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Rick:  All right, so glad to welcome Morgan Johnston to the show today.  Morgan is the 
manager of corporate communications and head of social media for JetBlue Airways.  I 
love how JetBlue utilizes social media and Morgan is one of the more recommended 
people from my other guests here on the show to have here on the show, so Morgan 
welcome and thanks so much for being here. 
 
Morgan Johnston:  Hey, thanks Rick.  I really appreciate it. 
 
Rick:  Absolutely.  So Morgan this show is all about hearing 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 from what I can tell, one strategy that 
JetBlue uses in social media is to listen to what your customers are saying and then using 
that information to make any necessary changes within the company. 
 
Can you tell me more about how you and your team leverage social media for JetBlue 
and then how small businesses might incorporate those practices into their own business? 
 
Morgan Johnston:  Oh absolutely.  You know I think JetBlue, we approach social media 
in the same way that we would had we been a small business.  We try really hard to think 
about how do we keep ourselves small as we grow, how do we keep that kind of that 
small business mentality and part of that is really about the communication and the 
connection with our customers, so right off the bat when we started playing with social 
media it was what are saying to us, what do they want to know and how can we be of 
service to them. 
 
And it's that really that one to one individual connection and then it's really just a matter 
of how do you scale that, how do you be conducive to themes as well as the individuals 
so you can kind of grow that business and that voice but still maintain the individual 
connection whenever it's requested. 
 
Rick:  Mm-hmm.  What do you mean by themes there?  What do you mean by that? 
 
Morgan Johnston:  So, what I mean by themes is when we're talking to our customers, it 
ends up as you grow you start hearing the same question over and over again, which is 
useful because it means if we've answered it once we probably know how to answer it 
again. 
 



Rick:  Oh sure. 
 
Morgan Johnston:  And you know for us we have the wonderful problem of customers 
being really passionate about where we fly, so the most common question we get is why 
don’t you fly from where I am to where I want to be and a great problem to have, but 
we've figured out how to answer that question and for 90% of our audience, you know, 
those questions are similar.  We obviously want to personalize. 
 
We want to have a conversation, but those are quick answers and particularly if we've got 
online resources to help support, those are the really easy ones to answer and then once 
you get into larger operational issues, how do you communicate to larger audiences.  You 
know if you built up a social audience through lots of individual connections, you can 
certainly broadcast that to the larger audience and that’s really useful. 
 
Rick:  Sure. 
 
Morgan Johnston:  But it always comes back to the individual audience and the 
individual request, so if we can speak to larger themes, operational themes, industry 
themes through that audience but then use that individual connection, those one on one 
relationship building exercises to really establish a connection and a dialogue with an 
individual and be able to track that and have a history with an individual and really put it 
in from a customer in business relationship into like a friendship, into an honest 
connection between the people who are watching the account in that individual.  That’s 
the utility. 
 
Rick:  Yeah, yeah, I totally agree and that actually leads me into my next question there.  
So there's lots of stories on the internet about people tweeting JetBlue with issues or 
questions and just as you mentioned you know tweeting you guys about they want to fly 
from here to there and you guys don’t do that, but then there are stories about them 
getting tweet back from you within – maybe not you personally but your team there 
within minutes and you know the stories that I've read they all say how appreciative they 
are of being heard by a major brand like JetBlue. 
 
So, as a result you could assume then they become brand advocates of JetBlue, but I think 
there's also a chance that you'll be seen as maybe placating sort of any whiner if you will 
that takes to social media.  Can you talk about how JetBlue walks that fine line and what 
would be your advice to small businesses faced with a similar type of situation? 
 
Morgan Johnston:  I love that you asked that question.  So, we try really hard to make 
sure that we're backing our policies and yes, we are very responsive.  When a customer 
asks a question, we try to get back to him within 15 minutes.  And we have a team of 30 
crew members.  We call all of our employees crew members that do shift work watching 
around the clock.  I call them my B6 black ops. 
 
They're my ninjas and I love them to death.  But they are always there talking to the 
customers, answering questions, pointing to the right resources and that’s really useful for 



us, but the other side of that is the responsibility to making sure that we are being 
responsible and respectful of our business and one of the things we do see is a number of 
people who are coming at us with concerns and how do we approach them responsibly 
and respectfully, but also backing up our policies and our crew members that they might 
have already talked to.  We see a lot of people who come as with this mentality of mom 
said no, let's go ask dad. 
 
Rick:  Oh okay, yeah. 
 
