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Kerry O’Shea Gorgone:   Welcome to Marketing Smarts, a podcast brought to you by MarketingProfs. I’m your 
host Kerry O’Shea Gorgone. Thanks for listening.  

 
 As always, we’d love to know what you think of the show. Please do leave us a comment on our 

website, write us a review on iTunes, or reach out to me on Twitter @KerryGorgone. 
 
Today on Marketing Smarts we’ll welcome back Jay Baer. He’s a well known business strategist, 
keynote speaker, and The New York Times bestselling author of five books, including his most 
recent book Hug Your Haters. Jay has advised more than 700 companies, including Caterpillar, 
Nike, Allstate, and 32 of the Fortune 500. He is also the founder of Convince & Convert, a 
strategy consulting firm that helps prominent companies gain and keep more customers. 

 I invited Jay back to Marketing Smarts to talk about his new book Hug Your Haters, described as 
the first ever customer service book for modern times it is based on extensive proprietary data 
into the science of complaint; how people complain, where they do it, why they do it, and what 
your business should do about it. I’m glad to have Jay back with us today.  

 Jay, thanks so much for talking with me. 

Jay Baer:   Kerry, it is fantastic to be back on the show. I would like to talk to you every day, let’s work on 
that.  

Kerry: Every day, we could do it. We could do a two minute podcast every, Jay and Kerry Today.  

Jay: It could be kind of like a Regis and Kelly kind of thing.  

Kerry: But who’s Regis?  

Jay: Me, I’m getting pretty old.  

Kerry: Okay, then I’ll be Kelly where she never ages.  

Jay: It’s amazing, formaldehyde.  

Kerry: Which I imagine has generated for her some haters, which is a nice tie in to your newest book 
Hug Your Haters.  

Jay: We could have looked that up and we could have actually brought to the show anti-Kelly-Ripa 
sentiment analysis, but I was not fully prepared.  

Kerry: That would be the easiest Google search ever, it would probably yield 1,200 haters right off the 
top.  

Jay: Everybody has haters – me, you, Kelly Ripa, the Rege, everybody. What’s tricky about it in this 
world is that an increasing share of those haters and complaints are online where they’re out in 
the open. What I talk about in the book is that customer service now is a spectator sport and 
that has changed the game for everbody. 

http://www.marketingprofs.com/podcasts/
http://www.marketingprofs.com/podcasts/
http://itunes.apple.com/us/podcast/marketing-smarts-from-marketingprofs/id468650101
http://www.twitter.com/kerrygorgone
http://www.convinceandconvert.com/
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Kerry: You realize this is your fault. You wrote YOUtility and you told everybody you have to answer 
questions online and be available, put yourselves out there.  

Jay: Now you’re out there. You’d think it would be a two book series, but I’m not actually that smart. 
It wasn’t like Girl with the Dragon Tattoo and Girl with the Customer Service Problem.  

 You’re right, YOUtility talked about everybody getting online and now that everybody is online 
they’re like, “Hey, wait a second. It’s way easier for me to complain about whatever on my 
phone using this app than it is to email or call.” Not to mention that you have the obvious time 
efficiencies there.  

 As I’ve mentioned sometimes on stage when I talk about these themes, the customer service 
industry is singlehandedly keeping Michael Bolton in royalties, the only time you hear smooth 
jazz is when you’re on hold and nobody likes that. It’s way faster to complain online.  

 I’m sure you’ve had this experience, Kerry, I know I have and I would guess almost every single 
person listening to this show has had this experience or certainly knows somebody who has had 
this experience where they complained via a legacy channel (telephone, email, whatever) and 
they’re like, “That’s really not what I wanted to hear.” So then they went to social media and 
they took it public, maybe Yelp, took something that was private and turned it into public and 
then all of a sudden they get better treatment. Every time that happens to a customer, the next 
time they have a challenge are they going to call? Hell no, I’m going right to social media first 
and cutting out the middle man. 

Kerry: I get livid if I have to call. If there is no other alternative but to call I’m already more irritated 
than I would have been if they had just let me click a button. 

