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InTransition Episode 67 – Bob Pearson 

 

David Pembroke: Hello, ladies and gentlemen. Welcome once again to InTransition, the podcast that 

examines the practice of content marketing in government and the public sector. 

My name is David Pembroke, and thanks for giving us just a little bit of your time 

this week to spend with us as we speak to someone who is really going to give you 

some insights that are going to be of real value to your work, but as we do each 

week, we start with a definition of just exactly what content marketing is as it 

relates to government and the public sector because it is important that we do 

understand just what it is in these very early stages of content marketing. 

 

 Content marketing is a strategic, measurable, and repeatable business process that 

relies on the creation, curation, and distribution of useful, relevant, and consistent 

content. The purpose is to engage and inform a specific audience in order to 

achieve a desired citizen and/or stakeholder action. 

 

 To our guest today. Our guest today is Bob Pearson who is the president of the 

W2O Group, a group of 3 marketing and communications companies. Prior to 

working at W2O, Bob was the Vice President of Communities and Conversation for 

Dell where he developed their first global social media efforts, and before that, he 

was Head of Global Corporate Communications for Novartis Pharmaceuticals. 

 

 Boď ƌeĐeŶtlǇ ǁƌote the ďook ͞StoƌǇtiziŶg: What's Neǆt Afteƌ AdǀeƌtisiŶg,͟ aŶd he’s 
also ǁƌitteŶ a ďook Đalled ͞Pƌe-CoŵŵeƌĐe,͟ ǁhiĐh eǆaŵiŶes siŵilaƌ soƌts of topiĐs. 
Bob is also a frequent speaker on digital marketing at the Syracuse Center for Social 

Commerce, and importantly, for this audience, he also speaks at the US State 

DepaƌtŵeŶt’s MaƌketiŶg College. Boď PeaƌsoŶ, thaŶks ǀeƌǇ ŵuĐh foƌ joiŶiŶg us 
InTransition. 

 

Bob Pearson: Yeah, it’s ŵǇ pleasuƌe to ďe heƌe. 
 

David Pembroke: Boď, listeŶ. StoƌǇtiziŶg. I’ŵ iŶtƌigued ďǇ it ďeĐause it ƌeallǇ is aďout ǁhat’s Ŷeǆt 

after advertising, but is it the time yet to read the last rights to traditional 

advertising? 

 

Bob Pearson: That’s aŶ iŶteƌestiŶg ǁaǇ to saǇ it. Yeah. No, it’s aŶ eǀolutioŶ that’s iŶ pƌogƌess. If 
you think of the traditional PESO model, Paid, Earned, Shared, and Owned, we all 

knew that we grew up in a world where advertising was number one. We then 

revolved around that to figure out how our campaign could be done. The big 

change is occurring now because of technology and the use of analytics is we can 

see exactly who our audience is proactively. We can actually identify who we want 

to reach, and then we can align with them in many different ways. 

 

 Because we can do that, earned and shared media are becoming far more 

important than ever. Owned media can actually be introduced via earned and 

shared media more effectively, and paid media can be used more strategically. 

AdǀeƌtisiŶg defiŶitelǇ doesŶ’t go aǁaǇ. It’s alǁaǇs goiŶg to ďe iŵpoƌtaŶt, ďut it ǁill 
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be used much more strategically and much more as a way to take earned and 

shared content, and help it actually extend its life and reach the right people. 

 

David Pembroke: What are the skills that communications teams, particularly in the government and 

public sector area, are going to have to have to make the most of this transition is 

taking place? 

 

Bob Pearson: Yes, so ǁe talked … Foƌ eǆaŵple, the US State DepaƌtŵeŶt. We foĐus oŶ the 
fuŶdaŵeŶtals ŵost of all ǁhiĐh is, ͞Do Ǉou aĐtuallǇ kŶoǁ ǁho Ǉouƌ audieŶĐe is? Do 
you know the behaviour you want to occur? Do you know the content that you 

ƌeallǇ should deliǀeƌ, aŶd ǁhǇ? Do Ǉou kŶoǁ hoǁ Ǉou ǁill distƌiďute it?͟ That tǇpe 
of thiŶg, ďut I get doǁŶ iŶto ďasiĐs like the ǁoƌld, despite lookiŶg like it’s so ďig aŶd 
theƌe’s so ŵuĐh data all oǀeƌ, it’s aĐtuallǇ ǀeƌy few people, for example, who really 

drive shared conversation. 

 

 Do we know the top 50 people who are driving the majority of shared 

conversation? Do we know the top keywords that are actually aligning what we talk 

about with the story we want people to ƌeaĐh? It’s thiŶgs like that ǁheƌe ǁe haǀe 
to like stop foƌ a seĐoŶd, ŵake suƌe ǁe doŶ’t ŵake the ǁoƌld too Đoŵpleǆ aŶd saǇ, 
͞What aƌe those sŵalleƌ aĐtioŶs that aƌe highlǇ foĐused that ǁe ĐaŶ take to alloǁ 
us to get ouƌ stoƌǇ out to the ƌight people?͟ 

 

David Pembroke: What Ǉou’ƌe eŶĐouƌagiŶg people do is ƌeallǇ to ďe stƌategiĐ aďout theiƌ 
communication before they start doing things? 

 

Bob Pearson: Yeah, eǆaĐtlǇ. If Ǉou thiŶk of like … Take Tǁitteƌ as aŶ eǆaŵple. If Ǉou look at 
Twitter, people for years have always been wanting to just expand how many 

people follow them on Twitter. What I say is, who cares? What really matters is, 

who are the people that actually will move your content? Think about Twitter like 

it’s Reuteƌs. Can you follow the right people, so ǁheŶ Ǉou saǇ soŵethiŶg that’s 
ƌeleǀaŶt, Ǉou’ƌe goiŶg to iŵpƌoǀe Ǉouƌ ƌeaĐh ϮϬ%, ϯϬ%, ϰϬ%? That is Ŷot a ƋuaŶtitǇ 
gaŵe at all. That’s a ƋualitǇ gaŵe. 
 

