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Kerry:   Welcome back to Marketing Smarts, a podcast brought to you by MarketingProfs. 

I’m your host, Kerry O’Shea Gorgone. Thanks for listening. Today on Marketing 
Smarts, I’ve invited Gary Vaynerchuk to talk with us about his new book Jab, 
Jab, Jab, Right Hook. Gary grew his family’s wine store from $3,000,000 to 
$45,000,000 in just a few years by creating WineLibrary.com, one of America’s 
first wine websites. 

 
 He’s now CEO of Vayner Media, a social media marketing agency that helps 

Fortune 500 companies like GE, PepsiCo, Hasbro and the New York Jets to 
succeed in social media and digital marketing. Gary is also a best selling author. 
He wrote The Thank You Economy and Crush It!: Why Now Is the Time to Cash 
in on Your Passion. 

 
 I’m excited to talk with Gary about Jab, Jab, Jab, Right Hook: How to Tell Your 

Story in a Noisy, Social World.  We’re glad to have Gary with us today. Gary, 
thank you for joining us. 

 
Gary: Thanks for having me, Kerry. 
 
Kerry: First, let’s talk about why you wrote Jab, Jab, Jab, Right Hook, because you 

weren’t planning on writing another book so soon after Crush It!, is that right? 
  
Gary: Yes, and there’s actually even one in between, Thank You Economy. After that 

one, I thought, “Okay, I really don’t need to be writing another book. Maybe I’ll 
write one more in my life. I’ll call it How I Bought the Jets and then I’ll be on my 
merry way.” For all of you that are listening but don’t know, I want to buy the New 
York Jets one day. That’s why that’s the title. 

 
 Kerry, what basically happened with this one was a little bit more similar to Crush 

It! than Thank You Economy. I realized that the work we were doing in my 
agency, Vayner Media was work that no body else was doing and we were 
starting to see real results.  

 
 Understanding that the book writing process is long, I tend not to want to write 

books because I feel that by the time it comes out it won’t be relevant. But based 
on my career, some of the stuff that has happened where I have done things two 
or three early, I knew this focus on micro-content was very early. I felt, selfishly, 
I’ll be honest with you, that I could be one of the voices around it. That was a 
motivation.  

 
 I haven’t said this in any other interview but I’m going to give it to you because I 

really like this audience. Another weird reason I wrote this, and this is quite 
selfish as well, I guess, is that I was reading the reviews one night of Thank You 
Economy and Crush It! and I noticed people were talking about that the books 
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were “whys” and not “hows.” I felt like I was ready to write a “how-to” book. This 
book is very much a manual with the 86 case studies.  

 
I wanted to put my stake in the ground of, “Hey, I know this stuff and I think I can 
bring value.” And any time that you feel that you can bring extensive value, it’s a 
good value proposition for you and your audience. It just felt right. 

 
Kerry: Two things. First, I know you’re going to buy the Jets and I wonder how you are 

already planning how to market the team when you get it. Second, this book is 
extremely actionable. I was looking through it and it’s like a how-to guide for all 
the different networks, which of course makes me think that you are just going to 
rewrite it in a year. 

 
Gary: That’s a funny point. I don’t know if I’m going to rewrite it but one thing that I am 

going to do is to use this book as a launching pad for me to blog more often in 
critiquing micro-content. You’ve got me pegged right on that. I feel as though a 
lot of my success comes from the fact that I know what kind of content to put out 
on which platform.  

 
I think it’s the biggest problem right now in social networks. I think the vast 
majority of people that are listening to this right now use social networks as 
distribution, so they put the same picture or the same link on every platform. I 
think there’s a real science behind it and I’m focused on it. 

 
Kerry: So the team. What are you going to do differently when you get it? 
 
Gary: I’m probably going to eat a lot about my dog food that I wrote about in this book, 

but probably even more than what I wrote about in Thank You Economy. I’ve got 
a couple of secret things. I’ll tell you the one that I am definitely going to do. 
When I buy them, I am definitely going to send a Jets jersey to every boy and girl 
when they turn eight years old to try and use that surprise gift in the mail as the 
gateway to them becoming a fan. 