Jay: You are what we call an on-stage hater, somebody who complains in public, but you’re 
absolutely right. The research shows that people who have had a successful digital customer 
service interaction feel like, “I’m never going back.”  

 You and I are not kids anymore. You think about what life is like for today’s kids. I had a graphic 
today on Facebook that says that tomorrow’s customers will look at the telephone the way we 
look at a butter churn. That’s exactly right.  

 I have two teenagers at home, they both have smartphones. For them it’s the worst name of a 
product ever because of all the functions of that device the one function they have literally no 
interest in whatsoever is the telephone. You can’t force my son to use the phone. They’ll text, 
they’ll SnapChat, they’ll Instagram, and they’ll Twitter, all of that hundreds of times a day (quite 
literally), but the telephone is not of interest.  

 I refuse to believe that at some point they’re going to be in business, out of school and in their 
first cubicle, and they’ll be sitting there in their cubicle saying, “I have really missed out on the 
joys of telephonic communication, I’ve missed the boat on this. I want to embrace this 
technology that my great grandparents loved.” 



MARKETING SMARTS PODCAST | TRANSCRIPT 
Your Customer Service Needs Some Serious Help: 'Hug Your Haters'               

with Jay Baer  

 
 

  
 

Copyright © 2016 MarketingProfs LLC 

 The game is over. If you still have a “call center,” you need to get with the program right now 
because the folks answering the phone are going to have to find something else to do. 

Kerry: Then am I to believe that the people (us and the kids, because we’re hip and we’re with it) are 
the on-stage haters then the off-stage haters are the ones that still use the phone or mail?  

Jay: Phone and email, off-stage as we define in the book.  I should just say that this book is unlike 
most business books and certainly unlike most customer service books in that it is based on a 
tremendous amount of proprietary research.  

 I partnered with Tom Webster from Edison Research, a friend of the show and a friend of all, 
and we put together this colossal research project on the science of complaint; who complains, 
why they complain, where they complain, and how. We found that there are two types of 
haters. There are on-stage haters who complain in public, primarily on social media, review 
sites, discussion boards, and forums. Then you have the off-stage haters who complain in 
private, typically telephone or email, on occasion it might face-to-face but that’s mathematically 
unlikely. 

Kerry: Did you find that they’re motivated differently? 

Jay: Totally. This was one of the most interesting findings in the entire project. I think one of the keys 
to the book is that demographically they’re slightly different. You’re off-stage haters are a little 
older, a little less social media friendly, a little less tech savvy, etcetera. But, the demographic 
differences aren’t really significant. What’s incredibly important is the expectation differences.  

 People who complain off-stage via legacy channels, phone and email, they want, they expect, 
they anticipate an answer. 90% of the time if somebody complains by phone or email they 
expect a business to get back to them. I’m sure that’s true of you, if you took the time to email 
somebody or if you took the time to call and waited on hold and left a voicemail you would fully 
anticipate they would get back to you eventually. It’s just the social contract, it’s how business 
has evolved over the last 20 years since the invention of email. 

Kerry: They better.  

Jay: Exactly. Conversely, if people complain on-stage via social media, review sites, discussion 
boards, they don’t necessarily expect an answer. What they want is an audience, what they 
want is group empathy, what they want is all their friends to say, “That totally sucks, I can’t 
believe that happened to you.” That’s they dynamic that they’re looking for. In fact, our 
research found that only 47% (less than half) of people who complain in public expect a reply at 
all.  

 This, my friends, is the massive opportunity for business and why I wrote this book. If you hug 
those on-stage haters, the people who complain in public, the people who probably you are 
ignoring now – one-third of complaints are ignored now and almost all of those are online – if 
you actually take the time to find them and answer them it has a massive impact on customer 
loyalty and customer advocacy. It is a tremendous opportunity for businesses of all shapes, 



MARKETING SMARTS PODCAST | TRANSCRIPT 
Your Customer Service Needs Some Serious Help: 'Hug Your Haters'               

with Jay Baer  

 
 

  
 

Copyright © 2016 MarketingProfs LLC 

sizes, and descriptions to differentiate themselves from their competition just by paying 
attention to on-stage haters in a way that they’re not today.  

