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There are right and wrong ways to go about 
marketing, and the pitfalls are many. A lot can 
be learned by seeing how not to manage your  
marketing. This e-book weaves together an 
entertaining story that will help you navigate  
21st-Century marketing with a view from “the 
dark side,” as “Screwtape” teaches his appren-
tice “Wormwood” via email how to sabotage your 
marketing. Enjoy…

THE SCREWTAPE EMAILS
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PART ONE: DELICIOUS EXTREMES

To: Wormwood

From: Screwtape

Subject: Overcoming the Digital Marketing Threat

My dear Wormwood,

I remind you of your duty to stunt the growth of your 

Patient’s business, and if possible to cause it to wither and 

die. You must devote your attentions to his marketing, 

for upon this rides his potential to fail or succeed. (And 

we would have the former, not the latter, would we not?) 

These emails will instruct you in the fine art of marketing 

sabotage. 

“These emails will instruct you 
in the fine art of marketing 

sabotage.”

Let us begin with the mind of the Patient. You must build 

upon his modest successes and persuade him that he 

knows his business better than anyone. This notion will 

naturally develop into the assumption that his view from 

inside the company looking out is the same as from the 

outside in. Convince him that the way he sees his brand 

is the way his customer sees it (or must be made to see 

it). I cannot emphasize enough how crucial that this illu-
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sion appear real! Have friends and family pat him on the 

back and tell him how clever are his ideas! Avoid at all 

costs the realization that he is too close to his business to 

see it from the perspective of the public. I do believe you 

remember the story of The Emperor’s New Clothes?

Be aware that marketing professionals (the “Enemy”) will 

try to help the Patient see his business from a more objec-

tive point of view. We both know the threat such people 

pose to our purposes, for they have developed fluency in 

the language of the consumer. Do not allow the Enemy to 

bridge the gap between how the Patient portrays his busi-

ness and how the public perceives it. Convince the Patient 

that his marketing consultant must see through HIS eyes, 

speak HIS language, produce what HE likes—that way the 

Enemy becomes an order-taker instead of the creative 

force he could be. Make our Patient feel threatened by 

how consumer-driven branding has become, rather than 

embracing the opportunity to connect with what people 

really want. By all means, encourage him to believe 

that HE controls the brand, so that he will continue the 

outdated, intrusive “push” approach to marketing. If the 

Enemy starts talking about “On Demand” or “Interactive 

Digital” marketing, make the Patient believe it’s all a lot of 

gimmicky nonsense. Unless…

“Encourage him  
to jump right in… 

before he learns to swim…”
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If the Enemy does get through to the Patient, my dear 

Wormwood, all is not lost! If the Patient begins to test the 

waters of Social Media, Search Engine Marketing and the 

like, encourage him to jump right in (hint: before he learns 

to swim or knows where he’s going). Swing the pendulum 

from fear of Digital Marketing to unrealistic expectations 

of what he thinks it will do for him. Support him in the 

empty hope that finally he has found the silver bullet that 

will quickly “take his business to the next level.” That way, 

he will forget time-tested principles such as strategic plan-

ning, meaningful content, skillful design and consistent 

conversation. (The disillusionment that follows when he 

gets anemic results will almost certainly blind him to what 

these tools could do for him if guided by capable hands.)

Humans are creatures of extremes, so whether the 

Patient resists technology, or uses it as a substitute for 

good old-fashioned strategy, we’ve got him right where 

we want him.

Your affectionate uncle,

Screwtape
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PART TWO: SEO

To: Wormwood

From: Screwtape

Subject: Keeping the Patient Irrelevant

My Dear Wormwood,

I am concerned that your Patient has developed a curi-

osity toward search engine optimization (SEO). Should 

he discover it’s true power, our efforts to kill his business 

would be set back immensely. We must use time-tested 

strategies to keep his business from growing. There are 

steps that you must take, influences you must sow in his 

mind. I need not remind you that I am monitoring your 

progress. Pay close attention to the following and imple-

ment these tactics without delay:

1. Focus the Patient’s energy on a beautiful website. 

Do not allow him to take the logical step of real-

izing that his beautiful website is irrelevant if it is 

virtually invisible or hard to find on the Internet. 

95% of those irritating humans will not bother to 

look at page two of the search engines. 

“His beautiful website  
is irrelevant if it is virtually 
invisible or hard to find.”

