some of the work you’ve been doing as a 
global social strategist at Intel. I think it’s a good lead-in to talking about the book. 

 
Ekaterina:  I’ve been at Intel for seven years. The last four of them I’ve been helping drive 

social media innovation and adoption for the company. I’ve done a number of 
things from helping create the policies and helping create enablement and 
training for our marketers and employees across the world. Helping them 
embrace and engage in social media to grow in communities on our social 
networks, Facebook of course being our biggest. 

 
 We have over 20 million fans across the world in over 50 countries. We are 

establishing those communities on multiple social networks and then scaling our 
presence globally in meaningful and tactful ways.  
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 We have been running a lot of programs that support content creation and 

engagement within those communities in valuable ways to our fans and followers 
and to our customers. I’ve been doing all those different things. Right now we’re 
looking ahead at trends in the industry and at what else can we bring to the table. 

 
Matthew: Twenty million fans on Facebook for a company that actually doesn’t sell things 

directly to people. Is that right?   
 
Ekaterina: Absolutely. 
 
Matthew: What do you do with all those fans?  
 
Ekaterina:  It’s been quite a journey for us to engage with our fans because it is so 

awesome. To me personally it is such an amazing luxury and a privilege to be 
able to talk to those who want to come back and engage with us on our 
platforms. There are those who love our brand. They want to tell stories about it. 

 
 There are those who criticize us or who have not-so-perfect experiences, which 

is amazing to me because it’s an opportunity to convert those folks and help 
them have great experiences and point them in the right direction. Through that 
you add an additional advocate to your brand.  

 
 To me, that’s what’s exciting about creating these communities. Before 

Facebook, before social networks, there really wasn’t an opportunity for Intel to 
have such an amazing community of people. It’s extraordinary that we are able to 
connect with them every single day. The way we grow it is to engage and show 
our human side, talking to them about multiple topics that they’re passionate 
about plus technology. We are putting good content ahead of pimping out 
products. 

 
Matthew: Here at MarketingProfs when we talk about social media and things like 

Facebook people say, “What is a B-to-B company going to do on Facebook?” 
 

Intel has the advantage of being tied very closely to consumer brands, ultimately. 
People experience you because they buy computers that have these processes 
inside them. There is a consumer interaction with the product even though, 
strictly speaking, Intel is selling to the manufacturers, right? 

 
Ekaterina: Absolutely. Some people realize and some don’t that Intel empowers that 

technology and that tiny little chip inside is what allows you to do things you’re 
doing. Centrino technology that enabled Wi-Fi is an amazing advancement. 

 
 A lot of people who are hard-core techies understand and realize that. 

Sometimes consumers are not, so bringing the brands into the conversation 



Marketing Smarts, Episode 65  
A Marketing Podcast    January 9, 2013   Guest: Ekaterina Walter 
  

	  
Page	  3	  of	  9 

Copyright	  ©	  2012	  MarketingProfs	  

around technology in front of those folks makes them think and say, “Oh, really. 
Yes” or they say, “Oh my God. I am a geek.”  

 
Every experience is different and every experience is personal. Right now 50% of 
the population is under 30. The young generation grows up with technology. 
They are way more sophisticated. 

 
 These are our current and future customers. Having the ability to connect with 

them on their turf and on their terms, and bringing them in and helping market the 
brand with them instead of to them, that’s a different ballgame. Social media 
definitely allows us to do that. 

 
Matthew: You are experienced with Facebook but you have now this professional 

experience with Facebook and it has led to your book, which is going be coming 
out next week, January 15th. How did that happen? How did you come to be 
writing this book about the approach, the method, the world view or business 
view anyway of Mark Zuckerberg? 

 
Ekaterina:  It sort of happened. It’s definitely a good friend and editor at McGraw, a fantastic 

person. We were talking about the possibility of a topic. We had been discussing 
it and she said, “Since you worked with Facebook for a number of years and you 
love the ability to engage as a marketer and just as a person with friends and 
fans, what do you think about writing that book?” 

 
 I said, “What would it be about if I write it?” I brainstormed it a little bit and came 

up with the framework, five Ps that I wanted to really discuss. That framework 
was based on my personal experiences working within a brand and working with 
startups and advising startups for quite a while.  

 
 That shaped up and we believed there was a book in that, so that’s how the book 

was born. 
 
Matthew: It’s really about the critical components of creating a successful business, is one 

way of putting it. Can you give people a preview of the five Ps that you highlight 
in the book? 

