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Paul: Hi, everyone. I’m Paul Hontz 
from The Startup Foundry. Joining 
me today in this AppSumo action 
video is Rome Viharo. He is actu-
ally the founder of Media Social, 
which is a part of Alphabird. Rome, 
thanks for being here.

Rome: Thank you.

Paul: Okay. Now, Rome, you’ve 
worked on some huge campaigns, 
like for Microsoft, Google, and 
what are you going to teach us 
today?

Rome: Well, I’d like to just go over 
the content strategy really. What 
we essentially do is content strat-
egy, which is just looking at all 
the various pieces of content that 
someone will have online, and 
figuring out how they all relate to 
each other, and then how to fuel 
them and kind of build an audi-
ence around them. That’s what I’d 
like to do. I would like to kind of go 
over the basics of the Media Man-
dala.

Paul: Okay. You’ve used these same 
strategies with these big compa-
nies, like even Motorola, Sprint, 
and some other just huge names. 
You’re going to distill some of 
these principles down to where a 
startup can actually leverage the 
same kind of strategy.

Rome: Yes, and they actually will 
probably be able to leverage it 
much better than the companies 
that you mentioned, and that’s one 
of the problems that big compa-
nies make and that small compa-
nies make. But small companies 
are, I think, more likely to actually 
not make those mistakes. It’s very 
important that everybody’s media 
online is looked at like a journey 
that a user can go through very 
seamlessly and effortlessly. Be-
cause big companies they have 
different types of media buying 
going on, they have different agen-
cies working on things, usually 
their online presence is generally 
very scattered all over the place. It’s 
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essentially very frustrating, like if 
they do find their audience or find 
their user or fan or their consumer, 
what have you, it’s usually a very 
confusing experience for them, 
and they disengage after a while. 
So, small businesses definitely can, 
because they’re already starting 
from the ground up and they’re 
generally doing it themselves at 
the beginning stage of the game, 
can build their ground up in a very 
seamless and elegant way, where 
their online marketing can become 
potentially a lot more organic and 
hopefully a lot more fun.

Paul: Okay. Now, before this inter-
view started, we had talked about 
this certain model that you had to 
help track things. Go ahead and ex-
plain this to us. We’ll put the graph-
ic up on the screen right now.

Rome: Okay. Well, this is the Me-
dia Mandala. It’s a very intuitive 
way to strategize content or meta 
strategize actually. You can look at 
it that way. So, the idea is that in 

the Mandala there’s a center, and 
that center is going to represent 
two things. One, it’s going to rep-
resent your brand and your core 
message in your brand. It’s also 
going to represent, when you cre-
ate a campaign, it’s going to rep-
resent the final action that a user 
will take. So, if you’re selling some-
thing, you’re going to encourage 
the person buying it. If you want 
people to sign up for something, 
it’s them giving you their email ad-
dress or filling out a form. It could 
be buying a movie ticket or what 
have you. It’s the final action you 
want the person to take. When you 
are strategizing your campaigns 
online, you want to look at all the 
various kinds of media that you 
have, and you want your users to 
go through the various kinds of 
media that you have online. If they 
can take three steps toward your 
center, they can take three steps 
on their own through your Me-
dia Mandala, through the various 
pieces of media that you have, you 
have a qualified lead, and it’s really 
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no more complex than that. There 
are so many different types of me-
dia that everybody is surrounded 
with on a daily basis. So just show-
ing someone a display ad here is 
not going to really engage them 
as much. We really need people to 
travel around. We want our story, 
our campaign to take place across 
various forms of media to make 
that journey easy and seductive for 
the user.

Paul: Okay. That’s why you said 
you have to have a user engage in 
three different things?