Kerry: Why does advocacy matter? Is there a dollars and cents value to advocacy?  

Jay: There is. It varies based on industry. One of the stats we use in the book is a great research 
project about this – it wasn’t from our research, but it’s a respected study – that found that just 
for example small business banking customers, an advocate of that business is worth $2,500 a 
year more than a detractor of that business.  

 I think while it’s sometimes difficult to put an exact dollar figure on advocacy we all know that 
advocacy is important. That’s why we talk about Net Promoter Score and other measures of 
advocacy. We want customers to be happy with us and tell other people about us, as opposed 
to being unhappy with us and telling people that.  

Kerry: You call it the hatetrix, when you look at the hatetrix you have off-stage haters and on-stage 
haters. Do you find that businesses are tempted then to ignore the off-stage haters because no 
one is going to hear what they have to say anyway? 

Jay: That’s a really interested perspective and nobody has ever asked me that. We do not see 
evidence of that today very much. This idea that if we’re going to ignore somebody, why don’t 
we ignore the email guy because no one is going to know if we ignore them, that is a 
Machiavellian concept. I’m glad that you mentioned that, and I would expect nothing else from 
you.  

Kerry: Now you know I’m evil, great. 

Jay: I think it’s your attorney side cropping up. But we don’t see any evidence of that. We still see in 
almost every case companies locked into this legacy mentality of the telephone and email are 
more one-to-one so they’re more important so we have to make sure we handle those. 

 The Hug Your Haters recipe, the advice in the book, is to answer every complaint in every 
channel every time. What actually happens today in practice is businesses answer almost all of 
their phone and email but online they answer some complaints in some channels when they feel 
like it or they get around to it. It makes perfect sense that ultimately you should see that 
behavior shift on the business side, especially because it’s so much less expensive to address a 
customer in social media. It’s approximately $1 to answer a tweet and it’s $8 or more to answer 
a phone call, so at scale if you do the math on that it’s a lot. 

Kerry: But companies do try to parse out who they’re going to respond to and who they aren’t. 

Jay: They do. 

Kerry: They at least maintain that they cannot answer every complaint in every channel every time. 

Jay: Sure they can. What happens is that’s where you get the whole Klout score phenomenon or 
similar measures of influence where maybe you’re thinking this person has a lot of followers or 
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a lot of whatever that stands for influence and therefore we should answer them quicker or at 
all.  

 You also see in some cases more advanced companies that can actually track a customer online 
to a customer database and tell you what the lifetime value of this customer is. Airlines and 
hotels, for example, have perhaps the easiest time of this because in many cases you’re in their 
loyalty database. They can see whether you’re Platinum or Plutonium or Tin or Sand or 
whatever level you may be and they can address you accordingly.  

 I do not believe that will ultimately succeed. We’re getting to the point now where your 
customers will expect an answer in social media. It’s not here today, but it will be here. At that 
point you’re not going to be able to pick and choose.  

 When companies say they can’t, they don’t have enough resources to answer everybody online, 
that’s categorically untrue. They just choose to not spend those resources.  

 One of the stats that I think is really important to recognize is that each year globally we spend 
about $500 billion on marketing and about $9 billion on customer service. This is despite the 
fact that you learn on the first day in business that it makes more sense to keep the customers 
you already have than to continue to get new customers and fill that metaphorical leaky bucket. 
Yet nobody actually runs their business that way, even though we know that’s the right way to 
run a business. 

 When people say “we don’t have the resources,” I say, “You do have them, you just choose to 
not spend them that way.” That is a choice, that is not a static phenomenon, you are choosing to 
ignore your customers because you do not think it’s worth the money to address them online, 
and that is wrong; it is worth it.  

Kerry: As you state in the book, 88% of consumers trust online reviews as much as they trust personal 
recommendations, so they’re putting a lot of stock in these sometimes really negative reviews.  

Jay: Or positive.  

Kerry: Or positive. I’m a glass half empty kind of girl because I’m a lawyer. 

Jay: I understand how that can be. Look at this way, wind back the clock a little; when I started in 
business we didn’t have email. 

