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(00:00:00) Adam Grenier
English:

One of the biggest pieces of advice I'm giving to people that are like, "How should we adjust our
marketing with the economic changes and things like that?" | was like, "Start by assuming you no longer
have product market fit, because you had product market fit in a different market." It's a different market
now, so you have to start over. And hopefully you do, or it's pretty close to it and you just have to adjust a
couple things, and you could be right back on track. But if you just assume you need to launch a new
channel to fix this problem, you're going to be wrong, because your entire customer base changed, not
just the next 10% of customers that you're looking for.

FROCERIR:

BAPLEIRE) “EHESFEARHNMNZAOMARER HARKNRBNZ-ME: “BERRFELTERE
TmmipREE" (Product Market Fit, PMF) T, ENIRZAEIR PMF Z2ES — 1N FRENHZIFEH LI
B, MENTIELTRT, FRLURGIERFTIR. BRUFRIE, (RETRERARE PMF, SEFERE, RFE
BEAEMEERIEN. BNRFRIABBIAMINVEIFRE— I HREMERREE, BIRAET, EN
REHRIMHENETFE, MAUNZIREEIHET 10% BFEF,

(00:00:34) Lenny
English:

Welcome to Lenny's Podcast. I'm Lenny and my goal here is to help you get better at the craft of building
and growing products. | interview world class product leaders and growth experts to learn from their hard
won experiences building and scaling today's most successful companies. Today, my guest is Adam
Grenier. Adam was head of Growth Marketing and Innovation at Uber where he basically built their
growth marketing infrastructure and the team from the ground up. Then he went on to VP of Product and
Marketing at Lambda School, and most recently he was VP of Marketing at Masterclass. These days, Adam
advises companies, large and small, on growth and marketing strategy.

FROCERIR:

MK E] Lenny BYIEE. FE Lenny, HHIBMEEBARIEAMBENIL K™ mAVEES]. FEKiHtHFREH
mASFEMERER, MUTARNT BRESEMNABNERZERFS, SKIEER Adam Grenier,
Adam B1E Uber BUIE K EHSEIFATA, EREMER ENSFIREL TIBKEHEMIGHEMNEN. B/,



384T Lambda School W= REEHEISE, mEMN—{PERSE Masterclass WEHEIS . 0%, Adam
ARKINN A BRHIE KA EHEER S ENE I,

(00:01:10) Lenny
English:

In our conversation, we cover how to decide when to try new and emerging acquisition channels like
TikTok, VR, newsletter ads, and how to go about testing them out. We get into the growth CMO role,
which is an emerging role that Adam has helped pioneer, and we get into some real talk about burnout
and depression and mental health issues that often come with working in tech. This was a really powerful
and insightful conversation and | learned a lot from Adam both as an operator and as a human. | can't
wait for you to hear this episode. And so with that, | bring you Adam Grenier.

FRCERIR:

FERNBFNEFR, FIDPVIETUAIRE M =R HAIREERE (90 TikTok. VR, FrEL@W &), UK
HITWIR. FHATENRITT “HEKE CMO”  (Growth CMO) X—ff, X2 Adam hEIFFRIRI— PN EER
filo Lt5h, FHAITEEBMINE T ERRTL TEBSAMIERLES. MR RERR#E. XB—XIEEEN
EHRZINMIE, BREAN—BEBEEBEZEN—TMEBA, HEBM Adam F EFHTRES, BEFAKRFEIL
RIIAEIX—&, A4, ILFMIVD Adam Grenier,

(00:01:48) Lenny
English:

This episode is brought to you by Whimsical. When | ask product managers and designers on Twitter what
software they use most, Whimsical is always one of the most mentioned products, and the users are
fanatical. Whimsical is built for collaborative thinking combining visual, text and data canvases into one
fluid medium. Distributed teams use Whimsical for workshops, white boarding, wire frames, user flows,
and even feature specs, and that includes thousands of built-in icons and a rich library of templates. See
why product teams at leading companies call Whimsical a game changer. Visit whimsical.com/lenny to
have my own templates added to your account when you sign up. That's whimsical.com/lenny.

FROCERIR:

AETHH Whimsical 2B, HIKTE Twitter L1887~ REEBMGIHMMIIRBER T ARG, Whimsical
BERENRZNERZ—, ERAPBHAIEEEM. Whimsical ZRMERZEMIGIT, BM5E. XAMEER
HESI—DRINN RS, DHREER Whimsical #17HiTs. BIETR. LERGIE. AP AR
it, BEEREEMISRE, EXESHTINANERRMEENEIRE, RERKEF N AWML TG EFBAFR
Whimsical 1 “H3HMUKZE” o 3508 whimsical.com/lenny, SEABTEIRT R F A9 A B AR IN R &89 M
Fo MR whimsical.com/lennys

(00:02:34) Lenny
English:

This episode is brought to you by Coda. Coda's an all-in-one doc that combines the best of documents,
spreadsheets, and apps in one place. | actually use Coda every single day. It's my home base for
organizing my newsletter writing, it's where | plan my content calendar, capture my research, and write
the first drafts of each and every post. It's also where | curate my private knowledge repository for paid
newsletter subscribers, and it's also how | manage the workflow for this very podcast. Over the years I've



seen Coda evolve from being a tool that makes teams more productive, to one that also helps bring the
best practices across the tech industry to life, with an incredibly rich collection of templates and guides in
the Coda Dock Gallery, including resources from many guests on this podcast, including Shreyas, Gokul,
and Shishir, the CEO of Coda.

