
60 Leaders. 
60 Seconds Each. 
(and) 60 Words Each. 
60 Ways to Increase Your Online Influence. 

 
The Influencer Project 
 
 
 
Background 

 
Recently, ThoughtLead held the ‘The Shortest Marketing Conference Ever’ aka ‘The 

Influencer Project’ sponsored by Hub Spot. 

How can you make sure that your business and brand stand out in the complex and 
competitive world of online media?  What are the critical tactics and strategies you 
need to be implementing online right now in order to attract more customers and earn 
greater trust with prospects?  During the Influencer Project conference, you'll gain key 
insights into those two questions. 

 
While the punctuated ’60 second’ format was an admirable objective, my own attention-

challenged mind struggled with the all the text in the transcript.  Closer inspection revealed 

that actually even within this constrained frame, the Leader’s messages had a fair amount of 

filler, repetition and trimmable words (eg.  extended introductions).  As a result, I decided to 

sharpen my editor’s quill and take a stab at distilling out the gems of wisdom even further 

by trimming the pieces down to *60 Word* segments of the highlights of their comments.  

Also, rather than a 60 person laundry list of random thoughts, I also noted a number of 

prominent themes emerging and so I decided to cluster the comments into them.  I hope 

this version helps people who want to dive into the treasure trove of insight under the 

constraints of very limited time. 

http://thoughtlead.com/
http://influencerproject.com/
http://influencerproject.com/
http://www.hubspot.com/


 
Disclaimer 
 
 
The disclaimer below is copied from the original published transcript...  
 

Influencer Project Full Conference Transcript by ThoughtLead is licensed under a 
Creative Commons Attribution‐NonCommercial‐NoDerivs 3.0 Unported License. 
Basically, that means you can share it, but you have to attribute it to ThoughtLead and 
the speakers (in other words: you can’t say that you said any of it, and you need to 
mention who the speaker was, and the fact that he or she said it at the Influencer 
Project), you can’t make any money off of it or use it in any commercial context in any 
way, and you can’t change or modify the words in any way (although you can include 
excerpts, but please make sure to use them in context). Other than that (ahem), you’re 
free to share this entire document and any of the quotes freely! © 2010 ThoughtLead. 
Some Rights Reserved.  

 

I should add that I have tried to provide this edited version for the use and convenience of 

all to make its great material more widely read and used.  I have tried to maintain fidelity to 

the core messages of each featured Leader.  I never added any of my own words.  I only 

removed words to leave the most prominent and what I considered most interesting or 

useful.  If any participant or person involved has any issue with anything I have done, please 

feel free to contact me at bruce_lynn@hotmail.com so I can put it right.  

mailto:bruce_lynn@hotmail.com
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Introduction 
 

The questions asked to all influencers: 

• How can you make sure that your business and brand stand out in the complex and 
competitive world of online media? 

• What are the critical tactics and strategies you need to be implementing online right 
now in order to attract more customers and earn greater trust with prospect? 

 
Sam Rosen introduced the Influencer Project on July 6, 2010 
Hi everyone, welcome to the Influencer Project, which is the shortest marketing conference 
ever.  Our mission here at ThoughtLead is to spread important ideas using the web...With 
the unbelievably generous help of our premier sponsor, HubSpot, we’ve managed to 
assemble sixty of the greatest minds online, to speak for sixty seconds each about how you 
can increase your digital influence. 
 

  
Meet Face-to-Face 
 

Scott Porad, Cheezburge Network / ScottPorad.com 
Make connections with people online, and then go and meet them in person in the real 
world, offline.  
 
Joselin Mane, BostonTweetup.com 
Get offline and meeting people in real life.  Connect with people before you connect with 
them on Facebook.  Another critical secret that I’ve learned, is as soon as you 
meet someone, introduce that individual to someone else that you know, they will stand 
out significantly in their eyes.  I will see you at a TweetUp soon.  
 
David Bullock, DavidBullock.com / Barack20.com 
Move offline.  Use another media, like television, radio, speaking events to build awareness 
because then people go online looking for you.  Too many times people take the online 
market and just sit there, hoping that people are going to come and bump into them. 
They’re not going to bump into you unless they have a reason to. 
 
 

It’s All About Them 
 
Robbin Phillips, BrainsOnFire.com 
It is not about digital; it's about people.  It’s about passion conversations, not product 
conversations.  Share who you are and what you stand for with the world.  You won’t just 
gather numbers of followers, I mean who cares about a million Facebook fans?  Build deep 
emotional connections to people who care about what you care about.  