Rome: Yes. Well, that I think creates 
a very conservative estimate of 
you know that you have someone 
fully engaged, right? If someone 
comes to any of your properties, 
you don’t know which property 
they’re going to come to first, and 
it doesn’t matter if they just come 
to one property. You want them 
to come to something else. You 
want them to click over to some-
thing else. Now, just because they 

click over to something else, that 
still doesn’t really qualify them in 
my eyes, because who knows why 
they took that second click. People 
are distracted very easily online. 
They make mistakes online. But we 
want them to take a third click. The 
way to make someone take a third 
click, or a second click, around Me-
dia Mandala is to engage them in 
a story of some kind. People will 
naturally, on their own to under-
stand the next phase of the story 
that they’re engaging with, want 
to go to another piece of media 
that you have available to them. So 
when you’re creating a campaign, 
it’s very important to create it in a 
way where your communications 
happen across multiple forms of 
media; so you give the users those 
options to travel back throughout 
all of your content online.

Paul: Okay. Can you give us a real-
world example here, like break it 
down to a company or a startup? 
Just give us some actual real-world 
things that we can apply, to use 
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different labels.

Rome: Well, for a company, in 
terms of media for a company, one, 
you’re going to need some kind of 
media that represents your prod-
uct, and that is what we would call 
your timeless media. If it changes, 
it is just going to change over time 
as you want to evolve a sales mod-
el around it, but that is your time-
less media. It’s very important that 
the media is found via search, and 
it’s very important that media is 
presented in a way where users are 
interested. They know they can go 
there and they can find out what it 
is that they’re interested in.

But you also have timely media, 
which is going to engage an audi-
ence and bring them to your brand 
itself. This is where social media 
comes in. This is like the daily dis-
cussion. This is the type of media 
that you want to be able to use in 
a way that is very engaging on a 
daily basis, and if you have a blog, 
for example, a blog is going to be 

one of your spheres in your Man-
dala. If you have a Twitter account; 
that’s going to be another sphere 
in your Media Mandala. If you have 
a Facebook account, that’s going to 
be another one.

Paul: Okay.

Rome: So, just those things in 
themselves will potentially lead 
people back to your website in 
some way. That’s a basic and com-
mon example. I could give an 
example of famous campaigns, 
where it’s really easy to see how 
their mandala is working, if you 
wanted to.

Paul: Maybe just give a quick 30 
second version of that. I think most 
companies are going to be in the 
smaller ring here. But, yeah, just 
give us a quick 30-second overview 
of what it might look like for a larg-
er company.

Rome: Well, probably the most 
famous one that happened is the 
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Old Spice guy campaign. That 
was a really amazing social me-
dia strategy. You notice that there 
were multiple forms. There were 
so many different places that that 
story was being engaged online. 
They used Twitter. From Twitter, 
they drove people to watch a You-
Tube video. On YouTube, they then 
responded to people who were 
retweeting them and giving them 
comments back on Twitter. That, of 
course, led to the Old Spice web-
site, where you had the Old Spice 
guy and all his YouTube videos. 
That’s a very classic Media Mandala 
campaign. They really engaged 
people to move around, move 
around with that media, to follow it 
and to track it. That’s probably the 
most well known one.

Paul: Now, Rome, we’re a new com-
pany. How do we even get started 
with this? How do we start build-
ing our content strategy?

Rome: Well, first you have to be 
really clear about what your me-

dia presence is going to be in es-
sentially the world. It’s offline just 
as well as it’s online, although pri-
marily we assume it’s going to be 
online. Obviously, the thing that 
everybody needs to adapt to in 
some way is you need a YouTube 
channel. You need a Facebook 
page. You need a Twitter account, 
and you need a blog. These things 
should be accessible all through 
your home page. Your blog should 
be on your home page. These are 
just the key basics. If you have 
all those kinds of things in place, 
a lot of times that’s really all you 
need. So, you want to look at what 
your online media presence is. You 
definitely want video. At least in 
the beginning, you want video to 
explain your product, any type of 
general questions you think your 
users or your audience might have. 
But you want a really nice, clean 
video presentation, that’s just go-
ing to sit on your YouTube channel, 
at least in the beginning. Your blog 
is definitely a great way to target 
who you think you’re audience 
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is in a way where you don’t have 
to market your brand directly to 
them. For example, if you’re selling 
running shoes, if you wrote blog 
articles all the time about your run-
ning shoe, it’s going to be really 
boring, really fast.

