
 
 

The Inside Social Media Podcast 
Episode 5: Gary Vaynerchuk  

Founder of Wine Library TV and VaynerMedia, NY Times Best Selling Author and 
much sought after speaker about social media & entrepreneurship. 

 
Rick:  All right.  I'm super excited to welcome today’s guest to the show Gary 
Vaynerchuk.  Gary is the New York Times’ bestselling author of two books Crush It and 
The Thank You Economy and he has a third book coming out in October called Jab, Jab, 
Jab, Right Hook:  How to Tell Your Story in a Noisy World. 
 
In 1997, he launched winelibrary.com and later started the massively successful Wine 
Library TV.  He’s one of the most sought after speakers in entrepreneurship, social media 
in emerging technologies and he’s also the founder of Vayner Media, a social media 
brand consulting agency working with some of the biggest brands in the world.  Gary, I'm 
very grateful to have you on the show today.  Welcome and thanks for being here. 
 
Gary V:  I really appreciate it.  Thank you. 
 
Rick:  So Gary this show is all about what big brands are doing well in social media and 
how small businesses can model that behavior within their own minimal social media and 
marketing budgets. 
 
Now, your company Vayner Media works with some of the biggest brands in the world 
like I just mentioned, helping them with their social media brand strategy.  Can you give 
me an example of how the principles that you're applying to those big brands would also 
apply to some small businesses? 
 
Gary V:  Yeah, sure.  I mean, the funny part is – and first of all, thanks for having me on.  
Second of all, the funniest thing is that the way you set that up is actually the reverse of 
how I got here meaning I come from small business, right?  My life was joining my dad’s 
liquor store in my teenage years which was a one-store, you know, a couple of million 
dollars a year revenue business and paying the bills and having a middle-class kind of life 
and that was where I came from, small, small business. 
 
I actually used most of my small business tactics in entrepreneurship within corporate 
America, so to answer the question first is kind of funny because kind of – you know, I'm 
trying to push these billion-dollar companies such as GE, Pepsico and Kraft, you know, 
now Mondavi and big, big brands, Quaker and Del Monte. And I'm trying to get them to 
act like the people on this – listening on this call which means this. 
 



It's never been less expensive and more upside in actually storytelling where the customer 
actually is.  See the customer used to be on television and magazines and newspapers, 
expensive, right?  
 
Rick:  Sure. 
 
Gary V:  Expensive to buy those ads.  Now more and more there's a percentage shift of 
the customer spending more time on web and even more if pushed a little further 
spending time on the social web, spending time on Facebook, Twitter, Tumblr, Pinterest, 
Instagram, lots of hours, lots and lots of hours, so all of a sudden you have this situation 
where what works on those platforms – ads work, yes. 
 
You can buy Facebook and Twitter ads and things of that nature that will help you get 
your awareness up or get you more users, but ironically it's content that wins the day. So I 
would tell everybody who’s listening here with the big brands and the brands that we 
work with and we're a content production company for them for the social web, what 
we're doing is trying to figure out how to story tell, what our message is and why 
somebody should buy our product.  
 
We do this through a series and a formula of jab, jab, jab, right hook; which is give them 
good content, give them good content, make them laugh, give them a game, talk about 
what's in the world, those are the jabs and then boom, make an offer. 
 
And so if there's a candy store that’s listening or a convenience store of one store unit, a 
coffee shop, a landscaper, a lawyer, an insurance agent, a real estate agent, give them 
things, give them information, give them funny pictures, give them content and then ask 
for the business. That’s what I think everybody should be doing big or small. 
 
Rick:  Yeah.  Actually, that really leads well into my question here.  With so many 
different social media platforms, it can really be overwhelming for small business 
owners. They don’t necessarily know where to begin, and often chase after that “shiny 
new object.” In talking about the importance of context for the content, how do you 
recommend small businesses go about finding where their customers are in social media 
and then what that interaction looks like from a context standpoint? 
 
Gary V:  So, the context part is what we call community management which is when you 
actually reply to somebody on Twitter or say hello to them or go to a different Facebook 
fan page or group that’s talking about your subject matter and you jump in.  You know to 
me it's quite easy.  Facebook and Twitter are upscale especially Facebook.  I mean for 
anybody who’s listening right now, if they're not marketing on Facebook, they're out of 
their mind. 
 
Sure the stock price isn't as high.  People say it was going to be sure that the kids aren't 
going on there as much as they used to because they're going to Instagram, but it's still, 
by far, the biggest platform in the world where there's a ton of 25 to 75-year-old men and 
women from the U.S. who are pretty much spending most of the money, so unless you're 



just marketing to young teens, you know, you could then say you have to do Instagram as 
well, but for me anybody listening, Facebook and Twitter are a must. 
 