 



Yaro Starak, Entrepreneurs-Journey.com 
Learn how to talk more about other people.  Their favorite subject is themselves.  So if 
you’re looking to influence a certain thought leader, or even just a group of people, talking 
about them, talking to them, instead of about yourself is something that I find 
exceptionally powerful.  
 
Erica OGrady, ReinventingErica.com 
Make people around you more successful than you are. That, combined with the ability to 
laugh at yourself, and to be really vulnerable and open, and to share stories from the heart. 
I think that people all over the world are looking for one thing, and that’s human 
connection.  
 
Vanessa Fox, Nine by Blue / Marketing in the Age of Google 
Start with understanding your audience, and really what their needs are and the asks that 
they’re trying to accomplish. I feel like [many have] missed that big second step, which is 
answering people’s questions, solving their problems. You can really engage with people so 
much better and do much, much better, not only in search, but other methods of 
acquisition. 
 
Mitch Joel, Twist Image / Six Pixels of Separation  
Get active in other people’s communities. Too many people are worried about what’s 
happening on their own Twitter feed, or how many friends are following them on Facebook, 
or liking their stuff. The most successful people are those who get extremely active in other 
people’s communities. They get into their comments. They mix it up with them on Twitter.  
 
Justin Levy, New Marketing Labs 
Listen to the conversations taking place around you. See how the different networks 
interact because not every network’s the same.  Takie the time to cultivate each network 
and your influence into each network.  Engage within those networks. Build up friends, build 
up a community around people that are interested about the same things that you’re 
interested in. 
 
Hank Wasiak, AssetBasedThinking.com 
Get rid of conventional views of influence. Change from thinking about changing 
other people’s mind to changing your mind. Instead of thinking about influence by debate – 
influence by dialogue. Instead of thinking about competing, thinking about admiring, and 
learning from everybody that you see. And instead of thinking about prevailing and 
winning the debate, think about engaging.  
 
Shashi Bellamkonda, Network Solutions 
Find out from your customers which social networks they are using and be there for them at 
the moment they need you. If they’re already on some social network, that’s the place 
where you should be. So talk to your customers, set up alerts for your own business so you 
know what people are talking about you online.  
 



Muhammad Saleem 
Demonstrate a mutually beneficial relationship. Give as much as you can give, and when you 
can’t give any more, take a step back and watch it be returned many fold. Too often we’re 
too focused on what we want to accomplish and fail to recognize how far we can go by 
helping others achieve their goals. 
 
David Meerman Scott, The New Rules of Marketing and PR 
Don’t focus on what your company happens to do or what your products and services 
happen to do.  People don’t care about products and services; what they care about are 
themselves. And they care very, very deeply about solving their problems.  
 
Chris Guillebeau, Art of Non Conformity 
Avoid what I call, "incestuous blogging" [which] comes about when you get started online 
and you care that you’re supposed to build relationships with people on your niche, or your 
social circle...So instead of sticking to one niche, think bigger: what other social circles are 
related to yours? How can you go over and help other people. 
 
Michael Margolis, GetStoried.com 
Tell a story that people can locate themselves into.  When people can identify with your 
story, they actually feel like they’re a part of what you’re doing...It's far less how you tell the 
story, but more important to have a story that’s worth telling. 
 
Valeria Maltoni, ConversationAgent.com 
Think about what gifts, what passion you have, what expertise you have in your chosen field 
that you can leverage to be helpful to others. I’m a business Strategist. So, we call this chat a 
kaizen blog chat. And we use the principle of kaizen, which is continuous improvement, to 
help people think through problems.  

Conversations 
 

Amber Naslund, Radian6 / BrassTackThinking.com 
Grow by having quality one‐on‐one conversations with people over time. And that can 
happen in a number of mediums. I choose to do it on my blog and via Twitter, and via some 
other social networks like Facebook and LinkedIn.  Online influence is a slow burn, and it’s 
not something that you can really manufacture. 
 
Hugh MacLeod, Gapingvoid.com 
The future of marketing I believe is what I call "Social Object." Like, if we're Star Wars fans, 
we’re talking about Darth Vader. Darth Vader’s a social object.  It's not that what we’re 
offering matters, in the grand scheme of things. It’s that we take other people’s stuff and 
share it with other people—sharing devices in order to socialize. 
 

Laura Roeder, LauraRoeder.com 
Start talking to people! So many people come to me scared to use social media because 
they don’t know what to say—they think they have to think of something brilliant, and 
super‐useful and super‐actionable for every tweet, for every Facebook message.  But social 
media is really just talking to people...Don’t worry about what to tweet. 