Paul: Right.

Rome: But if you were to write 
blog articles about a running life-
style and all about running and 
running culture and all this stuff, 
then you can look at marketing 
these articles, that are not directly 
about your product at all. You can 
look at marketing these articles in 
your blog to an audience and to a 
very targeted audience. There’s a 
number of ways you can do that. 
There’s not enough time to break 
this down, but there are things you 
can do through Facebook, you can 
do through even Google Ads if you 
wanted to, but also through just 
basic social networking.

Paul: Okay.

Rome: You want to be able to use 
that content to directly market to 
an audience and just give them a 
piece of knowledge for free. That’s 
how you can begin to engage in a 
conversation with your audience. 
Then the interested ones will come 
back to your home page, on their 
own, and check out your running 
shoe.

Paul: Okay. Now, Rome, a lot of 
companies already have this stuff. 
How do they actually get people to 
engage with it?

Rome: Most companies should 
have this now. For sure they should 
have a blog. They should have all 
these components, but before they 
look at the audience and engage 
with them, they have to look at 
how it’s all connected, right? There 
are still a lot of companies that are 
missing some basic key things. 
They might have a blog, but their 
home page on their website is 
something that’s completely dif-
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ferent. On the one hand, they’re 
trying to market their blog. They’re 
trying to get some kind of reader-
ship around their blog, an audi-
ence around their blog, but their 
blog is so disconnected from their 
home page anybody going to their 
home page has to do some extra 
work to get to their blog. No one 
wants to do extra work online. We 
want things easy for us, so that’s 
a disengagement right there. 
Although everybody has these 
things, I see most companies hav-
ing them happen in a very disen-
gaged fashion.

Paul: Okay. So, they’re not in the 
same loop.

Rome: Exactly, they’re out of the 
loop with each other. It’s important 
that you find a way to tell a story 
about your brand or your com-
pany that gives them a reason to 
go through your loop and a way 
that your loop will make sense 
so people can go, okay, cool, he’s 
talking about his video in this par-

ticular blog entry or whatever. But 
it should be a very easy process. 
It sounds like a no-brainier, and it 
kind of is a no-brainier, but you’d 
be surprised how many discon-
nects are there.

Paul: Okay. In this step, we just 
have to lay everything out there 
and figure out how we’re going to 
connect things. How do we do that 
better than our competitors?

Rome: Well, I don’t know if you can 
connect things better than you’re 
competitors. Do you know what 
I mean? I don’t think you would 
want to look to out connect your 
competitors as a way to out com-
pete. I think the way that you en-
gage people inside of that, you 
can definitely out compete them, 
but I think it should be more about 
engaging your audience than out 
competing your competitor, to be 
honest.

Paul: Okay.
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Rome: I think the more that you 
can engage an audience online 
and we really have to be very clev-
er and smart about how we get 
attention online. We really do. The 
better you can do that, the better 
sales and response you’re going 
to get from your community of 
consumers. It’s as simple as that. 
Whether your competitor is doing 
that or not, I can’t say. It’s going to 
come down to your product and 
your content. That’s what it’s really 
going to come down to at the end 
of the day. You just going to have 
to make sure that you’re present-
ing it and selling it in a way that’s 
compelling enough to get atten-
tion and bring people do there.

Paul: Okay. Now, going back to 
your earlier example with the 
shoes, you said like maybe you’re 
writing a blog entry that’s not spe-
cifically about, hey look how awe-
some our shoes are, but maybe 
it’s an overview of the industry or 
some information that you’re giv-
ing away that people are going to 

be interested in.

