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Kerry: Welcome 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 we’ll talk with Jeff Goins, bestselling 

author of four books, including his latest The Art of Work. He’s a 

frequent speaker about topics including writing, creativity, and making 

a difference. 

 His website, GoinsWriter.com, has been visited by more than 4 million 

people from all over the world. Jeff is also an instructor in this year’s 

Marketing Writing Bootcamp here at MarketingProfs, where he’ll teach 

Writing with Your Reader in Mind: The Secret to Effortless Writing that 

Gets Result.  

 I invited Jeff to the show to talk about writing and to share insights 

from his book The Art of Work about finding your calling. I’m excited 

to have Jeff with us today. 

 Jeff, thanks for talking with me. 

Jeff: Thanks for having me, Kerry. 

Kerry: In addition to being a bestselling author of four books, you’re an 

instructor in this year’s MarketingProfs Marketing Writing Bootcamp.  

Jeff: Yes, if they keep me around. 

Kerry: I have a feeling they will. Your topic, writing with your reader in mind, 

is so important to the success of any type of writing.  

Jeff: I think that’s true. For the longest time I thought that writing was just 

about feeling inspired and doing whatever you want, but I think the 

reality is that every working writer, including novelists, really have to 

think about the reader at some point in the process. 

Kerry: Even if you’re writing fiction books?  

http://www.marketingprofs.com/podcasts/
http://www.goinswriter.com/
http://www.marketingprofsu.com/course/2552/marketing-writing
https://www.marketingprofsu.com/course/2552/marketing-writing


Marketing Smarts, Episode 183 
Marketing Podcast May 27, 2015             Guest: Jeff Goins 

  

 
Page 2 of 15 

Copyright © 2015 MarketingProfs 

Jeff: Yes, I think so. Absolutely. I’m sort of a nerd about Hemmingway right 

now, I’m reading all of these biographies about him. He really thought 

about that. He was very artistic, he’s very creative, he focused on his 

craft, but he would ask himself the question, “Is the world ready for 

this book right now?” And he knew, especially when he got started in 

the 1920s, that there were things that he could and could not talk 

about, there were taboos.  

 He was very much interested in being a popular writer, he wanted to 

write for the masses, but he also wanted to write literature. That was 

a tension for him. I think he embraced it well where he wrote great 

stuff, but he also had a reader in mind. 

Kerry: How does that translate for marketers who a lot of times have to 

please the in-company constituencies, the different people who look 

over their writing before it goes out for the branded communications, 

but then also please the audiences they’re trying to help with the 

content?  

Jeff: I was a marketing director for a nonprofit for seven years and I 

remember there was this day when I got to submit a case study to this 

website called MarketingProfs that I followed all the time, and I 

remember they accepted it.  

 I was talking to Ann Handley about this and I said, “Do you remember 

that? When you accepted my paper, that report I did on Facebook ads 

when it was a brand new thing?” She was like, “No, I don’t remember 

that. I’m sorry.” That was a big deal to me.  

 That was attention for us. I was working for this nonprofit, it was 

different from running a business in the sense that in a business you 

sometimes have the flexibility to say, “This is where the revenue is 

coming from, so we’re going to focus on this thing.” In a nonprofit, in 

my experience, there’s a little bit less flexibility because it’s about the 

mission, it’s about the thing, and then you need to get people to 

participate in that or fund that, whatever the mission of the 

organization is.  
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 We were always challenged with, “How do we communicate the values 

of the organization? How do we take those values and deliver them to 

the audience in a way that they care about them?”  

 I was talking to a friend who works with this grassroots nonprofit the 

other day and he said, “We are really struggling with marketing right 

now. What are we doing wrong?” I said, “Are you asking the audience 

what they want? Are you really being sensitive to them or are you 

trying to convince them that they’re wrong?” which I think is a really 

bad marketing technique.  

 I think it depends on your situation, but when we at the nonprofit I 

worked at, when we were really rocking, when we felt great about our 

jobs and when things were going really well for the organization, we 

were in this sweet spot of we’re totally doing the things that we’re 

excited about, that we’re passionate about, that fit the values of our 

organization, we’re working on the programs, sharing the stories that 

are just great to talk about, and we’re connecting that directly with the 

felt needs of our constituents, of the people that are going to volunteer 

and be a part of the service projects that we’re doing, these are the 

people that are going to donate at the end of the year. 