David Pembroke: How do you go about trying to find the right people and try to understand who 

those right people are? 

 

Bob Pearson: Yeah. Today, the most sophisticated way is to use algorithms where we can see 

exactly who actually drives conversation or who shares the most, and you can see 

that in order mainly because you can identify human behaviour, and then built 

algorithms around that human behaviour, but if you have none of those tools and 

you have zero money for your budget, you can still look at who is actually most 

important to you. 

 

 Most organisatioŶs … We get iŶto this ǁith the goǀeƌŶŵeŶt. If you have no budget, 

at least look at who actually is moving your content and telling your story well, and 

then look at who follows them, and see if you can see some superstars in there that 

ƌeallǇ like ǁhat Ǉou’ƌe talkiŶg aďout, aŶd theŶ folloǁ theŵ, and keep doing that 
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aŶd see … Let Ǉouƌ audieŶĐe aĐtuallǇ take Ǉou to the Ŷeǆt audieŶĐe, aŶd Ǉou ĐaŶ … 
Anyone can do that. If you have the money, you can get very sophisticated, but 

ŵaŶǇ people doŶ’t haǀe that, so that’s ǁheƌe ǁe ofteŶ staƌt. 
 

David Pembroke: Okay. In Storytizing, you raised this notion of this idea of audience architecture. 

Can you explain that to me a little bit more? 

 

Bob Pearson: Yes. The way that we got into this is actually a neat story. A couple years ago, we 

were sitting around and complaining to ourselves how Google really will never be 

effiĐieŶt eŶough aŶd that ǁe ƌeallǇ Ŷeed ǁhat ǁe Đall ͞Đustoŵ seaƌĐh.͟ IŶ otheƌ 
words, whatever audience you care about, you should be able to search just that 

audieŶĐe aŶd kŶoǁ ǁhat theǇ’ƌe doiŶg, ďut that didŶ’t eǆist, aŶd so ǁhat ǁe did is 
we started looking at healthcare as an example, and we built something called In 

Digital Life where we indexed all medical providers, and then we matched them up 

with their registration number and then their online profile. 

 

 So then, you can start to see what are all cardiologists saying, or what are all 

oncologists saying, or what are nurses saying, and how do they interrelate with 

eaĐh otheƌ, aŶd that ďeĐaŵe the fouŶdatioŶ foƌ ǁhat ǁe Đall ͞AudieŶĐe 
Architectuƌe,͟ ďut it’s ďasiĐallǇ … If Ǉou’ƌe iŶ the ŵoǀie ďusiŶess aŶd Ǉou’ƌe puttiŶg 
out another Harry Potter movie, who are the people who like all the past Harry 

Potter movies? Where are they? What are they doing? What time of day do they go 

online? 

 

 By tracking the right tribes of people, you can actually see exactly what it is that 

theǇ ǁaŶt, so Ǉou ĐaŶ aligŶ ǁith theŵ. That’s the esseŶĐe of AudieŶĐe AƌĐhiteĐtuƌe 
is uŶdeƌstaŶd ǁho Ǉouƌ audieŶĐe is, pƌoaĐtiǀelǇ ideŶtifǇ ǁho theǇ aƌe, ǁhetheƌ it’s 
B2B or B2C, and then understand what they want in terms of content, video, 

images, time of day, all that stuff. 

 

David Pembroke: Hoǁ ŵuĐh tiŵe does it take to do these effeĐtiǀelǇ? Noǁ, I kŶoǁ … OďǀiouslǇ 
that’s, hoǁ loŶg is a pieĐe of stƌiŶg, ďut hoǁ ŵuĐh tiŵe ĐaŶ get you a good result? 

 

Bob Pearson: Yeah. OŶe of the ƌeasoŶs I ǁƌite ďooks like this is ǁe’ƌe lookiŶg at ǁhat people aƌe 
doing today, but we think the majority of the world will do is say 3 to 4 years from 

Ŷoǁ, aŶd so ƌight Ŷoǁ, it’s Ŷot ŵaiŶstƌeaŵ that people identify the audience, but 

it’s ĐoŵpletelǇ doaďle to do that. At the ǀeƌǇ least, if Ǉou take a BϮB audieŶĐe … Foƌ 
eǆaŵple, iŶ teĐhŶologǇ. People ǁill saǇ, ͞I doŶ’t kŶoǁ hoǁ to ƌeaĐh the BϮB 
professionals in technology. How do I reach the people who are security experts or 

ƌelated to the Đloud?͟ 

 

 The reality is you just start dissecting who those folks are. What software languages 

do they care about? What security issues do they care about? If you go from left to 

right and you figured out all the topics that they care about, you have a basket of 

topics that can then lead you to the right people. If you put an algorithm against 

that, of course, you can get very precise, but again, even without an algorithm, you 

start to break down how few people you really need to reach in each area to make 
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a diffeƌeŶĐe, aŶd that’s a sĐeŶe ǁe see oǀeƌ aŶd oǀeƌ agaiŶ ǁoƌldǁide is that 
theƌe’s ǀeƌǇ feǁ people that ƌeallǇ ŵake a diffeƌeŶĐe. 
 

David Pembroke: Right. You said it really is this narrowing, so this notion of bƌoad oƌ ďig doesŶ’t 
ƌeallǇ ŵatteƌ. It’s just the oŶes ǁho aƌe esseŶtial to Ǉouƌ ďusiŶess ǁho Ŷot oŶlǇ ǁill 
share your content perhaps, but will also behave in the way that you want them to 

ďehaǀe to aĐhieǀe the ďusiŶess oďjeĐtiǀe that Ǉou’ǀe outliŶed. 
 