FRCERIR:
AETEH Coda #B, Coda B—REREXETER, ©XHE. BFREMVAEFNNRET -5, Lt
HEXREMEREA Coda, ERHETHEENANALE, REXBENMYATARN. ERAREH, HEEE—R

XEWNIfE. SUEREANEITRAERZREMANIREN S, REEATKREEXMMEENIER. Z2EXK,
HEIWIET Coda M\—NMEEHEFANIER, BUA—MRBRBEITIRELERTAMEMNF S, Coda XIEE
REREFENRRMNIERE, SIEREELABEZETFZEENEIRE, 10 Shreyas. Gokul AKX Coda 89 CEO
Shishir,

(00:03:23) Lenny
English:

Some of the best teams out there like Pinterest, Spotify, Square, and Uber use Coda to run effectively, and
have published their templates for anyone to use. If you're ping ponging between lots of documents and
spreadsheets, make your life better and start using Coda. You can take advantage of a special limited time
offer just for startups. Head over to coda.io/lenny to sign up and get a $1,000 credit on your first
statement. That's C-O-D-A.I-O/lenny to sign up and get a $1,000 in credit on your account.

FRCERIR:

Pinterest. Spotify. Square # Uber ZFTNRFIPAEEEA Coda EXIETE, H&EH THPAE AERNER. 0
RFETTFEAEN MR ZEYNIR, EMEA Coda it EFTH/ERN. WEMAIUEZZIHMEIR
TIRIPRBY LR, HifE coda.io/lenny AR, BIRJTESE—iKMKEEAIRTF 1000 S=ohYRID&NE, EARuLE C-0-D-
A.l1-O/lenny,

(00:04:02) Lenny

English:

Adam, welcome to the podcast.
FRERIE:

Adam, YBREFEE,

(00:04:04) Adam Grenier
English:

Thank you. Thanks for having me.
R EE:

By, RRSHEIE.

(00:04:06) Lenny

English:



It's my pleasure. I'm really excited to chat. So, I'm going to give a very brief overview of your very

impressive career, and just let me know if | missed anything.
R EIE:

EXEHRIRTE, FRFIRIR, HEEENA— TR ANRRZNRWEE, MRFFETHA, B

(00:04:15) Adam Grenier
English:

All right.

FASZEIF:

89

(00:04:15) Lenny
English:

Sound good?
FRCEIE:

R [A]ENE?

(00:04:15) Adam Grenier
English:

Yeah.

FRSZERIR:

=0

(00:04:17) Lenny
English:

Okay, so you were most recently VP of Marketing at Masterclass, which 1'm actually a happy subscriber of
and I've watched many a video. Before that, you were VP of Product and Marketing at Lambda School. |
don't know if that's right before, but that was something you did. Also, you were head of Growth
Marketing and Innovation at Uber, which is a really cool title. And I think you spent four years there and
you basically built their growth marketing infrastructure and the team. And currently you're doing a
bunch of advising and exploring to see what you want to do next. Is that about right?

FROCERIR:

4, {RExIERVER{IZ Masterclass WEHEISHE, FAAFE Masterclass WELITHE, EIRZMIR. 78D
ZHil, ff=Z Lambda School W= @5 EHR S . BAHEXRETRIEENF—MIE, BHRIEMMEHIH
FiE, LtHh, (RIFBMET Uber BIEKEHSOIFARA, XNKEESE, FEREFTHE, EXEREIT
8 E K EHERIZHEREA. B, FREEMAZENEBIIE, HRR T —TERMMHT 4. FiGHFIE?



(00:04:50) Adam Grenier
English:

Yeah, you hit most of the key points. | think pre-Uber, the first chunk of my career was on the advertising
side, so worked in agency world. So, | kind of think of this as phase three of my life. Ads world was phase
one, startup and growth world phase two, and now really just spending time helping entrepreneurs and
founders and built companies and that type of stuff.

AR ERIE:

2R, RIET KEDER. EMA Uber 281, HIRWEENSE—MREE SR, TRELQTIME. Frd
RIEMEEFRRALENE =M. TSHAZE MR, MEQBMERIAZHE_MER, NEHEEEH
B E Bl RN BN I8 AL QB 2 2K,

(00:05:16) Lenny

English:

What's been your favorite phase so far?
FRCERE:

FIERIALLE, RESRWMINER?

(00:05:18) Adam Grenier
English:

I mean all of them. | just embrace what gets thrown at me and allow it to organically happen. So, each
phase has had its pros and cons and ups and downs, and so | think they've all fit pretty well into where |

was in my career.

FRCERIR:

RREHER. RRAZMEEEEIN—T), LtEBRARE. STMNMREBEENRRAER, FIANCENEIE
BRER U ATERT RN EL

(00:05:34) Lenny
English:

Speaking of moving and adjusting and iterating, | know you're big into improv. How serious are you about
improv?

AR ERIE:
WEFEED, EEIMER, FMERIEESIREBLKE (Improv), RMEIMKERZINE?

(00:05:44) Adam Grenier
English:

Good question. Serious in the sense that I've done it for a very long time and I still do it and | try to do it
regularly. Serious as in am | aiming to make money off of it and have a career out of it? Unfortunately not.



There was a point in my life that that is what | wanted to do. | lived in Chicago, did Second City
ImprovOlympic, a variety of different places, did quite a bit of performing, but also got into corporate
paychecks early as well.

AR ERIE:

i, WINE, RRAKEEMTREKNE, MEKRAER, HEXEHES. EERIAEIIRTEREEH
BRI ? BROZ, HE&F. RESPHRIET—REBAELL AL, ZBEEZMS, 1 Second
City #1 ImprovOlympic FRZM A FIIMKET, BERRBRERFBERTNFKT

(00:06:12) Adam Grenier
English:

And so kind of built a lifestyle that made doing improv full time probably not the best path for me at the
time. And so made a pretty conscious choice early on that it was more of a hobby and if something ever
came of it, cool, but if not, that's okay. It's something | keep coming back to, because it's very grounding
and fulfilling in ways that work and family life and things like that don't quite hit for me.

FRCERIR:

FRUEREIL T —MAEEAR, XEFHNSMHEINKETREATERNRERRIR, At, RREMMET—
NEERRER, BELF—TEE. MRUGREMALE, BRIF; OFREE, HEXR. XRR—HEF
WSS, EANCIEBEMS, EHARTIFNREEET AR,

(00:06:34) Lenny
English:

Actually at Airbnb we had an improv teacher come and work with the PM team. It was for months. We did
improv games once a week.

