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Foreword

ber shaking his hand and already feeling a deep connection. # is wasn’t 
the normal conference meet-and-greet; Bernie and I already knew each 
other. I didn’t really know what he looked like, save for some online pro-
! le pictures, and I didn’t know what his voice sounded like. But I had a 
deeper understanding of who he was because we had shared information 
about ourselves and discussed numerous topics online. In essence, our 
relationship began before we ever met in person. 

Bernie is one of a new breed of marketing professionals who is blaz-
ing the path for how the Internet is powering this new paradigm in mar-
keting. Even before this book is published, a Google search for Bernie 
Borges returns results for Bernie’s blog, his LinkedIn pro! le, his Facebook 
pro! le, his Twitter pro! le, his podcasts, an interview he did with another 
blogger, a video of Bernie’s presentation at the Inbound Marketing Sum-
mit, and presentations that Bernie has posted on Slideshare. # ousands of 
people listen to what Bernie has to say through Facebook, Twitter, Linke-
dIn, his blog, and his podcasts. # ousands of links on the Internet point 
to his website. Bernie doesn’t pay for Yellow Pages ads or direct mail to 
build his Internet marketing business. Bernie builds his presence online 
and lets his customers come to him. Bernie is just one man, but through 
inbound marketing strategies, he has built a larger presence for himself 
than has ever been possible before. Turn the page and read Marketing 
2.0 to learn how Bernie and others like him have changed the way they 
think about marketing and get results no longer possible through out-
dated marketing principles. Marketing 2.0 is a book about getting results 
by embracing these inbound marketing strategies and principles. # e 
technologies mentioned are enablers, not the answer. # e answer starts 
with an understanding of the possibilities and guidelines to use them to 
achieve great results.
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FOREWORD

by Mike Volpe, V.P. nbound Marke! ng, HubSpot

New technologies o" en drastically change society. What people 
sometimes don’t realize is that o" en it takes a long time for so-
ciety to ! gure out what the new technology can enable. When 

a technology is ! rst introduced, it is o" en seen as something di$ erent 
or novel, not something that will have a large and useful e$ ect on main-
stream society.

Telephone technology was ! rst developed in the 1840s and perfected 
in the 1870s, but at that time, telephones were leased as a point-to-point 
connection between just two parties, not as part of a shared network con-
necting everyone. Only in the early 1900s did the telephone really start 
to resemble the devices and networks we know today. It took about two 
decades of experimentation for this new technology to reach its full po-
tential.

# e Internet has changed the way we live our lives, consume informa-
tion, and purchase products. But again, it took time for society to under-
stand how the technologies—speci! cally the experiments of trailblazers 
and entrepreneurs—could be used to society’s best advantage. And it 
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took time for marketers to understand how this technology could change 
marketing.

Starting in the mid-1990s through about 2001, there was a huge boom 
for the commercial Internet, mostly related to the ability of people to con-
sume online information, as well as to buy consumer products through 
ecommerce. During this time, marketers started to look at the Internet as 
a new lower-cost and more targeted method of selling products. However, 
marketing professionals started to apply their old marketing models and 
mind-sets to the Internet. Online ads were like print ads. Direct mail and 
cold-calls became email blasts. Sure, there were some changes—online 
campaigns are easier to track and analyze—but the mind-set and basic 
marketing assumptions did not change. My job as a marketer was still to 
spend money on ad space next to something people wanted to read, try 
my best to distract them from that media with my advertisement, and 
then get them to take the action I wanted. # e media had changed, but 
the marketing really had not. # e crash of the stock market bubble and 
the September 11 terrorist attacks in 2001 sent the economy into a decline 
and dampened marketers’ enthusiasm for how the Internet might posi-
tively a$ ect business and society.

But the Internet did not fade away. In the shadows of a burst bubble, 
people started to use the Internet in a new way. WordPress blogging so" -
ware ! rst appeared in 2003, Facebook was founded in 2004, and YouTube 
was founded in 2005. Normal, everyday people were starting to use the 
Internet to not just consume information, but also to produce, publish, 
share, and discuss information among each other. Along with this new 
use of the Internet came other technologies—accelerated growth of caller 
ID, spam and ad-blocking so" ware, TiVo and the digital video recorder 
(DVR)—giving consumers increasingly more control over the informa-
tion they chose to consume and how and when they consumed it. As 
of April 2009 Facebook has more than 200 million members, YouTube 
delivers more than 5 billion video views a month, and Technorati has 
indexed more than 130 million blogs. 