Instagram and Pinterest are growing.  Pinterest if you're into selling where your product 
is sold to 22 to 55-year-old females.  You have to look at that very heavily.  Pinterest is 
exploding.  You know, Tumblr is a little bit more for bigger or cooler kind of brands, so 
you know you go out there, you have to create your pages and you have to put out 
compelling stuff. 
 
Too many small businesses are posting on our Facebook wall, hey come and buy my stuff 
or even worse using their own Facebook profile to promote their business because they 
don’t even have a Facebook fan page for their business yet and even if they do they have 
more friends on their personal profile so they end up spamming in their own profile.  You 
just can't do that. 
 
You’ve got to focus on your fan page.  You’ve got to create that fan page and start 
making new compelling content.  You have to give your current users a reason to go 
there, so if you have an email list or a signage in your own store, if you find ways to drive 
them there whether it's a coupon in your free offers, you’ve got to start building up these 
bases. 
 
Rick:  Yeah, yeah.  And you sort of mention it there, Gary, so according to a study 
released this week, the big social media sites have seen decline in their importance to 
teens over the past year, but interests and apps like Vine and Snapchat and so forth is 
growing.  So, how do you think these social apps pose a threat to the Facebooks and 
Twitters of the world and how might small businesses take advantage of their shift? 
 
Gary V:  So, you know – you're talking about a report that we've spent a lot of time 
looking at at Vayner and obviously reports are funny, right. 
 
Rick:  Sure. 
 
Gary V:  They interview 1,000 teens.  I mean, it's like crazy.  That being said, Instagram 
is definitely happening, right.  The volumes – you know, Snapchat I'm going to leave 
alone because it's a two-way conversation.  It's almost like texting.  I don’t think brands 
need to focus on that outside of – or businesses outside of doing a big campaign, right?  
So, I'm not going to worry too much about that. 
 
But Vine is an incredible storytelling platform.  Six seconds, six seconds of storytelling 
on video is going to help everybody.  It's going to be really interesting to watch.  I think 
that what's going to happen is we're going to learn and we're going to figure out how to 
do storytelling in six-second video form and I think that once we do it's going to be an 
amazing medium because people are going to consume it a lot more than 30-second or 
45-second pre-rolls or three-minute videos and so any business listening right now go 
download Vine, V-I-N-E, the app and I highly recommend with all my heart figuring out 
how to tell a six-second story around your business as often as possible. 



 
So, I've even been thinking about dusting off my wine glass and coming out of retirement 
and starting Vine Library TV, you know, and just doing six-second wine reviews. 
 
Rick:  And I think that some people might be apprehensive because it's only six seconds, 
but I think you’ve mentioned before it's sort of like when Twitter came out and you have 
140 characters and people were like, “Oh man, how am going to do that?” and look at 
Twitter now. 
 
Gary V:  Oh, people were like no way, this is stupid, you know, how do you 
communicate in that, all it's going to be is gibberish and stupid and you know I remember 
living through that and saying I don’t think so and so I'm kind of dealing the same thing 
with Vine.  Whether Vine wins or not, it's kind of irrelevant.  The art of telling a story in 
a video in six seconds I think will exist. 
 
Don’t forget, when TV commercials came out, a whole lot of people said you can't tell a 
brand story in 30 seconds because we all knew back then was 30-minute movies. 
 
Rick:  Sure, sure. 
 
Gary V:  So, this is the same old game.  There's always people that don’t see the future.  
There's always people that feel like you can't.  I always feel like you can and so that’s 
kind of it. 
 
Rick:  Got you.  Got you.  So, Gary we have a lot of conversations here on the show with 
your peers in the social media space and the million-dollar question that seems to keep 
coming up is how do you measure social media effort?  So, I have to ask you, how do 
you recommend small businesses measure their social media efforts? 
 
Gary V:  By quantifying their right hooks.  So that’s the good part, right? Like that’s 
where I think I figured this out.  I'm super excited for my book.  I really think I got it.  
You know here’s saying quantify it.  You quantify it meaning if you quantify anything in 
the world, well then you should be able to quantify social media.  If you quantify radio 
ads, you should be able to quantify social media meaning the way they quantify all the 
other media – you know, I always say, “Before you ask me to quantify mine, show me 
yours.” 
 
How do you quantify magazine ads?  How do the people that are listening right now 
quantify the direct mail or the little Yellow Pages ad or the little, you know, you do it by 
gut.  You can call it what it is.  Small businesses in the focus here, they do it by gut.  I 
went through this.  You know you collect your coupons.  You know you do all the stuff, 
but you really do it by gut, right. 
 