 When we didn’t connect those it felt like we were doing great work 

that nobody cared about or we were pandering to an audience at the 

detriment of our own values.  

 I think it’s natural to slide between those extremes. I think the wrong 

thing is to ignore it and just say, “This is what we’re going to do and 

people will just have to deal with it,” or constantly changing the game 

plan every five minutes because your audience seems to change their 

minds so often. 

 I think you just have to recognize that tension and try to live in it 

understanding that there is probably going to be some natural 

vacillating from one edge to the other.  

Kerry: So you really can’t just write for yourself, unless you’re journaling.  
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Jeff: I don’t think so. I talk to writers all the time. One of the things that I 

do is run an online business helping writers to build an audience. We 

don’t use the M word, because writers don’t like using the M word, we 

don’t talk about marketing because that sort of communicates selling 

out.  

 There really is this belief among a lot of writers that if your stuff is 

good enough people will just find it. I have the responsibility to let 

those people down sometimes and let them know you have to have 

really good stuff, but you also have to write with a reader in mind, you 

have to be sensitive to what the audience wants and connect what you 

have in a way that resonates with you but also resonates with 

somebody else. 

 When somebody says, “I just want to write, I don’t care who reads.” 

Really? Why are you blogging then? Why aren’t you just journaling?  

 I think often when we write and put something out there on 

Medium.com or on a blog, or even Twitter or Facebook, there is some 

secret hope that somebody is going to listen to this or pay attention to 

what we’re saying and hopes of being able to connect with that 

person. Sometimes it’s to make a sale, other times it’s just to know 

that what you say matters. 

Kerry: I think we all would hope that if we put something online that 

someone somewhere is going to read it.  

Jeff: I think so. 

Kerry: In your experience, how important is it to give thought to who that 

person might be in advance? In other words, is it possible to write 

your content and then find the audience for it afterward?  

Jeff: You guys are probably way more versed in this sort of thing than I am, 

this whole idea of having ideal avatars and putting a sticky note of the 

person that you want to reach on your desk or something. Those are 

all great ideas. 
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 I think when you’re first starting it’s really hard to know who is 

listening. I think you have one of two options. The first is to write for 

somebody who is already reading you. It could be a spouse, a friend, 

whatever, somebody that recognizes that you have something to say 

and they want to listen to it. If that’s not an option because you 

literally don’t have anybody, then I think the second option is to at 

least initially write for yourself.  

 Here’s what I don’t mean by that. Don’t just write whatever you want 

and hope that people care about it. Write for yourself from like five 

years ago – write to yourself, not for yourself.  

 When I started my blog I was in my late 20s, I thought, “What advice 

would have for myself just starting out in my career? What have I 

learned about writing that could save somebody a few years of time?” 

and I just started sharing that stuff on my blog. A lot of times it was, 

“I learned this thing this weekend, this would have helped me last 

week.” As I was writing for that past self, really what I was building 

was that idea of an avatar, the type of person that I’m writing for, 

somebody who doesn’t love marketing, they don’t completely 

understand technology but they understand that putting your words 

online is a great way to get your message heard.  

 I had been a marketing director at this point, understood online 

marketing, understood social media, and also understood writing and 

the aspirations and ambitions, and also the challenges of being a 

writer. So I tried to write for that person, the young starting out writer 

with what could have helped me 5 or 10 years ago. 

Kerry: Reading the title to your Marketing Writing Bootcamp class, Writing 

with Your Reader in Mind, but then it has a subtitle of The Secret to 

Effortless Writing that Gets Results. Is there really such a thing as 

effortless writing?  

Jeff: I think there is. The secret is practice, so you don’t even have to go 

watch that thing, I just ruined the whole ending for you. 

Kerry: But you call practice “painful practice,” it’s painful. That’s not 

effortless.  
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Jeff: Sure it is. Here’s what I mean by that. I mean that when you start out 

it is very hard, practice is painful. Yet, as you get going, you build 

muscle and it becomes easier and easier.  

 I wrote a blog post once called The Secret to Effortless Writing and in 

that blog post I make the distinction that there is a difference between 

easy and effortless. This is my definition. Easy means the thing itself is 

inherently without friction, it’s just easy, it’s an easy task. Effortless, 

for me, is about doing the work so that it becomes second nature.  