Bob Pearson: EǆaĐtlǇ, aŶd Ǉou ŵeŶtioŶed goǀeƌŶŵeŶt ďusiŶess eaƌlieƌ, so it’s … That’s aďsolutelǇ 
tƌue, ǁhat Ǉou said, aŶd theŶ the otheƌ thiŶg is if Ǉou haǀe aŶ issue that’s … Let’s 
say you have a nemesis that is coming at you even harder than you are. Actually, 

you start to look at, how do you reach people who are influential outside of the 

zoŶe ǁheƌe eǀeƌǇoŶe is talkiŶg? I’ll giǀe Ǉou aŶ eǆaŵple of this ǁithout giǀiŶg … It’s 
ŶothiŶg to do ǁith speĐifiĐ ǁoƌk, so I doŶ’t get iŶ tƌouďle, ďut let’s just saǇ that Mr. 

Putin was making a lot of noise about something, and it was about the Ukraine. 

 

 A lot of that conversation occurs between Russia and Ukraine, and people crowd 

each other out with the noise. If you actually look for people who are advocates of, 

in this case, the Ukrainians worldwide, you can start to see who has influence by 

topics and countries that are unrelated to where the noise is occurring, and you can 

start to crowd source positive content back into the market more effectively by 

doing that, but people doŶ’t usuallǇ thiŶk like that. TheǇ usuallǇ thiŶk aďout like 
hand-to-haŶd Đoŵďat. ͞If soŵeoŶe is ĐoŵiŶg afteƌ ŵe, hoǁ do I Đoŵe afteƌ theŵ?͟ 
I alǁaǇs thiŶk of Judo like ǁhǇ Ǉou use soŵeoŶe else’s poǁeƌ aŶd aĐtuallǇ tuƌŶ it 
against them. 

 

David Pembroke: Aƌe these skills data sĐieŶĐe skills that Ǉou’ƌe goiŶg to haǀe to haǀe as paƌt of Ǉouƌ 
team as you start to take advantage of this ability to create and distribute content? 

 

Bob Pearson: Yeah, gƌeat ƋuestioŶ. I’ŵ a ďig ďelieǀeƌ that the oƌigiŶal fundamentals that we 

leaƌŶed as ĐoŵŵuŶiĐatoƌs oƌ ŵaƌketeƌs aƌe just as iŵpoƌtaŶt as theǇ’ǀe eǀeƌ ďeeŶ, 
so you have to have the fundamentals, but you do need to have a knowledge of 

data science, so you understand how to think in a way. You may be instructing data 

scientists to give you what you need, but you understand how to do that. Yeah. I 

think that does help. 

 

 AŶ eǆaŵple of this ǁould ďe like ǁith ĐoŶteŶt, ǁhat ǁe see is … Fƌoŵ doiŶg this 
ŵaŶǇ tiŵes. We’ǀe doŶe this tǇpe of ǁoƌk like thousaŶds of tiŵes, aŶd Ǉou see … 
When you look at a marketplace, the content that a given organisation may be 

putting out, it may be 60% to 70% of what the market actually wants, but that 

other 30% to 40% is not on at all. If you actually are looking at the market correctly, 

you can see what content your audience actually wants, and you can get closer to 

ϭϬϬ% of ǁhat theǇ’ƌe lookiŶg foƌ. 
 

 That makes a big difference in content. A great creative or a great communicator 

talking to a data scientist can have them figure out what you need, and then you do 

the ĐaŵpaigŶs that aƌe goiŶg to ŵake ĐoŶteŶt ŵaƌketiŶg supeƌ suĐĐessful, so that’s 
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ǁhǇ … I thiŶk it helps us all ďeĐoŵe ďetteƌ pƌofessioŶals. 
 

David Pembroke: Yeah, indeed. The power of it is incredible compared to where we were not so long 

ago. 

 

Bob Pearson: Totally. 

 

David Pembroke: How fast do you think these change is taking place, and how quickly do people 

need to be starting to think about retooling their approaches to take advantage of 

this gift of technology? 

 

Bob Pearson: I ďelieǀe it’s soŵethiŶg that eǀeƌǇoŶe should ďe thiŶkiŶg aďout hoǁ theǇ do it Ŷoǁ 
because when you have technology allowing you to do this today, you really have 

to thiŶk tǁiĐe aŶd saǇ, ͞WhǇ ǁould I pƌeǀeŶt ŵǇself fƌoŵ kŶoǁiŶg ǁho the 
customers are who drive share of conversation? Why would I not want to know 

what language to use to get people to reach my story that I spent so much time 

figuƌiŶg out hoǁ to do ǁell? WhǇ ǁould I Ŷot doŶ’t ǁaŶt to kŶoǁ eǆaĐtlǇ ǁhiĐh 
channels my customers are in to reaĐh theŵ ŵoƌe effeĐtiǀelǇ?͟ 

 

 When you start to think of ǁhat’s possiďle, Ǉou ƌealise, ͞OkaǇ. This is …͟ You ĐaŶ’t 
do eǀeƌǇthiŶg iŶ oŶe daǇ, ďut it’s a ŵulti-Ǉeaƌ effoƌt to saǇ, ͞We’ƌe goiŶg to 
change,͟ aŶd ǁe see the ďest oƌgaŶisatioŶs … TheǇ just do that. They just say, 

͞OkaǇ, got it. Let’s go.͟ Paƌt of that is paƌt of the esseŶĐe of the MaƌketiŶg College 
ǁith the State DepaƌtŵeŶt is … Aǁhile ďaĐk, Ed Tazzia and Kip Knight put this 

togetheƌ, aŶd theŶ asked a ďuŶĐh of us to joiŶ theŵ as ͞pƌofessoƌs͟ to ƌeally start 

teaching the fundamentals of marketing and communications, and then how it 

applies in the digital world. We teach this to embassy spokespeople, and consulate 

spokespeople, and members of many other functions within the state worldwide. 