People use the Internet much di$ erently today than they did ten years 
ago. But, most marketers are still plodding along, trying to apply their old 
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mental and business models to the new medium. Many marketers have 
an outbound marketing (interruption-based marketing) mind-set to the 
Internet, and it is not working. # e harder they try to apply outbound 
marketing principles on the Internet, the worse the results. Many market-
ers therefore are frustrated with the Internet as a marketing platform. 

People have become accustomed to controlling how and when they 
consume information. Why watch ads on TV when I can fast-forward 
through them using my DVR? Why watch something I don’t enjoy on one 
of my two hundred cable TV stations if there are more than one hundred 
thousand videos uploaded to YouTube each day? Why read the main-
stream news from the New York Times when I can subscribe to the exact 
topics I want to read using Really Simple Syndication (RSS) on my com-
puter and mobile device? Why get interrupted by telemarketers when I 
can use caller ID and let it go to voicemail? Why get distracted by email 
blasts when I can interact with the people I trust on Facebook and Twit-
ter? Why read white papers and industry reports when I can download 
them to my iPod as podcasts and listen to them in the car while driving 
to and from work?

Many marketers today are still trying to apply their old way of out-
bound marketing to the new media, and they are failing. Successful 
marketers have changed the way they think. # ey are using inbound mar-
keting strategies to attract customers to their business without distracting 
or interrupting them. # ese inbound marketers are getting higher return 
on investment (ROI) than most would dream of. # is new paradigm of 
inbound marketing is what Marketing 2.0 is all about. 

My relationship with Bernie Borges is a product of this new market-
ing paradigm. I ! rst met Bernie online. In fact, my friendship and profes-
sional relationship with Bernie is one of many new relationships I have 
made in the past few years using tools such as Facebook, LinkedIn, my 
web log (blog), and Twitter. Bernie and I had discussed lots of topics—
brand-building online, search engine optimization, blogging, and online 
videos—and built a relationship without ever meeting each other.

When I met Bernie in person for the ! rst time at the inaugural In-
bound Marketing Summit in 2008, where he was a speaker, I remem-



78

INK IKE A PULIER: 
ONTENT MARKETING

Throughout this book, I have been evangelizing the concept of pro-
viding your community with good content. # is chapter is devoted 
to the importance of content creation, as well as some content 

strategies that can have a big e$ ect on your success in a Marketing 2.0 
strategy.

In their book, Get Content. Get Customers,1 authors Joe Pulizzi and 
Newt Barrett, when speaking about the revolution taking place between 
seller and buyer largely due to the availability of content made available 
to consumers online, make this point: “By the time customers are ready 
to talk to you—the seller—they are armed with information about your 
company, people, and products. … In this way you have already begun a 
relationship that will make it easier for them to buy.” 

I ! nd it amazing that this is obvious to us as consumers but less so as 
marketers. As consumers, we jump online to research products and ser-
vices without even blinking an eye. As we ! nd content about the products 
and companies we consider, we form opinions and we share those opin-
ions with others both online and o%  ine. Some of those opinions result in 

1 Junta42: http://www.junta42.com/ 
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either buying decisions or the elimination of products or companies as 
possible buying choices. In other words, when conducting our research, 
the content we consume online can in' uence our decision about which 
products or companies to exclude as much as it can in' uence those to 
consider in our buying decisions. If we behave this way as consumers (at 
home and at work), then why don’t we focus as much time, energy, and 
resource as marketers in producing quality content that our target audience 
can consume in order to begin their relationship with us before they even 
talk to us? Notice how I’ve asked this question—it’s about building a rela-
tionship with you before they contact you. Old-school marketing believes 
the relationship begins when the buyer contacts you. 

Marke! ng 2.0 is about Building a ela! onship with our Buyer 
(Bridging the ap Between ou—the Seller—and our Buyer) 
hrough Social Media Marke! ng. 