You quantify the ROI absolutely by gut and so social media is very easy.  If you're a 
landscaper and you’ve got a Facebook fan page and you're listening to this right now and 
you’ve got nobody on there, the first thing you do is you put your Facebook URL in your 



email and on your business cards and then you maybe call all your customers and say 
you'll give them a 10% discount next month if they join your Facebook fan page.  You 
give them a reason, right? 
 
Now, you’ve got 41 people on your Facebook fan page, it seems like nothing, right?  But 
if you start putting out a piece of content where you put out pictures of your work or give 
tips like, “It's May in Vermont; let's make sure everybody starts using their fertilizer,” 
things that bring value, a.k.a. jabs. 
 
Rick:  Okay. 
 
Gary V:  Right? 
 
Rick:  Yeah. 
 
Gary V:  All of a sudden those things get shared a little bit on Facebook.  Now, you’ve 
got 61 fans.  You had 41 before but now you have 61, 20 people that have now followed 
you because your people that originally followed you shared something that you put out 
that was valuable and now they're following you.  And then you put out some more jabs, 
but then all of a sudden you say, “Okay, I'm taking on three more customers, my business 
is growing.  I just hired somebody.  If anybody is interested, let me know.” 
 
Now, all of a sudden you’ve got 20 people that are in your funnel that came in because of 
word of mouth which is always the best and now they see that and you put a phone 
number there and an email and all of a sudden you get an email or a phone call and They 
say, “Oh, I'll use you.  You know, I'd love to use you.  I've been using somebody else, I'm 
not that happy with them.”  All of a sudden you just quantified the ROI social, right? 
 
Rick:  Yeah. 
 
Gary V:  So, I think what's happening is the people that really are smart, they're half 
pregnant going for the right hook.  The people like me and the people you’ve had on 
show already and the people that are pioneers on social, a lot of them – oh, and I'm not 
talking about the people that have been on your show, I'm talking about the 5,000 people 
that were advocates of social, a lot of them, 99% of them. 
 
They aren't business people.  They weren't business people and so that – and more 
importantly, they're very hippy and Zen about it and artistic which is great which is why I 
came from such a good place, but they didn’t know how to close the business and when 
they went to close the business, they actually are scared or don’t know how, right? 
There's a lot of people very uncomfortable asking for business. 
 
I'm the other way.  I've always asked for business.  I had to learn in reverse.  I was like 
business all the time.  I just realized, wait a minute, this is a different thing, so what really 
this comes down to very simply is on the right hook, quantify. 
 



Rick:  Yeah. 
 
Gary V:  Because way too many people that knows social or jab, jab, jab, jab, jab, right.  
Oh it's like the new economy could have been called jab, jab, jab, jab, jab, right. 
 
Rick:  Yeah. 
 
Gary V:  And then everybody that’s actually good at business could be called right hook, 
right hook, right hook, right hook.  Those guys are spam, right.  It's a balance. 
 
Rick:  Yeah. 
 
Gary V:  Got it? 
 
Rick:  I love it.  I love it. 
 
Gary V:  Cool. 
 
Rick:  So Gary, small businesses obviously, like we've been talking about, don’t have the 
kind of marketing and social media budgets that the big brands do. 
 
Gary V:  That’s right. 
 
Rick:  So, with that in mind, let's bullet point it out here, what are the top three tips you’d 
give to a small business trying to grow their business using social media? 
 
Gary V:  Number one, audit what you do every day of your life because a lot of people 
are coming right now are one or two or three-person shops and a lot of you were doing 
dumb shit.  I promise you that you can hire an $8 an hour employee and that might not be 
a bunch for some people, but for a lot, I think it is, $8 an hour employee, $9 an hour 
employee to do 10 to 20% of the things that you do every day.  I'm not kidding, silly 
stuff. 
 
All of a sudden you’ve just downed 10 to 20% – and by the way, every time I've done 
this with a small business, they laugh.  No, no, no, we come in and we audit, boom 20%, 
checking your email 20 times.  We check it once if you have an assistant, right or if 
somebody such as a junior kid, some guy was making his own pizzas and sweeping his 
own floors, an $8 an hour employee sweeping the floor, taking out the trash, ringing 
people up, boom.  All of a sudden he had time to make videos around pizza, so audit. 
 
You're small, but you're not that small.  If you're paying your bills and you're listening to 
this podcast, you're in business.  So an $8 an hour employee, a $10 an hour employee to 
take away 20%, 10%, 15% of your dumb stuff then with this new downtime, make it 
about content creation and engagement.  Put real effort into your Facebook fan page and 
your Twitter account and maybe your Pinterest or Instagram account and start 
understanding how to actually attack it. 