2.  Block the Enemy’s attempts to sing the praises 

of keyword strategy, social media, engaging 
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content, competitive analysis, and conversing 

with colleagues and fans. Influence the Patient to 

think that the Enemy is trying to sell him some-

thing for his own benefit. By no means allow him 

to see the diagram I have included here.

3. Influence the Patient to be impatient with SEO, 

and have a nagging feeling that it is “too expen-

sive.” It is not yet disastrous if he dabbles in it, but 

make sure that he expects immediate results—a 

“one and done” mentality. Hide the success that 

other businesses are having by implementing a 

strategic “Search Engine Marketing (SEM) plan.

4. Should the Enemy overcome these tasty objec-

tions and engage in a healthy SEO program, lead 

him to believe that “traditional media” is dead 

and has no connection to digital marketing. 

He must not integrate the two concepts, for to 

do so is to liberate the ultimate potential of his 

marketing program. 
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Having a professionally-designed, strategically-formu-

lated website AND a consistent SEO plan will give the 

Patient an incredibly effective 24/7 sales presence. Since 

there is nearly unlimited potential on that irritating 

thing called the Internet, we must perpetuate fear and 

ignorance. (My own brilliance shined through when I 

influenced a certain politician to claim he “invented the 

Internet.”)

Failure is always an option for the Patient, but never for 

you. I remain, as ever…

Your affectionate Uncle,

Screwtape
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PART THREE: SOUND AND FURY

To: Wormwood

From: Screwtape

Subject: Paralyzing the Patient

My Dear Wormwood,

I note with disdain that the human under your care is 

showing signs of feeble courage. Our Enemy is Intrepid 

and will attempt to embolden and stir him to action. You 

must use fear to paralyze the Patient. 

Fear, the companion of sublime sloth, will make the 

Patient—to borrow a phrase from Macbeth—“a poor 

player that struts and frets his hour upon the stage.” You 

must act quickly with tactics that have led to the death of 

many a business.

http://www.intrepidforward.com
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1. Fear leads to budget cuts. Influence the client to 

put the axe to the marketing tree. It is an easy 

target, and he will not realize the repercussions 

until it is too late.

2. Encourage the Patient to jump at advertising 

“deals” and “opportunities,” rather than follow 

a strategic plan. The Enemy will advise evalu-

ating every option under three criteria: Will it: A. 

lead directly to his goals? B. effectively reach the 

target audience? C. produce a consistent message 

over time, or be a one-shot deal? Do not allow the 

Patient time to evaluate or listen to the advice of 

the Enemy. “Act NOW” is one of our most favored 

phrases. The Enemy may offer to be a gatekeeper 

for the Patient’s marketing budget; under no 

circumstances can you tolerate this.

“Do not let him discover  
that the best ads don’t sound 

or look like ads!”

3. Under the proper sway, the Patient will opt 

for bright colors, glossy mailers, and intrusive 

messages that go straight for the sale. Never mind 

that today’s consumer is much too discerning to 

fall for these outdated tactics. Fear of obscurity will 

lead the Patient to believe that shouting will get 

his company attention. He will likely grow impa-

tient with the Enemy’s insistence on consistent, 

conversational messages that offer interesting or 
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educational content. Do not let him discover that 

the best ads don’t sound or look like ads! Skilled 

sabotage artists like myself can persuade a Patient 

to reject some of the best ads and even fire the 

Enemy in favor of someone who will deliver the 

kind of noisy, transparent rubbish we love.

Skillfully apply my advice and his marketing will be “a 

tale told by an idiot, full of sound and fury, signifying 

nothing.” Delectable! 

Your affectionate Uncle,

Screwtape

P.S. One delightful little trick I use with great success is to 

encourage the Patient to “train people for sales.” That way 

he pays twice: once for the cost of advertising, and again 

in the money he will lose on a discounted price tag. 
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PART FOUR: SOWING DISSONANCE

To: Wormwood

From: Screwtape

Subject: Divide and Conquer

My Dear Wormwood,

We find ourselves at a critical tipping point. The pestif-

erous Patient has resolved to kick up his marketing. Do 

not worry—this resolve can be the catalyst for a delightful 

downfall. There are three tried and true techniques for 

frustrating even the most ambitious marketing inten-

tions: The three D’s.

“Convince the Patient to enlist 
as many unrelated creative 
professionals as possible.”

