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I LOVE MARKETING



IT’S A GREAT TIME  
TO BE IN MARKETING …



TIME

WHY AM I IN A  
MARKETING TALK?

ER, YOU KNOW… 
BEST OF TIMES,  

WORST OF TIMES



NEIL DEGRASSE TYSON

Knowing where you came from is 
no less important than knowing 

where you’re going.



A BRIEF  
HISTORY OF 

MARKETING  
& MEDIA



THE DAWN OF TIME



MEDIEVAL TIMES
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PRINT 500 YEARS



1922 1941



BROADCAST 100 YEARS (ALMOST …)

ADAD

1922 1941



1993–TODAY

INTERNET THE LAST 30 YEARS

WEBSITES, EMAIL, ONLINE 
ADS, POP-UPS, BLOGS, 

MOBILE, SMS/TEXT MESSAGES, 
GOOGLE ADS, LINKEDIN, 

FACEBOOK, YOUTUBE, 
TWITTER, APPS, INSTAGRAM, 

PINTEREST, SNAPCHAT, TIKTOK 



1500 2000

INTERNET

PRINT

BROADCAST



1500 2000

BUDGET 
SAME

RAPID RATE OF CHANGE

MORE TO DO



1. SHINY NEW THINGS



2. CHECKLIST MARKETING



3. MYTH OF BIG



THE ALTERNATIVE? 
GET SCRAPPY



BRAINS BEFORE BUDGET



EFFECTIVE & EFFICIENT



SEE IDEAS EVERYWHERE



EVERYONE  
CAN BENEFIT





SAMANTHA KRAEMER, SCHWINN

We could all use a few people 
and a few dollars more.



ORDER 
from 

CHAOS
ORDER  
FROM  

CHAOS







SMART STEPS  
YOU CAN’T SKIP

DOING MORE  
WITH LESS

SIMPLIFY FOR  
THE LONG HAUL

SLIDES AT NICKWESTERGAARD.COM/SLIDES



SMART STEPS  
YOU CAN’T SKIP

SLIDES AT NICKWESTERGAARD.COM/SLIDES









WHAT WE THINK OF …

STRATEGY

CONFIDENTIAL  

TRADE SECRET

APPROVED 3/14/23

Version 4.9



WHAT WE NEED







RUDYARD KIPLING

I keep six honest serving men (They 
taught me all I knew): Their names are 
WHAT and WHY and WHEN and HOW 

and WHERE and WHO. 



UNPACKING THE SERVING MEN

• WHY are we doing this?  

• WHAT are we doing? 

• WHO does this involve? 

• WHERE does this happen? 

• WHEN does this happen? 

• HOW do we get it done?



GROUND WITH WHY

• Branding 

• Community Building 

• Public Relations 

• Market Research 

• Customer Service 

• Leads & Sales



WHAT? CHANNEL FOCUSED







• Why are you doing this?  

• Who are you trying to reach? 

• This will tell you what works best when 

FOLLOW YOUR DIGITAL COMPASS



SMART STEPS  
YOU CAN’T SKIP

MAP YOUR MARKETING 
Ground this with your why

FOLLOW YOUR COMPASS 
To what works best and when



MAPS ARE SHAREABLE



WHY? WHAT?

• Branding 

• Community Building 

• Public Relations 

• Market Research 

• Customer Service 

• Leads & Sales

• WHY are you doing this? 

• WHO are you trying to 

reach?



DO MORE  
WITH LESS

SLIDES AT NICKWESTERGAARD.COM/SLIDES



UNPACKING THE SERVING MEN

• WHY are we doing this?  

• WHAT are we doing? 

• WHO does this involve? 

• WHERE does this happen? 

• WHEN does this happen? 

• HOW do we get it done?



WHAT’S NEXT?

• HOW does this work get done? 

• WHO does this involve? 

• HOW does this align with our other efforts?



ANOTHER SIMILARITY …



CREATE A QUESTION ENGINE



QUESTIONS FUEL CONTENT



Good content should  
share or solve, not shill.

ANN HANDLEY & C.C. CHAPMAN





QUALITY … PRICE … (YIKES)





MARCUS SHERIDAN

I used to see my company as a ‘pool company.’ 
Today I see my business as a content marketing 

company. My entire goal is to give more valuable, 
helpful, and remarkable content to consumers 

than anyone else in my field.



QUESTIONS SPARK 
CONVERSATIONS



DANIEL PINK

Questions, by their very nature, 
elicit an active response.



QUESTIONS ARE CURRENCY

=



EMBRACE YOUR  
PEOPLE POWER



PEOPLE POWER vs. PROBLEMS



TIME

I don’t want my  
people on Facebook  

ALL DAY!



TIME

We don’t have  
TIME for this!



TALENT

We don’t have  
the RIGHT KIND  

of people …



TERROR

WE’LL LOSE  
CONTROL!



TERROR? LOSING CONTROL



TALENT: NO UNICORNS



SCRAPPY STAFFING



SCRAPPY INTERNALLY



SCRAPPY EXTERNALLY



PEOPLE CAN’T BE A PROBLEM



CONNECT YOUR DIGITAL DOTS



1500 2000

BUDGET 
SAME

RAPID RATE OF CHANGE

MORE TO DO

ANOTHER CHALLENGE …





ARISTOTLE

The whole is more than  
the sum of its parts.