Morgan Johnston:  They’ve tried traditional channels and they think that social pressure 
is going to give them a different answer. 
 
Rick:  Sure. 
 
Morgan Johnston:  And the way that we approach it and what I would love to see for 
more businesses in social media is that if our policies are sound, we should be able to 
back them up and if our policies aren't sound and we can't – they can't send it to public 
scrutiny, well then that’s the issue.  Their complaints online are just end up being the 
symptoms of a larger issue, so if you're taking what you hear to inform better decision 
making as a company and adjust your policies, you're suddenly put in a position where all 
of your frontline employees are empowered to make exactly the same decisions that you 
are and your customers have an understanding of an expectation that is aligned with what 
you can actually deliver to everybody not just there was few who come at you through 
social. 
 
Rick:  Sure, sure.  Now with so many different – and we're talking about customers 
having opportunity to maybe tweet you guys or write you guys on Facebook or so forth, 
so it's my understanding that JetBlue’s first foray into social media was after an ice storm 
in 2007 when you guys were looking for a way to address customers about lessons 
learned from some sort of an operational failure and at the time YouTube has chosen to 
communicate that message. 
 
Now, that was six years ago.  You know today JetBlue’s customers and for that matter 
the customers of most businesses tend to be on several different social media platforms, 
now as a small business the fact that there are so many of those touch points is really, can 
be really overwhelming.  How does JetBlue decide which outlet or outlets to be on and 
then how can small businesses maybe take that insight and model it for their own 
business? 
 
Morgan Johnston:  Well, I think one of the things that we decided – and so we started 
with YouTube because at that point there weren't a lot of other social networks to play 
with. 
 
Rick:  Yeah, right, right. 
 



Morgan Johnston:  And really quite honestly when we used YouTube to talk to our 
customers directly, that was as close as we got into social and I wouldn’t necessarily 
consider that social media.  We didn’t really maintain a dialogue there.  We open up 
comments and we let customers talk and that’s where we saw a lot of potential with 
social media, but there wasn’t a whole lot of conversation. 
 
And so what we’re really looking  for was that conversation which is why a couple of 
months after the events on February 14th 2007 we got involved with Twitter because we 
saw that there was an opportunity for conversation there and there was people who were 
talking about JetBlue there and I think that’s the key.  It's where are our customers?  
Where are our customers talking?  Where are customers potentially looking for utility 
from us? 
 
So, we consider ourselves guests of the community everywhere that we are in social 
media.  We don’t own it.  Our customers own it.  And we're only there because they 
allow us to be there and so we look very carefully for where are our customers and where 
can we be of most utility.  So, if your customers are all hanging out on Pinterest, well 
then you should probably be on Pinterest.  If your customers are all hanging out and 
talking about you on Facebook, well that’s probably where you should be. 
 
Rick:  Yeah. 
 
Morgan Johnston:  And so for us it's yeah, our customers are all in Facebook.  They're 
all in Twitter.  We make sure that there is an opportunity for customers to talk to us 
through things like Flickr because there's a lot of aviation enthusiast photographers there.  
We have YouTube as our channel to help disseminate information, you know video for 
people to use, but it's really on where our customers are looking for us. 
 
Rick:  Yeah, and you mentioned there with YouTube that it wasn’t really, you know, 
“social media” but then again that was six years ago and that was you know social was 
just starting to get going, so you put the video out there and then as you mentioned you're 
able to accept comments from people, so it wasn’t necessarily a one to one conversation 
but so how did – what went into choosing YouTube or choosing to go down that avenue 
of using YouTube to get that message across? 
 
Morgan Johnston:  Well, that was actually – so my first day within the corporate 
communications team was February 14th of 2007, so that was my first day on the job. 
 
Rick:  Welcome.  Welcome. 
 
Morgan Johnston:  Yeah, better start tasting history, but we saw an opportunity because 
we definitely wanted to make sure that our customers knew that the operational impact of 
a major ice storm in the northeast was fundamentally changing who we were as a 
business. 
 



It wasn’t something we're going to shrug off and pretend it didn’t happen and we wanted 
to make sure our customers understood that we were making real honest changes about 
what we were doing as a business, this kind of understanding that, you know what mother 
nature is part of our team here and if she’s decided not to cooperate, we need to let her 
win and we're going to not try to push through, we're going to cancel and which was what 
we should have done and which is what we are doing now in similar sort of situations. 
 