Divide: Convince the Patient to enlist as many unre-

lated creative professionals as possible. I influenced one 

of my Patients to hire a freelance designer, purchase a 

do-it-yourself website, use her brother to write copy, and 

contract a moonlighting “marketing expert.” These people 

had a modest amount of individual talent, but could not 

form a coordinated team. Imagine taking 25 pieces each 

from four different 100-piece puzzles, and attempting 

to fit together a coherent picture. My Patient “saved” a 

few hundred bucks, but the resulting brand message 

was predictably weak and disconnected; her losses far 

outweighed her gains.(She also spent a lot of time trying 
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to coordinate, chase down contractors and re-explain 

everything to each person.) 

Dilute: The Enemy coordinates a unified team that 

produces a very concentrated and effective brand message; 

this makes powerful connections with the human vermin 

and leads them to buy from the Patient. Prevent this at all 

costs! Just as in the game of “telephone,” the more auton-

omous individuals crafting the message, the more diluted, 

distorted and dissonant it becomes. See the connection? 

Discourage: The predictable results of the first two D’s 

inevitably lead to discouragement. Sow a blend of truth 

and error into the Patient’s mind. Make him believe the 

fault lies in the media. “Print ads don’t work for me,” 

or “SEO and Social Media must be fads that have no 

real returns.” The veracity of these thoughts hinges on 

whether or not he divides and dilutes his marketing. You 

see, truth is relative, and that is to our advantage! 

Your affectionate Uncle,

Screwtape

P.S. We now have the opportunity to harness the Patient’s 

resolve by directing it toward the insane notion that trying 

other media with the same motley team will produce 

different results. Delectable! 
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PART FIVE: THE IMPORTANCE OF BRANDING

To: Wormwood

From: Screwtape

Subject: Making the Patient Disappear

My Dear Wormwood, 

You will of course pardon the recent pause in my commu-

nications. I trust you have been keeping up with your 

duty to make the Patient stumble. Need I remind you of 

the consequences, should his business thrive? I think not.

You have done a reasonable job of influencing the Patient 

to buy into the present zeitgeist: An unbalanced focus on 

sales and marketing to the near exclusion of branding. 

Branding is the process of strategically creating coordi-

nated words and images to make an indelible impression 

on the human psyche. Branding should be a continual 

creative endeavor, though I’m glad to say that most think 

of it as a one and done. How sweet are the words, “I’ve 

done my branding.” 

http://www.intrepidforward.com
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“Branding should be  
a continual creative endeavor,  
though I’m glad to say that 

most think of it as a one  
and done. How sweet are the 

words, ‘I’ve done my branding.’”

Look around you…everywhere, outdated logos, names 

without taglines, ad campaigns that go straight for the 

jugular without any style or strategy. It’s laughable! The 

Patient thinks he can get by because his branding is 

“done.” That’s exactly what we want him to think! 

Technology is moving so fast that the human mind has 

developed coping mechanisms to deal with the constant 

barrage to the senses. To survive in a visually-cluttered 

marketplace, the brain automatically ignores what it’s 

already seen. As the Enemy would say: If you’re not inno-

vating, you’re invisible. Only the constantly creative will 

survive.

“Continue encouraging him  
to obsess on marketing  

for the sale, while virtually 
neglecting his brand.”

Keeping the Patient stuck in the blind spot of commerce is 

simple. Continue encouraging him to obsess on marketing 
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for the sale, while virtually neglecting his brand. The more 

obscure and outdated his brand becomes, the harder he 

will work for ever-diminishing returns. In time, he will 

achieve complete invisibility and slide into oblivion, 

buried by more relevant brands. 

Your affectionate Uncle,

Screwtape

P.S. The Patient must not be allowed to work with the 

Enemy. He wields a powerful sword of creativity that cuts 

right through the clutter. 
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PART SIX: UNSOCIAL MEDIA

To: Wormwood

From: Screwtape

Subject: Cutting off communication

Social Media is like a high-powered rifle aimed directly at 

your heart. In the right hands, it can be very dangerous to 

our mission. The last thing we want is for those impish 

worms to talk with one another in any sort of meaningful 

manner. I am going to tell you how to take the bullets out 

of the gun and render social media useless.

To disarm the Patient, you must first perpetuate the notion 

in his mind that social media is all about putting his 

company on stage. “Push” marketing is a sadly outdated 

concept, but you must keep it alive in the modern age. 

