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Introduction

A few years ago I was considering buying a new surfboard. I’ve been 
mainly riding an 8′0″ Spyder Wright over the past several years, and I 

wanted to get a smaller board. In an article in Surfer magazine, I read about 
a trend back to wooden surfboards, so I thought I’d do a little research on 
wood as an option for my next purchase. Like billions of other consumers, 
I headed over to Google to start my research. I entered the phrase “wooden 
surfboard.” Then I followed the link at the top search result to Grain Surf-
boards at grainsurfboards.com.

I was not disappointed. The Grain Surfboards site drew me in immedi-
ately with beautiful images of the boards and excellent descriptions of how 
the company makes them. No wonder Grain Surfboards had the top search 
result for the most important phrase in their business.

I learned that while surfboards were originally made of solid wood a 100 
or more years ago in Hawaii, for the past 60 years machine-made materials 
such as polyurethane or polystyrene foam have all but replaced wood. After 
all, wood is heavier and harder to work with.

However, along came Grain Surfboards. The company pioneered the idea 
of applying boatbuilding techniques to make a hollow wooden board that is 
light, beautiful, and eco-friendly. The Grain Surfboards site wasn’t just talk-
ing up their products. It was educating me about the history of my sport.

The lessons didn’t stop with history. In fact, the company details its 
building process on the web for all to see. The idea of sharing your best 
ideas is foreign to many marketers and entrepreneurs, because people don’t 
want their competitors to understand their business. Yet the more you edu-
cate a consumer, the more likely they are to buy.

Along the way, I learned that at Grain Surfboards, you can buy a 
 build-it-yourself wooden surfboard kit that has everything you need, includ-
ing detailed plans. I also learned that the company conducts classes most 

http://grainsurfboards.com
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months in its Maine workshop and also has a traveling course (held recently 
in California). If building your own board doesn’t appeal to you, you can 
have the artisans at Grain Surfboards craft one for you.

Grain Surfboards perfectly illustrates a different way of doing business— 
the very method we will discuss in this book. Grain Surfboards understands 
that when you share your work on the web, you spread your ideas and grow 
your business as a result. Throughout these pages, we’ll discuss how to 
create content that educates and informs, just like Grain Surfboards does.

As I was poking around on the site, I found my way to the Grain Surf-
boards Facebook page (13,000+ followers) and the @GrainSurfboards Ins-
tagram feed (50,000+ followers). Grain Surfboards engages with fans and 
shares what’s new. Because fans are excited to be engaged, they naturally 
help spread the company’s ideas— without even being asked. On Insta-
gram, for example, Grain Surfboards’ posts get hundreds of likes and many 
comments and shares. The team regularly posts images of the boards they 
are building, of customer-created work, and, of course, images of surfing 
enthusiasts shredding atop the company’s gorgeous boards.

In this book, you’ll learn how to use tools like Instagram and Facebook in 
your business too. Social networking platforms are easy, fun, and powerful 
to use. It just takes a minute or two to shoot a photo, manipulate it with the 
filters, and share it with your network. With Instagram, images and videos do 
the talking, so even writing-challenged people can create awesome content.

In about 10 minutes of research on the Grain Surfboards site, as well as 
their Facebook and Instagram feeds, I made up my mind to purchase one 
of their boards. But I did more than that. I signed up for the four-day class 
on building a wooden surfboard held at the factory in York, Maine. When 
I read this description, I just couldn’t refuse this empowering opportunity: 
“Four days in, beautiful board out! You’ll get right down to it in this four-day 
class, beginning on Day 1 with a board that has pre-installed (by us) frames, 
chine and one railstrip. You’ll pair up with another student to build the rails 
of your board in the morning and your classmate’s that afternoon. Spend the 
remaining three days completing, shaping and sanding your board. It’s fast, but 
it’s fun and in only four days, you’ve got a shaped and sanded board ready for 
glass.” Sign me up!

It was a fantastic experience to build my own board. Many others share 
my enthusiasm, and they tell the story of their Grain Surfboards workshop 
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via the company’s Facebook page. These posts further spread the word 
about the brand. My story? Four days to a beautiful 6′4″ Wherry fish model 
board, which I left behind to be finished with a fiberglass coating. When 
I went back to pick it up, I signed up for a second course to build yet 
another board.