 
Gretchen Rubin, Happiness-Project.com 
Think about building a community of readers.  And the way to do that is to engage readers 
in a conversation. And that means introducing topics that are thought provoking and 
interesting, and on which people have a lot to say.  I had great success just asking the 
question, "What’s your comfort food?" People loved to weigh in on that.  
 

Strategic Thinking 
 
Wendy Piersall, WendyPiersall.com 
Put your business model before pursuing fame for fame’s sake.  Sometimes a business 
model takes months or years to hone, but that’s the horse that drives your cart. Make sure 
that it adds to your bottom line and that you’re not getting links or PR, and having nothing 
to show for it when it’s all said and done. 
 
Aaron Kahlow, OnlineMarketingConnect.com 
Think about social media not as its own strategy, but a strategy to enhance your existing 
marketing and business goals.  Looking at social media as an island unto itself, will take you 
down a path of which will lead to little return.  So think about how you can enhance your 
existing sales, marketing, customer experience, brand strategy with social media.  
 
Sergio Balegno, Marketing Sherpa 
Invest more time mapping a strategy for not just using social media, but for integrating 
social media with other tactics. Our research has shown a powerful synergy between social 
media and search, email and other tactics like we’ve never seen before.  
 
Liz Strauss, Successful-Blog.com 
Know where you’re going, because who would want to follow you if you don’t know where 
you’re going? And that’s the first step to being irresistibly attractive. After that I think you 
really need to stand back and look at the people who are around you, and make it all about 
them. 
 

Coat Tails 
 

Alexandra Levit, AlexandraLevit.com 
Be systematic in your approach to getting to know the individuals who have already  
been successful. You want to target, in the next sixty days, between five and ten individuals 
you admire, whose work you’ve followed, and gradually start getting to know them—
commenting on their tweets, commenting on their blog posts.  
 



Steve Woodruff, SteveWoodruff.com 
Identify gifted up-and-comers that are just getting into social media, but clearly have the 
right stuff, good experience, drive, a message—but really need help getting launched. By 
coming alongside them, becoming an advocate, taking their material and exposing it to a 
broader audience and connecting them to key people, you end up creating for yourself an 
advocate for life.   
 
Robert Scoble, Rackspace 
Follow better people.   The better your inbound is, in other words, the higher the signal is in 
those tweets, or in those YouTube videos that you’re watching or those blog posts that 
you’re reading, the better your reactions will be, and the more informed you’ll become, and 
the better your output will be.  
 
Carol Roth, CarolRoth.com 
Align  yourself with outstanding strategic partners...I recommend that you comment on the 
blogs, tweet and retweet, and otherwise find ways to interact with and to give to people 
that you want to learn more about.  
 
Dave Navarro, theLaunchCoach.com 
Find people who have your audience already, but are not selling them the kind of things 
you’re selling, and co‐create some products with them. Make real quick teleseminars with 
them, or do special reports that are just for their audience, and kind of co‐make them with 
those people.  
 
Brian Solis, BrianSolis.com 
Being a thought leader and then connecting the dots for people who are looking for that 
insight back to you.  And identify the influential individuals already in place, and figure out 
how it is that you can connect with them, and connect your insights to them directly.  
 
Scott Belsky, Behance 
Share ideas liberally. Because without increased accountability and constant refinement and 
engagement from a community of people made possible in this digital era that we live in, 
we’re unlikely to ever push our ideas to fruition. Often creative projects that really have no 
end in sight, it’s this accountability that’s making them actually complete these ideas.  
 
  

Focus, Focus, Focus 
 
Dan Schawbel, Millennial Branding / Me 2.0 
Focus on a specific niche. Conduct a lot of Google searches to figure who the main players 
are in your industry, what niches that they already own, and how you can go further down 
the long tail and choose a much smaller niche to focus on, so you can stand out in your 
market, and become known for that.  
 



Lewis Howes, LewisHowes.com 
Find one specific niche and master that niche, become the owner of that niche on the online 
social media space, so that everyone around you knew that you knew everything about that 
one specific topic. One thing that I would have done sooner was actually start doing 
webinars to promote and educate others on how to master that niche. 
 
Gary Vaynerchuk, Wine Library TV / VaynerMedia.com 
Talk about things you know. Content is King. You can’t have influence...if you don’t know 
what you’re talking about, you will lose. Content is always king. The reason Wine Library TV 
worked was not because I was crazy, or because I used Twitter or...any of these other 
platforms. It’s because I knew what I was talking about.  
 