To address this topic, I will take o$  the gloves. Get ready—this may sting 
if you’re still thinking in a Marketing 1.0 mind-set. If you are, you’re still 
creating interruptive (outbound) marketing campaigns hoping for that 
1 or 2 percent response rate. Your management team is still focused on 
measuring (only) leads and sales. You know by now that I care about mea-
suring leads and sales. But when these are the only meaningful metrics, 
you’re missing out on other valuable contributors to the success of your 
marketing plan.

# e truth is that committing to a content marketing strategy requires 
a paradigm shi" . It may even require revising your organization chart to 
adapt to the age of social marketing on the web. Making adjustments to 
your organization is crucial to your ability to adopt a content marketing 
(Marketing 2.0) strategy. If you’re a sports fan, you know how important 
it is for a team to trade for players that ! ll holes in its team. A team is 
sometimes just one or two players away from being outstanding. Like-
wise, your marketing team may need some reshu%  ing to get the right 
talent in place for creating content in a Marketing 2.0 world. 

On the social web, your content strategy is truly all about getting en-
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gaged with your customer. Let me put it another way. It’s about getting 
intimate with your customer before he or she becomes your customer. 

Let’s examine the types of content we produce in our marketing ef-
forts. For the purposes of this exercise, we will review GCA Technology 
Services, a provider of technical training services. GCA has a curriculum 
of courses on popular hardware and so" ware platforms. It has a website 
that describes the company, its courses, where you can take the courses, 
the quali! cations of its course instructors, and other details about its 
training services, as well as its value-added professional services. It ad-
vertises in search engines using Google Adwords to drive leads and reg-
istrations to its courses. Is has an inside sales force focused on calling 
into Fortune 2000 companies, all of whom are potential prospects for its 
technical training services. It sends regular email blasts to people who 
have previously attended its courses. 

Does this sound familiar? # ese marketing strategies have produced 
relative success. # e business is doing well. However, there is increased 
competition, and GCA feels it’s not capturing as much business as it 
should. # e potential is much greater than the current reality.

Enter the Marketing 2.0 mind-set. GCA decides to focus on building 
content around the most popular topics in technical training. It devel-
oped a dedicated website around one of those topics—identity manage-
ment—and co-branded this website. However, it focused the main theme 
of the website around the topic of identity management and security, 
which all corporations are interested in. # e website’s content is focused 
on educating and informing corporations about the importance of iden-
tity management. Training solutions are o$ ered but under the premise of 
educating site visitors on the crucial topic of identity management. 

Additionally, GCA built its content strategy by researching the con-
tent found when searching on keywords such as identity management 
training. # is research is crucial to its content strategy because it enables 
the company to simulate the process its prospective buyers experience. 
GCA learns what content will and won’t be found and garners ideas from 
this research. It ! nds that most of its competitors are doing pretty much 
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the same as it is with a website. So, it embarks on a content strategy that 
incorporates the following …

Blogging. GCA initiates a two-part blogging strategy. It builds its own 
blog, which is headed up by Bill Nelson, vice president of professional 
services. He is well-quali! ed to blog on identity management topics due 
to his subject matter expertise. # e approach in the blog is to o$ er tips 
and best practices on identity management. His exposure to client sce-
narios gives him nearly limitless ideas on content. 

# e other component to GCA’s blogging strategy is to track other 
blogs in the industry that cover this same topic. Nelson tracks industry 
blogs using HubSpot and Technorati. He regularly comments on relevant 
blog posts. # is helps to spread his in' uence on the subject of identity 
management throughout the blogging community. Whenever Bill posts 
a response to a blog post, he leaves a link back to the co-branded web-
site, which is www.actionidentity.com. Many people research blogs when 
searching for services. Having a presence in the blogosphere builds cred-
ibility for GCA. # ose who read the blog on the various topics about 
identity management are actually starting a relationship with GCA before 
they’ve ever talked to the company. If a GCA salesperson contacts some-
one who has read Bill Nelson’s blog content, that contact is di$ erentiated 
from GCA’s competitors. 

Forum. People sometimes confuse blogs and forums. In a blog, Bill Nel-
son proactively writes blog posts about relevant topics around identity 
management. Bill drives the content strategy. He comes up with the ideas 
for the blog content, and he writes each blog post. In a forum, the com-
munity can create its own threads around any relevant topic it wants. 
Others who join the forum can join in the threads and contribute to the 
conversation or ask questions. # e main value of a forum lies in provid-
ing a platform for the community to serve itself by engaging with each 
other. Forum members are appreciative of the platform and give consid-
erable loyalty to the host of the forum. A forum strategy doesn’t require 
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GCA to create content; instead, it simply provides the platform for the 
community to enter and enjoy the conversations.