FRCERIR:

KRR _E7E Airbnb BY, ZATB BT —(IEIMKEZIMKIERTREERE. HETEHILTA, RESFHm—RED
HEEE o

(00:06:42) Adam Grenier
English:

Nice.

FRERIE:

KIET

(00:06:43) Lenny
English:

And played all these fun things. And I'm curious what you've taken away from improv that has helped you
become better at your work?

FRCERIR:



MTRZEBEY. HRIFE, MMEINRERZERT HARRTEBMIRELIFRRIVSELF?

(00:06:51) Adam Grenier
English:

So, | think generally the whole suite of skills that you develop in improv are pretty applicable, right?
Because you are getting comfortable on your feet with change, with teamwork, building off of each other,
experimenting, trying new things, a little bit of everything. | think a couple of the key rules or themes of
improv that | really try to hammer home with people are obviously the "Yes, and..." side of improv, which
everyone's probably heard, which is in a scene the worst thing you could do is deny somebody, because

you're actually just stopping progress and you're not building off of anything.
FRCERIE:

HIAAMEMNKEREFNEERERBERER, ANREREFIZHIRNNENL. AREGIE. BERE
A REMZHAHEY. BANHNKREFE/LOXBIANKETFRH —EBANRAN, BEXEAR ‘&2
B, A" (Yes,and..), AKAIREEAIRT, EHRF, MEFZHMOREEENA, EABPEIEHE
E, LRFTEEEAEM LRSI,

(00:07:27) Adam Grenier
English:

So, the appropriate approach is to say, "Yes, that is true, and..." and add to it. So, if someone's like, "Hey,
you have a chicken on your head," not saying, "No, | don't." Just kind of ruins that scene. Versus saying,
"Yes, | do, and it's name is Sally. What's your chicken's name?" Builds on that and gives it more
opportunity. And so | think that in growth in business is super important to be able to say, "Yes, | do see
your idea," or "Yes, we did accomplish this and this is what we want to do next and this is how it's going

to build on it," I think is super important.
FRZERIE:

FRUL, EMEUERR: “2r, &3, ME-" ABRHTEAR. LhIIBEAR: 18, RLKEE—-RX.” Ul
RIFE: F, FRB” XMMERNTET. BUMRMRR: “289, FAE, €M Sally. fREGSMUFARF? "
XPERENEM EHTTHER, SIETES RN, FIANELSERD, EBH B8, RIEEMAVE
HE BH, HNALTHTXNER, BETRENEEMXD, EBRXHEETZAARN , X—REXE
=

(00:07:59) Adam Grenier
English:

The other one that | think is less known or talked about is the gift of details. So, in a scene, if you give
somebody really specific details about something, it gives so much more meat to be able to work off of in
terms of what's coming next. So, if someone's starting a scene and they're clearly watching television and
clicking through the channels and | walk up and just say like, "Oh, you're watching TV, cool." That's a yes
statement. I'm not denying what they did. But if | come up and say like, "Oh cool, you're watching TV. Is
that an Alf episode? | haven't seen Alf since | was a kid. It reminds me this one time | actually ate my own

cat.

AR ERIE:



S THEERORARKNZ “ATHRIRE" . EHRFP, MRMREXNSGIEEEFNAT, MINETRHN
RRRHEEZHNEM, thil, MRBEAFREY, EAREERAHIIUNE, REIERR: "B, REE
B, B XR—THEENMRR, TRETENS. BNRKESEYR: “MRE, REELER. B2 GIEA
f/RK) (Alf) 15?7 FMNBHREMSZED (F/RX) T, XitFHEEE—RHKRAIZT HE S,

(00:08:39) Adam Grenier
English:

Just giving those specific details of Alf and me as a kid and | had a cat, which if people don't know Alf, he

ate cats.
AR ERIE:
SHEXERARNAT — (PIRE). FNEHE. HE—RIE RANFHE (FRI/RX), MELSRIZERN),

(00:08:48) Lenny

English:

I don't remember that. | remember Alf, but | don't remember he ate cats.
R EE:

BRI/ T HiEE (H/RX), BRZFMIZIE,

(00:08:51) Adam Grenier
English:

He was always trying to get the family cat. So, those kinds of details add a ton of value and you take that
into the business world, to use Masterclass for instance, if | say, "Yeah, Masterclass, we've got this way to
build content that is both entertainment and education," that's interesting. But if | say, "We create
content that is both education and entertainment to solve people's deep curiosities in the way that
maybe a biography would." That just opens up the exact problem that you're trying to solve. What are
other alternatives to that problem? How are people consuming that? So, | think the gift of details in good
improv and learning those skills is something that | really value and look for in every aspect of my
business life as well.

AR ERIE:

22 RHMARRBIE. PR, XEATREEMEANNE, IEXNVAEIFILHSR, X Masterclass 79f, 1R
i “ZHY, Masterclass, HfIE—MHHERABTNLGN, BERREXEHEMN.” XREHE, BNRK
W “HNEERARBEEXXERFMENAR, URMFERENARBRAMTRENGFEG O X—FFmB
T RRERRHEEKEE, BORENEMBEATRERTA? AMBNERXERARN? AU, §®
FEMFERYN “ATHRE URFIXERE, ERERFVEENS HSAEHRIEEEEHERNAKRA,

(00:09:41) Lenny
English:

It sounds like it's really helpful, one, in marketing, creativity and positioning, and things like that you just
described. Have you found it also to be helpful in collaboration like this "Yes, and..." piece? I'm curious, is



there an example or story where you like "Yes, and..." someone? Do you actually say "Yes, and..." in a

meeting? How do you actually find that you use it?
R EIE:
IMERXTEEH. IENEMNFLEIFEEEY, MEMRRIA BRI EF. MESAXRNEENERBLRER,

(00:09:58) Adam Grenier
English:

| hear it every now and then. | don't usually literally say it. | think one of the areas that I've found it to be
valuable is when you've got cross-functional work. So, obviously at Uber we dealt with city teams a lot,
and so a lot of the times the way that the central team would scope a problem versus a local team would
scope a problem, would almost feel at odds with each other. And if you approach it with that "Yes, and...",
it's often still true.

