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Rick:  I'm so excited to welcome to the show today’s guest Chris Brogan.  Chris is the 
CEO and President of Human Business Works which is an education, publishing and 
media company dedicated to helping professionals work better, do the work they want, 
and to be brave.  He is the New York Times bestselling co-author of The Impact 
Equation and Trust Agents and he’s a very sought after professional keynote speaker. 
 
I actually just saw him recently at Social Media Examiner’s Social Media Marketing 
World Conference down in San Diego.  He’s appeared in several magazine and news 
articles from Forbes, The Boston Globe, Success, USA Today and he’s even appeared on 
TV shows like the Dr. Phil Show which I didn’t know until today. 
 
He’s also the co-founder of the PodCamp New Media Conference Series exploring the 
use of new media community tools to extend and build value.  Chris, I really appreciate 
you're taking a few minutes to be here today.  Welcome to the show my friend. 
 
Chris Brogan:  Couldn’t be any happier Rick.  Thanks for having me on.  It's so great to, 
you know, talk to you over something other than eggs. 
 
Rick:  Absolutely.  So Chris this show is all about what big brands are doing well in 
social media and how small businesses can model that behavior within their minimal 
social media and marketing budgets.  Now as I just mentioned at Social Media 
Examiner’s recent social media marketing world conference that I saw you at, you gave a 
great presentation called You Aren't Going to Like This:  Social Media Isn't the Answer.  
Can you briefly discuss what you mean by that in relation to small businesses? 
 
Chris Brogan:  So small businesses – I can actually really illustrate this if you don’t 
mind.  There is somebody that contacted me.  I just announced I'm doing an event in D.C. 
for my event we called Impact Next and they were like I can't really afford the ticket and 
I wanted to know if I can trade some services in trade.  I love to blog and tweet and you 
know make some media for you and I just paused and I was thinking well first off, I have 
a way huge bigger audience than you so who cares. 
 
Rick:  Right, right. 
 
Chris Brogan:  And that’s me being really rotten rude, but I mean it's true.  I mean the 
numbers are absolutely – I mean I have her by several zeroes in my follower account, so 



I'm not sure what she’s going to get me, but then I also thought like can you imagine that 
person coming to, I don’t know, a dog grooming company on Main Street and saying I'm 
going to blog and tweet about you and boy, you just wait, those registers are going to ring 
and I think that’s – I mean, that’s the message I'm going around preaching right now is 
because I'll tell you what Rick, you and I are going to see all through 2013 and beyond, 
we're going to see people dropping like flies and going back to the day job. 
 
And the reason is that’s all they’ve got, like all they’ve got is, “let's start you a Facebook 
page and whoa money is coming,” and it's just not there and so what I'm really trying to 
tell everybody from the giant company down to the little companies, we've got to get a lot 
more serious about what we think this is going to do for us and we really need to start 
putting metrics on and getting out of the lab and that’s – you know, I throw that one on 
really big companies who have this crazy idea of just not doing anything with regards to 
not taking responsibility for everything and picking it all up. 
 
Rick:  Yeah, yeah well you mentioned there – one of my questions for you is about the 
metrics in measuring social media and I've had a lot of conversations here on the show 
with your colleagues in the social media space and that million dollar question seems to 
be how do you measure social media effort?  So, I have to ask you, how do you 
recommend small businesses measure their efforts on social media? 
 
Chris Brogan:  By dollars.  There's never any tool or software or place you're going to 
go that’s going to get you any better than dollars or bodies showing up and all that and 
what I mean by that is you know if you're starting to promote your stuff on Facebook and 
a few extra people come in that you don’t recognize their faces, then ask them.  “Where 
did you hear about me?  What do you know?” 
 
And you know it's not that I'm ever saying these tools aren't the right thing, I mean, 
especially with that girl who wanted to do all that stuff.  It wasn’t that at all.  It's just 
that’s not going to get me there and what's going to get me there is deeper introductions 
to markets that they don’t already have.  I mean this is all about the real truths of basic 
business, right? 
 
If you're a small business online or off, you're looking to find new clients that you don’t 
have, you're looking to find a deal flow volume, especially if you're a transactional kind 
of business like a hair place, and what you least need is a bunch of random chatter on the 
various social webs, so start looking at how to make interesting content that lets you 
cover the space that you serve.  
 
How do I see whether or not that brings me more people in or not?  How much time 
should I wait before we start doing that?  I mean that’s a really important question 
because some people will say to me, “I've been blogging for two months and nothing is 
better.”  And I'm like, “Wow, it's really great, it took me eight years to get my first 100 
readers, but you go.” 
 