 I wrote that blog post one day when I got up after committing to 

writing every day for a year on this blog that I started. I felt like I was 

a writer and I was writing inconsistently, and all these people I talked 

to and all these books I read say to just write every day. I thought, 

“Whatever, I’m going to try it.” Around that same time, I was trying to 

get in shape, I was training for a half marathon, so that morning I got 

up at 5:30 AM and put my running shoes and ran five miles. 

 I came back, I showered, drank some coffee, ate breakfast, wrote 

about 1,500 words, and then went to work. As I was getting ready to 

go to work I was thinking, “Who is this very well disciplined, incredibly 

handsome, person that I’m looking at in the mirror? I do not recognize 

him. A year ago he would fight for three hours on a Saturday morning 

to just get a few hundred words out and all of a sudden he’s just 

cranking stuff out.”  

 I think the secret to effortless writing is to do it really hard and 

painfully for awhile, do it again and again over time, to the point that 

it no longer requires effort to start. I’m not saying it’s not hard. I’m 

not saying that at times I don’t get tripped up or run into obstacles. 

Most days, because I do it every day, I get up and open my laptop and 

I write 500 words without even really thinking about it. They’re not 

great words, they’re not always publishable words, but they’re words. 

They’re words that I can edit, that I can tweak, that I can make 

better. 

 Without that discipline, I would be lost. I think it’s a lot like going to 

the gym. If you ask somebody who is in shape, “Is going and working 

http://goinswriter.com/effortless-writing/
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out that actual painful part?” which for most of us who aren’t in shape 

(and I’ll speak for myself here) the pain is making time, getting up 

early, driving across town, actually changing into the clothes to sweat 

into. Once you do that and you get there, the work itself isn’t all that 

difficult. I don’t think it’s difficult, the difficult part is getting there in 

the first place. If you’re doing that every day, that in a sense is 

effortless.  

Kerry: So the pain and painful practice, as you talk about it in your latest 

book The Art of Work, the pain is really in the beginning?  

Jeff: Yes. Really smart people – so not me – would say that to practice 

something well you have to do what Daniel Coyle calls deep practice. 

Daniel Coyle wrote a book called The Talent Code and in that he kind 

of debunks the 10,000 hour rule and he says that more than quantity 

of practice is quality of practice, which really requires you to dig deep. 

 So, painful practice in a sense it’s painful to begin, but then once you 

get into a certain effortlessness then the pain is pushing through the 

next barrier, pushing into the next threshold. If I’m a good writer, 

what does it take to be a great writer? Now that I’m writing every day, 

what does it take to write in the morning and then in the afternoon? or 

what does it take to go from writing 30 minutes a day to three hours a 

day?  

 There’s this paradox where once you develop a discipline, a daily 

routine, it is kind of easy to get up and get started, but if you’re 

growing there should always be another pain that you’re leaning into.  

 A guy named K. Anders Ericcson, who kind of founded the idea of the 

deliberate practice, which Malcolm Gladwell coined as the 10,000 hour 

rule, says that in order for you to do what he calls deliberate practice 

you have to do something to the point of utter exhaustion. He even 

says that the activity itself cannot be inherently motivating, otherwise 

you’re not pushing yourself hard enough. 

 The idea of being great at something, there’s always a little bit of pain, 

you’re always leaning in to the next barrier. I acknowledge that it’s a 

paradox. Effortless writing to me is practice; get up and do it every 
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day to the point that it’s no longer hard to get up and start. Then if 

you’re doing that, your next job is to lean into the next challenge, lean 

into the pain, because you love it because it’s producing results, and 

keep growing.  

Kerry: How do you think that squares with the idea that we should build on 

our gifts? If we’re gifted, if something does come easily to us and 

that’s sort of a direction that we want to pursue, should that still be 

painful?  

Jeff: I think there’s this idea that if you’ve found your life’s purpose, you 

have discovered your calling in life, that it should be easy. I think a lot 

of people are looking at their lives or their careers and saying, “This 

isn’t easy. Maybe this isn’t what I’m supposed to do. This isn’t fun 

anymore.” 

 To go back to the painful thing, I will take issue with this because I 

think that there are lots of things that people are willing to endure that 

are painful that they actually are really joyous experiences. Like 

running a marathon. Like giving birth to a baby.  