Rome: The basic attitude is if you 
go to a party and you talk about 
yourself all the time, you’re prob-
ably not going to be a very engag-
ing person to hang out with at 
the party. If you come to the party 
with a great story or something to 
just kind of give away, the greater 
likelihood that you’re going to get 
something back. A lot of startups 
actually do this very effectively. I 
do know some companies that do 
it. But the broader you can make 
your discussion, the broader your 
audience is going to be. So, you 
want to be able to share content 
online that you feel reaches your 
audience in the broadest possible 
fashion.

Paul: Now, we see more and more 
companies using video online. Is 
this an effective way to actually 
engage with your audience?

Rome: Of course, in a number of 
ways. One, just using video as a 
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way to communicate a message or 
a story or an introduction, what-
ever, that has its own benefits. I’m 
assuming everybody knows those. 
But video is also a great back door 
to getting and building an audi-
ence online. Definitely use You-
Tube. I know there are some great 
other players out there. Vimeo, for 
example, is a really beautiful player. 
Unfortunately, with things like that 
is you don’t really get the chance 
to earn an audience as much. So, 
definitely YouTube, using YouTube. 
YouTube’s also an easy way some-
times to get ranked very well on 
Google. So it’s just a great back 
door or easy way to connect social-
ly. YouTube, of course, is still one 
of the biggest social networks and 
search engines in the world. So, 
yeah, video is extremely important.

Paul: Okay. Now, how do we actu-
ally leverage this in our strategy?

Rome: Well, you want to look at 
video. The video and search go 
hand in hand a lot. So you would 

really like to have the title of your 
video be an actual search phrase, 
or be as close to a search phrase 
as possible. For example, we did 
some work this year for Terminex, 
which is a pesticide. So we did a 
whole campaign, and all their vid-
eos were how to get rid of bed-
bugs. The title of their video was 
showing up on Google and You-
Tube, first page of search, because 
people were just typing in, “How to 
get rid of bedbugs.”

Paul: And you’re actually giving 
away that content, like it’s useful to 
the consumer?

Rome: Exactly. It’s really going to 
depend upon what the company 
does, and this is more like an ad-
vertising and a branding and a 
creative conundrum, but your con-
tent should reflect what people 
are searching for, and you want 
to have that as close in the title as 
possible. The more helpful it is or 
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the more compelling it is, the more 
that’s going to begin to rank so-
cially.

Paul: Now, do you use anything like 
Google keyword tracker tool, or 
anything like that to find some of 
these phrases?

Rome: Me, personally, I don’t, no. 
People on my team do.

Paul: Okay.

Rome: But usually, when we’re 
coming in at a second place in the 
campaign, because most people 
don’t develop their campaigns 
comprehensively like this, so that’s 
why it’s great for a new business. 
Because, from the ground up, they 
can begin to think, hey, okay, this is 
my business, and I’m going to have 
a video, and my audience is going 
to be searching for something. Use 
a keyword tracker to determine 
that, but have the video address 
those concerns of people search-
ing for it.

Paul: For the Media Mandala, 
would you count that as one of the 
three interactions?

Rome: Oh, for sure. Google search, 
right, would be definitely. The way 
to look at the Mandala is that you 
have a story. The only thing is you 
don’t know when people are go-
ing to come into your story. They 
might come in, in the middle, at 
the end, or the beginning. So, 
someone might come to you, 
stumble upon your story or your 
campaign or your brand through 
searching for something else that 
they’re looking for. They’re not 
looking for you. They never heard 
of you, right? So, search is going to 
cover that, because you want to be 
able to find people who are search-
ing for something kind of like you.

Paul: Yeah, I got that. After they’ve 
seen this video, would the goal be 
to say like, hey, come to our web-
site next. Are you going to try to 
immediately get them to the next 
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part?

Rome: Well, you don’t even really 
need to say that as much if you’re 
using YouTube. YouTube will give 
you a live link right under the vid-
eo.

Paul: Okay.