Nathan Hangen, NathenHangen.com 
Don’t worry about working your way up the "attention ladder" or networking. If you really 
want to build influence then your job is to make something—whether it’s a product, a 
business, or a message—make something worth talking about. And if you make something 
truly original, unique, and awe‐inspiring, then people are naturally going to gravitate 
towards you. 
 
Tamsen McMahon, Sametz Blackstone Associates / BrassTackThinking.com 
Build what I call, ‘digital dimensionality’. What I mean by that is by showing as many 
different sides of yourself or your business as you can. Why? Well, because the more sides 
of yourself that you show, there’s more opportunities for connections, and there’s more 
ways in.  
 
Chris Garrett, ChrisG.com 
Make sure that everybody is aware of the value that you provide. And the way you do this is 
by getting into other people’s heads and helping them with their challenges.  You don’t 
want to have that fast to gain influence and fast to lose influence.  So build relationships 
over time by offering consistent value, and being an awesome person.  
 
Julien Smith, InOverYourHead.net 
Take advantage of your existing benefits which you already have, that other people don’t.  
Get someone else to take a look at what it is that you have that you maybe take for granted, 
such as a wide network.  That is really what it will take in order for you to be able to leap 
over your competitors.  
 
 

Build Trust 
 
Mark Silver, Heart of Business 
Consistency, Strength, Silence.  A consistency in compassion for people’s struggles, and a 
generosity in giving to people in their struggles.  And the strength is in connecting the 
practical with the profound. There’s a silence in your own heart where wisdom arises from, 
and there’s a silence of people listening and not just the noise of people speaking.  
 



Michael Port, MichaelPort.com 
Consistency demonstrates commitment.   So, for the people that you're trying to serve, if 
you are consistent, they’re going to keep coming back...And of course if you can be 
consistent with respect to how you go about making your posts, how you go about 
introducing your content. 
 

Mike Volpe, HubSpot 
Share both the good and the bad so you build your position as the thought leader, and you 
build your digital influence a lot more. So what I would recommend to people, is think about 
being really transparent about everything that you’re doing, sharing a lot of that 
information, being really open.  
 
Loren Feldman, 1938 Media 
Capture  people’s attention with either complete transparency and complete honesty or 
really just lie.  And, be nice to everybody, and never ruffle anybody’s feathers—that’s 
certainly another way to do it. You can’t be in between those two I think; that’s when you 
run into trouble.  
 
Cathy Brooks, Other Than That 
Think about the authenticity of your voice and the consistency of your voice across your 
entire online and offline presence, making sure that the story that you tell has a deep 
connection to why you do it, and a consistency in terms of the message that you're telling, 
no matter what platform you’re on. 
 

Killer Content 
 

Terry Starbucker, SOBEvent.com 
Have good content. And you have to feel passionate about what you’re writing about, you 
have to have an interest in what you’re writing about, and you have to consistently provide 
value.  Secondly is you have to reach out. You have to overcome your fears to try and build 
relationships.  
  
Jason Falls. Social Media Explorer 
Share good content.  And I share good content consistently, and I’ve noticed 
that over the course of the last four years or so, as I’ve shared links to interesting content 
from around the web, the number of followers, the number of subscribers, the number of 
blog readers has steadily increased.  
 
David Siteman Garland, The Rise to the Top 
Become a thought leader.  What I mean by that is by starting the media arm of your 
company, whether it’s a special show, or a podcast, or an online magazine. Something, 
something that is showing people that it’s about them and it educates, inspires, entertains 
and isn’t just about your product. 
 



John Jantsch, Duct Tape Marketing 
Get very, very good at filtering and aggregating content. [Second], so many people are 
putting this personal information out there in social networks. So using the social 
technology to actually inform all of your communications—to build deeper relationships. 
 
Marshall Kirkpatrick, ReadWriteWeb.com 
Be early in the news cycle on any conversation of general interest. First, if you can figure out 
who is working on things of interest to your sphere of influence, and listen to them, then 
you can be the one to take that message out to a broader audience first.  Second, to detect 
and articulate patterns, and make context explicit. 
 
Brian Clark, Copyblogger.com 
Learn from mass media, apply it in the context of social media that’s familiar to you. Learn 
to be a storyteller. [And], human psychology is what powers stories, it’s what powers 
compelling, engaging content. Understand the psychology of people, because that’s what 
social media is all about. [Finally], your content’s got to be quality. Production values 
matter. 
 

Shake Things Up 
 
 

Todd Defren, SHIFT Communications / PRSquared 
Start by trying to change the world. What is it about your industry or about the world in 
general that you feel passionate enough about to shake things up? If you’re willing to shake 
up your world, the world is willing to pay attention.  The important next step is to have a 
blog all your own—a permanent place. 
 