Kerry: Sure, you could say that.  

Jeff: It’s true. We’ll cut that out in the post-production. I’ve heard.  

 There are things that we understand that are painful that produce 

beautiful results. I’m not saying that the experience itself is joyous, it 

could be very painful.  

 Steven Pressfield’s short book Do the Work, which was a sequel to his 

incredible book The War of Art, he says (I’m paraphrasing), “Creation 

is always messy.” And he does liken it to a birth, “Before the baby 

comes out, everything is neat and orderly and sanitized, and then 

there is blood and guts and all kinds of very messy stuff.” He says this 

is the way the creative process always works. You have to get in there 

and it’s messy, but if you’re going to give birth to something living, 

something good, it’s very messy. 
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 I think that’s a really important point. I’m not even sure if I’ve 

answered the question. What was the question?  

Kerry: Who cares? This is much more interesting. I guess even if you have 

some natural inclination or talent to do something, you do still need to 

work to develop it into something that could be your calling. 

Jeff: Certain people take issue with that word “gift,” some people think that 

all talent is either inborn, which would be following that giftedness 

paradigm, and other people think that it can all be earned or learned. I 

subscribe to the idea that it’s both.  

 The science behind this has gone from one extreme to the other and 

now it’s coming back into the middle. 100 years ago most people 

thought that talent was mostly inborn. Over the past 20 or 30 years 

with studies like the K. Anders Ericcson study that I mentioned, lots of 

books, Jeff Colvin wrote a great business book about this, I mentioned 

Daniel Coyle, he more recently wrote a book about how talent can be 

earned and how the secret to greatness is often practice, really hard 

disciplined practice. More recently there has been some really 

interesting studies revealing that at times you do have a genetic 

disposition towards one thing over another, it talks about why most 

marathon winners are Kenyan and the science behind that. I read a 

book called The Sports Gene that talked a lot about that.  

 I think it’s both. I think that there are certain gifts that you’re born 

with, whether they’re genetic or as a result of your environment, or it’s 

some gift from God, there are things that we are empowered with that 

we’re given. But then we have a responsibility to nurture those gifts.  

 It’s like being given a seed. Without a seed it’s really hard to grow 

something, but just because you have a seed doesn’t mean you’re 

going to have a plant or a crop, much less a harvest. You have to do a 

lot of work to make a seed grow. You have to plant it in the ground, 

you have to water it daily, and you have to wait a long time, doing 

that over and over again, for something to be produced.  

 I think it’s both. I think gifts and skills work together. We take the 

gifts and chances that we’re given, the environment that we’re in and 



Marketing Smarts, Episode 183 
Marketing Podcast May 27, 2015             Guest: Jeff Goins 

  

 
Page 10 of 15 

Copyright © 2015 MarketingProfs 

the resources available to us, and we use those gifts to hopefully get 

great at something that we can then share with the world and make a 

difference. 

Kerry: That makes so much sense. It explains a lot of what we see on 

American Idol, which is one of the things that you talk about in your 

book, people who don’t make it to the end of American Idol but end up 

on that special episode where they show the people who didn’t make 

it. 

Jeff: You don’t want to be that kind of special. 

Kerry: No. Not like William Hung, poor guy. 

Jeff: That’s such an interesting story. If you Google William Hung you’re 

going to find this viral video, if you’ve never seen it, of this Chinese-

American singing very off key and dancing awkwardly. They kind of 

laughed him off stage, they didn’t let him the show.  

 Then his video kind of goes viral and he ends up having this very 

successful music career. There was lots of controversy about it, people 

felt like people were making fun of him, but he just had this great 

attitude and he didn’t really care, he realized that people liked him 

because he had a great attitude not because he thought he was the 

world’s best singer.  

 What’s so interesting about that story, for me, is how it ends. It ends 

with William quitting singing, not because people were making fun of 

him and not because he wasn’t successful, because he was in terms of 

money and being able to perform for large audiences; he quit because 

it wasn’t what he was really passionate about.  

 He went back to school, finished his degree in math or engineering, 

and he went to work for (I think) the Los Angeles Police Department 

as a crime analyst using math to predict the probability of crime 

happening in certain areas of the city. If you dig through YouTube, as I 

did when I was doing research for this book, you find a video of 

William Hung during his American Idol experience confessing to the 

camera, “Music is okay, but what I really love is math.”  