Rome: A live link right back to any 
website that you want. If people 
are interested, you’re going to 
convert there. You’re going to get 
a conversion. People are going to 
funnel from the video to the live 
link. Now, a great way to get peo-
ple to go from a video to a live link 
is if you can present people with 
a question. If you can get them to 
ask a question, it’s natural, once 
they ask a question, they want 
the answer. It’s just human nature. 
If you can get someone to ask a 
question, and that’s going to be up 
to your content, but if you can get 
them to ask the question and make 
it clear that the answer’s provided 
in the link, they’re going to click on 

it. YouTube will give you a live link, 
right under the video. The video 
and the relationship to that live 
link is very important. You want 
that live link to lead to an answer.

Depending on what you’re market-
ing, I have a viral marketing back-
ground. So it isn’t just answering 
a question. Sometimes people do 
really clever and even very obnox-
ious kinds of campaigns, but any-
thing that’s engaging people in 
some kind of an argument, some 
kind of conflict of idea, if you can 
present something really strongly 
and you know that people are go-
ing to push against that, that’s an-
other way to engage the Mandala. 
Sometimes that works for viral 
marketing, but sometimes that’s 
not appropriate.

It’s creating some kind of conflict 
wall so you can get people to click 
on the link. Obviously, sexy con-
tent is going to get people to do 
that. Funny content, but generally 
the behaviors that govern it are 
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conflicting ideas about something, 
or getting people to ask a ques-
tion. That’s the kind of natural be-
havior people will follow.

Paul: Now, would you have any 
other tips as we’re planning out 
our strategy for video? Is there 
anything else like the YouTube link 
thing, like that’s just huge, that 
keeps people engaged? Is there 
anything like that that you would 
have for us?

Rome: You want to be able to con-
tinue to that across your Media 
Mandala. Right now, we got the 
relationship between a YouTube 
video and the live link right under-
neath the video, right?

Paul: Correct.

Rome: So, your social engagement, 
you’re on Twitter or you’re on 
Facebook. This isn’t for everybody. 
Some people, they’re not interest-
ed in having discussions on Twitter 
and Facebook or whatever. If you’re 

not, find someone who is, because 
someone on Facebook or someone 
on Twitter, who has fun engag-
ing in daily discussions . . . Twitter 
also gives you a live link, and if the 
live link on your Twitter account is 
the same as the live link on your 
YouTube video, and then engag-
ing in those daily discussions, you 
can obviously share other links and 
whatever. You’ve reached that and 
can lead people to your YouTube 
video from Twitter and all of these 
kinds of things. This is where you 
build this out.

A great way to fuel that process 
is if you share a piece of content. 
You can find a piece of interesting 
content from another source, an-
other medium, and you can share 
that piece of content on your blog. 
Then you can send out a tweet 
about that piece of content on 
your blog. Then you can look at 
the search terms, I’m sorry, you can 
look at the keywords of the blog 
entry, put those keywords into 
Twitter and see what kinds of dis-
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cussions people are having about 
those keywords, lead them back 
to your blog, because they’re al-
ready discussing about that story. 
The blog is a genuine story. You’re 
not marketing a piece of content, 
right?

Then from there people will enter 
your Mandala. So you want to en-
gage in some type of timely media, 
some type of thing you can build a 
discussion around and have some-
one at the company just do that. 
It should be the person who has 
the most fun doing that, because 
that process should really be fun. 
If you’re not having fun doing it, 
you’re not doing it right, and some-
one else needs to do it. But that re-
ally should happen because some 
of the best, most genuine engage-
ment you’ll have will be from that 
really simple, but slow, sometimes 
painful one-on-one buildup.

Paul: Got it. Okay. Now, the next 
piece of the puzzle that we’ve been 
talking about here is search. You 

said this is a key component in 
our pre-interview. What is it that 
you mean, like the “Key is search”? 
Sorry, I said that backwards. Let 
me try this again. So search is the 
next key component here. In our 
pre-interview, you just said that it 
was a huge part of laying out your 
strategy. What do you mean?