 
Kerry: Really? Well, I’m from Boston. My son is seven and a half. Am I off the list then? 
 
Gary: I am sure he’s very deep into Patriot love, which hurts my feelings. Yes, I’m going 

to try to focus on where I can win. I have enough problems in trying to convert 
people from being Giants fans. To send Jets jerseys to Boston, I’m not sure how 
good the ROI is going to be. 

 
Kerry: One thing that occurred to me as I was reading through the book is this. It has a 

lot of incredible examples and you get really in-depth with each platforms but 
companies can’t be everywhere. How do you recommend that companies decide 
where they need to be and how they need to participate. 
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Gary: I think we need to reverse-engineer what they are trying to accomplish. It 
depends on what you are selling. If you are B-to-B, all of a sudden, LinkedIn and 
Facebook become more obvious. If you’re B-to-C and you’re targeting females, 
Pinterest has to be part of the conversation. If you are B-to-C and you’re 
targeting the youth, Instagram and Tumblr have to be part of the conversation. 

 
 If you are not willing to allocate the resources, which are money and people, into 

creating content for all the platforms, you have to go through a reverse-engineer 
process of the places where you think your end consumers most live and spends 
their times. 

 
Kerry: So where are you seeing people getting this wrong most often? 
 
Gary: Oh gosh, in so many ways, which was a big reason why I wrote it. I think there’s 

so much wrong right now. First and foremost, I don’t think that people are 
allocating enough proper money, time or people to the concept of storytelling on 
social networks. I see a lot of people continuing to pour a lot of good money 
down the drain with banner advertising, pop-up ads, a lot of things that I think are 
diminishing in returns. 

 
 In the book, I talk about the depletion of open mails on email. I’ve built my wine 

business on email marketing. To watch what’s happened to email marketing, 
that’s changed. There is a lot that’s going on. So first and foremost, the mental 
allocation of money and people to actually create content is important. This isn’t 
community management. This isn’t saying “Hi” on Twitter. This is putting out 
content daily as a gateway to what you’re trying to actually achieve in a business. 

 
 So first and foremost, the mental allocation of resources is the first mistake. 

Then, I think the lack of respecting the platform. You know this, Kerry. Do you 
know how many people listening right now have their Facebook and Twitter 
account linked and when they push something out on one, it goes to the other? 

 
 There are very different audiences, there is very different psychology, there are 

very different ways to story tell on each of them. There’s a lot of automation that 
doesn’t bring value, so you’re just talking without bringing any value. Very 
honestly, I call it church and religion and I’m not even at the level of the detail of 
the church even though this book is that. I’m still worried about the religion. I’m 
still trying to get people to understand why this is important. Because the eyes 
and ears of all of our customers are going to these platforms and if we don’t 
figure out how the natively speak on them, we will not be relevant. 

 
Kerry: But that’s exactly why I love the book, because businesses that read it and learn 

from it now are going to have a first mover advantage over the ones that don’t. 
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Gary: I think so. I’m excited. Talking about first mover advantage, I have to dig this up. 
For everyone who has a little more detail or in the trenches, you know that if you 
post on Facebook, you can see the data of our posts at the top of your Facebook 
page when you’re on it. It shows you how many people you reached. This guy 
tweeted a picture and said, “Gary, look at my first two attempts at using some of 
the stuff I have learned in this book.” Both those posts had 40,000 people that 
saw the content whereas all the other ones around it had 20,000. 

 
 That excited me. This is someone who is actually reaching twice the size of his 

audience. This is something that I have been able to do consistently for my 
clients at Vayner Media through our work and that’s why I know it’s going to work 
for other people, whether they are a solo entrepreneur, a small business or a 
Fortune 500.  

 
 I am getting enormous gratitude over first mover advantage for the upside. So I 

want the people that take me serious and read my book first to be rewarded. 
 
Kerry: The principle behind the book which is “Give, give, give and then ask for 

something” seems so simple. Why do so many businesses still get it wrong and 
act like 19-year-old guys on a date? 

 
Gary: Thank you for using my favorite term. You know, Kerry, I think people are not 

patient. Do you know what is interesting to me than that question? It’s the people 
that give, give, give and then ask in life but then when they put their business hat 
on, they are in ask mode. I see some people like that. 