Kerry: What did you do, yell? 

Jay: Yeah. You were on the phone all day or you would actually get up out of your chair and walk 
across the office to talk to somebody. It was an amazing time. 

 Every business in the world had to then make time to send, receive, and answer email. When 
email first came out, I can tell you firsthand because I was there, what people said was, “We 
have the time or the resources to answer email from customers.” Guess what? We figured out a 
way to do it.  
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 This is just the next evolution of the same thing. Businesses have to address their customers in 
the form and the channels of their customers’ preference, not of the business’ convenience. 
One of your competitors are going to say “we’ll answer customer questions anywhere, we don’t 
care where” and that competitor is going to eat your lunch.  

Kerry: Is there a business that gets it right? You’re saying that people need to answer every complaint, 
every channel, every time. Is there a business that is doing that now? And what kinds of benefits 
are they seeing?  

Jay: There really are. I really went to great pains in the book Hug Your Haters to include tons of case 
studies and examples with businesses of all shapes and sizes. It’s not a book for small business, 
it’s not a book for enterprise business, it’s a book for all businesses and I really tried to cultivate 
it that way. There are international examples, U.S. examples, Canadian examples, etcetera. 

 If I asked you right now who was really good at social media customer service, just for a second 
think about who is really good at social media customer service, you could probably come up 
with a couple of names right away, right?  

Kerry: KLM, I just want to fly KLM and I have no reason to.  

Jay: KLM is amazing. The challenge is that you can actually come up with somebody and you 
shouldn’t be able to. The fact that everybody can come up with an example means that they are 
rare.  

 Here’s my hope for the impact of this book. I hope in two years when I say, “Who is great at 
social media customer service?” you can’t come up with a name because so many businesses 
are that it just becomes the way business is done. 

 80% of businesses think that they deliver superior customer service – 8% of their 
customers agree. That is a huge problem.  

 It’s actually a real challenge writing a book about customer service because everybody thinks 
they’re already good at it. Nobody walks into the conference room and says, “You know what 
we suck at is customer service.” Those words have never been uttered even by companies who 
clearly suck at customer service.  

 Everybody thinks they’re good at it, which makes it hard to write and market a book about this. 
“I’ve already got that covered, why would I read a book about that?” Trust me, you do not have 
it figured out. And if you think you have it figured out today, it’s changing so fast under our 
noses with all these channel switches and new technology that you’re going to be caught 
flatfooted very quickly.  

 The good news is there are incredible examples. I can give you a small example or a big example, 
your choice. 

Kerry: Let’s take a big example. 
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Jay: I will say KLM, since you actually mentioned KLM. I think they are the best customer service 
group online in the world for big companies. There are lots of contenders, but I think they’re the 
best. KLM is the airline of the Netherlands, they’re based in Amsterdam. They do a lot of flights 
from one point in Europe, connect in Amsterdam, go somewhere else. Warsaw to Amsterdam to 
Oslo.  

 You may remember a few years ago where there was this huge Icelandic volcanic eruption and it 
grounded all of the flight in the Europe because nobody could fly with this huge ash cloud. KLM 
were besieged by customer complaints and customer questions, like “How do I get to this 
wedding? How do I get out of Warsaw?”  

 They were of course not prepared for that kind of volume. Who would be? They had this 
emergency meeting and said there were two options. “We can either try to answer the most 
acute problems or the ones with the highest number of frequent flyer miles, or we can just 
answer everybody, find a way to do it, add the resources and figure it out. Let’s remember one 
thing, if we answer everybody and we make that kind of commitment to customer service in 
social media and online we can never go back, we can never put that genie back in the bottle.”  

 Because you can’t very well say to your customers down the road, “Great customer service in 
times of volcano only.” You can’t do that, that’s not something that is going to work. So they 
said, “It’s the right thing to do, let’s do it,” and they actually created the resources. Pilots 
couldn’t fly, flight attendants couldn’t attend, baggage handlers couldn’t handle, so they had 
people. They just got a bunch of card tables and laptops and said, “Start answering.”  