Frequently Asked Questions (FAQ). An FAQ section on a website is cer-
tainly not a new idea. Keeping your FAQ section up to date and compre-
hensive is important. Another aspect of the FAQ is using this content as 
feeder content into a blog by creating new blog content through inspira-
tions garnered from the FAQ.

Newsletter. Like an FAQ, a newsletter is not a new idea. A newsletter de-
veloped under a Marketing 2.0 strategy provides a platform to link to 
other content platforms. It can link to the blog, the forum, the website, 
news releases, et cetera. A newsletter hosted on the GCA website is a great 
way for it to contribute to its SEO strategy because the content in the 
newsletter is indexed and shows up in search engine rankings. # erefore, 
what makes a newsletter a Marketing 2.0 newsletter is that it exists both as 
an email and a web-based digital asset, which helps broaden its footprint 
on the web. 

News Releases. In years past, creating news releases required having ma-
jor news to announce and typically meant hiring a PR agency to pitch it 
to the media in order to get coverage. On the social web, news releases 
take on a whole new meaning. Certainly a PR agency can still o$ er great 
value, but the social web makes it much easier to reach the media than 
ever before. In fact, the de! nition of the media is di$ erent than it used to 
be. If you consider the media just the news publications that cover your 
industry, you are only partially correct. You are restricting your reach by 
limiting it to just those publications. 

Today, the media is anyone who is interested in your news and can ac-
cess it online. News releases about anything that is of interest to your pro-
spective customers should be distributed online. You don’t need to wait 
until you ink a big deal to send a news release. Create news releases about 
the value of your services to your market. GCA sends out news releases 
about how identity management solutions help corporations protect their 
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data, saving them money and preventing downtime. News releases have 
incredible potential to be indexed and ranked by search engines. People 
who read the news releases form brand impressions about GCA before 
they even have any contact with the company. # ey talk about their news 
releases in a human voice on the social web in their blog, on LinkedIn, 
Facebook, and on Twitter. 

Website. # e GCA website is an e$ ective website. It’s also a typical com-
pany site. It describes the company and its services and o$ ers contact 
information, including links to register for its training courses. As de-
scribed above, GCA has also created a website called Action Identity 
(www.actionidentity.com). # is site focuses its entire content on the sub-
ject of identity management, also known as IDM. Building a dedicated 
website around one topic creates greater potential for developing search 
engine marketing strategies that drive tra&  c. # e site’s entire content fo-
cus is identity management, positioning GCA to attract more tra&  c on 
this topic. # e dedicated website also positions GCA as an authority on 
the subject. While building a dedicated website in addition to a company 
website requires commitment and resources, the potential return on in-
vestment is huge. Consider how much more sales potential there is for 
people to ! nd GCA not only through its corporate website or its blog, but 
also through the dedicated website on identity management. 

# ink of it this way. Rather than just one ! shing pole with a baited 
line in the water, GCA has three. But, wait … GCA actually has more than 
three.

Video. Far and away, my favorite form of content in Marketing 2.0 is video 
content. Why? Because video allows us to get creative and cra"  our mes-
sage in completely di$ erent ways that are not possible with the printed 
word. Video requires a bit more planning, but it doesn’t have to be ex-
pensive thanks to the availability of high-de! nition digital camcorder 
technology at price points under a thousand dollars. # e most e$ ective 
videos entertain us. Some of the most entertaining videos cover topics 
that would not otherwise be considered humorous topics. By adding 



Bernie Borges — Marketing 2.0

84

some creative thinking, videos can communicate a message very e$ ec-
tively. At the time of this writing, GCA has not produced videos. But the 
creative juices are ' owing about how people’s identities in a corporation 
may be compromised. Imagine a video showing a guy in a T-shirt and 
jeans attending a board of directors meeting, listening in on con! dential 
conversations. In the video, no one can see this person as he writes down 
details about the new product launch plans and pulls out his cell phone 
to call up the competition to tell them all about it. Are you starting to see 
the picture here? # e same entertaining commercials you may have seen 
on television are possible in your business at a fraction of the cost—but 
with powerful reach potential. 