FRCERIR:

HERIAEFIAZXAR, EREEFIZFFRER. RRBEIEEENEN—TEEERENE. B2,
£ Uber BANEBEEMMHEITRE, REESEAMREREN S NS S E AR E RS LF 25
RKEY, WMRIRA “F[HY, ME-" WARERIE, BEMEHLEMILL.

(00:10:24) Adam Grenier
English:

It's like, oh, both of these things can be true at once. You could have a different goal than | have, or you
have a system problem local to you that is important to you and it's not important to me. That's okay,
both things can exist. So, now that we accept both and can work off of each other, we're more likely to
build both a better rapport and energy among ourselves because we're not just saying, "No, no, no, no,
you're wrong. That's not true, that's not important to the business. Why are you doing that?" That type of
energy when cross-functional work, it just kills the scene, it kills that progress. And then you don't build
relationships, you don't build the right solutions, all that type of stuff.

AR ERIE:

MGE, B, XWGFAIUEMIL, REBIRAIEMZRNARE, HEMRIME—PHRREEZEN TR
EENRFMET. &XR, MEAUHEEF. BARNERTNANMSHERERES, HMMEATRRIL
BHHXANAE, RARIMNFEER: “FFF, RET. AN, BHUSFER, RATAEBEG? ~
EEIRELIET, BMAREIRIZENEE, BREE. SRMIBMEERILXRR, WL EKEERIER

VaE

(00:11:06) Lenny
English:

It sounds really good. Everyone in theory wants to be really good at this. And | imagine just doing a bunch
of improv is a really good way to get better at not getting defensive and being like, "Yes. And how do we
make this idea better?" Is there something you can advise folks to work on this skill, or is it just do a
bunch of improv classes and it'll kind of help build that skill?



AR ERIE:

IFEEskRE, HIE LT ATBERED. FHRSMEHTERFIFRM. HAFERR B8, HINAILX
MMEUEE BIFH7E. XTWNABREXTUREE, (REHARNE? E2HRABE LENFERMEEFHX
T RE?

(00:11:25) Adam Grenier
English:

That's one. | would say that I'll say that all the time to people, "Do some improv classes." And | get a lot of
people like, "No, I'm not funny," or, "I don't want to do improv." And | think it's still a really great class to
take, even if you have zero interest in doing improv, or public speaking, or any of that kind of stuff.
Because, again, improv 101 is taught everywhere. Every city has it somewhere, and it's rarely ever people
that are trying to do improv professionally. It's all games, like you said. The classes that you all did at
Airbnb is what improv 101 is, right?

FROCERIR:

BRAEZ— HE—EXMAMN: “FLENWNEXKTERREL,” REAREE: “F, HRUR” HFE “BA
A TE" o BRUNAXMAR—IIEREENIRIE, BEMMENERE. QA EHIEMHFBEZTLH
B, FARIMFRENTR (Improv 101) EIERA, SMEHEEXFRMA, MAELROARDZEMN
BAERMN, AR, 2. R Airbnb ERYBFLERFMBENHRBENI TRINE, 0E?

(00:12:00) Adam Grenier
English:

It's just like, "Hey, let's just have fun. Let's just get out of our skin," and things like that. So, | do think
everybody should take improv classes. | think it's also something with a lot of goals or skills that you want
to develop, | think being really public and open about you wanting to develop that. So, if you are
managing a team and you want to sharpen the skills, make it a team goal, or have accountability and just
say, "Hey guys, | know that I've been pushing back on things lately. | want to really try to embrace and
grow off of ideas better, hold me accountable, call me out and be like, 'Adam, "Yes, and..." this please."

FRCERIR:

ERGE, TR, LB KRRF, ERNBREEFER" 2K, PRUFBSIANAES D ASBNE X LRIMKE
o SN, WFRBEFRIITFS BREikEE, HINAAF. BERAMELXRNERBRERE. L, MR
RIEAEE—THEABRELGXEREE, JUUECRNENEMR, EBRILFSENG, B R,
HRAEHRE-—EESE—EER, AR ABIHHMEAHTERE, BHER, RER, LUOXRK
w:  ‘Adam, BEWXHER B, ME-T 7

(00:12:32) Adam Grenier
English:

Or giving people permission to push back on that when it doesn't happen, I think also just opens the door
for more productive conversations with people and the ability to hold yourself accountable and keep
trying it.

FROCERIR:



HE A AEMRKMEIRREERIN, FHANZEENESHOEDEITHAK], ILIRERBERIARH TS
1o

(00:12:47) Lenny
English:

| love that. And such a good team bonding activity. There's like all these reasons to do this as a team. My
wife actually, she's a designer, artist, writer, illustrator kind of person, and she's been taking a lot of these
sorts of classes to help inspire her creativity. She never wants to be an improv person, she did stand up

classes.
AR ERIE:

HERNXNEE, MAXER—MEFHNHAAEIRERN. EA—TENEMXUGEERZIER, HREFHLRE
—MgIA. ZARKR. ERFEER, t—EHE L REXEFERBLOE. MMRERAEINKES, Bt
LEERO5 (Stand-up) 1B15,

(00:13:03) Adam Grenier
English:

That's awesome.

FRCERIE:

BRIET o

(00:13:05) Lenny
English:

As you said, it just helps you get the juices flowing along these lines. Okay, so we're not going to talk
about improv the whole time.

FRCERIR:
MR, XBBFHERRE. 1§77, BNAIBIZEWEIHLKE,

(00:13:13) Adam Grenier
English:

We could if you want to.
FRCEIE:

SNERORAREN, FeA AT LA,

(00:13:15) Lenny
English:

We could. Throw me word, let's go. No, we don't want to do that. So, there's basically three things | really
wanted to chat about with you. One is how to decide when to invest in an emerging acquisition channel



like TikTok, VR, Clubhouse was a big thing. You have some really interesting thoughts on how to decide
and approach this thing. To the growth CMR role, which is kind of this, | think emerging role, something
you're really good at, and | just want to get your thoughts on what's happening there. And then, three,
some real talk on burnout and depression that often comes with working in tech and stuff that we go
through. Does that sound good?