And we saw an opportunity with YouTube to have our CEO directly address the 
customers rather than go through media, traditional media.  But I think that the really 
interesting part was we also made the decision to actively open up those comments.  We 
could have kept them closed and we decided not to and that was the powerful motivator 
for our teams internally to say there's something going on here about this conversation. 
 
There's some utility here to have this feedback shown externally as well because we saw 
a lot of people saying, you know we saw a lot of people expressing frustration, but we 
also saw a lot of people saying thank you for being open and honest and transparent.  And 
that’s kind of what we've always wanted to do anyway and that was kind of always what 
we always were doing, so it's a natural transition into the online space, that same idea of 
bringing humanity back to air travel, the humanity of who we were as individuals and the 
connections that we want with our customers. 
 
Rick:  Yeah, I love that.  I love how you just said that, bringing community back to air 
travel.  That’s great.  So, Morgan there's a question that comes up in every show here on 
the podcast and it's the million-dollar question it seems, so that question is how do you 
measure social media efforts?  So, I have to ask you how do you measure your social 
media efforts at JetBlue? 
 
Morgan Johnston:  So, quite honestly it is difficult and if you ever get a really good 
answer for that, I would love to hear it.  We tend to look at the way we measure social 
media as really in forms of sentiment and that actually is important to us.  We actually are 
customer NPS.  Our customer net promoter score is a core metric here at JetBlue.  This 
idea of what a customer recommend us to a friend or family and that is actually 
quantitative and actually can be tied directly to our ultimate revenue, this idea of NPS and 
as we rate ourselves against competitors, we tend to overshine many of them. 
 
So, we also tend to rate ourselves against other customer service companies and we try to 
aim for that level of service as well.  So, as we look at this NPS and we survey customers 
off of every single flight, we're also augmenting that with what are we hearing from our 
customer emails or customer phone calls and obviously through social media which is 
this kind of – this is opportunity to have a more detailed view of what customers are 
saying when we're not actually asking them. 
 
Rick:  Sure, sure. 
 
Morgan Johnston:  And so much more honest conversation about who we are as a brand 
and where we're doing well, where we're managing the expectations of our customer as 



well and where we need to improve.  And so that’s really what we're doing to manage 
and how do we take that information to affect change internally, to affect those internal 
policies, but also to make sure that any one of our crew members can see what our 
customers are saying about them and what they can do as individuals to help improve. 
 
Rick:  Mm-hmm.  And then how do you go about tying that so all of that it's great and 
you're taking all that feedback and then using it to make those improvements internally so 
how do you then take that and look at what the actual return on investment is from a 
financial standpoint. 
 
Morgan Johnston:  Absolutely.  Well, when it comes down to it, it's that it relies in NPS 
and so – and if we're able to affect that change and we're able to look at what is the NPS 
result as a return in revenue, there actually is a direct line from customer sentiment, 
customer engagement, customer passion for the company and our revenue to our bottom 
line. 
 
Rick:  Okay, okay.  Can you like sort of simplistically break it down just from a social 
media standpoint in monitoring that sentiment, you know within social media, can you 
kind of give one example of a way to do that and I'm thinking more on from a small 
business perspective who might not have access to the big fancy tools that are out there, 
but can you kind of break that down into like a simplistic approach about how a small 
business might be able to sort of monitor that sentiment whether it's about their business 
specifically or maybe about the industry that they're in? 
 
Morgan Johnston:  Sure.  Well, if you want break it down to its finite point.  Let's take a 
look at every single one of these mentions that are coming in whether it's through 
Facebook or Twitter, Flickr or I don’t know whatever tool you’d like.  Let's take a look at 
what as a score an example for you to change something internally.  So, for instance 
when we saw customers starting to react around a bike fee that we had. 
 
You know, we are charging for – like every airline, we have a bike fee, but we were 
charging the same fee for a traditional looking bike and one that would fold up inside of a 
normal standard suitcase, these falling bicycles.  We hadn’t actually accounted for it.  
And it was – well, that didn’t make a whole lot of sense why we were doing that and why 
we were charging people for these things if it looks like check bag and weighs like check 
bag.  You should consider a check bag and we don’t charge for the first check bag.  But 
our frontline folks had kind of gone into this mode of this is what our policy is, we have 
to back it. 
 
Rick:  Sure. 
 