Video content doesn’t always have to be entertaining to be e$ ective. 
Video content can be educational. If it’s executed well and it’s interesting 
to your target audience, it can be very e$ ective. In the case studies, you’ll 
read how HubSpot hosts a weekly Internet TV show that provides its au-
dience with information—along with some entertainment value—about 
various web marketing strategies. 

Podcasts. Podcasting is a very e$ ective way to either create new content or 
repurpose older content into an audio (or video/audio) format. O" en the 
most e$ ective way to produce podcasts is to repurpose content. GCA has 
many instructors with great knowledge about their respective subjects. 
With so much knowledge between their ears, and limited time for writ-
ing new content, producing podcast content is a simple way to do this. 
By committing a limited amount of time, about two hours per month, 
instructors are interviewed by a podcast show host. With minimal prep 
time, mostly providing a list of questions for the interviewer, the podcast 
is produced using a TV news interview-style format. Since the instructor’s 
content is in his or her head, the process of re-purposing this content is 
very e&  cient. # e podcast content is then syndicated on various Internet 
channels including iTunes. It’s also posted on the GCA website and blog 
for community consumption. Technical audiences are the most voracious 
consumers of podcast content, so this strategy a no-brainer for GCA. 
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Photos. Posting photos on the company website, as well as on other social 
media sites such as Flickr, can accomplish several purposes. While it’s not 
traditional content in the sense of being educational, this form of content 
can provide a strong sense of culture and provide a human face to the 
company. Photos of students in classes, or instructors teaching and in-
teracting with students, as well as other related photo opportunities, can 
truly provide some key di$ erentiation for GCA. 

White Papers. White papers are a common and popular marketing tool. 
GCA uses white papers on the social web by saving them to PDF for-
mat and optimizing them. Adobe provides optimization features in the 
current version of Acrobat, which makes PDF documents search engine-
friendly. Additionally, discussing the content of white papers in a blog or 
forum with links to them also helps promote the content. # e premise 
to successful white papers is, of course, to provide good content that ad-
dresses your community’s interests and share it with your community on 
the social web. 

PowerPoint Presentations. Many organizations have a library of Power-
Point (PPT) presentations. While some PPT ! les are not intended for ex-
ternal viewing, many of them have content that can be repurposed and 
shared with your online community. At the time of this writing, a popular 
and free social media platform for PPT is Slideshare.2 Simply open a free 
account on Slideshare and upload your PPT ! les. Slideshare converts the 
PPT to a URL that you can share with your community. You can link your 
Slideshare PPTs on other social sites including LinkedIn and Facebook. 
Slideshare’s popularity is growing. Many people use Slideshare to conduct 
research. Your PPT content may become part of people’s research, which 
gives you added exposure on the web and potential tra&  c to your website 
from yet another social web platform. 

Consider the di$ erentiation for GCA when prospective buyers of its 
training and professional services uncover various forms of content on 

2 Slideshare: http://www.slideshare.net 
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the web ranging from blogs, websites, news releases, podcasts, video, and 
photos.

A content strategy similar to the one described above, which is a work 
in progress at GCA Technology Services,3 requires two ingredients to be 
successful. First, the CEO must be willing to think like a publisher. I call 
this subscribing to a Marketing 2.0 mind-set. Without CEO commitment 
to this strategy, it won’t succeed. Second, the team charged with executing 
this strategy must be the right team. Without the right people on the bus 
(to borrow from Jim Collins’ best-selling book, Good to Great),4 a content 
strategy won’t succeed. Content marketing strategies require some out-
of-the box thinking and creativity. # ose who do it well seem to have a 
lot of fun with it and enjoy their success. # ose who do it really well set 
themselves apart from their competitors. # ose who do it well develop a 
strong understanding of the culture of the social web and how important 
communities are on the web. On the social web, feeding good content to 
your communities with regularity truly builds relationships with buyers 
before they ever contact you and creates winning marketing programs 
with measurable success.