Rick:  Right, right. 



 
Chris Brogan:  And so I think that, you know, there are a bunch of numbers to pay 
attention to and maybe you give yourself three months to see any kind of a needle move 
because of course what we do in all of our life is you know, Rick, you go out and you buy 
a nice purple shirt and you're like “Ooh, I don’t know I don’t think I should wear purple, 
but I'm going to try” and you wear that shirt once and you get three compliments, you're 
never going to not wear a purple shirt especially because you know a pretty girl says that 
and you'll be like hey. 
 
Rick:  Right. 
 
Chris Brogan:  Well, that’s the same thing this kind of business matrix is you start 
getting some sales or you start moving needles some place then you work on that one. 
 
Rick:  So, I totally agree with you and what are the best ways to measure that?  I mean 
you just explained it, but how do the people measure it from a tool perspective?  What are 
your recommendations for sort of getting into the – you know, not getting bogged down 
with the analytics, but also what's the easiest way to measure those things that you just 
discussed? 
 
Chris Brogan:  So, I mean for instance with working with a large adult beverage 
company who is looking to find out how to get more sales of their product, I say well let's 
work with where it's going to be sold and so in this case we found bars and said what we 
can do is we can promote the event through the bars’ Facebook pages and then judge this 
against what they normally order for your product and if they order more of your product 
then I'm successful. 
 
So that’s using a social platform to encourage and push real physical activity if you do 
the same like if you own a restaurant you can do something like Instagram or you can – 
you look beyond Yelp which is where most restaurant businesses go wrong and say live 
and breathe inside of a review platform, and start seeing how you get people to the table. 
 
Now in any business where you can ask the question, the simplest way is just, “How did 
you find us?,” and that’s huge and then asking every now and again.  You can ask your 
customers.  I mean this is another thing I tell people who have at least a rudimentary 
newsletter list, ask them where they are.  You know, “Where do you really spend your 
time online and do you actually want to have an interaction with me there as well?” and 
you'll get right back really quickly, “Oh I love Facebook or I'm on Google+ but I don’t 
know if I want to talk to you on Google+” and you can start vectoring from that. 
 
What else to measure is getting more people to your newsletter list if that’s useful to you. 
I always called that two-stage selling because you're not trying to get him to buy the 
product, you're just trying to get him to buy into the inbox and that’s another way to do 
that, too. 
 



Rick:  Yeah.  And in your presentation there at the conference in San Diego you 
mentioned that the goal really there is getting those people from social media to your 
main platform whether that’s your blog or your business’ website and then to your point 
there trying to get them into or onto your email list. 
 
Chris Brogan:  Right.  And it's amazing how many times I'm told by all the cool kids 
that email list aren't really the way to go, but you know I can just tell you I mean the 
numbers that I have  -- several hundred thousand people follow me on social networks 
and on my blog and I get 10 times less traffic via that then I get via my newsletter list 
which has 10 times fewer people reading it, so I just can't say enough about that. 
 
Rick:  So, the real business is coming out of your email list as opposed to – so the social 
media is helping with that, generate that email list and build the email list but the real 
business is coming out of the email list. 
 
Chris Brogan:  That’s correct.  Absolutely. 
 
Rick:  Yeah. 
 
Chris Brogan:  And so, another way to look at that and I talked a little bit at the very 
beginning about making a media empire is that if you use these social channels to talk to 
the kinds of people who might buy your stuff and if you led them from that to interesting 
content that was of interest to them for free and you know they had some use to them 
then you can encourage them onto your list or to buy the product. What doesn’t work is if 
you ask them via Twitter or Facebook or whatever, buy my thing, what seems to work is 
come here where people talk about my thing and then that usually seems to get people to 
the place they need to be. 
 
Rick:  Yeah, yeah.  And then you know, Chris, with so many different social media 
platforms, it can be really overwhelming for small business owners.  They don’t know 
where to begin and often chase after the latest and I'm doing – using air quotes here 
“shiny new object” and you talk a lot about it's not about the tools, but it's about having a 
meaningful conversation with your customer and then building that human relationship 
with them. 
 
So, how do you recommend small businesses go about finding where their customers are?  
You started to talk about it a little bit there and then what does that interaction look like 
as they try to engage with them and add value to their customers? 
 
Chris Brogan:  So, I always like to tell companies that what will probably best suit them 
is if they work harder on finding what platform will let them tell their story the best way.  
You know for instance when I asked – I've never once asked a restaurateur what worked 
best for them in digital and not have them say pictures of food and pictures of people 
having fun times, but that might not be so great for plumbers, you know. 
 