A captive audience is going to find a way out of the cage 

when they feel the cattle prod of “sell” in the last place 

they want to encounter it. 

http://www.intrepidforward.com
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“Perpetuate the notion  
in his mind that social media  

is all about putting  
his company on stage.”

Distract the Patient by any means possible from the real-

ization that social media, just like any other form of 

human interaction, works best when he takes an active 

interest in others. Focus his energy on what he posts on 

his pages; encourage him to spend a great deal of time 

creating contests, giveaways and other bones to throw to 

his followers. Sure, these things can be used effectively, but 

sacrifices must sometimes be made for the greater bad. We 

prefer conditioning fans to respond to little rewards like 

Pavlov’s dog instead of any meaningful connection with the 

Patient. If the Patient begins to visit other people’s pages 

to comment on their posts, if he shares their content or 

engages in friendly conversation, our cause is in jeopardy.

Secondly, convince the Patient that he can do it himself. 

He does not understand that there is very specialized art 

and strategy behind social media content and connection. 

Any number of things can hurt the do-it-yourselfer: Typos 

or grammatical errers [sic] hurt credibility (see what I 

mean?); inconsistency and lack of follow up render even 

the most sincere efforts ineffective. I do so enjoy when a 

Patient fails to connect social media with the full scope 

of the company’s brand voice and integrate it with all of 

their communications!
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The Enemy is highly trained in the art of building and 

converting digital relationships into deeper connections 

that lead to actual sales. He is, as our Latino-assigned 

agents would say, “El Rey de ROI.” Since he and his team 

are so efficient and effective, the Patient is able to produce 

returns for a disgustingly reasonable investment.

I have more to say on this topic, but these tips constitute 

a sufficiently large carcass for your feeble mind to feed 

on for now.

Your affectionate Uncle,

Screwtape

P.S. Impatience is a virtue. IF the Patient thwarts your 

attempt and—devil forbid—hires the Enemy, all is not lost. 

Influence the Patient to expect immediate results. If he 

quits within a few months, then the seeds that have been 

sown will stand little chance of germinating into sales.
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PART SEVEN: STORYSELLING

To:  Wormwood

From: Screwtape

Subject: Sow boring, reap mediocrity

My dear Wormwood,

I am watching with a great deal of mirth as your Patient 

attempts to break through the cacophony of competing 

voices constantly crying for the consumer’s attention. 

I have little concern, as most businesses fail to emerge 

from the malaise of marketing mediocrity. However…

While I have the luxury of being entertained, you my dear 

underling, cannot afford to relax for a moment. There is 

yet a way for the Patient to engage the masses, and thus 

rise above his present obscurity. The Enemy understands 

the power of a good story to engage the imagination and 

break through boring with content people will enjoy and 

anticipate. You must not allow the Enemy to help the Patient 
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make the connection between storytelling and selling, or dire 

consequences will ensue. 

“You must not allow  
the Enemy to help the Patient 
make the connection between 

storytelling and selling.”

We have already successfully established the deception 

that advertising needs to sound like advertising, so it will 

not be difficult to influence a nagging uneasiness toward 

ideas and concepts that depart from this paradigm. Our 

best counteroffensive to ensure that the Patient’s message 

remains delightfully dull is fear. While it is human nature 

to love a good story, it is also in their nature to fear being 

different. It feels so much more comfortable to blend into 

the herd, where there is a numbingly wonderful illusion 

of safety. The paradox of advertising is that, as Kierkeg-

aard said, “The greatest danger is not to take the risk.” T.S. 

Elliot put it thus: “Only those who risk going too far can 

possibly find out how far one can go.” In truth, the safest 

place in the herd is out front!

Of course, “risk” only exists in the mind of the Patient. 

I must remind you that, while the Enemy is innovative, 

he is not reckless. He has honed his storytelling skill 

to a razor-sharp edge, and he uses it with the strategic 

precision of a brain surgeon. Words are his weapons, and 

combined with the compelling imagery, he can estab-

lish a beachhead in the minds of the Patient’s target  

audience. I need not elaborate on how difficult it would be 
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to extract him, should his stories overrun cognitive filters 

and occupy top-of-mind territory. Then, Wormwood, ours 

would become an uphill battle.