3 GCA Technology Services: http://www.gca.net/

4 Jim Collins: Good to Great: http://www.jimcollins.com/ 
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EOURCE

This section o$ ers several resources to help you learn more about 
social media strategies from a growing list of experts. # is list is not 
exhaustive, but I’m con! dent you’ll ! nd great insights and infor-

mation. I o$ er a comment on the books I’ve read. If there is no comment, 
I didn’t read it, but the reputation of the book and authors(s) quali! es it 
for the list. You should research any of these resources to make your own 
decision before you buy or consume their content. # e online resources 
provided are constantly evolving. # e following resources are broken into 
three categories: books, blogs, and lists. I list them in the order of in' u-
ence they have had on me. 

Books

Title: Get Content. Get Customers: How to Use Content Marketing to 
Deliver Relevant, Valuable and Compelling Information that 
Turns Prospects into Buyers

Authors: Joe Pulizzi and Newt Barrett
Foreword: Paul Gillin, author of ! e New In$ uencers: A Marketer’s Guide 

to the New Social Media
Publisher: Voyager Media, Inc.
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Comment: # is book was very in' uential in my inspiration to write my 
book. Pulizzi and Barrett explain in clear terms the importance of 
marketing through good content. 

Title: ! e New Rules of Marketing and PR: How to Use News Releases, 
Blogs Podcasting, Viral Marketing & Online Media to Reach Buy-
ers Directly

Author: David Meerman Scott
Foreword: Robert Scoble, co-author of Naked Conversations
Publisher: John Wiley & Sons, Inc.
Comment: Scott does a great job of explaining the changing paradigm 

of marketing and how to use contemporary platforms to mar-
ket and conduct public relations strategies with good examples 
of large and small companies as well as nonpro! ts using them 
e$ ectively. It’s an easy and credible read. 

Title: World Wide Rave: Creating Triggers that Get Millions of People to 
Spread Your Ideas and Share Your Stories

Author: David Meerman Scott
Publisher: John Wiley & Sons, Inc.
Comment: Scott follows his best-selling New Rules of Marketing and PR 

book with another one chock-full of real stories from real people 
around the world using Marketing 2.0 principles to get others 
raving about their content. # is book is a must-read! 

Title: Groundswell: Winning in a World Transformed by Social Technolo-
gies

Authors: Charlene Li and Josh Berno$  of Forrester Research
Publisher: Harvard Business Press
Comment: Groundswell is a national best seller and considered by many 

a must-read on the subject of social media. Li and Berno$  inter-
viewed many large brands to o$ er credible insights and metrics. 
Most stories are about large companies. Smaller companies may 
ask, “Can I do this?” 
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Title: Secrets of Social Media Marketing: How to Use Online Conversations 
and Customer Communities to Turbo-Charge Your Business! 

Author: Paul Gillin
Foreword: Larry Weber, founder of # e Weber Group and W2Group
Publisher: Quill Driver Books
Comment: Gillin o$ ers marketers hands-on tips that educate them on 

how to extend their brands, generate leads, and engage customer 
communities using an array of online tools. 

Title: ! e Long Tail: Why the Future of Business is Selling Less of More
Author: Chris Anderson
Publisher: Hyperion
Comment: ! e Long Tail is must-read book for all business executives. 

It is not about social media. It is about a paradigm shi"  known 
as the “economics of abundance.” # e Internet has changed the 
way businesses target and reach customers. # is book can change 
the way a business thinks, possibly reinventing itself to compete 
in new ways not previously understood. To say ! e Long Tail is 
thought-provoking is a gross understatement. 

Title: Blog Marketing: ! e Revolutionary New Way to Increase Sales, Build 
Your Brand and Get Exceptional Results

Author: Jeremy Wright
Foreword: Dave Taylor, Publisher, ! e Intuitive Life Business Blog
Publisher: McGraw-Hill
Comment: If corporate blogging is of interest to you, Wright’s book is a 

deep dive into the topic. # e emphasis is on how large brands 
such as Sun Microsystems and Disney have used blogging pro-
ductively. # e best practices and examples provided can be ap-
plied to any corporate blogger, no matter its size.

Title: Meatball Sundae: Is Your Marketing out of Sync?
Author: Seth Godin
Publisher: Portfolio
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Comment: Seth Godin is a proli! c best-selling author on marketing. 
Meatball Sundae takes a somewhat humorous view of market-
ing, o$ ering fourteen trends in marketing you can’t ignore. # e 
title of his book suggests that if your marketing message is a 
meatball and you dive into the new tools on the Internet (add ice 
cream and whipped cream), your sundae will taste terrible. Go-
din points out that the answer is not in the tools. Your meatballs 
must become ice cream. 