 
 Then what I am really worried about, and I know your audience pretty well and I 

know that there are a ton of great marketers that are listening to this right now, is 
this. The ones that really know social, I think, are crippled in the other way and 
they just give, give, give and don’t know how to ask. 

 
 I think because business has a time limit. People are trying to hit numbers and 

things of that nature and when you are running out of time, you start panicking 
and doing things that aren’t fundamentally correct. I really think that time is one of 
the reasons, because social is a patience game. When I started doing this stuff in 
2006, 2007, I was thinking about 2013, 2014, 2015. That’s why I think I’ve had 
those positive results. 

 
Kerry: But every channel that has sort of started to decline can still see an uptick if you 

add a social element 
 
Gary: Yes. And not only a social element, though that’s where I write and I appreciate 

quoting that. The more I think about it, even just a general thesis, I mean, I’ve 
started changing the way we email at Wine Library in the Jab, Jab, Jab, Right 
Hook. We went 15 years with only emailing offers and in 2014, we are going to 



Marketing Smarts, Episode 111 
Marketing Podcast   December 11, 2013            Guest: Gary Vaynerchuk 

  

 
Page 5 of 11 

Copyright © 2013 MarketingProfs 

email out information for the first time ever. Jabs, right? Or free trips to wine 
country. Jabs. 

 
 I think television, print, radio, email marketing and even banner ads which I really 

don’t like can still work. They do still work, not as well as they used to. I think they 
can have an uptick for you start applying the thesis of “How do I bring value?”  

 
 I mean, a banner ad that actually offers a download of some great content could 

actually do dramatically better. I just think we’ve gone away from any kind of 
value proposition to the end user and so that’s what I’m trying to teach people. 
Specifically social, where they become the distribution.  

 
 Let me explain. You put out a good piece of content, and you guys do this well. 

You put out a lot of content. If I put out a Facebook post right now that said “Six 
best Pinot Grigios for Christmas, that is going to do better than me saying “Buy 
Pinot Grigios at WineLibrary.com.” That’s the kind of stuff I’m talking about. 

 
Kerry: I’m just thinking about what I like to read myself because I’m a consumer and I 

think that lot of marketers forget to put their consumer hat one when they look at 
these things. There’s adding value and then there’s breaking through all the 
noise. Because my attention is splintered. You’ve actually said in different places 
that the second screen is actually the first screen and I watch television with my 
phone in my hand. 

 
Gary: That’s right. 
 
Kerry: So how can marketers tell a story that’s persuasive enough, give enough value to 

take my attention and hold onto it for long enough. 
 
Gary: Well that’s the whole darn book, right? That was what I wrote about, which is, 

“Where do you put primary colors? How do think about copy per platform?” I 
think the number one answer I can give to everybody here is to think about the 
reason the person is on the platform. Why is a 25 to 45-year-old female on 
Pinterest? 

 
 From the data I have collected and all of the science I have seen, I can tell you 

that she is on there with an intent to buy something or the aspiration to buy 
something. That is a very different reason why she is going through her phone on 
Facebook, which is to keep in touch with her life. 

 
 So when you’re making a piece of content for Pinterest, keep in mind the 

psychology, not the just the demographics. 
 
Kerry: How do you deal with resistance from a client who says, “Pinterest doesn’t work 

for us” but you know they are not doing it correctly. 
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Gary: Well if they are my client, that conversation gets proven out pretty quickly 

because we are being hired for strategy, then content. If you are not letting us do 
what we think is right, you shouldn’t be paying us and we are not going to work 
with you, right? That’s just the truth.  
 
If it’s other people when we are pitching new business or when I am speaking 
publically or it’s an individual, I’ll be very honest with you, Kerry, I have zero 
emotion in convincing anybody this stuff is real. As a matter of fact, it is inherently 
value for me for people to continue to not realize how valuable this is. 

 
Kerry: Let’s say marketers among our audience have people who maybe aren’t as 

familiar with the technology. How can they persuade someone to fund a 
campaign that they want to run. 