FROCERIR:

AT BFME, FAVFBEIE. &, HNAERE. BEX EE=GFRIFEZEMEIE. F—, WEARE
B RFTHKAVIRZRIE, LIl TikTok. VR, tHBZRAR Clubhouse, XFUAIARMAIEXLRE, R
BE—LIEEBHIRE. £, EKE CMO (Growth CMO) WA®, KIAAXE— NI, WEIRIEE
BRE, HBARMNXPRMUNEL F=, XTERETULIFEEZRLE SR CE, I
SRATLAPS?

(00:13:51) Adam Grenier
English:

Yeah.

FASZEIF:

A Lo

(00:13:51) Lenny
English:

Okay, great. So, to start with in the first topic, if you think about it just every company essentially goes
through this kind of S-curve of growth. They start slow, they find something that's working, then
hopefully it works out and things start to grow, grow, grow, and then eventually it flattens out and you
see this S-curve that happens. And every company is always trying to find the next S-curve to add this
layer on the cake that keeps overall growth up while this first growth channel slows.

FROCERIR:

KEFT. BRARE—MET. MRMRFARE, BEX LERATDVHIENXME R S Bk, FiaRE, A
FEHRETITZAERNGE, BEUIRF, FrBAEK, REBTFE, XneESHEisk, SBRQFEHE
FHTF—1T S Bphs, UEEF—MEKREREN, EBII—F “Ef RESBERER,

(00:14:18) Lenny
English:

And so people are always looking for what's the next thing? "Oh man, Clubhouse is coming out. We

should get on Clubhouse." "Oh, TikTok is so hot, we've got to run some TikTok ads." And there's always
something new, like newsletter ads, | don't know, podcast ads, if that's new. And you have a really
interesting framework for how to think about this and make decisions and experiment. So, I'd love to

hear insights there.

AR ERIE:
FIUATREETIHRT—MAS:  “IBXM, Clubhouse 3R T, BITRAZMAN.” “IR, TikTok ANT, ]

BRATKTok "&.” SRBEMAALI, tLFHmE@Ar &, EBRF & WRBEHFRIE) . XFWME



BE. RENLE, ME—TIFEEBIESR. HREIFIFIREY IR,

(00:14:38) Adam Grenier
English:

So, the exploring emerging channels framework that I'll take, either my teams or companies that I'm
advising through, has three core ingredients that | like to spend time with. So, the first is really
understanding if there is an overlap between what the customers need is, what your company's goals are,
and what the channel actually does really well. So, the example I've used in the past is Spotify in the

moment of things like Clubhouse and Paparazzi and stuff like that becoming really popular.

AR ERIE:

(A EBRNBNSESENARFERXD “RRMYEEESR , B8R TMHERRNARNZOLER,
F—, TEHFE@EFER. RFBERUNZREEKNEBZEREEFEERE. RZEZAEIN—MFIF2,
¥ Clubhouse 1 Paparazzi 2 XN RATFIEE RITEH Spotify,

(00:15:14) Adam Grenier
English:

Well, for Spotify, they're trying to get more people to consume music and be entertained by music and
things like that. And it's all audio driven. And so their growth goals are probably around new customers or
deeper engagement with audio. The customer's needs are discovery and more ways to maybe have
deeper relationships with their music. If you're a jazz fan, can you learn new jazz artists or more about the
artists that you love? Things like that. And then take those two channels. If you take something like
Clubhouse, it's audio first, it's almost like live podcast radio type feel to it.

FROCERIR:

xF Spotify i, WINAEILLEZ NERER. EREFREREFSF. XM, PRUAMITEKE
MO RE R REN B P IR S M E D). BEFNHEREAME R, UKAESEREBEIERBEREAENAR. 1
RIFBELRE, MESTHEFNBIZAKAESXTIREZNZARNEE? ML, AREXMME
B, $NR{R%E Clubhouse, EREMMALH, BUEMGEERRTN .

(00:15:57) Adam Grenier
English:

You can get into these rooms with just people with really amazing esoteric knowledge about something.
And so its strengths have a really clean overlap to me with the goals of Spotify, the needs of the customer
and the strengths of that. And so that to me is great. That is probably a green light in terms of is it even
worth our time? Versus Paparazzi is very photo driven and nothing really to do with music or anything like
that. And so it's like even though Paparazzi might have become the best biggest channel ever, is that the
thing you should be putting your time into? It would be a yellow light for me at best.

FRSZERIE:

REILUENXLEE(E], REEMNANELESYEEIRAN. FRRIFIR, FAIUNERR, EHNMRES Spotify B
5. BRFHERUNREASNEMEEIEEEMIZE, BEit, XHERGARE T “SSEBERANE 5
H, XaJgee—MRT. MBtbzZ T, Paparazzi @ UBRR RN, SEREARTEX. Frll, BME Paparazzi o]gE
KMABELLRRARIFHRE, FBRIRROZIENERMAE? KK, BEEEENET,.



(00:16:36) Lenny

English:

And how did you describe that again? It's the medium matches?
R EE:

RRIZA EARERET? IR TITECS?

(00:16:40) Adam Grenier
English:

Yeah, the strengths of the medium. So, let's take influencer right now. Actually two of the channels that a
lot of people are talking about right now are streaming TV or OTT and influencer marketing. And so to me,
one of the strengths of influencer marketing is hyper targeted contextual marketing. And so | can go find
the five influencers that are hardcore Alf fans, and if I'm marketing Alf something, great, | can go find that
specific thing. Whereas OTTs a lot harder to get that specific.