 They answered everybody and that was the beginning, the genesis of the program they have 
today where they have well over 150 full time social media customer service people. They 
answer some 60,000 customer complaints and inquiries every week, they answer 24 hours a 
day, and they do it in 13 or 14 different languages. If you tweet them at 3:00 AM in Turkish, 
they’ll get back to you by 3:15 in the morning in Turkish, which is pretty remarkable. 

 In 2015 they sold ‘on accident’ $25,000,000 worth of airline tickets. This is a customer service 
team, it’s not a sales team or marketing team, but in the process of helping people, “We have a 
flight to do that, here’s a link,” they accidently sold $25,000,000 worth of tickets. It’s revenue 
positive as a customer service team.  

 When I say customer service is the new marketing, A) I mean it, and B) that’s the kind of the 
thing I’m talking about.  

Kerry: One of the other things you talked about was how you’re able to take a detractor and turn them 
into an advocate and the value that has. Have you seen programs that even smaller businesses 
could adopt?  

Jay: If you’re going to take somebody who hates you and turn them into somebody who likes you or 
at least get them neutral, the first step of course is to listen and then to respond. That sounds 
self evident, but most people don’t even do that.  
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 There is remarkable research that shows (this is not my research, but it is widely known in the 
industry) that if somebody has a problem with your business and you successfully solve that 
problem they become more loyal to your company than if they had never had a problem at all. 
Think about that. It almost makes you want to create problems and then solve them. 
Psychologically it’s like “we’ve been in this together and you solved it, therefore I love you” is a 
really powerful psychology.  

 That’s not always going to happen. You’re not always going to be able to flip somebody from a 
detractor to an advocate. But if you can flip somebody from a detractor to neutral, great, that is 
a terrific and admirable outcome. 

 One of my favorite examples of a company that does that kind of thing really well is a smaller 
business called Fresh Brothers Pizza. They have 14 locations in Southern California and they are 
particularly good at review sites, which is so important for restaurants, Yelp, Trip Advisor, Urban 
Spoon, etcetera. Their owner Debbie Goldberg, even though it’s a 14 store chain, still answers 
all of them herself.  

 If somebody has a positive experience and leaves them a four or five star review, she answers 
back even to the positive ones, which is how you stoke advocacy, and she says, “Thanks so 
much. I’m really delighted you had a great experience with Fresh Brothers. Could we send you a 
gift card so that you can bring a friend with you next time?”  

 If somebody has a negative interaction – three, two, or one stars – she answers back, “I really 
apologize. We’re going to work on these things and make sure the store manager knows. By the 
way, can we send you a gift card so that you’ll give us another chance?”  

 You might think it sounds like she’s giving out a lot of gift cards, maybe she could get scammed 
by people just trying to get free gift cards. They keep track of it, they have a database. 
Ultimately, as she told me when I interviewed her for the book, “So what? It’s the cheapest and 
best marketing we could ever do. Do you know how many people look at Trip Advisor, Yelp, and 
Urban Spoon for restaurant recommendations in Southern California? We have all these people 
saying ‘thanks so much, I can’t believe you gave me a gift card, I am going to give you another 
chance.’ That costs us nothing compared to print, radio, TV, internet, and Facebook ads. It’s the 
best marketing we could possibly do.” 

Kerry: You mentioned another business that targeted specifically people who complained and said to 
them, “You’re noticing a lot of things that we don’t even notice. Here, start going places and 
we’ll pay for you to be our secret shopper.”  

Jay: This is one where every time I talk about this it’s a total shake my head moment where people 
are like, “Damn, why didn’t I think of that?” I always tell people to steal this idea and put it into 
practice tomorrow. It’s another restaurant example from Le Pain Quotidien. 

 Le Pain Quotidien, often abbreviated LPQ, based in Brussels. They have about 220 locations, 
they’re bakery and café kind of places. They have some in the U.S., mostly in the northeast. They 
have a director of customer experience, her name is Erin Pepper. When she started at the brand 
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here’s what she said, “My goal as the director of customer experience is to triple the number of 
complaints.” Think about that. She wants to triple the number of complaints.  