I don’t want to see what clogs the drain, you know, so it's where can you tell the best 
story. For one organization one thing I did was – it was an HVAC company so heating, 
ventilation and air conditioning. There's probably fewer businesses that are less sexy, so 
what I said was, “Why did they buy from you instead of someone else? You're selling a 
product I could buy at Home Depot practically.” 
 
And he said, “Well, it's the integrity of our installers.  It's the care we put into the, you 
know, picking and engaging the right system for the building.” And I said, “There you 
go, YouTube interviews, less than five minutes, just quick, short, good interviews with 
your installers.” And then I asked them how they were doing their lead gen and they were 
saying we have a little old lady who comes in and uses the phonebook in a script and like 
a pencil and a ruler and just lines out businesses one after another down the phonebook. 
 
Rick:  That’s old school. 
 
Chris Brogan:  I said, “Boy, first I'm terrified.  Second, you know good for you. Why 
don’t you A-B test this to prove that I'm right and maybe split your list in half for a just a 
couple of days and say – instead of the script, just say hey, we shot a really fun YouTube 
video explaining why we do what we do and all that.  Are you willing to come and take a 
look?” 
 
And of course, I would only tell you the story if it worked so they got a lot more upsells, 
so you know it was just another way to do it is instead of, “Can we come in and talk to 
you about your ventilation,” we say,  “Can we just show you a quick video of why we 
think this is cool?”  And it got them the calls that they needed.  That’s what you'll always 
be looking for especially in an offline business like when I work with the car dealership, 
all I do is try to figure out what metric I could influence and in this case I can influence 
test drives, which then led to their sales metrics and that’s another method to start to look 
around for how you can be helpful. 
 
Rick:  You mentioned there a really good point about A-B testing and you know, for 
those listeners who actually don’t know what that is, can you kind of describe what that is 
and then why it is important in your social media efforts? 
 
Chris Brogan:  A-B testing essentially is if you had a list of 100 people, you shift 50 of 
them to one option and 50 of them to another option and what you're looking to do in that 
experience is you're looking to make sure that you know what – that you're not just 
trusting your gut on things like this and you're making sure that people, you know, do or 
don’t react to one of the methods that you're trying and you know it's funny that no one 
ever talks about this, but you could also actually find yourself in this spot where people 
aren't responding to either, you know what I mean? 
 
So, you have to kind of make sure that is possible, too is if you get nothing out of the 100 
then maybe you're deadly wrong or maybe you’ve got to kind of look at your test and 
expand it or something like that.  But anyway, so that’s A-B testing.  A-B testing is 



starting from this concept of if you have half and half of the list, try one thing with one 
list, try another with another. 
 
I don’t do it as often as I should in my own newsletter, in my email newsletter because I 
just hadn’t been for a long time really caring about that.  But what I did start doing was I 
started – if I was referring people, if I was looking at the social network to bring me 
traffic, I would create one link with a special URL from one platform and another link 
from another platform, etc. so then I can at least count where did I get the most bang for 
my buck when I mention this online. 
 
Rick:  Yeah. 
 
Chris Brogan:  And even that kind of thing helped me because I tend to think I like 
Twitter a lot and I find that it turns out it's not in any way moving a needle for me and so 
I need to, you know, really educate myself into using other platforms. 
 
Rick:  Sure, sure.  Now, you obviously consult with a lot of big brands and so forth and 
help them with their social media strategies and their online digital efforts, so can you 
kind of take us through what that looks like and obviously every company is different and 
every brand is different, but can you kind of take us through real quick what does that 
look like when you initially start that conversation with them, the types of things that you 
go through, and obviously going over their goals and so forth, but what are sort of the 
steps in different areas that you start by looking at and then take them through, you know, 
this whole process of improving their social media and online digital efforts? 
 
Chris Brogan:  Well, so I've been backing out of consulting as much as I can help it 
lately, but the way the process had worked and does still sometimes when I can't say no, a 
lot of times I'm really just going in and asking the business what their real goals are 
because the first thing is I mean a lot of these first phone calls with anybody, C-levels at 
really big companies are like, “My nephew said I should get on this thing” and that’s 
really where they started. 
 
Rick:  Yeah. 
 
