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Preface

he goal of this book is to share some of what I've learned from my
own journey as a marketer. My motivation stems from the fact that
some of my greatest insights have come from books that I've read while
learning my trade in the trenches. Books like Competitive Advantage,
Innovation and Entrepreneurship, The Cluetrain Manifesto, The Innovator’s
Dilemma, Crossing the Chasm, Predictably Irrational, The Lean Startup, and
Digital Body Language—to name a few—made me stop and reevaluate
how to approach my work. Sometimes they even took me in a completely
new direction that proved rewarding. I've applied the insights from these
readings over the years in ventures that succeeded and ventures that
failed. Throughout my journey, I've been exposed to just about every
aspect of marketing. I've also been fortunate to work at companies where
I could balance my interest in marketing and product design with my
broader interest in entrepreneurialism and business. This explains why I've
grown to be a product-oriented marketer who appreciates and embraces
contemporary innovation practices.
My interest in marketing technology started in earnest when I joined
a consumer packaged goods company as its first employee. Adina was
founded and managed by a successful entrepreneur, Greg Steltenpohl,
whose previous company, Odwalla, was acquired by The Coca-Cola
Company. For three years, I worked with him running the marketing
group. We launched three products into national distribution as social
marketing became a thing.
After moving to the San Francisco Bay Area to join Adina full time,
I quickly became immersed in the marketing technology community.
I joined a remarkable user experience (UX) design firm named Adaptive
Path (which has since been acquired by Capital One). Adaptive Path
was working on some of the most cutting-edge social technologies on

behalf of such clients as Flickr, MySpace, and Nokia. Though Adaptive

Path specialized in UX design, 1 probably learned more about marketing
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