 

David Pembroke: Yeah, ďut iŶ goǀeƌŶŵeŶt … AgaiŶ, this peƌhaps … I’d ďe iŶteƌested iŶ Ǉouƌ 
experience or observations of government and public sector, but the notoriously 

conservative organisations. 

 

Bob Pearson: Yes. 

 

David Pembroke: What could be a couple of steps perhaps that people could start? Where are the 

easy places to get going? 

 

Bob Pearson: Yes. I look at the government really just like a regulated industry. If we work with a 

pharmaceutical company or a bank, they have a lot of regulatory laws that they 

have to follow, and so it slows them down, and you have to think about how to 

iŶŶoǀate diffeƌeŶtlǇ. A goǀeƌŶŵeŶt is the saŵe ǁaǇ. It ŵaǇ Ŷot ďe that theƌe’s … 
The ƌegulatioŶs. Although, that’s soŵe of it. It’s also just the iŶeƌtia that is sloǁeƌ 
inside a government to move things. 

 

 What does that mean? It means that you do things like, what if you build a library 

of content in advance that you can get approved, so when you can see the 
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ŵaƌketplaĐe eǀolǀiŶg, Ǉou haǀe ŵoƌe ĐoŶteŶt that’s alƌeadǇ appƌoǀed that you can 

put in the market more quickly that is aligned with what people are doing, or what 

are all the things that you can do that are really zero-risk that anyone could be 

doing? 

 

 In other words, when I think of like the Twitter example, I think of it like a … If 
Ǉou’ƌe ďuildiŶg a ŵedia Ŷetǁoƌk aŶd the goǀeƌŶŵeŶt ďodǇ oƌ a ĐoŵpaŶǇ is 
thiŶkiŶg like a ŵedia pƌopeƌtǇ, Ǉou saǇ, ͞OkaǇ. Aŵ I folloǁiŶg the ƌight people iŶ 
each channel, Facebook, Twitter, LinkedIn, et cetera? Then, if I am, am I providing 

the ƌight ĐoŶteŶt iŶ oƌdeƌ to tell ouƌ stoƌǇ togetheƌ?͟ AŶǇoŶe ĐaŶ do that. 
RegulatioŶs haǀe ŶothiŶg to do ǁith that, so I alǁaǇs look at like, ͞What aƌe all the 
things you can do with zero risk? What are the things you can do with very low 

risk? The things that are longer-teƌŵ, okaǇ, ǁe’ll get to those Ŷeǆt Ǉeaƌ.͟ 

 

David Pembroke: OkaǇ. That’s ƌeallǇ good adǀiĐe. I thiŶk that to just piĐk up those tasks that aƌe … Ŷo 
oŶe Đould oďjeĐt to ďeĐause it’s Ŷot goiŶg to ďe a pƌoďleŵ, ďut theŶ, hoǁ do Ǉou 
sell the message up the line? How do you then get that message up to those senior 

executives and through that senior executive layer up to the political layer where 

they can understand and appreciate the benefits that this can deliver to their 

particular program, or service, or regulation, or regulatory organisation? 

 

Bob Pearson: Yeah. AgaiŶ, a gƌeat poiŶt, aŶd it’s … Without saǇiŶg aŶǇthiŶg that I get … I’ǀe got 

to ďe Đaƌeful, I guess, iŶ aŶǇ speĐifiĐ details, ďut I doŶ’t thiŶk goǀeƌŶŵeŶts aƌe aŶǇ 
different than companies in this regard in that if you can train and teach the top 

leaders of an organisatioŶ, Ǉou ŵake a diffeƌeŶĐe. If Ǉou doŶ’t, theŶ Ǉou doŶ’t. OŶe 
of the thiŶgs that ǁe … I ĐoŶsisteŶtlǇ saǇ iŶ aŶǇ kiŶd of tƌaiŶiŶg is if Ǉou’ƌe tƌaiŶiŶg 
the people who are on the frontlines and they can get better at what they do, 

that’s gƌeat, aŶd that defiŶitelǇ helps, ďut Ǉou haǀe to … The ďosses haǀe to ďe 
trained too. 

 

 The ďosses just ĐaŶ’t saǇ, ͞I’ŵ on board. Let’s do this.͟ I doŶ’t fiŶd that that ƌeallǇ 
ǁoƌks, aŶd so ǁe’ƌe alǁaǇs pushiŶg to get higheƌ leǀel iŶǀolǀeŵeŶt, higheƌ leǀel 
knowledge, broaden out the reach. Government moves slower that way where 

ĐoŵpaŶies ǁill saǇ, ͞You’ƌe ƌight. Let’s go tƌaiŶ ϱϬϬ people ǁoƌldǁide, aŶd let’s go 
make this happen.͟ 

 

David Pembroke: Yeah. Look, I thiŶk the sloǁ ŵoǀeŵeŶt of goǀeƌŶŵeŶt, theƌe’s a puƌpose to it 
really. 

 

Bob Pearson: Yeah. 

 

David Pembroke: You doŶ’t ǁaŶt it to opeƌate like a private sector organisation. 

 

Bob Pearson: Absolutely, absolutely. 