 
Ekaterina: The five Ps are passion, purpose, people, product and partnerships. I start off 

talking about the entrepreneurial view on the world. There are things that we’re 
passionate about that shape the purpose, things that we want to do in life. Our 
mission, personal or professional, helps you shape the way you see the world as 
well as opportunities that come your way. 

 
 As you see those opportunities through that special lens of what you want to do 

and motivation and passion for that, you start creating something cool, which is 
your product or your service. To be successful in doing that, you need to bring in 
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people who are like-minded, who share that purpose and mission in life that you 
want to achieve. Bring them on board to help you get there because a single 
person cannot succeed all by himself or herself.  

 
 Bring the right people on board and build great teams to help you create that 

product, build it and grow the company. And, of course, there are partnerships. 
It’s picking and choosing your partners smartly based on a number of criteria 
outlined in the partnership chapter, as well as looking at who you want to partner 
with. It could be anyone from your spouse to your friends, if that works for you, to 
the vendors or even your customers.  

  
 Threadless is a perfect example of partnering with their customers to co-create 

something great and build a very unique business model. I think those five Ps all 
interconnected comprise an entrepreneurial purpose and vision in life that you 
want to achieve. 

 
Matthew: I want to pick up on the entrepreneurial part of it. As you say in the beginning of 

the book, when you’ve spoken to audiences, you’ve asked how many people out 
here think of themselves as entrepreneurs. It’s a very small percentage of the 
people usually. I think you said out of a group of 600, 20 people self-identified as 
entrepreneurs.  

 
 Yet, companies only succeed because of the people in them and the initiative of 

the people in them. In fact, organizations often rely on the desire and drive for 
change that can come from within. You talk about a word coined by David 
Armano over at Edelman, which is not “entrepreneur” but “intrapreneur.” I was 
wondering of you could describe what that is. 

 
Ekaterina:  I think we’ve all heard that term and we don’t who coined it first. I know Dave 

definitely wrote a great article about it. We have this understanding of 
intrapreneurship. A lot of times that perception of who intrapreneurs are is that 
those are the people who go off and create their own businesses. They build 
something from scratch and work a ton. Sometimes they succeed, sometimes 
they don’t. 

 
 Interestingly, my philosophy on this is that a lot of people have the intrapreneurial 

and innovative spirit within them. One doesn’t have to own their own company 
and build something from scratch. You can be within a big brand to be really 
innovative and intrapreneurial and have that intrapreneurial drive. I’ve seen a lot 
of people who truly disrupted, led and changed the way big corporations think 
from within the walls of those companies.  

 
 That idea of intrapreneur, a person who is an entrepreneur but works for a big 

brand, is definitely true. I think of myself as one because I was able to lead this 
amazing social revolution, which within Intel was easy because we do have 
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innovative DNA, but it is still a big company and still required a similar approach 
that an entrepreneur would use as he or she would build their own company. 

 
 Then they would use that to help with the mainstream widespread adoption. The 

same principles apply. To me, if you look at that book, it applies to both 
entrepreneurs and intrapreneurs and people who want to be innovative. They 
could definitely derive a lot of valuable lessons from a lot of companies like 
Zappos, Dyson, TOMS Shoes and Facebook. 

 
Matthew: You do talk about passion and purpose. A couple weeks ago I had John Jantsch 

on talking about his book, The Commitment Engine, and he says passion is not 
enough. He spends a lot of time focusing on purpose for small business owners 
and people who want to grow their business and be entrepreneurial in a more 
traditional sense. 

 
 I was curious about this. In your book you talk a lot about the single-minded 

purpose of Mark Zuckerberg and his idea of the purpose of Facebooking, to 
create openness and connection in the world and the different ways they 
articulated it over the years. But, it’s just a kernel of what they were going for 
from the outside, the way you describe it. 

 
 Can there be a tension sometimes between the single-minded purpose of the 

leader of the company, the visionary, the entrepreneur and people? I think 
sometimes when you’re getting along with people there has to be some amount 
of compromise. Are there times when these things can be at loggerheads, where 
the purpose and your desire to maintain a single-minded purpose actually make 
it difficult to recruit people and get them to be part of your mission? 