Title: ! e 4 Hour Workweek: Escape the 9–5, Live Anywhere, and Join the 
New Rich

Author: Timothy Ferriss
Publisher: Crown Publishers
Comment: # is book is not about marketing or social media. I o$ er this 

to supplement all the social media marketing books and blogs 
you read. # is book has changed the way I think in business. 
I haven’t cut my hours, but I have applied principles from this 
book to help me manage better and enjoy life more. It’s thought 
provoking, entertaining, and downright life-changing. I now ig-
nore many problems, and they get ! xed without my involvement 
or the related stress. 

Title: Naked Conversations: How Blogs are Changing the Way Businesses 
Talk with Customers

Authors: Robert Scoble and Shel Israel
Foreword: Tom Peters, best-selling author on management and sought-

a" er speaker.
Publisher: Wiley

Title: Radically Transparent: Monitoring and Managing Reputations On-
line

Authors: Andy Beal and Dr. Judy Strauss
Foreword: Robert Scoble, co-author, Naked Conversations
Publisher: Sybex/Wiley
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Forthcoming books: # e following books were not yet published at the 
print time of this book. # e credibility of the authors and the 
topics of these books warrant my recommendation. I plan to read 
each of them.

Title: Trust Agents
Authors: Chris Brogan and Julien Smith 
Publisher: Wiley (August publication date)
Description: “If You Build It, # ey Won’t Come. What happened to the 

early days? You built a baseball stadium, a store, a web app, and 
people ' ocked to it … now what? We are suspicious of market-
ing. We don’t trust strangers as willingly. Buzz is suspect. It can be 
bought. Instead, consumers and business people alike are looking 
towards trust. We want our friends to tell us it’s good. We want 
someone we know to say we should look into it. Marketing spend 
might start at awareness, but in the Trust Economy, communities 
are king, and ROI stands for Return on In' uence.”

Title: Twitterville
Author: Shel Israel
Publisher: Portfolio (September publication date)
Comment: Shel Isreal’s work on Twitterville is well-known to the thou-

sands who follow him on Twitter. His book is sure to provide 
valuable insights into businesses using Twitter in their social me-
dia strategy. 

Title: Inbound Marketing 
Author: Brian Halligan & Dharmesh Shah
Publisher: Wiley (October publication date) 
Comment: Halligan and Shah are the co-founders of HubSpot. It’s only 

! tting they have written a book on Inbound marketing. # e 
subtitle is “Get Found Using Google, Social Media and Blogs.” 
I expect this book to be in total alignment with everything in 
Marketing 2.0.
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Blogs

Title: Community and Social Media
Web address: http://www.chrisbrogan.com/ 
Blogger name: Chris Brogan
Comment: Brogan is the top dog in social media evangelism. If you only 

want to follow one person in social media, it has to be Chris Bro-
gan.

Title: HubSpot’s Inbound Marketing Blog
Web address: http://blog.hubspot.com/ 
Blogger name: Various HubSpot employees
Comment: # e HubSpot blog is an excellent compilation of many tal-

ented marketing minds that o$ er trends and measurable tips for 
marketers to drive inbound marketing results.

Title: Online Marketing Blog
Web address: http://www.toprankblog.com/ 
Blogger name: Lee Odden

Title: WEBINKNOW: Online # ought Leadership & Viral Marketing 
Strategies

Web address: http://www.webinknow.com/ 
Blogger name: David Meerman Scott, author of ! e New Rules of Market-

ing and PR

Title: Join the Content Marketing Revolution
Web address: http://blog.junta42.com/content_marketing_blog/
Blogger name: Joe Pulizzi, co-author of Get Content. Get Marketing. 