 
Gary: The way I did it at first was to give it away for free. One way you can persuade 

someone if you believe you know what you’re doing on Pinterest is to do some 
work on spec for a month that shows them some frontline early results that 
makes them want to reinvest. That’s what I did with Facebook and Twitter in 
2009 when I started Vayner Media. 

 
 I know that’s not the most attractive thing. If that’s not attractive for you then you 

could start getting on Google search and start doing some real research on 
people that have driven results through it. But there is an enormous amount of 
people that are converting traffic from Pinterest. There are a lot of reports out 
there of sales and intent to sell and people selling stuff through Pinterest.  

 
Pinterest ironically is probably one of the least concerns that I have because so 
many people have an intent to buy on that platform that we are seeing huge 
conversions. 

 
Kerry: What’s the worst marketing fail, in your opinion? You cover a lot of them. It’s like 

the fail blog for marketers actually in some ways. What’s your favorite failure? 
 
Gary: You know, that’s a great, great question. Goddarnit, Kerry. What’s the number 

one fail? Ultimately, I think the number one true fail is not recognizing the year 
we’re actually living in. I think you kind of hit on it. You stole my thunder. I also 
think I’m successful because I’m consumer first, then I think about business. So 
I’ll be able to tap into my own emotions and I would watch everyone else’s 
behavior. 

 
 A lot of the things we all believed in five years ago, email marketing, banner ads, 

all SEO, SEM, all these things are depleting. Forget about television and radio. 
All of these things are depleting because we are playing a constant game of cat 
and mouse with our consumer. It’s to not recognize the enormous amount of time 
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people are spending in social networks specifically or content platforms like 
Medium and things of that nature on their mobile devices, and then not taking 
that into consideration into storytelling properly in those platforms. 

 
 It feels a lot to me like what Blockbuster decided, what Borders books decided 

about the technology of the last generation. 
 
Kerry: Mobile is just taking off in a way that I don’t know if anyone could have foreseen 

back when my cell phone was the size of a brick and I could barely carry it. What 
do marketers need to be doing right now in light of the new mobile reality? 

 
Gary: They need to be thinking mobile first. For example, on redesigning 

GaryVaynerchuk.com, the first meeting, next week, is about how it’s going to look 
on mobile, long before we start talking about desktop. People are consuming on 
their mobile devices and they will continue to at a scale that will trump desktop in 
a substantial way. 

 
Kerry: Do you think there’s a limit to what people will be willing to do on a mobile as far 

as conversion goes or do you think they’ll just buy a racehorse through a mobile 
phone? 

 
Gary: Absolutely. I think people will buy a racehorse through a mobile phone. 
 
Kerry: So you really do need to design your website with mobile in mind first to make 

sure people can see that buy button. 
 
Gary: If you’re in eCommerce or any kind of conversion funnel, absolutely. 

Emphatically yes. 
 
Kerry: One of the things that you’re known for, one of your hallmarks really, is 

appreciating your fans. What tips do you have for companies that sometimes 
don’t have such a human face on their marketing in terms of interacting with their 
fans and cultivating a deeper relationship with them? 

 
Gary: I think one of the things that everyone needs to think about is this. We have been 

having a lot of success with GE and Dove, big brands that necessarily don’t have 
a human touch. It’s the extra mile. The best way that I can put this is this. If you 
can do for your fans/potential customers/customers the scenario that I am about 
to paint you on a random day at scale, you can really win. 

 
 When someone buys their wife flowers on Valentine’s Day, there’s some sort of 

emotional thing that happens, right? There’s some sort of value proposition. 
When someone buys their wife flowers on June 3rd, out of nowhere, that same 
exact transaction is enormously more valuable, right? That’s what I want 
businesses to do.  

http://www.garyvaynerchuk.com/
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 That’s what The Thank You Economy was about. It’s something I do all the time, 
which is that when you do something out of the ordinary, extraordinary, when it’s 
not expected, you get dramatically more value out of that transaction. I think 
people want to be surprised and delighted and I feel like there’s a lot of 
opportunity to do that at scale. 

 
Kerry: And that’s rare these days, to surprise anyone in any context anymore. It’s very 

rare because once you sync Google calendars with your spouse, it’s kind of over. 
 