 
Ekaterina:  That is a good question. First of all, you don’t want people who don’t share your 

mission and purpose in life or who don’t understand it. I also think that truly 
passionate leaders with purpose can sway anyone. We’ve seen research that 
says the 10% of population who hold an unshakable belief and are passionate 
about something can sway the rest of the folks. That’s been scientifically proven 
and looked at. 

 
 First, you don’t want people who don’t share your beliefs. Second, if you do have 

strong people who you want to have come work with you, it’s all about finding the 
passion points and understanding how the two can work together. It’s about 
talking to a person and trying to explain to them what you want to do. Just like 
you are making loyalists out of your customers by being passionate about what 
you provide as a product or service, or what you want to do in this world, how 
you want to help people and what your real vision is.  

 
Those are the conversations that Steve Jobs, Mark Zuckerberg and a lot of other 
leaders actually had with their employees when they recruited them. That’s what 
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Steve Jobs started to do. Mark borrowed that a little bit later. But they would go 
for long walks with people they want to hire. They would talk about what their 
own vision is and what the vision of the person they want to hire is, and are there 
any commonalities and passion points? A lot of times they end up converting 
people because of that unshakable belief and that purpose that they have cannot 
not ignite.  

   
  There are not that many people who have that burning passion and a really clear 

understanding of what their mission is in life. People want to be part of 
something. People want to belong. They want to create great things. They want 
to do amazing things together. They want to create and make amazing things 
together. 
 
I think that, most of the time, is what sells folks on that sort of leadership. It 
definitely has to be a cultural fit because if there isn’t one, then it’s not going to 
be successful. Sometimes you try it out and have brilliant people working for you 
but it’s not a fit because of that disconnect. 
 

Matthew:  I want to come back to this passion piece. It gets used a lot in the business 
world, especially when talking about branding. In a lot of the books I’ve had to 
read just doing this show, people are always talking about the passion. I’m not 
sure I really understand what people mean by passion.  

 
 When we talk about passion, I think of it as very strong feelings. We even say, “A 

crime of passion.” This is when you’re overwhelmed by your feeling of anger and 
you commit a crime. It feels like there’s an irrational element in passion. In fact, 
it’s the nature of passion. We’re overwhelmed by our passion. It’s the opposite of 
reason in many ways. 

 
 Are you saying that to be a successful entre- or intrapreneur on some level you 

have to be sort of irrational about what you’re trying to accomplish? 
 
Ekaterina:  There may be a little bit of that. That is a really great question. How rational do 

you think the decision of Steve Jobs was to put over $50 million of his own 
money into Pixar for nine years straight? He was not giving up on the idea of 
bringing animated movies and films to people around the world. 

 
 Nine years is a lot of time and it’s a lot of investment. You look at it and you think, 

logically that isn’t really the right investment, let’s give up on it. But Steve saw 
something there that helped him hold that belief that this is the right way to go, 
that this is the future. This has something more to offer than what we have 
currently. It could defy any single logical reason. It could defy any of that, 
anything that we know. It definitely led to an amazing breakthrough and a great 
successful company and amazing things. 
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That’s what it’s about. When we believe in something and our gut is telling us 
that this is the right way to go. There is something better out there and we want 
to do those crazy things because they lead to disruption and new ways of 
thinking. That’s the passion or gut feeling or whatever you want to call it that 
gives us energy. It gives us motivation and keeps us going.  
 
Look at Dyson. For years he’s been working on a perfect vacuum cleaner 
because he knew there is one. It took him way more than 5,000 prototypes to get 
there. Look at his Airblade, the hand dryer. He invented that through trying 
solutions backward. It’s something that defies the laws of gravity. That’s an 
expression but it defies everything we can think of. In the process he and his 
engineers discovered this amazing, clean, wonderful solution to making that 
product better and serving more people. 
 
I use it a number of times and every time I see it in a restroom, pardon the 
details, I say, “Yes, that’s Dyson.” I put my hands in and think, “It’s the best thing 
ever.” Imagine that feeling, yet years ago that means someone said, “Oh, that’s 
impossible. It cannot be done.” It took only one person that had that belief or that 
passion to say, “No, that is doable.” That is what drives the world and innovation 
and continues to drive. 
 

Matthew:  I agree. You quote Steve Jobs talking about “the crazy ones” and the real 
innovators. It also reminded me of this notion of belief itself. We talk about, “You 
have to believe,” but there’s a notion that belief itself is irrational, in the sense 
that we don’t know. If we believe, it’s because we don’t know. In fact, in some 
cases it’s impossible to know. That’s why we have faith and belief. But there’s 
that weird irrational piece of belief.  