Your affectionate Uncle,

Screwtape

P.S. I hope you remembered to strengthen your firewall 

and protect the confidentiality of my emails. Imagine 

what it could do for the Enemy’s cause if our story were 

to fall into his hands and be shared.
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PART EIGHT: CONTENT IS KING

To: Wormwood

From: Screwtape

Subject: Crippling the Keyboard

My Dear Wormwood,

A new buzzword has been troubling our forces: “Content 

Marketing.” I hate the very term because it spells disaster 

for our emphasis on marketing gimmicks, quick fixes, 

keyword stuffing and link farming—not to mention a 

number of outdated “interruption marketing” strategies. 

To our chagrin, online marketing is catching up with 

an age-old principal: People respond to well-written, 

engaging content. Thus it has always been in the human 

world; thus it will always be. We must convince our 

Patient, the business owner, otherwise. 
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Our strategic council has come up with a deliciously 

diabolic way to take the sting from the Patient’s marketing: 

We must cripple the keyboard. Content can include video, 

imagery and the written word, but at the heart of it all 

is a most powerful Enemy: The Professional Copywriter. 

Not only is s/he capable of producing written content 

(copy) that inspires specific actions, s/he is also proficient 

at writing content the search engines will rate highly. In 

other words, behind every successful content marketing 

campaign is a good copywriter.

Just listen to this: “According to a September study from 

Vocus and Brian Solis, most marketing executives (84%) 

cite the quality of content as the most important factor in 

building influence online…creating, posting, and sharing 

compelling content is the single most important action 

people or brands can take to increase their influence 

online.”

“Most marketing executives 
(84%) cite the quality of content 
as the most important factor in 

building influence online.”

So, Wormwood, we will fight fire with fire. If “content 

marketing” is the banner of the Enemy, our battle cry will 

be “good enough.” Influence the Patient to minimize the 

role of copywriting. If the Patient falls under the strong 

delusion that he or someone he knows is “good enough” 

at writing, then we’ve got him! Only the informed realize 
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that a professional copywriter’s keyboard is the mightiest 

marketing weapon on the planet; he doesn’t just write  

in eloquent language, he writes with a deliberate and 

highly-effective strategy. The human mind is his canvas, 

and he paints upon the psyche with indelible colors. 

“The informed realize  
that a professional copywriter’s 

keyboard is the mightiest 
marketing weapon  

on the planet.”

Never mind the “bells and whistles.” It doesn’t matter 

that much if the Patient gets onto page one of Google or 

has a beautiful website, if the written content is weak, 

then sales returns will follow suit. (Certainly, don’t let the 

Patient know that Google is now ranking sites predom-

inantly based on content!) In today’s market, the Profes-

sional Copywriter is essential; convince the Patient he is but 

a luxury. Cripple the keyboard! If the Patient thinks his 

written content (website, social media, blogs, etc.) is good 

enough, then we have him right where we want him. 
 
Your affectionate Uncle,

Screwtape

P.S. Convince the Patient that technology offers the “hard 

sciences” of marketing, and copywriting is a “soft science.” 

Take the heart out of marketing and all that’s left is a cold 

and hollow corpse that will speak to no one. 
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PART NINE: THE POWER OF PERSONALITY

To: Wormwood

From: Screwtape

Subject: Don’t let them be likeable!

My dear Wormwood,

The Patient looks in the mirror every day and will have a 

reaction ranging from “I’m not good enough” to “I’m the 

best!” Both of these extremes of self-esteem are fertile 

ground for our devices and can be used to sabotage 

anyone’s marketing and brand image. How the Patient 

portrays himself to the public means…everything! 

Our textbook procedure is to influence the Patient to 

either put himself front and center or hide in a corner. 

Either pendulum swing is just as good; one makes the 

Patient obnoxious, the other makes him invisible.

“Influence the Patient to either 
put himself front and center or 

hide in a corner.”  

A surprising number of businesses put themselves first 

on their websites instead of their target audience, essen-

tially dominating the spotlight. A “look at ME” approach is 

very good for our purposes. (We see this a lot in Real 

Estate, Law and several other fields.) Many people assume 

that the public is as fascinated by them as they are by 

themselves, but this is rarely the case. Encourage the 
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Patient to position himself as a superhero, here to solve 

all the problems of the universe. That really turns people 

off, but we love it!