Gary: You’re getting very techie/nerdy, but the truth is that if you want to be crafty, you 

just don’t put it in there. You put it in your Evernote or send yourself a reminder. 
There are a million ways. At some level, you could even do easier by surprising 
them if everyone is so synched to the Google calendar.  

  
 And the same with customers, right? How many of the people listening to this 

right now have spent 25 minutes just picking up the phone and just saying thank 
you to people. Why can’t you thank your customer for giving you business? 

 
 We call every single first time customer at Wine Library. Every first customer, 

eCommerce gets a phone call and gets thanked for their business. 
 
Kerry: A lot of companies don’t even get customer service on the other end of things 

correct in my regard. I have a correct or something and you talk to someone and 
it is like they are kind of uncomfortable. 

 
Gary: Yes. You are talking about something that really blows my mind. I am talking 

about customer service as an offense, you are talking about it as a defense, and 
people suck at that too. 

 
 The world is changing. Anybody who’s listening right now, just literally rewind 

your brain right now to ten years ago today. Think back to 2002, 2003. We’re in a 
post-911 world. Think about this. It was so different. Blackberries were “oh my 
god.” We didn’t have smartphones, we didn’t have the internet on our hand. You 
literally walked around the world and you did not have access to the internet. 
Now we all do at all times.  

 
Everything is different, where we spend our time, blogs, media sites. Politico, The 
Drudge Report, Perez Hilton, Buzzfeed. All these things. Thrillist instead of 
Maxim. All these things are being disrupted. We’re spending countless hours on 
Facebook, Instagram, SnapChat and Twitter. All these hours used to go 
somewhere else. As businesses, if we can’t intercept and get involved in these 
conversations, we’re going to be boxed out of the awareness cycle of our 
consumer. 
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Kerry: What role do you think real-life interactions continue to play? I actually saw you 
at SXSW interactive doing an information booth, one-on-one. That is an 
opportunity to surprise people with an opportunity for interaction that they never 
would have expected. How can businesses do that and do you think events and 
person-to-person interactions play a big role in marketing, even in the mobile 
era? 

 
Gary: I think the answer is yes. You are referring to the path that I stood in a booth for 

five hours and answered people’s questions because I tried to reverse-engineer 
“What’s the biggest thing that people want from me?” Leading up to SXSW, I get 
thousands of tweets that say “Hey, Gary, I’d love to say hi. I’d like to ask you a 
question about my start-up or this problem I have.” I said that the likelihood of 
this serendipity of us running into each other is a low, why don’t I create an 
environment where I can actually deliver on that promise or that request? 

 
 And that’s what I did. I think that real-life, just like the virtual world, just like social 

networks, digital, print or radio is in play to bring value to your customer and 
nothing should be boxed out. 

 
Kerry: I think the most difficult thing you had to contend with was that you were against 

Grumpy Cat. 
 
Gary: Grumpy Cat was too much for me to answer. Grumpy Cat clearly had longer 

lines, which hurts my feelings, however I respect it. When you are that big of an 
interent meme, there is only so much my giving can do. 

 
Kerry: Are you going to coauthor the next book with Grumpy Cat, maybe? 
 
Gary: No way. I’m too angry at Grumpy Cat. Look for Happy Mouse, his arch enemy. 
 
Kerry: I was going through the book looking at some of the recommendations you had 

for Pinterest and Instagram. I love how specific and actionable you get. 
Obviously, it changes based on industry and company but specifically for you, 
when you buy the Jets, are you planning on using Instagram video or do you 
think that Vine will be your channel of choice? 

 
Gary: Well, I need 25 years to buy the Jets so it would be very tough to predict where 

both those products are going to be do in 25 years. I mean, heck, we might be on 
Mars, right? For the short term, I am dramatically more bullish on Vine as a 
platform and distribution than I am with Instagram video.  

 
 Everyone got confused and thought Instragram’s scale would kill Vine but back to 

the native thing I care most about, Instagram was built for pictures. Vine is built 
for 6-second videos. There’s a reason that is. There’s a tonality and a DNA and a 
seed where that comes from. There is also a viral loop in Vine that is far greater 
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than Instragram’s from the re-vine standpoint. That is kind of where I’m at with 
that. 