The company has me hooked. Grain Surfboards has built a thriving busi-
ness and become number one in its marketplace. And the online content is 
a primary reason for its success. The company doesn’t resort to paying for 
expensive ads in surfing magazines. It doesn’t focus on trying to get retail-
ers to carry its product. Instead, it reaches potential buyers directly— at the 
precise moment when those buyers are looking for what it sells.

I did a search on Google for “wooden surfboard.” Less than a half-hour 
later, I had my credit card out to book an out-of-state class that cost more 
than $1,000! Had it not been for Grain Surfboards’ content-rich website, 
beautiful images, detailed process information, and happy customer show-
case, I would have quickly clicked away to check out other manufacturers. 
Instead, I spent thousands of dollars, rewarding a company that had treated 
me with respect and invited me into the wooden surfboard world.

The web provides tremendous opportunities to reach buyers directly, 
and you will learn how to harness that power. What was science fiction 
just a few years ago is common, even expected, today. Take a moment 
to acknowledge how incredible it is that you can instantly create a video 
stream using that small device in your pocket and connect to a service 
like Facebook Live, Instagram, or TikTok to reach thousands of interested 
people who pay attention to what you are broadcasting. Or you can have a 
two-way video conversation with a potential customer on the other side of 
the planet. For free! Your mobile device is much more powerful than what 
the creators of The Jetsons imagined decades ago. Each of us has the ability 
to reach almost any human on the planet in real time. You can publish con-
tent— a blog post, video, infographic, photo— to reach potential customers 
who will be eager to do business with you.

Or you can use artificial intelligence (AI) to transcribe a conversation, 
summarize the important points, and use the result to make it easier to 
create written content. AI can proof your written content for grammatical 
errors too. You can also use an AI-powered video or image generator to cre-
ate visual or multimedia content. It is most certainly a new world.



4 The New Rules of Marketing & PR

There used to be only three ways to get noticed: Buy expensive adver-
tising, beg the mainstream media to tell your story for you, or hire a huge 
sales staff to bug people individually about your products. Now we have a 
better option: publishing interesting content on the web, content that your 
buyers want to consume. The tools of the marketing and PR trade have 
changed. The skills that worked offline to help you buy or beg or bug your 
way into opportunity are the skills of interruption and coercion. Online 
success comes from thinking like a journalist and publishing amazing con-
tent that will brand you as an organization or person it would be a pleasure 
to do business with. You are in charge of your own success.

The New Rules
At the height of the dot-com boom, I was vice president of marketing at 
NewsEdge Corporation, a NASDAQ-traded online news distributor with 
more than $70 million in annual revenue. My multimillion-dollar market-
ing budget included tens of thousands of dollars per month for a public 
relations (PR) agency, hundreds of thousands per year for print advertising 
and glossy brochures, and expensive participation at a dozen trade shows 
per year. My team put these things on our marketing to-do list, worked like 
hell to execute, and paid the big bucks for it all because that’s what market-
ing and PR people did. These efforts made us feel good because we were 
doing something, but the programs were not producing significant, measur-
able results. We were working based on the rules of the past.

At the same time, drawing on experience I had gained in my previous 
position as Asia marketing director for the online division of Knight-Ridder 
(then one of the largest newspaper and information companies in the world), 
my team and I quietly created content-based marketing and PR programs 
on the web.

Against the advice of the PR agency professionals we had on retainer 
(who insisted that press releases were only for the press), we wrote and 
sent dozens of releases ourselves. Each time we sent a release, it appeared at 
online services such as Yahoo! and resulted in sales leads. Even though our 
advertising agency told us not to put the valuable information “somewhere 
where competitors could steal it,” we created a monthly newsletter called 
The Edge about the exploding world of digital news. We made it freely 
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available on the home page of our website because it generated interest from 
buyers, the media, and analysts.