AR ERIE:

=0, BABRE. UIMENMLIESE (nfluencer Marketing) Jfil, LR E, MAERS ATKICHHENRE
EREEBEM (OTT) MWAEH. WHKiR, MAEENAEZ —SBRENBIREN. ZTUKRIATD
(OPEAFRIRKD BISKFTRILZLMA, INRBEHEHM/RKAEXRTGm, XFT, FAILEREIIRMIERIEH A,
i OTT MIARXREIAR AR o

(00:17:16) Adam Grenier
English:

OTT strength is broad reach and video storytelling and that type of stuff. So, it's like, okay, well maybe my
medium is if I'm Masterclass and | have a ton of video content and storytelling and things like that, that
channel actually makes a ton of sense probably. So, it's like what are the strengths of that channel is
something that... that is actually probably the piece | see people ignore the most, which is they just want
to know if a channel is hot or not. And this gets especially hairy in this world of a lot of B2B doing more
consumer-esque marketing. There's so many B2B companies that just don't apply to emerging consumer

channels.
Fh>CERIE:

OTT WMMBETF I ZNEBEEEMMIANELE ST, FILL, WRFKE Masterclass, HBEAEWMIARN B MK EH
R, BAXNMRETEIEEEEN. FIl, “ZRENMBEAL” BAIRBZZBRN—=, MilEFERAE
HE—PREARN, EHSFZ B2B ARWMEMELR C HEHWHRE, XTR/ALHF. BRZ BB A
ARG A TN C iHRE,

(00:18:00) Adam Grenier
English:

And it's just like, please just stop. | don't need a Notion Clubhouse channel this week. And maybe there's
a world to do that. But I think that's kind of number one, is making sure that there's even a reason that

you should be there to put it on your radar right now.



AR ERIE:

FRE, FREETRIE, HXEAFFE— Notion K Clubhouse 38, HITEXRMER FAILUS, BHIAN
BEESERHRIMASEERLIERE, ARTERETINTNEEEE.

(00:18:19) Lenny

English:

Awesome. What does the OTT stand for by the way?
R EE:

AET. IER—T, OTT KFEHA?

(00:18:22) Adam Grenier

English:

Oh my gosh, you're putting it on the spot.
FRCEIE:

MRKHR, fRABFERET o

(00:18:24) Lenny
English:

It's all good.

R EE:

P

(00:18:25) Adam Grenier
English:

I'm drawing a blank on it.

R EE:

BRFE—F=H.

(00:18:26) Lenny

English:

But essentially it's a streaming platform?
FRCEIE:

BARmEER—NRERTS?



(00:18:28) Adam Grenier
English:

Over the top. Over the top. So, instead of it being cable TV, it's coming from a box. So, it's primarily if you
think of ads on Amazon or Hulu or even if you go to cnn.com and you start streaming and you get an ad
first. it's basically video ads, but a lot of them now are happening on televisions and on streaming
services rather than just on websites.

AR ERIE:

Over the top (BTNHARIRSE). FILL, EFREELBEM, MEBININEFHN, WNRIREE Amazon I
Hulu L9 8, SERE cnn.com FHAEBASART A BRI &, BEA LN &, ENERZEEH
B MARIEARS £, AU EMIL L,

(00:18:55) Lenny

English:

Got it. Okay, cool. So, the first is the strength of the channel. You should look at that.
R EE:

BART. %, B FMUE—RRRENNSE, MiZXEX—R.

(00:18:59) Adam Grenier
English:

Yep. And how that overlaps with your customer and your business needs. The second is the channel DNA.
And so this is looking at things like where are they in their trajectory? So, Clubhouse is actually a perfect
example, because in a weird way, so Clubhouse got hot before Facebook got cold. And | was pretty
amazed how many more people were trying to crack Clubhouse than TikTok, because TikTok hadn't
really released their ads solution yet, but neither had Clubhouse. But everybody was talking about
Clubhouse, and TikTok is very clearly not going away anytime soon, where Clubhouse hopefully won't.

Like this is an amazing product.
R EIE:

=1, URENASHEHNERTLSERES, F2A2 “REER" (Channel DNA), XEIEMRE(ILTF
FTAFENEZRINT, Clubhouse EfR EB— 1 5EEMFIF, HAWEKLIE, Clubhouse E7E Facebook T /2iE
ZBINERFRM, BRBIFFEAREIRLZ ANREZTE Clubhouse MAE TikTok, FEA AT TikTok iTREIEL%
[T&fRFBZE, Clubhouse & F. BEN AEE#IL Clubhouse, M TikTok ERAFRRIREK,
Clubhouse HEH AR, XB—REZFENF Mo

(00:19:41) Adam Grenier
English:

| really enjoyed it and loved it, but it was clearly very early, very quickly at that point of hotness where
everyone was just kind of, "That's the reason | should be there." And part of this reason is to accept the
risks of going into that channel. So, if | go and dedicate two quarters of work to Clubhouse, | need to
accept that they are so early in this curve that there's a good chance this is a once in a lifetime



opportunity and it'll be over. It's not a repeatable action. It also is important because if you get something

to work on a channel that's earlier in their growth curve, the likelihood that they will change is very high.
R EIE:

HRENRENRE, BEEARTIRERMMOMNE, ERMANENTRE, S8TABERS “XMBRNZERE
BEHR" . BP0 REARERIENZFRERINL, WRIRANKNEEBEE Clubhouse £, FpTUERE
M FE KL EH, REJEXRESEE—IINE, RRUEIER. XFB—TAEENTTH. XtB
REE, RANRMFE— A TIEKMAFHANRE LR TREAHS, ENRERZIZRUNAIEEEES.

(00:20:23) Adam Grenier
English:

You're going to need to commit a lot of cycles to keep it going, because it's like, "Okay, well, their product
is going to evolve drastically very quickly over the next two years." And so a really great example is
Facebook early... | was at Zoosk. And so Zoozk and companies like Zynga got tons of their early growth
because of notifications on Facebook, which was one of their early features, which allowed basically
anybody that took any action on Zynga, it would post on everybody else's page that you got 10 carrots,
and that was a huge growth lever.