Title: Marketing Pilgrim
Web address: http://www.marketingpilgrim.com/
Blogger name: Andy Beal
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Title: Newspaper Death Watch
Web address: http://www.newspaperdeathwatch.com/
Blogger name: Paul Gillin 

Title: Conversational Media Marketing
Web address: http://www.conversationalmediamarketing.com/
Blogger name: Paul Chaney

Title: Global Neighborhoods: Following Social Media Wherever It Leads
Web address: http://redcouch.typepad.com/weblog/ 
Blogger name: Shel Isreal

Title: Web Strategy by Jeremiah
Web address: http://www.web-strategist.com/blog/
Blogger name: Jeremiah Owyang

Title: Inbound Marketing Strategies, SEO, Social Media Marketing, Pod-
casting

Web address: http://www.! ndandconvert.com/blog/
Blogger name: Bernie Borges
Comment: # is is my blog. I blog about marketing trends and best prac-

tices on the Web for SMB marketers. 

ists

Several social media consultants have compiled lists that make research 
easier and faster. Note: the Web addresses listed below may someday 
change by the author of the list. 

Title: Social Brand Index for Twitter
Web address: http://www.socialbrandindex.com/twitter 
Source: Unknown
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Comment: If you want to ! nd out if a business is on Twitter, go here. If 
you want to add your business to this list, submit it here. 

Title: 20 Free ebooks on Social Media 
Source: Chris Brogan
Web address: http://www.chrisbrogan.com/20-free-ebooks-about-social-

media/ 

Title: Junta42 Top Blogs
Source: Junta42
Web address: http://www.junta42.com/top_42_content_marketing_

blogs/

Title: Social Media Monitoring Tools
Source: Nathan Gilliat, Principal, Social Target, LLC 
Web address: http://net-savvy.com/executive/tools/monitoring-social-

media-before-you-have-a-bud.html 

Title: Best Books on Social Media
Source: Lee Odden
Web address: http://www.toprankblog.com/2008/11/best-books-on-so-

cial-media/

Title: Best Podcasts on Social Media
Source: Lee Odden
Web address: http://www.toprankblog.com/2008/12/best-social-media-

podcasts/
Comment: A list of the top podcasts on social media in 2008. Sixteen 

podcasts were identi! ed and voted on by social media communi-
ties. My podcast ! nished in third place. 
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Podcasts:

Podcaster: Susan Bratton
Web address: http://personallifemedia.com/podcasts/232-dishymix
Comment: Susan Bratton interviews accomplished business leaders in 

the ! eld of digital media, advertising, and social media. 

Title: Buzz Marketing for Technology
Podcaster: Paul Dunay
Web address: http://buzzmarketingfortech.blogspot.com/
Comment: Paul Dunay interviews innovators in social media with a focus 

on business-to-business marketing. 

Title: Marketing Voices: Weekly Perspectives on Social Media Marketing
Podcaster: Jennifer Jones
Web address: http://www.podtech.net/home/category/marketing-voices
Comment: Jennifer Jones interviews innovators in social media.

Title: HubSpotTV
Podcasters: Karen Rubin and Mike Volpe
Web address: http://www.hubspot.tv/
Comment: HubSpotTV is a live video stream that airs every Friday at 

4 pm u.s. eastern. Anyone can subscribe through iTunes and 
watch or listen at his or her leisure. 

Title: Marketing Over Co$ ee
Podcasters: John Wall and Christopher Penn
Web address: http://www.marketingoverco$ ee.com/

Title: Six Pixels of Separation
Podcaster: Mitch Joel
Web address: http://www.twistimage.com/blog/podcast/ 
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Title: Duct Tape Marketing
Podcaster: John Jantsch
Web address: http://www.ducttapemarketing.com/podcast.php 

Title: Inbound Marketing Strategies
Podcaster: Bernie Borges
Web address: http://www.! ndandconvert.com/blog/podcasts/
Comment: # is is my podcast. I podcast about marketing trends and best 

practices on the web for SMB marketers. 
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BERNIE BORGE IE AT OUR 
ENT

Bernie Borges got his initial inspi-
ration for Marketing 2.0 from his 
speaking engagements and interac-

tion with clients through his Internet mar-
keting agency, Find and Convert. Borges 
is available for keynote presentations and 
full-day seminars. He is a frequent speaker 
at trade shows, conferences, and company 
events.

Borges’s speaking style is high energy, 
engaging, and entertaining. He doesn’t use 
a typical PowerPoint style presentation to get his message across. His 
highly interactive, thought-provoking, and engaging presentations leave 
audiences inspired. Borges will challenge you while motivating you to 
reach new levels of performance with Marketing 2.0 strategies that are 
actionable.

Visit http://www.! ndandconvert.com/social-media-speaking-en-
gagements.html/ for more information or call 1-888-660-1981.