Way back in the 1990s, when web marketing and PR were in their 
infancy, my team and I ignored the old rules, drawing instead on my online 
publishing experience, and created a marketing strategy using content to 
reach buyers directly on the web. The homegrown programs we created at 
virtually no cost consistently generated more interest from qualified buy-
ers, the media, and analysts— and resulted in more sales— than the big-
bucks programs that the “professionals” were running for us. People we 
never heard of were finding us through search engines. We had discovered 
a better way to reach buyers.

In 2002, after NewsEdge was sold to the Thomson Corporation (now 
Thomson Reuters), I started my own business to refine my ideas and teach 
others through writing, speaking at conferences, and conducting seminars for 
corporate groups. The objective in all this work was to help others reach buy-
ers directly with web content. Since then, many new forms of online media 
have burst onto the scene, including social networks like Facebook, Insta-
gram, TikTok, and Pinterest, plus blogs, podcasts, video, and virtual com-
munities. But what all the new web tools and techniques have in common is 
that they are the best way to communicate directly with your marketplace.

This book contains much more than just my own ideas, because I blogged 
the book, section by section, as I wrote the first edition. As I have worked 
on revisions, including this ninth edition, I’ve continued to blog the sto-
ries that appear here. Thousands of you have followed along, and many 
have contributed to the writing process by offering suggestions through 
comments on my blog, via social networks, and by email. Thank you for 
contributing your ideas. And thank you for arguing with me when I got off 
track. Your enthusiasm has made the book much better than it would have 
been if I had written in isolation.

The web has changed not only the rules of marketing and PR but also 
the template for business books. The New Rules of Marketing & PR is an 
interesting example. My online content (the e-book and my blog) led me 
directly to a print book deal. Other publishers would have freaked out 
if an author wanted to put parts of his book online (for free!) to solicit 
ideas. The people at John Wiley & Sons encouraged it. So my thanks go to 
them as well.
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Life with the New Rules
The New Rules of Marketing & PR has sold remarkably well since the initial 
release in June 2007. The first edition made the BusinessWeek bestseller list 
for multiple months. Since then, the revised editions have remained a top 
title for well more than a decade among thousands of books about market-
ing and public relations. Want to know the amazing thing? I didn’t spend a 
single penny advertising or promoting it.

Here’s what I did do when I launched the first edition: I offered advance 
copies to approximately 130 important bloggers, I sent out nearly 20 news 
releases (you’ll read later in the book about news releases as a tool to reach 
buyers directly), and my publisher alerted contacts in the media. That’s it. 
Thousands of bloggers have written about the book over the years (thank 
you!), significantly driving its sales. And the mainstream media have found 
me as a result of this blogger interest. The Wall Street Journal called several 
times for interviews that landed me quotes in the paper because the jour-
nalists had first read about my ideas online. I’ve appeared on international 
and local television and radio, including MSNBC, Fox Business, and NPR. 
I’ve been interviewed on hundreds of podcasts. Magazines and newspaper 
reporters email me all the time to get quotes for their stories. How do they 
find me? Online, of course! And it doesn’t cost me a single penny. I’m not 
telling you all this to brag about my book sales or my media appearances. 
I’m telling you to show you how well these ideas work and to assure you 
that you can achieve a similar result in your business.

But the coolest part of my life since the book was published isn’t that I 
took advantage of the new rules of marketing and PR, nor that this book 
has been selling like hotcakes as a result. No, the coolest part of my life 
right now is that people like you contact me every day to say that the ideas 
in these pages have transformed their businesses and changed their lives. 
Really! That’s the sort of language people use. They write just to thank me 
for putting the ideas into a book so that they could tap into the new realities 
of marketing and PR.

Take Jody. He sent me an email to tell me the book had an unexpected 
effect on him and his wife. Jody explained that, to them, the really exciting 
and hopeful idea is that they can actually use their genuine voices online; 
they’ve left behind the hype-inflated, PR-speak their agencies had used so 
tediously.
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Jim wrote to tell me, “More powerful than saying I read your book 
twice, I used it to innovate a new writing model. I’ve been building my 
audience from scratch on LinkedIn ahead of publication of my first novel 
and I’ve now got over 70,000 subscribers.”