 Typically at a 99% interval somebody in her position would say their goal is to minimize 
complaints, because if we have fewer complaints we’re doing great. She looks at it the exact 
opposite, she goes to great lengths to make sure customers who have any sort of feedback 
actually deliver that feedback. They have all kinds of table tents, signage, emails, and they’re 
always nudging customers to give them feedback even if it’s negative. I think it’s a fantastic and 
amazing philosophy. 

 That’s great, but when she does get complaints she first says, “We’re really sorry we 
disappointed you and we’re going to tell the store manager.” She doesn’t do the gift card thing, 
but she does apologize in public, which is the right way to handle it because, again, customer is 
a spectator sport. Then what she does in many cases is truly fantastic, she addresses those 
haters a second time in private, using some sort of private messaging function on the social 
media or review site.  

 She hits them with a private Yelp message, for example, and says, “I’ve been thinking and you 
are a particularly perceptive customer. You see things that other customers simply do not see. 
You’re the kind of customer who can help us be great. With your permission I’d like to send you 
two gift cards a month and with each of those gift cards I would like you to go to a different Le 
Pain Quotidien location and upon the completion of your visit I’d like you to click this link and fill 
out this detailed survey of your experience with us. Your feedback will be so treasured and so 
valuable to our brand.”  

 And it totally works. She has like 150 of these secret shoppers now visiting all the time and 
giving her these massively detailed accounts of their experiences. Total cost of that program = 
gift cards. She successfully turned hate into help, and I think that is pretty commendable. 

Kerry: I’m thinking about how much time they’re now investing in the business. They’re very unlikely to 
try and cut it down in public now because now they’re invested.  

Jay: Free market research, now they’re on the team. 

Kerry: One thing you mentioned when we were talking about on-stage haters was forums. I 
immediately thought, “Forums are still here?”  

Jay: Right. That attitude is so common. They were the original social media, forums were social 
media 1.0. The overwhelming majority of businesses completely and utterly ignore forums, but 
it’s a mistake because forums are where your best and most passionate core customers hang 
out.  

 If you sell cameras, your best customers are all over photography forums. If you sell furniture, 
your best customers are all over furniture forums. If you sell cars, your best customers are all 
over car forums. Etcetera. It’s where the true advocates for the brand actually interact with 
people who have a similar mentality.  
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 Businesses who take the time to actually participate in forums like that have a huge leg up on 
their competition. One of the keys is to do it with a real person and have the same person over 
and over. Don’t rotate through and say today Julie is going to be in this forum and tomorrow 
Bob is going to be in that forum. Assign a forum to a specific person and just have them be part 
of that culture and answer questions any time they pop up, address complaints, stoke advocacy. 
It is a really powerful opportunity. 

Kerry: I saw also that you have this fix your business two reply rule. Does that apply to forums and 
every channel? 

Jay: Everything. It’s Jay Baer’s rule of reply only twice, which says that you never ever reply to a 
customer – positive or negative – more than twice in public, because it’s a waste of time and it’s 
very easy to get sucked into a tit-for-tat vortex of negativity which will not help you.  

 If somebody says, “I hate you,” you answer back, “I’m terribly sorry we disappointed you.” They 
say, “No, I really hate you,” you answer a second time, “Apparently we’ve done something 
terribly wrong. We would love to talk to you about this in greater detail. Please 
email/call/private message us so we can talk about this with a greater level of nuance.” Then if 
they come back a third time you just walk away.  

 You do not need to answer a third time and you should not. You’re not going to win that person 
over. You’ve already given them two opportunities and if they haven’t taken the bait they’re not 
going to take it on the third, fourth, fifth, they’re just looking for a fight, they’re picking a fight.  

 Yes, of course you would like to take that detractor and turn them into an advocate, that would 
be awesome. But more importantly with on-stage haters, more importantly online, is all the 
other people that are looking on, the spectators. You have demonstrated that you listen, you 
have demonstrated that you respond, you have demonstrated what your values are. You don’t 
need to wrestle this person to the mat. It’s not going to work and it’s not going to help. 

 Reply twice, turn your back, walk away.  