 

David Pembroke: IŶ teƌŵs of gettiŶg the atteŶtioŶ of those people agaiŶ, I get that, ďut theǇ’ƌe 
ŶotoƌiouslǇ ďusǇ. We’ǀe got so ŵaŶǇ thiŶgs to do. I’ǀe got so ŵaŶǇ people ǁaŶtiŶg 
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to get a shaƌe of ŵǇ tiŵe. So ŵaŶǇ ǁaŶt to get ŵǇ atteŶtioŶ. What’s soŵe adǀiĐe 
that you would have to people in terms of composing an argument to them or a 

ĐoŶǀiŶĐiŶg aƌguŵeŶt that ǁould get theŵ to thiŶk, ͞OkaǇ, that is ǁoƌth … I doŶ’t 
kŶoǁ, aŶ houƌ, Ϯ houƌs, ϯ houƌs of ŵǇ tiŵe?͟ What is the ďest tiŵe of the daǇ to 
coach senior executives? 

 

Bob Pearson: Yes, a couple things in there. One is when people are not seeing why they should 

do something from a digital standpoint. One of the more effective approaches is to 

actually do a landscape analysis that shows who is telling the story for the topics 

that the eǆeĐutiǀe oƌ leadeƌ Đaƌes aďout. What I fiŶd is ǁheŶ Ǉou ĐaŶ saǇ, ͞Heƌe’s 
ǁho’s telliŶg this stoƌǇ. Heƌe’s ǁho’s iŶflueŶĐiŶg the ƌeputatioŶ of ǁhat Ǉou Đaƌe 
aďout, ǁho’s defiŶiŶg the issues that Ǉou Đaƌe aďout,͟ ǁhat theǇ ofteŶ ƌealise is 

theǇ doŶ’t kŶoǁ aŶǇ of these folks oƌ theǇ kŶoǁ ǀeƌǇ feǁ of theŵ, aŶd so the ƌeal 
… 

 

 Then, the follow-up is if Ǉou’ƌe Đoŵfoƌtaďle alloǁiŶg otheƌ people to foƌŵ Ǉouƌ 
ƌeputatioŶ ǁithout Ǉou, that’s gƌeat. NothiŶg to talk aďout, ƌight? If Ǉou ǁould 
prefer to be involved in shaping your own brand or your own reputation, we need 

to do soŵethiŶg, aŶd that’s usuallǇ eŶough foƌ aŶǇ leadeƌ to do eǆaĐtlǇ ǁhat Ǉou 
just do. TheǇ go like … It’s a laughiŶg ŵoŵeŶt to saǇ, ͞OkaǇ, this is sillǇ. We got to 
do something aďout that.͟ 

 

 The otheƌ thiŶg I fiŶd is ŶothiŶg ďetteƌ thaŶ gettiŶg eǆeĐutiǀes iŶǀolǀed iŶ … of aŶǇ 
tǇpe. AŶ eǆaŵple ǁould ďe, let’s saǇ, Ǉou’ƌe tƌǇiŶg to do outƌeaĐh iŶ a ĐeƌtaiŶ 
country for a certain topic. Why not do a guest blog series over time? Nothing 

extraordinary, but have that leader reach out to people they know to do Q&As, or 

to do, ͞Ask ϯ ƋuestioŶs aŶd get ϯ aŶsǁeƌs,͟ oƌ featuƌe oŶe of theiƌ fƌieŶds oŶ theiƌ 
ďlog, aŶd Ǉou staƌt to ďƌiŶg the ĐoŵŵuŶitǇ that Ǉou’ƌe tƌǇiŶg to ƌeaĐh iŶto Ǉouƌ 
community. By bear hugging that community, they of course usually love that, and 

then tell all their friends, so you start to integrate your reach or expand your reach 

more, but it also gets more personal. Like anything in life, when things get more 

personal, ǁe’d paǇ ŵoƌe atteŶtioŶ. 
 

David Pembroke: What Ǉou’ƌe suggestiŶg though, okaǇ, is to ƌeallǇ assist those eǆeĐutiǀes to gƌoǁ 
their own reach and influence by demonstrating their expertise and sharing the 

iŶfoƌŵatioŶ aŶd kŶoǁledge that theǇ’ǀe aĐƋuiƌed ŵaŶy, many years? 

 

Bob Pearson: Yes, exactly. Exactly, and what happens naturally with leaders is they will then start 

to look at this ŵoƌe ĐloselǇ, aŶd theǇ haǀe theiƌ oǁŶ … If theǇ’ƌe Ŷot as digitallǇ 
savvy, they may have a very unique view of what they think the world thinks of 

theŵ, aŶd theŶ Ǉou ĐaŶ saǇ like, ͞Well, this is aĐtuallǇ ǁhat the ǁoƌld is … ƌeallǇ 
believes in what Ǉou haǀe doŶe,͟ aŶd theǇ ƌealise, ͞OkaǇ. This is Ŷot oŶlǇ iŵpoƌtaŶt 
foƌ the ďƌaŶd oƌ ƌeputatioŶ ǁoƌk that I’ŵ ƌespoŶsiďle foƌ, I have a role in this. I 

haǀe to haǀe a ďiggeƌ ǀoiĐe iŶ oƌdeƌ to ŵoǀe that Ŷeedle.͟ WheŶ that happeŶs, 
theŶ Ǉou haǀe a gƌeat … futuƌe gƌeat leadeƌship, ďut it doesŶ’t alǁaǇs happeŶ. Big 
organisations of any type, not everyone is going to do that, but you get enough 

people doing it, others pay attention. 
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David Pembroke: How do you find those who are perhaps a little bit more predisposed to learning 

and to getting involved? Any tips around how you can identify where to start? 