 
 I wanted to move on along this path we were going, with the passion, purpose 

and the people component of it, and how you have to win people over. You have 
to find people who fit in the organization.  

 
 I was thinking about something that you wrote, which was, “Think about it. It’s an 

extraordinary feeling to know that every single person in the firm, including 
yourself, has a true impact on the larger vision and that you and your colleagues 
work in unison on achieving the same dream, and that no matter what, your 
leadership supports you and empowers you. Wouldn’t you want to be part of 
such a company?” 
 

 I wrote this down. You may think this is funny because of your background. “So 
capitalism fulfills the vision of communism.”  You said, “Everything of significance 
that’s done at Zappos, the values are defined collectively.”  

 
It’s interesting to me as we come out of this political season and all this talk about 
job creators and individual versus collectivists. Yet, there’s something with what 
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you were talking about, which is companies that are very successful and 
innovative a la Zappos or Facebook the way you describe it as the “cult of Zuck,” 
that on some level these companies do fulfill a certain vision of people working 
together with a shared sense of purpose and a shared sense of risk.  
 
But there is also a shared sense of reward that, oddly enough, was this weird 
promise of a kind of communist or solidarity-infused collective world. Is that an 
odd thing to think reading your book? 

 
Ekaterina:  It is an odd thing to think but knowing you it’s not that odd. I love how you’re 

drawing the parallels with that. I had experience with [inaudible 0:25:11] growing 
up in Russia. I want to talk about it from a less political standpoint. 

 
 The reality is that all of us want to belong and all of us want to really make an 

impact. For some of us, we invent Facebook but it’s a very, very small number of 
people who can actually invent something this impactful and amazing. For a lot of 
us, we really strive to contribute to a bigger cause and a bigger mission, that 
whole sense of belonging. If we’re not empowered, a lot of us who are 
entrepreneurs who will probably appreciate this book, we don’t want to sit at our 
desk and be given a 200-page manual and say, “Follow these processes.”  

 
I have a finance background and that’s why I’m not in finance. That’s why I’m not 
in accounting because there’s creativity in every field but I don’t want to be 
following everything to the tee. I want to create.  
 
I’ve been really privileged in my management having a belief in me. That’s what 
allowed me to go there and say, “I understand the mission. I understand who we 
are. I know our brand and I know what we’re trying to do. Let me go paint the 
blank canvas and create the whole social revolution of our company.” 

 
 Is it hard? Darn right. Did I work 24/7 just like any entrepreneur would? 

Absolutely. Did I network the heck out of everywhere I could? Definitely. And not 
to grow my business but to learn as much as I could to share best practices to 
understand how we do certain things the best way we can.  

 
Is it not entrepreneurship? Is it not building your own baby and your own 
business? It’s darn close. It’s the idea of empowering your people to saying, “We 
know you understand our mission. We know you’re sharing our passion. Now go 
create something amazing.” 

 
 You have a certain freedom to do that. That is a very strong motivator. That tells 

me someone’s trusting in me. I can do it and I am darn passionate about it so I’m 
going to come up with the best thing I can ever come up with versus if I have a 
manual I can just do it, 8 to 5. Where is that additional sense of adventure, 
unique thinking and open a minefield of ideas?  
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That’s what you want for your company to move forward. The companies I talk 
about, that’s where they were successful. It’s extremely hard to create that 
culture of agility, fast-paced, constant creativity. But, unless you empower people 
to do it, you’re not going to see that much of it. It’s definitely critical. 

 
Matthew: I think a lot of times people focus on success and wealth, but you’re talking about 

how powerful it can be as a motivating factor feeling like you’re part of something 
that’s larger than yourself. Feeling like you are being encouraged and invited to 
contribute and invent your own thing. Have your own baby, have an 
entrepreneurial chance within a larger structure. 

 
 I think they are very critical points for people to think about within organizations. 

You were talking about the agency XPLANE and how they weathered the 
recession and the shared sacrifices of people within the organization. People 
won’t share the sacrifice if they don’t share the purpose and the vision. That’s 
why that piece is so critical. 

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

out more about your book or about your work generally where would you send 
them? 

 
Ekaterina:  Ekaterinawalter.com is my site. The book is ThinkLikeZuck.com. 
 
Matthew:  Thank you so much for speaking with us today on Marketing Smarts. 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. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 