Rome: Well, just like we were just 
talking about how the social en-
gagement and timely media can 
be used to drive your Mandala, 
search is really important to help 
people find your timeless media, 
your actual product. So people 
who are searching for something 
are able to find actually what 
you’re offering. Obviously, this is 
certainly not news to anybody, but 
search is a key component that 
you have to be incredibly aware of. 
If you’re doing paid search, that’s 
one thing. But if you want to build 
up an organic search, what’s going 
to do that is people sharing your 
content through social networks, 
especially nowadays, with things 
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like Google+.

I work enough with Google and 
YouTube to say that there is no 
question that they are not ac-
counting for social engagement in 
their rankings of things. Something 
that is shared more, for example, 
through Google+, Google is go-
ing to acknowledge that in search 
ranking. How much of a ranking 
they’re going to give that, I don’t 
know, but they’re going to ac-
knowledge that for sure.

Well, the whole point with search 
is, obviously, everybody knows 
they need to be found on search. I 
mean, it’s not like they need, “Oh, 
wow, that’s brilliant.” But it’s know-
ing that video and search are two 
of the most profound ways that 
people will come into your Media 
Mandala. That social engagement 
around those things is going to 
help all of those things. That so-
cial engagement should be fun. If 
your social engagement is fun and 
people are doing the social en-

gagement properly, and you have 
your video in place and you have 
your timely media, and you’re do-
ing page search, whatever, those 
things are going to gain momen-
tum. It’s a law of nature. It will hap-
pen.

Paul: It’s almost like an avalanche, 
where everything is just connected 
here. Once you start putting out 
your content, like say on Twitter, 
and then that gets spread around 
and increases your search ranking, 
like all this stuff in connected. So 
this is awesome to have a general 
overview of how to do everything.

Rome: Yeah, and also, one thing 
I forgot to say about search, the 
important thing is that it isn’t just 
people finding you on search. It’s 
you finding people on search. It’s 
like how do you search. It isn’t just 
search on Google but search on 
Twitter or Facebook to find your 
audience and find your discussion. 
So, that was the main point. Don’t 
use search passively. Use search 
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the opposite of passively. Use it to 
find your audience. Don’t just de-
pend on your audience is going to 
find you. You know that if you’re 
putting out a piece of content that 
is going to be marketing you in 
some ways, you know there are go-
ing to be keywords to that content, 
and you can find who is discussing 
those keywords right now and you 
can reach out to them right now. 
So, find your audience by search. 
Don’t just depend upon them to 
find you.

Paul: So let’s say we’ve done all 
these things. We have a well-con-
nected blog and a Twitter account 
and Facebook account, and we’re 
actually generating some good 
content. How do we increase our 
visibility on search? We’re just a 
small company here.

Rome: Well, obviously there’s paid 
search, of course. There’s paid 
and organic search. So in terms of 
building your ranking, that’s what 
I’m saying. To build an organic 

ranking on search, to be honest, is 
probably more than most people 
can stomach or handle. That’s why 
people hire people like us or SEO 
houses, or whatever, because you 
want to get ranked higher. The 
short answer is you hire someone 
to do that for you. But the interest-
ing answer, the interesting some-
what longer answer is that you 
begin to build that organically. The 
whole point of the Media Mandala 
is that if you have all these things 
in place, if you have your Media 
Mandala, which is already linking 
back to your website, and you have 
your blog, and that blog is being 
linked to other places and people 
are picking it up because it’s inter-
esting, and that’s also part of your 
website, and these things are built 
comprehensively, then that is go-
ing to give you so much of a boost.

It’s something that you don’t need 
to spend much money on. You just 
need one or two people in the of-
fice that love chitchatting online 
and doing all that kind of stuff and 
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put them to it. Find great content, 
talk and discuss, and make sure 
everything is linked together. You 
do that for three to six months, and 
you’d be surprised about the life 
that things will have. That’s all.

Paul: Is that how long it takes to 
actually see results? Three months 
or so?