 

Bob Pearson: Yeah. This is where I’ŵ goiŶg to go ďaĐk to ŵǇ Dell daǇs as aŶ eǆaŵple. We had a 
lot of … Ouƌ leadeƌs ǁeƌe gƌeat, ǀeƌǇ sŵaƌt, aŶd ďusǇ just as Ǉou said ďefoƌe. What 
I found is if I went to the middle of the organisation and asked people if they would 

participate, they were hungry, and they wanted to, and they would commit the 

time. Once they started to do that and participating online, and people were liking 

ǁhat theǇ ǁeƌe doiŶg, the leadeƌs aďoǀe theŵ ǁake up to go, ͞HeǇ, ǁhat aďout 
ŵe? Hoǁ Đoŵe Ǉou didŶ’t ask ŵe?͟ It’s like, ͞Oh, I didŶ’t kŶoǁ Ǉou ǁeƌe 
iŶteƌested. WhǇ doŶ’t Ǉou joiŶ us?͟ I fouŶd that a little good old-fashioned 

craftiness can wake people up and get them going. It works, and it went up. 

 

David Pembroke: Away from training and back to this notion of the use of tools, what suggestions 

might you have for the audience about the tools that they should assemble and the 

tools that they should be using to try to gather these insights into the audience 

aƌouŶd the ĐoŶteŶt aŶd the distƌiďutioŶ that theǇ’ƌe goiŶg to Ŷeed to engage 

themselves in? 

 

Bob Pearson: Yes. One of the things I try to do in Storytizing and also in Pre-Commerce is focus 

oŶ ǁhat I Đall ͞IŶtelleĐtuallǇ-SĐalaďle Models.͟ What I ǁould eŶĐouƌage people to 
do is if Ǉou’ƌe Head of CoŵŵuŶiĐatioŶs is … as aŶ example is to really think through 

that it is that you need to be looking at. A great example would be a dashboard 

that people look at, aŶd I alǁaǇs joke aƌouŶd like, ͞Most dashďoaƌds shoǁ Ǉou a lot 
of stuff, aŶd Ǉou haǀe Ŷo idea ǁhat it ŵeaŶs.͟ Yes, Ǉou Đan read about your 

organisatioŶ. You ĐaŶ see it, ďut Ǉou doŶ’t kŶoǁ ǁhat to do aďout it. Theƌe’s Ŷo 
aĐtioŶaďle iŶtelligeŶĐe that Ǉou’ƌe gettiŶg, so stop lookiŶg at that stuff aŶd staƌt to 
thiŶk, ͞What do I aĐtuallǇ Ŷeed to folloǁ, so I ĐaŶ ďe sŵaƌteƌ?͟ 

 

 I’ll giǀe Ǉou aŶ eǆaŵple of this. It Đould oŶlǇ ďe that theƌe’s ϯ ĐhaŶŶels that Ǉou 
Ŷeed to ďe lookiŶg at foƌ a topiĐ. Folloǁ those, oƌ Ǉou Đould saǇ, ͞I’ŵ goiŶg to 
identify the top 50 people that matter for me on a topic, and I want to look at what 

theǇ’ƌe doiŶg eǀeƌǇ daǇ ďeĐause theǇ’ƌe aĐtuallǇ dƌiǀiŶg the ŵaƌket, so I ǁaŶt to 
look at theŵ ǀeƌsus all the otheƌ Ŷoise.͟ You ĐaŶ do that. This daǇ aŶd age, as Ǉou 
know, with Sysomos or Hootsuite or Sprinklr, or many tools where if you can just 

tweak it enough, you can actually just get what you need and cut out all the noise, 

but the key thing is try to focus on what it is that you really are going to learn from. 

 

David Pembroke: In a general sense, what do you think of the things that people should be looking at 

to giǀe theŵ that ďest uŶdeƌstaŶdiŶg of the distƌiďutioŶ of the otheƌ data that’s 
helping them to uncover those insights around the content that needs to be 

created? 

 

Bob Pearson: Yeah. WheŶ ǁe talk aďout that, theƌe’s ϱ fuŶdaŵeŶtals of ŵedia effiĐieŶĐǇ that I 
always go back to that we found continue to work over the last 10 years 

worldwide. One of them is what we just talked about, which is make sure you have 
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actionable insights so you can act on when you need to and stop nothing short at 

gettiŶg theƌe. The seĐoŶd is the taleŶt. You’ƌe iŶ the taleŶt ďusiŶess. KŶoǁ ǁho is 
actually telling your story, and know who is influencing those people, and ask 

Ǉouƌself if Ǉou’ƌe aĐtuallǇ foƌŵiŶg the right relationships with them. Also, are you 

building out the next generation of talent? 

 

 A gƌeat ĐoŵŵuŶiĐatioŶs peƌsoŶ is thiŶkiŶg thƌough, ͞Who aƌe the Ŷeǆt ϭϬ, ϮϬ, ϯϬ 
people ǁho ƌeallǇ aƌeŶ’t ďoƌed ǁith ǁhat theǇ’ƌe doiŶg, ďut theǇ’ƌe Ŷot faŵous 

eŶough Ǉet, ďut ǁe’ƌe goiŶg to help theŵ get theƌe ďeĐause ǁe’ƌe goiŶg to 
ďasiĐallǇ ĐoŵpletelǇ shape ouƌ eĐosǇsteŵ?͟ That’s the seĐoŶd. The thiƌd is 
laŶguage. What aƌe the aĐtual keǇǁoƌds, aŶd theƌe’s usuallǇ Ŷot ŵoƌe thaŶ ϭϱ, that 
you can use that will align people with your story? 

 

 The fourth there is content, which I talked about, making sure you know what 

content really matters, and then the fifth is channel. If we look at social media, 

theƌe’s oŶlǇ ϭϬ ĐhaŶŶels of soĐial ŵedia, so eǀeƌǇthiŶg fits iŶto one of the 10. 