 
Kerry: What is more important, good content or good hustle? 
 
Gary: At some level, good content matters more. I love hustle and I love hard work but 

if you are pedaling something that’s inferior, you are going to lose. So at the end 
of the day, the content really does matter. Now the content is the product. The 
content is the content, but I want to make sure that everyone understands the 
context in where you deliver that content is becoming increasingly important. 

   
I would say that’s really the backbone of why I wrote this book. I don’t want to 
see people putting the same picture on Twitter, Pinterest and Facebook and think 
that’s a good move. 

 
Kerry: So some simple things people can do to increase the effectiveness of their posts 

would be to just make them one at a time? 
 
Gary: Yes. I’m sorry to say that it’s going to take you more time, but my question is 

“Wouldn’t you rather spend an extra 30 minutes and get results?” Wasn’t that the 
purpose? 

 
Kerry: And properly tag people and all of that. 
 
Gary: Or use the right amount of copy, understand the triggers, where to put the call to 

action. Do you put your logo in the picture? At some level, doing it wrong is really 
where we’re at now. I’m very sad. I think a lot of people think that content and 
social networks and social media doesn’t work and the reason is that we still 
have not figured it out. I set out on a course with this book to educate the market. 

 
Kerry: Let’s talk about what you have been doing to promote the book because you are 

actually exemplifying a lot of lessons you are trying to teach. First of all, you’re 
everywhere. Second of all, you’re giving away just tons of stuff relating to the 
book, a lot of content and a lot of interactions. What do you recommend for 
people who want to promote their company the way you’ve promoted your book 
and just have it everywhere at once. 

 
Gary: The good news is that with Google and with following my accounts, you can 

literally go my Facebook and Twitter and go back for the last six weeks and really 
figure out what I’ve done. The answer to your question is to do it, because there’s 
no secret IP. I don’t have the patent on doing bulk orders, promotion, micro-
content, slide shares or skill shares. I don’t have a patent on this stuff so you can 
do it. 
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 So I appreciate you being aware of what’s going on. You’re right. Do you know 
what’s really crazy, Kerry? Let me set this up for everyone, especially for the 
select few who actually know who I am. I, in theory on paper, should have sold a 
lot more Thank You Economy than copies of Jab, Jab, Jab, Right Hook. Going 
into Thank You Economy, I spent all my time building my brand. I was getting 
bigger engagement on my social networks, I was living that life. 

 
 The last two years, I have been building an agency. We’ve gone from 20 to 300 

people in the last two years, Kerry, so I haven’t been doing as much of this kind 
of stuff. Going into this book, I should have done worse, and the book is doing 
way better than Thank You Economy and selling way more because I’ve actually 
followed my own blueprint for this book to sell. 

 
 What kind of advice would I give them? I would tell them to look at my Twitter 

feed and look at my Facebook posts and my blog and to Google my name on 
Google News. Look at everything I have done for the last six weeks. The 
blueprint is there. 

 
Kerry: So in a way, you are once again picking flowers people already own and selling 

them back to them because you are giving them advice based on things they 
really ought to know already, but you’re making it look so much better. 

 
Gary: I think so. I’m a doer, right? I don’t think I’m super smart. I think my position in 

this space and why I’ve been lucky enough to be recognized where I am and why 
people continue to buy my books, go to my keynotes and watch my videos is 
because I’m executing. I think that’s my talent. I think I’m executing. 

 
Kerry: If you had to choose just one marketing tactic to use going forward, which one 

would it be? 
 
Gary: If I could only be relegated to one thing, it would probably be Spreecast. Live 

video works for me. I love the notion of being live and being able to engage with 
people on that. That one technology is something I wouldn’t want to live without. 

 
Kerry: Excellent. Well, Gary, thanks so much. I would ask where people can get the 

book but they can get it anywhere. 
 
Gary: Thank you, Kerry. This was a great, great interview. I really appreciate you. 
 
Kerry: For more information, visit GaryVaynerchuk.com. Or follow Gary on Twitter, 

@GaryVee.  
 
 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.garyvaynerchuk.com/
https://twitter.com/garyvee