Jorge, who lives in Portugal, commented on LinkedIn that “it was 
because of this book that I started blogging. It took me one entire day to 
do my first blog post. Now I use content marketing in a regular basis and 
all my business comes from Mr. Google! Thanks David and thanks New 
Rules . . . (and Mr. Google)!”

Andrew left a comment on my blog: “David, your book so inspired me, 
I decided to start a brand-new business (launching shortly) based [on] 
the principles you espouse. You cogently expressed many of the things 
that I’d been grappling with myself. So your book has certainly changed 
one life.”

Mark said, “I took your advice back in 2006 and started a blog. If you 
Google ‘fix sales problems,’ you will find 42 million listings, and I am num-
ber one in the world! Thanks again for the advice years ago, and I forced 
myself to do it and I am glad I did.”

Julie, who is a senior executive at a PR firm, handed out copies to all 75 
of her staff members. Mike wrote to say that his company takes advantage of 
all the trends and techniques described in the book. He purchased a bunch 
of copies to share with everyone in his organization. Larry bought copies 
for all the members of his professional association. Robin, who works for 
a company that offers public relations services, purchased 300 copies for 
clients. People approach me at conferences asking me to sign wonderfully 
dog-eared, coffee-stained, Post-it-noted copies of the book. Sometimes they 
tell me some funny secrets, too. Kathy, who works in PR, said that if eve-
ryone read it, she’d be out of a job! David told me he used what he learned 
to find a new job.

While all this incredible feedback is personally flattering, I am most 
grateful that my ideas have empowered people to find their own voices and 
tell their own stories online. How cool is that?

Now let me disclose a secret of my own. As I was writing the first edition 
of this book, I was a bit unsure of the global applicability of the new rules. 
Sure, I’d found a number of anecdotal stories about online marketing, blog-
ging, and social networking outside North America. But I couldn’t help but 
wonder at the time: Are organizations of all kinds reaching their buyers 
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directly, with web content written in languages other than English and for 
cultures other than my own?

I quickly learned that the answer is a resounding yes! About 25 percent of 
the book’s English-language sales have come from outside the United States. 
And as I write this, the book has been or is being translated into more than 
29 other languages, including Bulgarian, Finnish, Korean, Vietnamese, Ser-
bian, and Turkish. I’m also receiving invitations from all over the world to 
speak about the new rules. I’ve traveled for talks to Bulgaria, Sweden, Saudi 
Arabia, India, Japan, the United Kingdom, Spain, Estonia, Latvia, Turkey, 
Egypt, Italy, Croatia, the Netherlands, Australia, New Zealand, Malaysia, 
Trinidad, Colombia, and the Dominican Republic to name a few countries. 
So I can say with certainty that the ideas in these pages do resonate world-
wide. We are indeed witnessing a global phenomenon.

What’s New
This ninth edition of the book builds on the completely revised eighth 
edition with the most extensive rewrite of The New Rules of Marketing & 
PR so far.

By far the biggest change since the previous edition was published has 
been the explosion of AI onto the marketing and public relations scene. Ear-
lier editions did include an AI chapter where I shared how AI has become 
an important way to automate routine tasks to save time and money, as well 
as to increase the success of marketing and PR initiatives.

However, with generative AI services like ChatGPT, DALL-E, and Sora 
from Open AI, as well as similar services from Google and other compa-
nies, the world of AI has broken wide open— for everyone. In fact, the 
rapid growth of AI is the most significant development for marketing and 
PR since the first edition of this book back in 2007. In addition to mak-
ing repetitive tasks easier (like transcribing audio), AI has transformed the 
analysis of enormous datasets that was previously impossible for humans 
to parse (like analyzing how many thousands or even millions of users 
interact with your website, predicting what they will want next, and serv-
ing it to them when they need it).