CONNECTING DOTS

Media Integration

Offline ExperienceLegacy Digital

Human Integration



LEGACY DIGITAL



EMAIL = MARK TWAIN



3 BILLION
email users worldwide

Source: Radicati



72%
of consumers prefer email as their 
source of business communication  

Source: Forrester



People are twice as likely to sign up for your email 
list as they are to interact with you on Facebook

Source: Forrester

TWICE



28%
higher open rate for those using  

both social media and email

Source: Vertical Response



EMAIL IS REALLY …



EMAIL IS REALLY …



POETIC MEDIA INTEGRATION

PAID 

OWNED 

EARNED 

MEDIA



OFFLINE INTEGRATION?

DON’T FORGET  

WIIFM







INTEGRATE ONLINE & OFF



INTEGRATE ONLINE & OFF



DO MORE WITH LESS

CREATE A QUESTION ENGINE 
To Fuel Content & Social

EMBRACE YOUR PEOPLE POWER 
They’re Your Biggest Asset

CONNECT YOUR DIGITAL DOTS 
Online and Off



WHY? WHAT?

WHAT questions does 

your audience have? 

WHAT?? WHO?

WHERE?

WHERE can we 

connect our dots both 

online and off!

WHO is our team? How can 

we get scrappy with staffing 

(and get more help!)



SIMPLIFY FOR  
THE LONG HAUL

SLIDES AT NICKWESTERGAARD.COM/SLIDES



SIMPLIFY YOUR PAIN POINTS

MeasurementSocial Media

Content Creation



TWICE
The average consumer now seeks out twice 

as much content than just two years ago

Source: Google



80%
of marketers use content marketing — 
across B2C, B2B, and non-profit sectors

Source: Content Marketing Institute



74%
of those same marketers across sectors 

are producing more content year on year

Source: Content Marketing Institute



Producing enough content is the top 
challenge of marketers across sectors

Source: Content Marketing Institute

ARGH!



4 HACKS FOR YOUR TOOLBOX



1. RELENTLESSLY REPURPOSE



1. RELENTLESSLY REPURPOSE



1. RELENTLESSLY REPURPOSE



2. UTILIZE HISTORIC CONTENT



3. CURATE CONTENT





4. USER-GENERATED CONTENT



HOW TO SIMPLIFY SOCIAL?



OF MARKETERS SAY THEY KNOW 
WHAT THEIR CUSTOMERS WANT

76%

HAVE BOTHERED TO ASK THEIR 
CUSTOMERS WHAT THEY WANT

34%



MEASURE WHAT MATTERS



WILLIAM BRUCE CAMERON

Not everything that  
can be counted counts.  

Not everything that counts  
can be counted.



NO SHORTAGE OF NUMBERS

LIKES. FOLLOWERS. 
SUBSCRIBERS. RETWEETS. 

COMMENTS. SHARES. FAVORITES. 
CLICKS. PAGES VISTED. 

REFERRING SITES. TIME ON SITE. 
PAGE-TO-PATH FOLLOWED.  

REFERRING KEYWORDS. 
GEOGRAPHY. PETS.



BIGGEST CHALLENGE
Tying social media to a business outcome.  

Unless …



WHY = MEASURING WHAT MATTERS

• Branding — web analytics such as visitors; share of voice 

• Community Building — subscriptions, participation 

• Public Relations — brand mentions and sentiment 

• Market Research — new ideas, competitive insights 

• Customer Service — number of incidents, CRM data 

• Leads & Sales — lead source on prospects and customers

SLIDES AT NICKWESTERGAARD.COM/SLIDES





SIMPLIFY FOR  
THE LONG HAUL

SIMPLIFY YOUR PAINPOINTS 
With Social Content Hacks

MEASURE WHAT MATTERS 
It All Starts with Strategy



WHY?

WHO?

WHAT?

WHERE?

WHAT??

HOW??

HOW will you  

measure success?



WHY = MEASURING WHAT MATTERS

• Branding — web analytics such as visitors; share of voice 

• Community Building — subscriptions, participation 

• Public Relations — brand mentions and sentiment 

• Market Research — new ideas, competitive insights 

• Customer Service — number of incidents, CRM data 

• Leads & Sales — lead source on prospects and customers

SLIDES AT NICKWESTERGAARD.COM/SLIDES



SCRAPPY  
NEXT STEPS



SMART STEPS  
YOU CAN’T SKIP

DOING MORE  
WITH LESS

SIMPLIFY FOR  
THE LONG HAUL



SMART STEPS  
YOU CAN’T SKIP

DOING MORE  
WITH LESS

SIMPLIFY FOR  
THE LONG HAUL

Map your marketing 

Follow your digital compass

Create a question engine 

Embrace your people power 

Connect your digital dots

Simplify your pain points 

Measure what matters



I LOVE MARKETING



1500 2000

BUDGET 
SAME

RAPID RATE OF CHANGE

MORE TO DO

AN AMAZING TIME …



RADHIKA DUTT

Digital pollution is the collateral  
damage to our society from  

growth in technology.



BETTER MARKETERS  
MAKE A BETTER WORLD



WHY?

WHO?

WHAT?

WHERE?

WHAT??

HOW??

works best when 
(based on why, 

who)?

will you 
measure 
success?

is our team? How 
can we get 

scrappy with 
staffing?

questions does 
your audience 

have?

can you connect 
dots both online 

and off?

are you  
doing this?

NICKWESTERGAARD.COM/SLIDES

SLIDES & MORE



QUESTIONS?

Slides, resources & other goodies at  
NICKWESTERGAARD.COM/SLIDES