Marketing Smarts, Episode 183 
Marketing Podcast May 27, 2015             Guest: Jeff Goins 

  

 
Page 11 of 15 

Copyright © 2015 MarketingProfs 

 I think that as we are developing talents and trying to succeed in the 

world, it’s very important that we are listening to our lives, we’re 

paying attention to those gifts, to those things that we’ve always loved 

doing, to the passions that are stirring deep inside of us. I think there 

is something there worth listening to. Whether it comes from genetics, 

from your environment, wherever, it’s worth paying attention to. I do 

think it is possible to succeed at the wrong thing, which I think is the 

worst thing in the world, not failure.  

Kerry: It’s ironic that he got into crime analysis, because there were people 

who said it was a crime at the time that he got the publicity he did. I 

agree though, he was a very funny guy.  

 You can help me with something. What if someone who has a very well 

developed set of skills, let’s say in one area of writing, maybe they’re a 

journalist or a fiction writer, and then they go into marketing, not all of 

those skills port really easily to writing branded content for an 

audience. How do you help people to make a shift between writing for 

journalistic purposes or as a fiction writer to marketing specifically?  

Jeff: I think that some writers have this idea that there is one type of 

writing and you need to get great at that writing and the world just 

needs to deal with your style of writing, and that they can translate it 

to different forms of media and expect people to read it. That’s not 

very realistic, because the way I read a book is not the same way I 

read an email.  

 I do this often, I’ll write a blog post and then I’ll write an email for that 

blog post and the copy looks different. I feel like I can write longer 

form on a blog post, because of what I’ve kind of conditioned my 

readers to expect, and yet an email is an email. Even though the most 

well written email that I get, I’m still going to scan it, I’m still going to 

skim it, and it’s really long I’m probably not going to read the whole 

thing. I’m going to find whatever the call to action is and click the link 

or do the thing, or delete it.  

 I think that every style of writing has rules. Every medium has best 

practices and things that are worth learning. I think the best thing that 
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a writer can do (and you see some of the best writers doing this) is to 

learn different styles of writing.  

 When I was writing The Art of Work I read a lot of novels, because I 

wanted to tell stories in that book. it’s not a novel, it’s sort of a 

business advice, personal development, how-to book.  

Kerry: But with lots of stories in it.  

Jeff: Lots of stories. And I wanted to tell those stories well. I could read a 

bunch of business books and get a little bit better at telling stories, or 

I could read a lot of novels and get hopefully much better. 

 I think writers ought to be more disciplined in what Charles Handy 

calls a portfolio career, portfolio life. Gathering a bunch of different 

skills and combining them in a way that makes you more marketable 

as a writer and often can make your content more interesting.  

 Going back to Hemmingway, he was a journalist. He used his 

journalism to help him understand the way people acted and even how 

to tell a story. He won The Nobel Prize for his terse short commanding 

sentence structure where he just got to the point; he learned that 

from journalism. I think that they can complement each other well.  

 If you’re moving from fiction writing into copywriting, for example, you 

need to become a student of that craft and not just assume that just 

because you’re a good writer and a good storyteller that you’re 

necessarily going to be a great copywriter.  

 In some ways, you have to go back to square one. I also think that 

what you discover is there is some ancillary skill that you learned in 

reading a bunch of novels or writing a bunch of novels that you can 

actually use in this new craft, if you’re flexible and open to learning 

some new skills, but also to adapting some old skills.  

 I think it can be really helpful, but I think the key thing is flexibility. 

Kerry: That’s what The Art of Work is all about, you give people a process 

broken into seven stages to take themselves from preparation all the 

way through to completion of living this life they were meant to lead.  
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 What led you to write the book? And what is step one for people after 

they buy the book and read it? 

Jeff: Buy another book. 

Kerry: There are three others to choose from, a panoply of options. 

Jeff: That’s a good word; panoply.  

 Why did I write the book? I wrote the book because I felt like it 

needed to be written, which I realize may sound a little like a 

throwaway answer. That means that I couldn’t find a book that 

addressed this topic of discovering your life’s purpose and then 

building a career around it in a way that felt completely honest to me. 

 There are great books that talk about how to succeed, and how to quit 

your job, and how to be a better person. To me, there was a deeper 

why behind all of that stuff that wasn’t being addressed or wasn’t be 

addressed in the way that resonated with my experience.  