Rome: It depends on what you’re 
doing. It could take three days, 
three weeks, three months, six 
months, nine months. How to 
dominate search is the biggest 
question on everybody’s mind. 
There are some quick ways to do 
it. One is to do a video. We went 
over that. Obviously, paid search is 
a non-brainer, but creating video, 
putting what people are search-
ing for in the title of your video. 
The most important thing is once 
you have video in place, once you 
know what your search behaviors 
are going to be, once you have all 
your social engagement online, 
you have to bring an audience. 

You have to bring people to these 
things.

I’ll give one great, cool, fun little 
fee tip for people to use to bring 
an audience to these things. If you 
have a video and you have some 
great blog content, use Stumble-
Upon. If someone wants to test out 
to see how something’s going to 
perform online, they can use Stum-
bleUpon ads. StumbleUpon is a 
great partner of mine, actually. I’ve 
been working closely with those 
guys for a while, but anybody can 
work with them. You don’t have to 
have a special relationship or any-
thing. StumbleUpon advertising is 
a really great little niche service.

If you’re making a video and you 
want to see how compelling it is, 
go to StumbleUpon, use their ad-
vertising system, find your target, 
and see how people engage with 
your videos. Spend a small amount 
of money. Bring whatever. Bring 
500 people to your video. See what 
your average is.
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If it didn’t do too well, you’ve got to 
come up with a better video. You 
come up with a better video, and 
it does well on StumbleUpon, then 
StumbleUpon will begin to bring 
you organic traffic. If everything is 
linked together, then people will 
start to cycle through your Media 
Mandala.

Paul: That’s a really low cost thing?

Rome: Anywhere between $0.05 to 
$0.25.

Paul: Wow. Per view?

Rome: It depends on how you de-
fine a view. Per visit.

Paul: Per visit, okay. That’s a real 
interesting hack. I have never 
thought of doing it that way be-
fore. Do they have tools where you 
can actually identify your demo-
graphic specifically?

Rome: Yes. What we’ve gone over, 

in a way, it’s a simple strategy. It’s 
not super high-powered, big bud-
get strategy or anything like that. 
It’s a small, basic thing, and some-
one who’s smart, they can see how 
they can build upon it.

Paul: Right.

Rome: In the video, you’ve got 
to broadcast a rich message. We 
know search is involved. We need 
engaging content, and we need 
an audience. Using StumbleUpon, 
people can bring an audience to 
all these things - an audience to 
their Facebook fan page. They can 
bring an audience to their YouTube 
video. They can bring an audience 
to their blog.

Like I said, if you’re a running shoe 
manufacturer and you’re writing a 
blog about your running shoe, it’s 
going to be boring. But if you’re 
writing a blog entry about long 
distance running across the Ne-
vada desert, and you use Stum-
bleUpon and you market that to 
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people who are interested in long 
distance running on StumbleUpon, 
what a great target that is. What 
a great way to funnel people into 
your Mandala.

In principle, that’s the basic strat-
egy. From that, you can extrapo-
late and just build on top of that. 
There’s an almost infinite number 
of things you can plug in.

Paul: That makes a lot of sense. I’ve 
never thought of using Stumble-
Upon before, but that’s brilliant, 
because you can quickly see. It 
seems like that would be cheaper 
to use than something like Face-
book Ads, as well.

Rome: It depends. You’re going to 
have a lot of limitations with Stum-
bleUpon, but StumbleUpon is go-
ing to be great to test. They don’t 

like being marketed to. So you’ve 
got to be careful how you do 
that. Listen, no matter how much 
money you give StumbleUpon, 
if people on StumbleUpon don’t 
like your stuff, it’s not going to go 
through.

Facebook Ads is brilliant. Facebook 
Ads can be really amazing. Again, 
go back to your Mandala. Every-
thing can be its own Mandala. You 
look at Facebook and how you can 
build your own Media Mandala 
around Facebook, and even Face-
book Ads and stuff like that, it can 
be awesome.

Paul: Rome, thanks a ton for your 
time.

Rome: All right, dude. I appreciate 
it, man.