Morgan Johnston:  But it allows us to take a look at this and say well, that doesn’t make 
any sense, radical application of common sense here, let's fix it and we changed our 
policy and made a better company as a result.  We weren't going to quiet the one person 
who is complaining.  We evolved our company to what made sense and that’s the sort of 
thing that we're doing on a daily basis.  It's where those little things that we can move the 



needle a little bit and ultimately create a better experience for our customers and a better 
product for us to deliver. 
 
Rick:  Yeah, yeah, just by listening through social media.  That’s great. 
 
Morgan Johnston:  Absolutely.  And the same thing applies for – those opportunities 
where we can have a little bit of fun, too.  You know if a customer is talking to us about 
he’s the biggest Jets fan in the world and he knows that we have this, you know, Jets 
playing because we're the sponsor of the New York Jets and he would love to see if he 
got a chance to fly on his next trip from Orlando up to JFK and it's not too hard for us to 
actually move that plane.  We were able to do it. 
 
It's those little things that when you have the right inroads into the organization, when 
you have a level organization where you can reach out to those subject matter experts or 
those operational context to really make things happen, you end up looking very nimble.  
You end up looking very in touch with your audience and really understand – our 
customers being to understand the focus is on them not on the bottom line and making a 
dollar. 
 
Rick:  Yeah.  I mean let's face it, which really a large brand like JetBlue I mean they're 
really doing that really sets you apart in this day and age which is great. 
 
Morgan Johnston:  Absolutely, because at the end day it always is going to about the 
customer and the customer relationship. 
 
Rick:  Sure, sure.  Now, speaking of Jet fans that’s – my next question, talking about big 
Jet fans, so this topic came up in my discussion with Gary Vaynerchuk here on the show 
and I read an article where you are quoted as saying we made a mistake of pitching 
without first earning the trust and our messages fell on deaf ears.  It wasn’t until we asked 
our customers what they wanted of us that we started building a relationship that would 
be the foundation of our social strategy, can you talk about more and you kind of been 
talking about this sort of throughout here, but can you talk a little bit more about what 
you mean by this? 
 
Morgan Johnston:  That sounded a whole lot articulate than I generally am.  You know, 
I think at the end of the day, you have to earn the right to monetize.  You have to earn the 
right to have someone give you their business.  If you're going to jump into social media 
with pitches without the trust established, no one is going to pay attention to you.  At that 
point you might as well just buy advertising because it's going to be cheaper and more 
effective. 
 
But if you have established a history of transparency, a history of trust, a history of 
acknowledging your customers and the importance of social, social as in the connections 
of individuals, you do earn that trust and more importantly you also earn an investment 
from your customers or your followers.  If your customers are there helping you create a 
better business by telling you places where you can improve, by you acknowledging 



where a customer has helped you grow your business, they're going to be more inclined 
to say, you know what, I have a stake in this because they're making changes based on 
what I have say, so I am now invested in their success. 
 
So that means you're turning someone from just, you know, a fan into an advocate.  
You're turning somebody into someone who wants to see you succeed and who will help 
you succeed and at that point you're not just talking to them because they're following in 
your social.  You're talking to their audience because they're going to talk about you to 
their audience.  They're going to help promote what you want to promote to their 
audience.  That’s what I mean by earning that right to monetize, earning that right to 
develop a business in social media. 
 
Rick:  Yeah, yeah.  Now, small businesses obviously don’t have the kind of marketing 
and social media budgets that large brands do, so with that in mind let's bullet it out here, 
what are the top three tips that you’d give to a small business trying to grow their 
business using social media? 
 
Morgan Johnston:  Top three tips, well all right, tip number one:  Manage the 
expectations of your audience, so for the first 700,000 followers we had in Twitter it was 
just me.  There wasn’t a budget.  It was me not getting a whole lot of sleep and I could 
have done myself a whole lot of good favors had I managed expectations a little bit better 
about what was my time and early on you talk about the people who were expecting 
JetBlue to respond as soon as they tweeted. 
 
It turned into a game in those early years where people would say hey, I'm going to tweet 
to JetBlue, let's see how long it takes them to respond.  And of course, I wanted to play 
that game, too.  Like let's see if I can get that under a minute.  But the expectation that 
was set there was that we were going to be incredibly responsive incredibly in real time 
and that’s one way many brands will approach social media is that it's an immediate 
response. 
 
That doesn’t necessarily need to be the way to approach social media though if your 
expectation is we're going to talk to you a few times a day when we have time and we're 
going to do what we can to establish when we're on duty and when we're off duty.  That’s 
also probably an acceptable way of approaching social media, but ultimately it's about 
managing that expectation and that collaboration with your customers. 
 