 When I started talking to people I saw a gap. I was in a group of 

friends the other night, 20 of us having dinner, and I said, “Who feels 

like they’ve found their calling? Who feels like they’re living their life’s 

purpose right now?” and two people out of 20 raised their hand. I 

think that’s a problem. These people were not teenagers, they were in 

their 20s, 30s, 40s, and 50s, and they still didn’t know what their life 

was about, or maybe they felt like “it’s a journey and I’m just on the 

next stage.” There are lots of answers to that, right?  

 When I talk to people about the work that they’re doing, about the life 

that they’re living, most people feel stuck, most people feel like they’re 

not doing what they’re meant to be doing or they’re not fulfilling their 

purpose, or they don’t even know what that is. I think saying, “just 

quit your job,” or “just follow your passion,” is incomplete advice.  

Kerry: Then you’re unemployed without a purpose. That’s not better. 

Jeff: Yes, right. I wanted a practice process that also honored the mystery 

of lucky breaks will come and random things will happen, you’ll fail but 



Marketing Smarts, Episode 183 
Marketing Podcast May 27, 2015             Guest: Jeff Goins 

  

 
Page 14 of 15 

Copyright © 2015 MarketingProfs 

that failure will lead to a success, and these aren’t things that you can 

plan or prepare for.  

 So I wrote the book, like I started the blog, for 20 year old me on the 

other end of it, building a blog and getting published as an author and 

figuring out how to build up this portfolio of skills that allowed me to 

make a living doing this full time and really going through a three year 

transition that really took more like seven years. Once I actually got 

started it happened in about three years, but there was about seven 

years of preparation before that that were necessary. Looking back I 

think, “Oh yeah, this all makes sense.” If somebody could have given 

me this roadmap, this path, ahead of time it would have made things 

so much easier and each step, each question, each obstacle and 

struggle would have made a lot more sense. 

Kerry: I was pretty stubborn at 20, I’m pretty sure anything I would have had 

to say wouldn’t have made a difference. That’s my take on it. 

Jeff: That’s probably true.  

Kerry: Jeff, where can people learn more about you and where can they get 

their copy of The Art of Work or any of the other fine publications?  

Jeff: GoinsWriter.com.  

 Thanks for doing this, Kerry. You asked at one point, “What’s the first 

step in the process after they buy your book?” I mentioned this idea of 

listening to your life and I think that something that has been really 

useful to me and useful to a lot of other people is this practice of 

paying attention to all the things that have happened to you, looking 

at your life as a story.  

 Whether you’re 20, 30, 50, 70, or whatever, if you’re saying, “What is 

my life about?” if your life were a story and you plotted out the major 

plot points in your life, what would the genre be, what would the 

theme be, what would be the things that kept coming up again and 

again in your life? As you begin to understand the theme of your story 

I think it can affect the choices that you make and you can be a lot 

more intentional.  

http://www.goinswriter.com/


Marketing Smarts, Episode 183 
Marketing Podcast May 27, 2015             Guest: Jeff Goins 

  

 
Page 15 of 15 

Copyright © 2015 MarketingProfs 

 I don’t think that your past dictates your future, but I think it can 

inform your future. You can look back into your past and there are 

buried clues about who you really are so that you can do the work that 

you were meant to do. As Parker Palmer says, “Before I can tell my life 

what I want to do with it, I need to listen to my life telling me who I 

am.”  

Kerry: That’s deep, Jeff. Are you going to bring some of that to your 

Marketing Writing Bootcamp course?  

Jeff: I will, but they’ll probably make me take it out.  

Kerry: It’s a little Zen for a bootcamp.  

Jeff: I was going to bring incense, but I don’t know how to distribute that 

through the internet.  

Kerry: Someday we need that smellavision, that was promised and not 

delivered. I’m disappointed. 

Jeff: Google Nose.  

Kerry: Jeff, thanks so much for talking with me.  

Jeff: Thank you, Kerry. 

Kerry: For more information about Jeff visit his website at GoinsWriter.com. 

You can also follow Jeff on Twitter @jeffgoins.  

 Don’t forget to register for Marketing Writing Bootcamp so you can 

take Jeff’s class on writing with your reader in mind. Register today at 

Mprofs.com/writingsmarts.  

 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.  
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