Chris Brogan:  I love being paid for, “my nephew said.”  And so I’ll go in and I'll say, 
“Okay, what are your real goals?” and a lot of times they’ll just say, “We just want more 
revenue” and I love that goal.  It's a very plot-able goal.  The problem is that we need just 
a little bit more information to understand how I can help with it and so I'll say, “Is there 
a specific part of the organization that needs the more revenue or do you need more 
revenue per existing guest? What exactly am I working on here?” 
 
And so it often just becomes a matter of how do I really clearly tie the goal to the 
platforms that I could use?  What is the worst way to do it?  It's to go out – this might be 
more a male trait than female trait.  This might be a gender bias moment in this podcast 
Rick, but I find that for instance if I decide I'm going to pick up a hobby then I'll buy all 
of everything that I can possibly afford at that moment for that hobby. 



 
Rick:  Mm-hmm.  Sure. 
 
Chris Brogan:  So for instance like with the – if I decided I was going to get into 
woodworking, I'd buy one of everything and then figure out what to do with it all.  What 
I would less likely do is think of what I wanted to do and then get only the tools I need to 
get that done. 
 
Rick:  Yeah. 
 
Chris Brogan:  I have just given you the entirety of what goes wrong when people try to 
use these digital platforms to build their business and so they're like well, I was told I 
needed to be on YouTube and I needed to be here and whatever and I always walk 
backwards and say, “What do you really need?” One case that we had to solve for was 
everyone buys our thing and then they don’t use it. 
 
They buy it.  They think they want it and then they don’t use it so then they either 
complain about it, but all they're really complaining is that they didn’t use it or 
something.  And said oh, well then obviously they need education.  They need some 
handholding, some on-ramping, some sense of how this fits into their existence and so we 
created media for educational purposes for that and then a series of videos and then 
people were like, oh, this is what I can do with it. 
 
So, it really depends on what you want, how we're going to go down the road and then all 
the engagements are different in so far as am I creating content, am I augmenting 
something they have, are you just buying, you know, the attention of the people that I 
spend my time with and then I have to really think if I want to do that project, so there's 
that going on and rarely does anything really fall down into setting up a really complex 
bunch of technologies. 
 
It always comes back to the psychology of the people looking to use the technology and 
how do I help, you know, best support them. 
 
Rick:  Sure, sure and the goals that they have for that business. 
 
Chris Brogan:  Right. 
 
Rick:  So, last question for you here Chris, so as we've been talking about small 
businesses obviously don’t have the kind of marketing and social media budgets that, you 
know, big brands do.  So, with that in mind, what are the top three tips – let's bullet point 
it out here, that you’d give to a small business or online entrepreneur trying to grow their 
business using social media? 
 
Chris Brogan:  So, I guess the top three tips, so if you start with a goal, it's kind of tip 
zero because I already just, you know, talked to you here off about that.  My next bunch 
of thoughts with regards to the space are that you have to really go through getting some 



way to reach them in a way that they're comfortable with being reached, and to me that’s 
almost always the email newsletter list and so my first is to treat your newsletter list with 
a great deal more love. 
 
A lot of people’s newsletter list comes in this “do not reply.” It's usually just stuff like a 
catalog page full of HMTL and full of links to click and it turns out, you know, our eyes 
are really smart to delete all that kind of stuff, so for a lot of businesses I really 
recommend a much more personal, a handwritten-looking kind of touch to their email 
newsletter effort. 
 
So let's start there, give your newsletter some love and treat the people on it with love.  
My second is if you build your own media coverage for the space that you serve, so 
there's almost no business out there that the strategy doesn’t work, but if you are the kind 
of person who is I don’t know, legal services or something like that, and you are 
specifically doing legal services for startups, then cover some interesting part of the 
startup space and not necessarily legal but something that kind of leads people into 
thinking oh, you know, I should probably do some work on that with you. 
 
Covering your own space is a magic trick and making sure that you don’t have to worry 
about the local paper covering you and least of all that, you know, big magazines and 
whatnot because you're creating information that’s useful to your buyer whether or not 
they're buying you and then you're top of mind and once you could be the go-to resource. 
My example of that is Corcoran Group real estate in New York. 
 
I'm not buying a house in New York.  I probably won't ever in my life, but if someone 
told me “Hey, where should I look in New York for like a great real estate professional?”  
I'd say, “Corcoran Group” and the only reason I know this is because I like what they 
post for interesting content about New York on Google+ and it has nothing to do with, 
you know, I haven’t bought a thing from them.  I never will.  But I most certainly 
mention them all the time to prospective buyers and so– 
 
Rick:  They're providing good content. 
 