On the other extreme are businesses that lack a personal 

feel, where the prospective customer is given very little 

to no insight into the people behind the brand. The bio 

pages of such websites have very little color or person-

ality, and the About Us page reads like a brief but boring 

history lecture. Encourage the Patient to focus on dates 

and achievements, but make him feel uneasy about 

sharing his and his staff’s personalities. Make him forget 

that behind every business, there are people who want to 

work with people they like. 
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Achieve either of these two mindsets, and you’ve got the 

Patient right where we want him! The Enemy will try to 

help the Patient inject color and personality (even humor!) 

into his About Us and bio pages. He is crafty in the way he 

balances a focus on customers with cultivating an interest 

in the faces behind the brand. He makes a business seem 

approachable and pleasant to work with through well-

crafted creative wording. If he succeeds in making the 

Patient and his staff seem likeable and interesting—not 

just competent—then we are in trouble…or shall I say, my 

dear nephew, YOU are in trouble? 

Your affectionate Uncle,

Screwtape

P.S. Make sure when the Patient sees truly innovative and 

well-written website bios to put this thought in his head: 

‘That’s really funny/touching/interesting but it’s a little 

too risky for me.’ Under this illusion, he will not realize 

that the biggest risk is feeling safe with what he’s got.
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PART TEN: THE PRINCIPAL OF EXTREMES

To: Wormwood

From: Screwtape

Subject: Cheap is Good

My dear Wormwood,

Anything taken to extremes becomes a weakness. I call 

this “The Principal of Extremes,” and it is a major strategy 

to remember in our relentless quest to sabotage the 

Patient’s marketing.

Take financial responsibility for example. Repulsive, but 

we can work with it. A well-planned marketing budget 

presents a problem for us, but not if we influence the 

Patient’s attitude toward it. Whisper in his ear that, really, 

the marketing budget is something he can scrimp on—

that somehow, it is less important than other line items. 

Responsibility becomes frugality, then miserliness; thus 

begins a downhill slide to the notion that money spent 

on marketing is a liability, instead of the lifeblood of a 

sustainable business.

“Convince the Patient,  
when sales are brisk,  

that he doesn’t have time for 
marketing…When things slow 

down, convince him that he 
cannot afford it.”
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We the have opportunity to turn the Patient to this extreme 

when business is booming, and when things slow down. 

Here’s how it works: Convince the Patient, when sales are 

brisk, that he doesn’t have time for marketing and doesn’t 

need it anyway because he’s as busy as he could want to 

be. When things slow down and sacrifices must be made 

to stay profitable, convince him that he cannot afford 

marketing, or that he can do it on the cheap. (Mum’s the 

word, but the truth is, he cannot afford NOT to market.) 

Either way, we’ve got him right where we want him.

Your affectionate Uncle,

Screwtape

P.S. The Enemy will advise his clients that commitment 

to a dedicated marketing budget leads to a sustainable 

business, steady growth, and a smoothing out of the 

“feast or famine” ups and downs that so many firms 

experience. That is his counter attack against our fight to 

push the Patient to extreme frugality. Disable his argu-

ment at all costs!
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Author’s Note: This free e-book is inspired by C.S. Lewis’s 

classic novel, The Screwtape Letters. To learn more about 

life, people and faith, we highly recommend this fasci-

nating book by the author of The Chronicles of Narnia.

Kelly Walker is Creative 

Director and Senior 

Copywriter for Intrepid 

Marketing, a leading Bend, 

Oregon marketing agency. 

For more information, 

contact Kelly at:  

(541) 419-9976 or  

Kelly@intrepidforward.com. 
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A SWIG OF BRANDING 
Timeless Tips for Top-Shelf Marketing, is a new service 
created by Intrepid Marketing of Bend, Oregon that 
brings together classic core principles of their trade to 
help you build a solid foundation for intoxicating brand 
development. With definitive flair, SWIG offers timeless 
wisdom and the kind of marketing mastery achieved by 
the “Mad Men” of Madison Avenue—enduring principles 
that remain indispensible, regardless of technological 
innovations.

Follow the blog at  
www.SwigofBranding.com  

for thoroughly entertaining and 
timelessly thought-provoking 

content. 

A full range of topics will be explored, covering just about 
every aspect of marketing and branding from traditional 
wisdom to 21st-Century digital techniques. 
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http://www.swigofbranding.com
http://www.intrepidforward.com