 Every time I talk about Jay Baer’s rule of reply only twice people come up to me, or I’ve had this 
myself in my own life, “Man, I really wish I would have followed that advice this one time I got 
into this whole flame war.” Everybody has done that, everybody has gotten sucked into the 
vortex of negativity. If you just say here’s the rule, we try twice and we walk away, it is a 
fantastic rule to follow. 

Kerry: At the end of every episode I try to come around to a segment called Anything But Marketing. 
For you, I’m going to ask you about your new puppy. 

Jay: Oh, yes. We swore we would never get another puppy, but I think it was PTSD, we forget and 
sort of blocked out what it was like to have a puppy. It had been 11 years since we had a puppy 
and we were like, “Sure, we can get a puppy. How hard can it be?”  

 She is fantastic, her name is Marigold and she’s a Cavachon, which is part Cavalier King Charles 
Spaniel and part Bichon Frise. She’s very sweet. As puppies go, she is very good. She’s either 
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pretty smart or our other dog is even stupider than we thought, or both, I’m totally sure which it 
is but there is a stark contrast between the two animals.  

 She is joyful and it’s great to have her in our household, but it requires a level of persistence 
vigilance which I was not fully prepared for. My poor wife is actually here all the time, whereas 
I’m on the road most of the time, so she is very much the eagle-eye on the puppy (God bless 
her). 

Kerry: It’s like monitoring all your channels. 

Jay: Social media monitoring with a live animal. It is something, yes. 

Kerry: Is she going to help you with your marketing, are we going to see puppy pictures now in posts?  

Jay: I kind of feel like that is a little bit craven, but because you’ve recommended it here on the show 
absolutely I think I’m going to have that. The actual Hug Your Haters book arrives here at my 
home pretty soon, so I may have to have a picture of Marigold holding a book to trigger that 
puppy viral effect.  

Kerry: Nothing is more huggable than a puppy.  

Jay: This is a true story. I got the puppy two weeks ago and I took a picture an hour or so after we 
got her and posted a picture to Facebook, “puppy acquired.” I have posted some things to social 
media in my day, but that puppy photo got more likes than any other single thing I’ve posted to 
Facebook in my entire life. I guess it’s true, puppies work. So now what we’re going to do is buy 
every Convince & Convert client a puppy and tell them, “Whatever you’re trying to sell on social 
media, just use the puppy and that’s our advice as consultants.” 

Kerry: Think about all the money you’ve spent on custom research, you could have just saved it all and 
commissioned a puppy photo shoot.  

Jay: Maybe that will be the next book, Hug Your Puppy.  

Kerry:  Jay, where can people learn more and get their copy of Hug Your Haters?  

Jay: Hug Your Haters is officially released on March 1, however if people go to HugYourHaters.com, 
which is the official site for the book, and buy the book from me, in the U.S. or Canada I will ship 
it for free and you’ll get instant digital access to it before the book is actually released, and there 
are all kinds of special bonus offers. Free stuff, webinars, signed stuff from me, amazing I Love 
Haters socks which you get if you buy a few copies from me. Go to HugYourHaters.com to but it 
now and then as we get closer on Amazon or all of the places that books are acquired these 
days. 

Kerry: Does it come with a puppy?  

Jay: It does not, but maybe we could raffle her off if we get tired of her.  

http://www.hugyourhaters.com/
http://www.hugyourhaters.com/
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Kerry: Oh no. Jay, thanks so much for talking with me. Don’t you dare sell that puppy. 

Jay: I’m not going to sell her. Thanks, my friend. I’m going to send you a picture so you can put it in 
the show notes. 

Kerry: Yes, please do.  

 For more information about Jay visit JayBaer.com. Learn more about Hug Your Haters at 
HugYourHaters.com. You can also follow Jay on Twitter @JayBaer. 

 Thanks for listening here to the very end. This has been the Marketing Smarts podcast, brought 
to you by MarketingProfs. I’m your host Kerry O’Shea Gorgone. Talk with you next week. 

http://www.marketingprofs.com/podcasts/2016/29361/hug-your-haters-jay-baer-marketing-smarts
http://www.jaybaer.com/
http://www.hugyourhaters.com/
http://twitter.com/jaybaer