Chris Brogan:  Yeah.  And so they're just so there with me.  They're just so top of my 
mind and that’s what you're really looking for, so love your newsletter.  Create media 
coverage for your platform, and then engage.  It's incredible how many organizations just 
use these tools like bullhorns and it's not like you have to be Chatty Cathy all day long, 
but there are real opportunities to engage people and give them value if you actually take 
the effort to connect with them as opposed to just throw your junk over the wall for them 
to read. 
 
Rick:  Yeah, yeah.  That’s great and that’s one tip that has come up and a lot of – almost 
every one of the other interviews I've had here on the show where it is it's that get off that 
– get off your virtual soap box and start engaging rather than yelling at people. 
 
Chris Brogan:  Exactly. 



 
Rick:  Yeah.  So Chris thank you so much for being on the show today.  I really, really 
appreciate it.  You mentioned your email list and I am on that email list and you send 
emails out on Sunday mornings, where can people find you to get on that email list? And 
also, talk for a second about the event you have coming up in Washington D.C. 
 
Chris Brogan:  Sure.  So, just go to chrisbrogan.com.  It's probably the easiest place to 
find it and right at the very top there's a place to stick in your name and you can decide 
usually within about nine days whether or not you think it's interesting or not and then the 
event hbway.com/dc would let you look at it, but I'm running a live event called Impact 
Next where in the morning it's a whole bit of work called Mastering the Digital Channel 
and in the afternoon it is Creating Content that Matters. 
 
And then there's also an actual Evening with Chris Brogan at 8:00 pm where it's not just 
the speech or anything like that.  There's actually some comedy and some music involved 
as well and the whole day sort of wraps into this nice package of sort of 201-level 
learning and that doesn’t mean that you have to come in and be a techno superstar, but 
what I mean is I'm not going to just rattle off platitudes.  There's an actual worksheet and 
a workbook and bunch of stuff to go through that by the time you leave you'll have a lot 
more actionable plan than you came in with. 
 
Rick:  Cool.  Cool.  And then obviously you're on Twitter and Google+.  Where can 
people find you there?  And by the way, I'll link all these links up in the show notes for 
today’s show. 
 
Chris Brogan:  Sure.  I mean pretty much every social platform, just look for Chris 
Brogan and you won't lose me.  The only one that I for some reason picked a different 
name was on Instagram and there I'm just called Nothing Lost and I can't get Chris 
Brogan because some really nice person has that. 
 
Rick:  You're called what on the Instagram?  Chris did I lose you? 
 
Chris Brogan:  For a minute there.  Whatever I said right after Nothing Lost and then 
there was dead air, sorry. 
 
Rick:  Oh weird, weird.  What was your name on Instagram? 
 
Chris Brogan:  Nothing Lost. 
 
Rick:  Nothing Lost, I love it, okay.  That’s great.  Well, Chris, thank you so much for 
being on the show today.  Again, I really, really appreciate it and there were some 
awesome insights here that we can all benefit from, so again thank you very much Chris. 
 
Chris Brogan:  Thank you.  I'm just utterly excited that you're available to talk with me 
and I'm glad that speaks to your crowd. 
 



Rick:  Awesome, thanks again.  All right.  You still there? 
 
Chris Brogan:  I so wanted to hang out, right. 
 
Rick:  That’s what I thought you did.  I thought you hung up. 
 
Chris Brogan:  Wow. 
 
Rick:  All right.  Bonus question, really quick. So what's an example of a time where you 
saw brand using social media really smartly and why do you think it was successful and 
what might small businesses be able to learn from it so they can model something 
similar? 
 
Chris Brogan:  Velocity I think is what turns us on when we see good examples of 
social media.  Velocity engagement, so sometimes people will respond fast, you know, 
and the most recently super touted one is the Super Bowl and the Oreo cookies stirring up 
really funny picture of you know, you can still dunk in the dark. 
 
Rick:  Sure. 
 
Chris Brogan:  And then on the other side of that, just really good, fast engagement so 
that you can actually clear the air and solve problems faster.  I mean a lot of people 
mistake the social platform as being strictly for sales or marketing, but what I often want 
to do is explain to people that, you know, customer service is a crap ton better than just 
marketing. 
 
I mean if you could do really good stuff then what will happen is that people will, you 
know, that’s better than marketing because they’ll see you in action, you know, fixing the 
world, so to me that’s the big opportunity. 
 
Rick:  Awesome.  Thank you again sir. 
 
Chris Brogan:  My pleasure.  Thank you.  Talk to you soon. 
 
Rick:  Thanks Chris.  Bye-bye. 
 
Chris Brogan:  Bye now. 
 
 