 
See what you don’t have is money as much as the corporate companies, but what you 
have is nimbleness and acting fast which is what companies don’t, right?  The big 
companies act slow.  A lot of them are still not in pictures because of the law department.  
You can do this stuff.  So, I would say figuring out how to story tell and number three 
them taking less of your time and figuring out how to get people on to follow you there. 
 
Make some offers.  Make some deals.  Go to networking events.  Make it a priority and 
then start pushing it out and so that’s the thing. 
 
Rick:  And the real benefit there, the small businesses that they intimately know who 
their customer is so they can use that to their advantage when creating that content. 
 
Gary V:  They do and very honestly, big companies do at some level, too.  They do it by 
data.  They don’t have it intimately, but it ends up at the same place, just knowledge.  
What I think small businesses have is that there's 40 people that shop with them that are 
passionate and are willing to share that content at a greater level than big business.  
People that are going through their screen right now, they're not that compelled unless the 
brand does a great job to share a piece of content from Snickers or Pepsi, right? 
 
But from their local florist, they do want to share that because there's some affinity there.  
They want to help and support it.  You’ve just got to give them a reason to.  So, I would 
say that a big brand has to put out a piece of content that’s a nine or a 10 for it to get the 
attention of the consumer and I would say that a small business has to get a six or a seven 
and that’s a big deal in my world where I quantify all the reasons people share and do all 
this stuff that matters. 
 
Rick:  Sure, sure.  Cool.  The last question for you here, Gary, is, “Can you give us an 
example of a time when you saw a big brand or any kind of brand using social media 
really smartly, why you think it was successful and what might small businesses be able 
to learn from it so they can model something similar? 
 
Gary V:  Oh that’s tough, right because I pay that much attention to other brands and 
then all the examples I can give you are from my brand. 
 
Rick:  For sure, go for it. 
 
Gary V:  You know, I think the Brooklyn Nets, I think we crushed it with the Nets, right.  
I mean, they were New Jersey a flamed up team.  They're moving to Brooklyn, right? 
Like what harder thing is there than to get people to care about a sports franchise that’s 
literally leaving their town and what we did is we put out compelling content.  We 
continued to give content, content, content and then we started offering tickets and we 
went from them being in a place where nobody was buying tickets on social to it being 
more than 50% of their sales towards the last season because we built the community that 
was there. 
 



We treated them with respect.  We didn’t try to sell them and spam them at every 
moment.  We put out funny videos.  We put out cool cards.  We put out, “Did you know 
this guy scored 35 points?”  We did prediction things like, “Who’s going to score the 
most points?” If you guess exactly right, you win a ticket. And we just gave, gave, gave, 
gave, gave or a.ka. jab, jab, jab, jab, jab and then all of a sudden we started throwing right 
hooks, special offers on prices on tickets that night, just had the other thing and the next 
thing you know, people are buying it because you respected them. 
 
You know why small businesses work because me as a small business owner and you 
guys, all that are listening, and we respect the crap out of every one of our customers 
because when one leaves it hurts, right? And that’s why they care about us.  That’s what 
you need to replicate in your content and your engagement on social media and a funny 
thing starts happening. 
 
I mean, my great story, as a lot of people know, is I spend 15 hours a day answering 
people’s questions on Twitter before I started asking them to buy things or do things and 
the reason they did was because I gave first, give first, give first.  The Nets did and they 
were able to sell tickets because of it. 
 
Rick:  Love it.  Love it.  Gary, thank you, thank you so much.  I want to give you plug 
away here.  Where can people reach you?  What are you working on that you want to talk 
to people about? 
 
Gary V:  You know the biggest thing I would say is Facebook.com/Gary and if anybody 
who’s listening has some great idea of a way to buy a bunch of books, the books that are 
coming out on November 26th, so if you’ve got events or you're a part of a Chamber of 
Commerce or anything like that, hit me up and that’s that, appreciate it. 
 
Rick:  I believe you can buy that now or like a pre-order on Amazon. 
 
Gary V:  Yeah, yeah.  And shockingly, it's already out there, but obviously it's going to 
change in price.  I've been through this before, so I don’t know what the net price is going 
to be.  There's no blurb or description of what the book is about or the picture of the 
cover yet, so they just get the ISBN number or something like that in the system, but 
yeah, weirdly enough it is already on Amazon. 
 
Rick:  Okay.  I'll link up all these things in the show notes, so Gary I really appreciate 
you being on the show today.  Thank you very, very much. 
 
Gary V:  Thank you. 
 
Rick:  All right.  Gary, thank you. 
 
Gary V:  Thank you.  Thank you. 
 
Rick:  I really appreciate it man. 



 
Gary V:  My pleasure.  Goodbye.  Bye-bye. 
 
Rick:  Okay.  Bye-bye. 
 
 