Joe Pulizzi, Junta42 / The Content Marketing Institute 
Create content that stands for something—what I like to call "Higher Purpose Content 
Marketing." We have got to take that almost sometimes almost divisive content, but it’s got 
to be something that’s inspirational...[Also]you’ve got to take that mentality and create 
employee rock stars.  
 

Johnny B. Truant, JohnnyBTruant.com 
Defy convention where it’s appropriate. Not breaking rules for the sake of breaking rules, 
but there are a lot of people who will tell you what you should write about, how you should 
behave online, the conventions that you should follow.  Only a few people dare to step 
outside. And people take notice of that.  
 



Technical Tactics 
 
 

Anne Holland, Which Test Won 
1.   Get rid of all ‘Reset’ or ‘Clear Form’ buttons on your site.  
2.   Button wording.  Copywriting tests on buttons always improve conversion rates.  
3.   Size.  Make your buttons bigger.  
4.   Color. Doesn’t matter what color your button is as long as it stands out.  
5.   Position. Your button should be above the fold of the webpage.  
 
Laurel Touby, MediaBistro.com 
Assign yourself 3 digital trends you’ve been hearing about, and go do a test drive (each 
month, I challenge you: on the first day of the month).  I’m not saying go buy expensive 
computer‐aided design software, but I am saying go register for FourSquare or GroupOn, or 
an online iPad demo. There’s a great site called Unboxing.com.  
 
Ann Handley, Marketing Profs 
Give it wings and give it roots.  Don’t gate your e‐books or your blog posts so that people 
have to register to comment, or they have to fill out a form in order to share it with people. 
And then make sure you outfit with social bling too. All that stuff that you see these days on 
blog posts, like little Twitter icons and Facebook and LinkedIn.  
 
Shama Kabani, the Zen of Social Media Marketing 
Online video is probably the fastest way to get your message out there, to increase visibility, 
and to get clients and customers online. Come up with some great content—it can be two to 
three minutes, it does not have to be a lot. Create content around your area of expertise 
and then distribute, distribute with gusto!  
 
Danielle LaPorte, EhiteHotTruth.com 
One of the most powerful exercises you can do is to get yourself properly interviewed. 
Either hire a writer, who is going to take a journalistic stance to sort of pull out the nuggets 
of your bio, what’s unique about your story.  If you don’t have the coin, get yourself in front 
of a camera with a friend.  
 
Guy Kawasaki, AllTop.com / Garage Technology Ventures 
Repeat your tweets. I have found that by repeating tweets you get about the same amount 
of click‐throughs for each time you repeat it. And contrary to most people who believe that 
if you tweet something, once your followers are so enthralled about your tweet, that they 
will go back for it.  I repeat them four times every eight hours.  
 
Jim Kukral, AttentionTheBook.com 
Consider Facebook advertisingg. You can run ads on profiles of specific groups of 
people...certain regions and locations, down to zip codes! On profiles of people that work 
just within certain organizations. I know people that have gotten jobs from doing that! – 
running ads saying "I wanna work for your company."  You can do it for pennies on the 
dollar.  
 



Michael Stelzner, SocialMediaExaminer.com 
Get on Facebook.  If you’re on Facebook already don’t just use it for personal reasons but 
use it for your business.  Set up a fan page, make a welcome tab with a video on it, and 
come up with engaging content, like ask a poll question, or link to interesting articles that 
are not related to you.  
 

  
  

 
 

No one asked but... 
 
Bruce Lynn, BruceLynnBlog.Spaces.Live.com 
Embrace Failure.  The spirit of entrepreneurship means taking risks and that means taking 
periodic hits.  Don’t say the obvious stuff.  Explore new territory.  Let people challenge you 
or lend a hand if you have If you stumbled.  If you fail, then pick up the pieces, apologize if 
needed, learn your lesson and move on.  Also, do the right things right. 
 
Bruce’s other stuff... 
 
 Leadership and Management / Embracing Failure 
 Dynamic Work  
 Maldives Complete 
 70-20-10 
 Twitter 
 LinkedIn 
  

brucelynnblog.spaces.live.com
http://dynamicwork.co.uk/blogs/dynamicwork/default.aspx
http://maldivescomplete.com/blogs/maldivescomplete/default.aspx
http://seventytwentyten.wordpress.com/
http://twitter.com/brucely
http://uk.linkedin.com/pub/bruce-lynn/0/82/a95

