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Hi everyone, my name is Sebastian Graham, I'm 24 and studying business at the 
University of Technology, Sydney in Australia, graduating at the end of next year.

Working with Seth and the other interns over the last few months has been a 
great honour, I've learned so much more than I thought possible and together they have inspired me to start a business I have 
been thinking about for some time now, an advertising agency specialising in Google AdWords campaign management.

A few truths (and years of experience) are the foundations for why I chose to specialise in AdWords.

I've shamelessly stolen this truth from Seth and it's true. If nobody cares about me, what do 
they care about? They care about themselves, their lives, their friends, their interactions. All 
they want from you is the utility they get from your product/service/business.

Rationally then the easiest way to get more business is to give people the utility at the 
lowest possible price, isn't it? You'll get more people choosing you because they get more for 
less. The problem with that is that you train your customer to buy based on price. Someone 
will always be able to give your utility for less price than you. Don't become a commodity. 

People make snap judgements about you and your business. How professional you are, is this spam. Any time you 
interact with anyone, you are judged, deservingly or not. Your first impression is the term people us for this 
judgement. You will only ever get one of them, make it a good one. I recommend Blink by Malcolm Gladwell.

Interaction with each other is what matters, people will forgive people, 
talk to people, listen to people. Only rare companies get the same privilege.

It's not like this are new ideas for anyone reading this. Seth has been saying this since before I even knew who he was, Hugh Macleod has 
been talking about conversations and their implications and impacts forever. Marketing is all about people, the value people give you with their 
attention, time and money and what they want back. it's about interactions, how people react to each other, to you and to your product. 

Interactions are what defines the value of your product, not what you say about it.

I chose to work with AdWords because for so many small or online businesses it is the first impression that people have of you. It enables people who have never 
heard of you to find you, even better, it's efficient because only people who are searching for what they get from your website will see your advertising. What I do is 
aid the first impression, I use my experience and knowledge to make sure that the first impression people have of you is positive, moving some of them from a Google 
search directly to your website.

Thanks to anyone who's read this far, I hope to see your comments on my blog (you can subscribe here).
Sebastian
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Engage the disengaged.

The success of Web 2.0 is commonly attributed to “conversations.”  But really, when you look at it, conver-
sation is just the tip of the iceberg.  Myspace, Facebook, Wikipedia, Ning... they’re more than conversa-
tion facilitators; they’re the keys to your home on the web.

The whole Web 2.0 movement opened up the box.  It gave people the chance to become part of the com-
munity, to rub shoulders with Microsoft, Honda, CNN, and Marvel Comics.  Some people are more 
involved (Wikipedia editors), others less (Facebook).  Still, Brad Greenspan, Jimmy Wales, and others 
involved at the early stages of the Web 2.0 movement found ways to engage the disengaged.

There are 6,602,224,174 people out there (and counting) who aren’t you.  Let’s assume that half are less 
enthusiastic than you about whatever it is that you do -- and if the number is that low, you’re in trouble.  
You have two choices: 

1) Leave them out of it, and keep the committed in limbo between you and your competition.
2) Figure out why these people don’t care and do something about it.

Turn your industry into an auditorium, and you suddenly have the power to be the biggest rockstar 
around.  Sure, the diehards may still be reading Wine Spectator, but Gary Vaynerchuk (with Mott at the 
lens) inspired so many unlikely followers that he needs a Hollywood agent to keep track of his public ap-
pearances.

A local charity, which I tried to integrate into a number of events, focuses on re-integrating street-involved 
youth through artistic expression.  Instead of finding jobs for the young and the homeless, it teaches them 
how to use their voices pro-actively.  Needless to say, its growth has been consistent since it opened its 
doors in 2003.

Trying to win votes?  Getting people to vote is a lot easier than getting people to switch camps.

Trying to win customers?  Make new ones for your industry; don’t try to take them from competitors.

Why fight from within when you can innovate to bring in?

Aidan Nulman is a student at the 
University of Toronto, and was one of 
Seth Godin’s virtual interns in Sum-
mer 2008.  He’s passionate about mu-
sic and marketing, though he studies 
Psychology and Cinema because he 
finds them interesting.

Aidan responds promptly to email: 
aidan@twonotesahead.com. He 
would especially love to hear from 
you if you have a problem you need 
solved!  (Don’t worry about the ques-
tions, just let him know what’s in your 
way).

He blogs (whenever appropriate) at 
Two Notes Ahead; you can find him 
on LinkedIn and Facebook, too!

Oh, he also wanted to thank Lynn & 
Andy Nulman, Justin Adler, Charlie 
Hoehn, and Jeff Widman for helping 
him collect and edit his thoughts.
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