AR ERIE:

MEERANRENEIRERFE, RAEETRNRER, SN LEBRBHNT K, —MRFF)
FEFRHAN Facebook: - FH K BI7E Zoosk. Zoosk Fl Zynga Xt¥RIAF]@id Facebook BIBEHITIAEIAE T K
SMREAEK, FBZ Facebook FHAMINGEZ —, BAR LEMATE Zynga LT HA4mE, BIEHMAAEA
MTIE L ARIREET 10 IREBE &, BE—NEKRBIG KA,

(00:20:59) Adam Grenier
English:

But then Facebook just pulled the plug on that. And so it's like, well, if you put all of your energy into that
and that's it, it was pretty clear that that was still an area that's like this may not last forever. The last
thing on the channel DNA that | like to look at that's a little bit more, | don't know if odd or unusual is the
right term, is | like to spend a lot of time thinking about how they monetize. What is the monetization
strategy of the channel? And the reason is because if you, as a business, can match or support their
monetization strategy, it actually gives you a really interesting leg up with that channel.

FROCERIR:

{BJ53k Facebook H{F#2 T AN INAE. FRLL, SIRIMBFAEBEHEREM LE, ERMEHAET —B2
— P AT EFANTN. XTREERE, HERENRE—RIURBERTFEXTIE, PUERERRRS
BEBEZel2WMARIN. ZRENTRNRBEMNA? REAR, WRMIEN—REUEEBLEZIFENS
TR, K LEZILAEZREFREIFEEBIMAE,

(00:21:37) Adam Grenier
English:

Because the likelihood of you being able to call them up and go do custom stuff with them, or partner
with them, or that your solutions will actually stick around for a while, it'd go up pretty drastically. And so
my key example of this was with when Facebook started exploring mobile ads, Hotel Tonight, we were



one of the alpha testers of mobile ads, because I'd been sitting here buying ad inventory on networks for
the last five or six years and just waiting for Facebook to work, because it just wasn't really working for
mobile installs.

AR ERIE:

FAXFE—F, REMITTEEAITERUNESIE. BUKFXR, HE LIRS ERPEENAEERZIAIE
1. FERIZOEIGIFBE Facebook FHARRESENT S8, Ff17E Hotel Tonight BT & SEVEHLANA
FzZ—e EAERZANENRER, B—EHESWNL LML S, —HEF Facebook %71, EANLHKRTE
TS BhiR T3 75 E YRR TR,

(00:22:13) Adam Grenier
English:

And it's like, | know this is a huge channel because | can use it on my online marketing, my web
marketing, but as a mobile acquisition it's nowhere near as efficient as a lot of these other networks. And
so as soon as they were doing that, | was able to basically position and say, "Look it, you want to work
with us. Let me into your alpha, because | have five years of experience already buying mobile ads. | know
the space. | know it'll work. And if you get us to work, we're a killer case study, because we are a non-
game and a lot of money is spent on gaming, but there's these whole other major categories that you're
going to need other than gaming examples within that group. So, you're going to be able to use me as a
case study and a lot of different scenarios than the gaming players."

FRCERIR:

HNERE, BNEXZE—TEANERE, AAKAIUAEHNITIREH, EFNBHERERE, SN
KILAMEMNLE, FIU—BIAR=R, AMEEMUacSHR: “F, RMIEMRNEFE. LHIMARN
B, AAKELELENBHT SMWELNT., HTEXNTE, HAECEER. MREKNHHT, KM
B—MUENERMAR, BARINAZENAT. BABRITURANTRSE, BRTENZIN, RINEFE
Htt FEZLHINRF. FrL, MBECENIR, RIFTUEESARNGRPIERIERGIAR.”

(00:22:59) Adam Grenier
English:

And so | was spending a lot less than the gaming players, but because of that understanding that your
goal at Facebook is to make ads work for all of travel and for all of leisure and those kinds of things, that's
the value of working with me. So, that's another piece of the channel DNA | like people to focus on.

FROCERIR:

BARNERLBERIIRDES, BEFXMIEME —AED Facebook MBIREILT HTEMMF. RRFFTH TN
MEH—XMBEREFNMNE. FIl, XERFRFEAMIXINREREFNS—1 A H.

(00:23:18) Lenny
English:

Awesome. That's such a good one, because to your point, if your goals are aligned, they're going to be
like, "Yes, let's make this happen." And it always feels like it's this behemoth that doesn't want to talk to
any new startups, but if you can make the case of this is going to help you and the way you laid out is so
clear, it's such a good idea.



AR ERIE:

KiET, XESHY, RAEMMFAAGR, MREF—E, M1z “6F, EBRIMMERXHE" A2
LEXTREZAEI AT, BMRIREEIERAXEEREZIMI), MAMRRSILLEN, BENEMFER.

&k

(00:23:35) Adam Grenier
English:

And especially with emerging channels, right? Because their whole thing is that make this work for a long
time. It's part of the challenge you see with some new channels flipping to the other side of growing an
ads business, will gravitate towards like, "I want to get Disney on here," but Disney is very campaign
driven, or they have been traditionally, where it's like you may get one big paycheck from them, but that
doesn't... The way that UA driven gaming works is you get that to work, that's a gift that keeps on giving
forever, right? Because there's not one of those companies, there's thousands of them and they all do the
same thing. So, being able to drive that conversation is really helpful.

FROCERIR:

LHEXFHHEE, WE? Atz BRfitX NI S KRR, (RaE3—EHREERE Gl
SEEIGEIBEE: IMHET “HREeehR” , BBt RIEERER (Campaign) Khyy, ER
g L RXHF, REJREMMITIBEREI—KAXE, BIFRATRLE, MUAFRRE (UA) BappvRxg T, —B
fREEET, BMEB—RRAFNILY, WB? RARRRATNFAR—K, MBAEMTLAR, MIHMERERF
BB, FrLL, BERES|SXMIIFIFER .

(00:24:18) Lenny
English:

Cool.

FASZERIF:

fito

(00:24:18) Adam Grenier
English:

And then the third main ingredient is just your own company DNA. And so | think risk profile is a big one.
Do you actually have comfort in being a first mover, a true first mover? Nobody knows anything,
tracking's not going work, it's not going be programmatic. You're probably going show up on content
that's offensive. You're probably going ask for refunds that won't happen. It's going be really painful to be
a true first mover. Do you have that appetite? Do you have the staff to actually be able to put someone on
that and it not distract from everything else?