Because the world of AI is moving so quickly, I significantly enhanced 
Chapter 7 (“Artificial Intelligence for Marketing and PR”) for this edition. 
The chapter explores ways that AI can help marketers, such as analyzing 
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which blog or email newsletter topics have the greatest chance of getting 
seen and shared, the best ways to write headlines for maximum exposure, 
the best time and day to post, which channels are the best to share on, and 
what hashtags are appropriate to use. As you consider AI in your organiza-
tion, think about the routine tasks that drive business value that might be 
possible to automate. Even if you’re not using AI yet, you need to know 
what’s possible in this, the fastest-changing aspect of marketing.

Another change in this edition was the 2023 renaming of Twitter to X 
shortly after the purchase of the company by Elon Musk. Personally, I think 
it rather odd that the billionaire owner of Tesla, SpaceX, and several other 
companies would toss out more than a decade of brand building. Twitter, 
as Twitter, was one of the most important social networks in the world. But 
the deed has been done, and the platform is now X.

I’ve replaced each instance of the name Twitter in the book with X, 
including in quotations. So even though somebody might have mentioned 
Twitter when I interviewed them, I changed their quote to X for consist-
ency. However, I have chosen to keep the terms tweet and retweet to refer to 
the actions that people do when they post and share messages via X.

In this new edition, I have checked every story, fact, and figure. But I’ve 
also listened. In the past decade, I’ve met thousands of people like you, 
people who have shared their stories with me. I have drawn from those 
experiences and included in these pages many new examples of success. 
For those of you who have read earlier editions, you’ll still find many fresh 
ideas in these pages.

I’ve made other significant additions as well. The tools of marketing and 
public relations are constantly evolving. Consider this: When I wrote the 
first edition of the book, Instagram, TikTok, X, and other social networks 
didn’t even exist, and Facebook was available only to students. Now they 
are essential tools of marketing. Remarkably, as of early 2024, Facebook 
had more than three billion monthly active users around the world.

Here’s another example of how the ideas in this book have become main-
stream: I first wrote about newsjacking— the art and science of injecting 
your ideas into a breaking news story to generate tons of media cover-
age, get sales leads, and grow business— back in 2011. I’m honored and 
grateful that because of people like you who learned about my pioneering 
ideas about newsjacking in previous editions of this book, the concept has 
become incredibly popular.
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In fact, Oxford Dictionaries listed newsjacking in the Oxford English 
Dictionary several years ago. In their announcement, Oxford Dictionaries 
said: “In the space of a few short years, newsjacking has gone from an 
experimental technique to a staple in every social media-savvy marketing 
department’s arsenal. Brands from across industry sectors fully embraced 
the strategy this year, increasingly taking advantage of current events to 
not only push their brand into the public consciousness, but to align them-
selves with certain ethical or moral positions. Blending ‘news’ and ‘hijack-
ing,’ the word itself dates back to the 1970s with reference to the theft of 
newspapers in order to sell them to scrap dealers. Its contemporary itera-
tion, however, dates from the early twenty-first century, as first popularized 
by marketing and sales strategist David Meerman Scott.” You will learn 
about newsjacking in Chapter 20, where I have added several new exam-
ples in this edition of the book.

I’ve also used my scalpel to cut stories and concepts that I felt were no 
longer appropriate. I always love sharing new stories of success, and you 
will read more than a dozen new ones here. So even those who have read 
earlier editions of this book can look forward to lots of fresh material.

Writing Like on a Blog, but in a Book
Because the lines between marketing and PR have blurred so much that the 
distinction is now virtually unrecognizable, the best online media choice 
is often not as obvious as it was in the old days. I had to organize the book 
by chapters for the various tools, including blogs, video, social networking, 
and so on. The truth is that all these techniques intersect and complement 
one another.

These online media are evolving very rapidly, and by the time you read 
these words, I’ll no doubt have come across new techniques that I’ll wish 
I could have put in the ninth edition. Still, I believe that the fundamen-
tals are important, which is why Chapter 8 (where you’ll start to develop 
your own online marketing and PR plan) is steeped in practical, common-
sense thinking.

The book is organized into three parts. Part I is a rigorous overview of 
how the web has changed the rules of marketing and PR. Part II introduces 
and provides details about each of the various media. Part III contains 
detailed how-to information and an action plan to help you put the new 
rules to work for your organization.