Basically, people usually heard internet active in more than about 4 for any topic 

foƌ ǁhat Ǉou Đaƌe aďout, so doŶ’t ǁoƌƌǇ aďout goiŶg eǀeƌǇǁheƌe. Just ǁoƌƌǇ aďout 
going to the channels where people hang out. I find that those 5 things end up 

centering you on doing the right thing and not getting distracted by the latest 

squirrel that flew by. 

 

David Pembroke: What are your views about offline communications, things like events and say 

traditional public relations working with media organisations? 

 

Bob Pearson: Yeah. 

 

David Pembroke: Still important to you? 

 

Bob Pearson: Very important, but in a different way. I think what we always knew about events 

ǁas theǇ Đould ďe gƌeat. TheǇ’ƌe eǆĐitiŶg. TheǇ get people’s atteŶtioŶ, aŶd that 
attention goes away as fast as it comes, and so what we can now see with analytics 

is that’s aďsolutelǇ tƌue. Whetheƌ it’s aŶ adǀeƌtisiŶg ĐaŵpaigŶ lauŶĐh, oƌ a ďig 
event, or a press conference, they usually have like that one big day where 

everyone is paying attention. It might be a little longer than that, but usually, not a 

lot. 

 

 Heƌe’s the thiŶg that’s ƌeallǇ Đool. What ǁe see is ǁheŶ Ǉou ĐatĐh people’s 
atteŶtioŶ, theǇ’ƌe ǁide aǁake. Youƌ audieŶĐe is aǁake. If Ǉou giǀe theŵ ƌeleǀaŶt 
ĐoŶteŶt that’s Ŷot news-worthy, you can extend that conversation for weeks and 

eǀeŶ ŵoŶths, aŶd ǁe’ƌe seeiŶg this oǀeƌ aŶd oǀeƌ agaiŶ that if Ǉou kŶoǁ ǁho Ǉouƌ 
top 1% or who create content, but more importantly, your top 9% in the 1-9-90 

model, the people who will share content if you give it to them because they love 

what you do. If you give them video Q&As, a slide deck, a tweet, a whitepaper, and 

it’s oŶ the saŵe topiĐ, theǇ ǁill keep talkiŶg, aŶd shaƌiŶg, aŶd talkiŶg, aŶd shaƌiŶg. 
 

 Theƌe’s a ĐoŶteŶt elastiĐitǇ that ǁe are still learning about, which is critical to 



 
 

 
 

 

 

In Transition Podcast - contentgroup Page 10 of 12 

 

eǆpaŶdiŶg the poǁeƌ of ĐoŵŵuŶiĐatioŶs. IŶ the futuƌe, ǁe’ll kŶoǁ, ͞OkaǇ. This 
topic like will go for a week. This topic will go for 3 weeks. This topic is endless. This 

topiĐ, Ŷo oŶe Đaƌes aďout,͟ aŶd so Ǉou Đan start to see then how to tweak your 

ĐaŵpaigŶs. That leads to ǁhat ǁe Đall ͞Agile CaŵpaigŶiŶg,͟ ǁhiĐh is, hoǁ do Ǉou 
wake up a market, but then keep feeding it appropriately forever after? 

 

David Pembroke: OkaǇ, that’s a gƌeat iŶsight. What aďout PR ŵedia? 

 

Bob Pearson: Yeah. It’s aďsolutelǇ iŵpoƌtaŶt. I thiŶk that Ǉou haǀe a ďƌoadeƌ ǀieǁ of ŵedia. 
What we see, again, through doing this quite a bit is that if you have a financial 

topiĐ, Ǉou haǀe … oƌ a goǀeƌŶŵeŶt topiĐ ǁheƌe it’s like a ĐoŶsisteŶt topiĐ that 

people are going to talk about, yeah, you may have more journalists covering you, 

and it may be a consistent group that is clearly listening to what you say, but for 

the ŵajoƌitǇ of topiĐs, that’s Ŷot the Đase, aŶd Ǉou haǀe a ŵiǆ of just Ŷoƌŵal 
people, ďloggeƌs, jouƌŶalists depeŶdiŶg oŶ the topiĐ. It’s otheƌ iŶdustƌǇ eǆpeƌts, 
and so understanding that mix is really important. 

 

 Moƌe iŵpoƌtaŶtlǇ, ǁhat ǁe’ƌe seeiŶg iŶ ŵedia ƌelatioŶs, ǁhiĐh is ƌeallǇ keǇ foƌ PR, 
is we can see who influences who. In other words, who influences a journalist? If 

Ǉou ask theŵ, Ǉou kŶoǁ the aŶsǁeƌ. TheǇ’ll saǇ Ŷo oŶe, ďut if Ǉou aĐtuallǇ … Right? 
BeĐause it’s Ŷot possiďle that aŶǇoŶe Đould iŶflueŶĐe theŵ, ďut ǁheŶ Ǉou aĐtuallǇ 
look oŶliŶe, Ǉou see theƌe’s, of Đouƌse, a lot of people influencing them, so you can 

see that it might be a subject matter expert here. It could be a physician. It could be 

an NSA expert, and then you start to see who you need to work with to influence. 

 

 Media relations is actually expanding in its breath in terms of how we do it well, but 

a lot of companies and organisations as you still know and government as well, 

they still go out to the traditional journalists and try to get them to write traditional 

stories, and then they high five because they thiŶk theǇ did theiƌ joď. That’s ƌeallǇ 
just the very beginning of the process. 

 

David Pembroke: Yeah. Yeah, iŶdeed. Just oŶe fiŶal oŶe ďefoƌe ǁe go ďeĐause ǁe’ƌe haƌd up agaiŶst 
time. Could you give me some examples just going back to that point 1 that these 5 

fundamentals, these actionable insights? 

 

Bob Pearson: Yeah. 

 

David Pembroke: If you could just give me an example perhaps of what a handful of actionable 

insights might look like. 