So, if your customers are cool with you only be on duty during standard business hours 
well then you have to be responsive to that request.  But if you're having a proper 
collaborative relationship with your customers, you can have that conversation.  You'll 
get like Frank Elias, you know, over at city– 
 
Rick:  Former guest, he’s been on the show. 
 
Morgan Johnston:  Frank is a great guy and he made it very clear.  You know, there's 
times where I'm on duty and there's times when I'm off duty. 



 
Rick:  Yeah. 
 
Morgan Johnston:  And it was interesting to see one day when decide to go off duty.  
His fans backed him up and his fans helped out other customers because they understood 
that Frank needed his time. 
 
Rick:  Right.  I love that story. 
 
Morgan Johnston:  And that’s a great idea, it's a great way of articulating that 
connection and the collaboration, so right off the bat make sure that you're establishing 
what you can and can't do for your customers. 
 
Rick:  Mm-hmm.  Okay. 
 
Morgan Johnston:  And then tip number two is look at your internal resources to help 
and I'm not saying turn over your Twitter to the new intern who showed up and doesn’t 
know anything about your company, but I'm saying make sure that your internal 
resources are set up in a such way within your business that if you need information that 
you're being asked of online and you don’t know where it is then you at least know who 
to go talk to. 
 
You don’t need to know every answer, but if you're going to be the gateway, the conduit 
for everything else in your company, make sure those lines of communication are there 
not just so you can give answers to your customers, but you can also give that customer 
feedback to those people. 
 
Rick:  Great, great.  Do you have a third tip there? 
 
Morgan Johnston:  Oh boy. 
 
Rick:  Those are two awesome ones.  I'm putting you on the spot here for one more. 
 
Morgan Johnston:  Third one is I guess I want to say third one should be pick a really 
good avatar.  But no realistically I think it's about voice would be my third tip.  Make 
sure that you have existing voice.  Make sure that your voice is reflective of who you are 
as a brand, who you are as an individual.  Some brands get away with characters.  I tend 
to think – and I think it's more powerful if there's authenticity. 
 
Thankfully at JetBlue we hire for our core values, this kind of core ethos so all of the 
people on my team tend to reflect what I tend to think of as JetBlue voice, JetBlue values, 
safety, care, integrity, fun and passion.  These five core values that we all hold dear and 
the conversation they have are authentic, but they're also aligned with this larger idea, 
this larger concept and I think that’s comforting to a lot of people, that there's consistency 
to what they're hearing across multiple channels or day to day with one channel in 
particular. 



 
Rick:  Sure, sure and I think that it's important for my listeners of the show here that 
finding that voice does take some time especially for small businesses that they can be 
kind of frustrating at times to try to – because of the time it does take to find that voice 
that just kind of go into it knowing that, you know, you might not find your voice 
immediately but just keep at it until you're able to find your voice.  It might take some 
time. 
 
Morgan Johnston:  Absolutely.  And really one of the great things about social media 
and particularly if you're someone who’s just starting out is a lot of people have the 
freedom to evolve, the freedom to change, the freedom to adapt.  If you're talking to your 
customers, you're being collaborative.  It's almost an expectation that you're not going to 
get it right off the bat and if you talk to your customers about what they want to see from 
you so their earlier story, you know, we didn’t really get our legs under us until we asked 
our customers quite literally we're near to this social media thing what do you want to see 
from us here.  What do you want our role in social media to be? 
 
And that’s when customers came forward and said all right, that’s what we want to see 
from you.  We want to see you asking questions.  We want to see you looking to us for 
input and guidance.  We want you to be as invested in us as we are in you.  I think that 
was what brought us to where we are. 
 
Rick:  Yeah.  That’s really where the evolution of that voice comes from, from listening 
to your customers. 
 
Morgan Johnston:  Absolutely. 
 
Rick:  Yeah. 
 
Morgan Johnston:  It has to be. 
 
Rick:  So Morgan, last question here, so what's an example of a time where you saw a 
brand and it could be JetBlue, using social media really smartly?  You know, why do you 
think it was successful and what might small businesses be able to learn from it so they 
can model something similar? 
 
Morgan Johnston:  Oh God.  I'm trying to think of something outside our industry doing 
really interesting things.  You know what quite honestly Oreos real time marketing staff 
is so sexy. 
 
Rick:  Yeah. 
 