 

Bob Pearson: Yes. Let ŵe giǀe Ǉou soŵe … We’ǀe doŶe a lot of ǁork in the movie industry over 

the Ǉeaƌs. I ǁoŶ’t saǇ the ŵoǀie, ďut oŶe of the … I’ll just tell Ǉou ǁhat it is, ďut … 
Yeah. 

 

David Pembroke: We’ƌe iŶ Austƌalia. We’ƌe a loŶg ǁaǇ aǁaǇ, so doŶ’t … 

 

Bob Pearson: Yeah. No, ďut it’s like ǁheŶ Ǉou look at like Harry Potter, for example. 
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David Pembroke: Okay. 

 

Bob Pearson: You kŶoǁ hoǁ ŵaŶǇ people loǀe HaƌƌǇ Potteƌ, aŶd theƌe’s oŶlǇ … IŶ oŶe of theiƌ 
keǇ ĐouŶtƌies foƌ HaƌƌǇ Potteƌ, theƌe’s oŶlǇ ϰϯ people to dƌiǀe the ŵajoƌitǇ of shaƌe 
of conversation, yet theƌe’s ŵillioŶs of people talkiŶg aďout it. If Ǉou go out to the 
influencers and allow them to carry content sooner, then you actually have more 

impact on the audience than if you go out with traditional direct mail, or emails, or 

things like that. Now, why is that? The ƌeasoŶ is it’s faƌ ŵoƌe ƌeleǀaŶt ǁheŶ aŶ 
audience gets to inform itself than if an organisation informs for it, and so when 

Ǉou look at like ƌates of iŶteƌest, theǇ’ƌe Ŷot like ϭ tiŵe ďetteƌ. TheǇ’ƌe like ϭϬ, ϮϬ, 
ϯϬ tiŵes ďetteƌ. It’s Ŷot eǀeŶ close, and so that kind of thing, we see all the time. 

That’s aŶ eǆaŵple. 
 

David Pembroke: Yeah, I know. Fantastic. Listen, Bob. Thank you so much for sharing those great 

examples and your wisdom that is in Storytizing, and before that, in Pre-Commerce, 

so I think that a lot of people will be now going out and buying both of those books 

I think because the insights there will really help them to start this transition really 

to get themselves moving and to start to take some of those actions that you have 

mentioned, so they can improve the efficiency and the effectiveness of their 

ĐoŵŵuŶiĐatioŶ, ďut listeŶ. Foƌ the audieŶĐe, ǁhat’s the ďest ǁaǇ foƌ theŵ to ďe 
aďle to staǇ ĐoŶŶeĐted to a lot of the ǁoƌk that Ǉou’ǀe outliŶed foƌ us todaǇ? 

 

Bob Pearson: Yeah. The ďest ǁaǇ is … MǇ Tǁitteƌ haŶdle is @ďoďpeaƌsoŶϭ8ϰϱ. That happeŶs to 
be the year that Texas joined the United States, just in the side, and then also, you 

ĐaŶ just go to ouƌ site, ǁϮogƌoup.Đoŵ, aŶd ǁe haǀe a ďlog theƌe Đalled ͞CoŵŵoŶ 
SeŶse.͟ We haǀe a lot of great interviews on there and everything else, but I also 

ǁaŶt to ĐoŵpliŵeŶt Ǉou. I thiŶk ǁhat Ǉou’ƌe doiŶg is gƌeat. I loǀe the faĐt that 
podĐastiŶg is ƌeallǇ ďeĐoŵiŶg a stƌoŶg as eǀeƌ, aŶd it’s … I appƌeĐiate the 
opportunity. 

 

David Pembroke: Yeah, Bob. No problem at all, and thanks very much for that, and we enjoy it like I 

loǀe haǀiŶg these ĐoŶǀeƌsatioŶs of … I’ǀe got pages of Ŷotes sittiŶg iŶ fƌoŶt of ŵe 
Ŷoǁ, just sĐƌiďďliŶg thiŶgs doǁŶ as ǁe spoke. I’ǀe ďeeŶ iŶ this ďusiŶess foƌ a loŶg, 
long time, but whenever you speak to people like we do on this podcast, you 

alǁaǇs leaƌŶ. Theƌe aƌe alǁaǇs thiŶgs that Ǉou’ǀe Ŷeǀeƌ thought of ďefoƌe, so 
thanks very much for being so generous with your time. Good luck with W2O and 

eǀeƌǇthiŶg else that’s goiŶg on. 

 

Bob Pearson: Great. Thank you very much. I appreciate it. 

 

David Pembroke: Okay, everyone. Thank you very much for your time again this week. That was a 

ǀeƌǇ, ǀeƌǇ useful iŶteƌǀieǁ, aŶd I’ŵ suƌe that Ǉou ǁill take so ŵuĐh aǁaǇ fƌoŵ that. 
As I said, like so much in that for me. Just incredible amounts of insight, so have 

aŶotheƌ … I ƌeĐkoŶ that’s ǁoƌth a Đouple of listeŶs. If I ǁeƌe Ǉou, I thiŶk I’d go ďaĐk 
as I will, and go and have another good listen to what Bob has got to say. 
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 I’ll ĐeƌtaiŶlǇ be going to W2O a little bit more, looking at Common Sense, following 

Boď, aŶd gettiŶg thƌough a little ďit ŵoƌe of the StoƌǇtiziŶg ďook. I’ǀe got a little 
ǁaǇ thƌough it, ďut I’ǀe got a ďit ŵoƌe to go. AĐtuallǇ, I haǀeŶ’t got Pƌe-Commerce, 

so I’ll go ďaĐk and buy that, but anyway, there you go. Listen. Thanks, everyone. 

Thanks for being with me again this week. I look forward to a bit more of your time 

next week, so just for the moment, bye for now. 

 

 

 