Morgan Johnston:  But there's something more impressive about it and it's not 
necessarily that they're responsive to what's happening in real time.  It also shows 
responsiveness to what their customers are talking about.  So you look at the two 
examples that I think of all the time are you know obviously the Super Bowl and the 



Oreo ad at Super Bowl, but what was so impressive about that wasn’t that they were 
claiming onto something that was in pop culture, it was in something that everyone was 
talking about and how they did that responsibly and then you turn it over and you look at 
what's happening with like the Oscars– 
 
Rick:  Yeah, just the opposite. 
 
Morgan Johnston:  – where everyone tried really hard to jump on every little touch 
point.  They weren't paying attention to what their audience was actually interested in or 
actually talking about, so it's an acknowledgement of the real time conversation, the real 
time site guys rather than just the real time aspect, the real time event. 
 
Rick:  Yeah, and not trying to force it. 
 
Morgan Johnston:  Yeah, absolutely.  It had to be the right fit.  It could just be let's 
throw everything at the wall and hope that something sticks. 
 
Rick:  Right, right.  Those are two examples that have really, have come up a lot here on 
the show and I just love those examples because they're such good use of or such good 
examples of brands really using social really well, as you mentioned within pop culture, 
but yet at a time or at the right time in using it correctly, so those are – I love those 
examples.  So Morgan, thank you so much for being on the show today.  I really really 
appreciate it.  Where can people connect with you?  Where can they connect with the 
JetBlue brand? 
 
Morgan Johnston:  Well, you can always feel free to follow @JetBlue on Twitter or 
JetBlue on Facebook.  You can follow me personally @mhjohston on Twitter– 
 
Rick:  Okay. 
 
Morgan Johnston:  – and I'm always hanging around on the JetBlue Facebook page as 
well. 
 
Rick:  Awesome.  I will be sure and I'll link those, I'll have those links in the show notes 
so people can easily find those and go follow both you and JetBlue Airways so Morgan 
again, I really appreciate you being on the show.  Thank you very much. 
 
Morgan Johnston:  Oh, it's absolutely my pleasure.  Thanks for having me Rick. 
 
Rick:  Okay Morgan, bonus question for you here, so what are the trends in social media 
that you're seeing for the next say one or two years and then how do you see these trends 
affecting small business? 
 
Morgan Johnston:  All right.  The one that I'm seeing over and over again is this 
hyperlocal geolocation, geofencing sorts of interests.  The idea of social media in a 
geographic location is really interesting. 



 
Rick:  Yeah. 
 
Morgan Johnston:  You'll see it when it changes with the Foursquare lately.  You'll see 
it wrapped around geofencing and more and more people talking about mobile marketing 
or shared communal experiences.  This idea of social sharing around a location is going 
to be huge and it's such a great opportunity around events, around businesses, brick and 
mortar businesses that are looking for how do we capture the audience that’s coming 
through the doors and giving them the voice to share what's happening in the store. 
 
I think that’s so much – I think it's so fascinating to see what's happening there and for us 
from our location standpoint when you’ve got, you know, 80 cities on the board, we're 
really excited to see what's going to happen down the road as we start showcasing our 
cities not just our people. 
 
Rick:  Mm-hmm.  Now you guys once did a thing and you guys we're using I believe if I 
remember correctly Facebook places where you had people check into whatever city they 
are in and they were gaining, you know, JetBlue points or something like that, so is that 
kind of what you're talking about with where businesses can use sort of like you know 
people coming through the door as you mentioned, kind of a check in and then leveraging 
that check in for other things? 
 
Morgan Johnston:  I think that’s absolutely an opportunity.  Unfortunately, Go Places 
which is the thing you're talking about died a little bit with some changes to Facebook’s 
application process.  However, the idea is still very very sound and the idea of not just, 
you know, how you're getting people who are in your location, but how are you changing 
the delivery of what you're telling them based on where they are or how are you finding 
ways to curate the content that’s being generated around your location and showcasing 
that to a larger audience. 
 
Rick:  Yeah, that’s really cool. 
 
Morgan Johnston:  Yeah.  It's one thing to show like the photos that you’ve taken or 
you have professionally done is something else entirely to be able to show the photos of 
your customers on a day to day environment without the polish of a professional 
photographer.  It shows something more authentic about who you are as a company. 
 
Rick:  Yeah, yeah, I agree.  I'm really excited about that trend and I'm excited to see what 
kind of how that evolves and where that goes. 
 