FRSCERIF:

BEANTEEZZ2MECATNER, HIAANKEREFE— N ER. MMETENEERNLTE, HEENET
£? BAFEEAER, BEREAREARN, TR, FHRSENES ARBMANSEL, (RS
KBHREZERT, ABENETESERRS, MEXNMEOR? (REEBHNAFEI IARTXGEMADE
Hith TYER9¥E 1052



(00:24:53) Adam Grenier
English:

And then the other piece on the company side is just your current channel mix. There's very few
companies that | recommend saying, "Yes, go put energy on this brand new channel that you don't know
how to scale yet before you've figured out some type of volume on Google and Facebook." Every now and
then there may be a perfect fit where it's like, absolutely, you should be the person doing this. But if
you're not at least getting something out of the basic channels that everybody else is using, it's probably
not the thing you should be putting your first energy into. It should be like, "Great, I've got a good
foundation." Like you said, now we're at that stage of trying to add things, tends to be a better stage to do
more risky exploration into new channels.

FROCERIR:

NRFHENS—HOZMATNREAS. HRVBNATEERLIEE Google F1 Facebook WEATRE Z A1,
MERBHRE—TEFENAT BRHRE L BRIBEEZGNER, LMRERT “BHNEEM -
BMRFEEMAREBEANEMBEFRG WD, BAERNZZREBRANEANMSG, MIZEIMRITE,
KEFT, BETTEFNEM , IELATRHIBMAAANME, XEERHITENCHRERRNELF
B #lo

(00:25:40) Lenny
English:

What advice do you have or can you give to founders teams that are trying to test one of these in terms of
just how to run these tests? How much time should they spend, would you say? What do they look for? |
know that this is a hard question and super dependent on the situation, but any advice there?

FRZERIE:

N FARLERENIN X EFHRERNCIBAMER, RENMETXENASTEEFARN? MINAIINIZES
DEtE? N XTI AES? HNEXZR—MEROERE, MBEFEERATERERKER, BEFARIN
ng?

(00:25:55) Adam Grenier
English:

So, | think going through those three ingredients should help shape that answer, right? Because if you're
like, "Okay, well, the first one is super strong, the channel DNA is maybe really early and I've got a small to
mid-size team and maybe only one channel working," then it may be like, "Great. Put half of one person
into this, because it's maybe interesting. But don't put any more than that into it." Versus if it's like, "Man,
this is a killer fit the channel's a little further along and | have a 20 person team, so I'm going to put three
dedicated people to this, because we are in prime position to be the leaders in this new channel and
really push it."

FROCERIR:

HINARER=NBERENTREER. MRMARERF: “WE, F—1ERFER, REERFTETREH,
MEE—NFNEER, AJERIBE-—NREEEFE , WBALILFTER: “KET, BRAFTARNBEAEMX
E, ENEFREER, EFRERAEST.” 2T, RE: "X, XBERLER, REELHEHK
AT —L, MBEHE— 20 ABERA, BAKZIRAINERAL, BAKNETHAXNMHREASENL
&, BeH”



(00:26:36) Adam Grenier
English:

So, | think it's figuring those pieces out, because it is a very it depends answer, but rarely ever is it like,
"Hey, this should be your entire team's focus for the next three sprints or five sprints." | think that if
you've got that half person working on it for a while and there starts to be some magic happening, sure,
put a sprint or two against it as a whole team. But generally speaking, | think keeping it minimum at first
is my typical recommendation.

FRCERIR:
FRAXERIFFXLERT, BAEREER “UHRAME” , BROSHIM 9B, XNZZMENMEMARK=
BIEAHR] (Sprint) BIER” XMESR. HiIAA, WRMRLBFNAMRT —EKREE, FEFREI—LE

IPEIRIR, ARAHART LULENE AN —R AR, EE2A9%E, HBENBNERIRSRIMERN.

(00:27:06) Lenny
English:

| had another guest, Yuri, who | think from former Grammarly, and he made a really good point that it's
often better not to try something than to do it badly and then take away the wrong lessons. | guess, in
your experience, what's a timeframe you think people should put into this stuff? You said two sprints,
maybe a couple weeks. | don't know, what's the range of just maybe don't spend more than X months on
something new if it's not clearly working, just based on your experience.

AR ERIE:

HIEBES—IEE Yuri, fLEITE Grammarly TfF, b2 7T —MRIFHIUR: SHIB—HSEMISRIEHSE
BRBE), FERMREFREZRIH RIBRVZLE, MANAMNRZRANZKIEIELR? (RZET MRS
R, REEJLE. RIFBMIZLE, WR—HHEVLKERENR, THIZBEI/LTA?

(00:27:33) Adam Grenier
English:

Generally | wouldn't let anything bleed past a quarter. You can probably get some good signal in a month
or less, what | would call fishing. It wouldn't be like you're just putting bait in the water to figure out
where the fish are, not necessarily getting statistically significant repeatable solutions. The big variables
that can change that timing, so if I'm exploring a new video channel, the content | need to create is if I'm
going to have to create something that takes three weeks to produce and $20,000 to make, | may want to
give it a little more time, because | gave it more of an upfront investment.

FRCERIR:

BERAZIULEFANRBEI —1NFEE, RAEE—TANEENNEAMESE—LIFNES, RFZHN D
7o EMGEIEEREKEEEEEN, T —ERFIRITFLEZENTEEAR, REXTHKNERE

B, IRBEFERE—THMMRE, MEAFZEFHIRNTFE=AREIHFHLE 2 HxmT, HAES
BZLE—RbtE, RARKRANTEZHRIHARZS.

S

&
=

(00:28:16) Adam Grenier

English:



Versus if it's like | want to put text ads in podcasts listings or something like that. It's like, great, | can do
that by myself at midnight and it's not distracting anybody or anything. And if it doesn't work in three
weeks, let's move on. But generally ideally what you're working through, and we'll touch a little bit more
on this with the Growth CMO, is that this should all be part of a roadmap. It shouldn't just be randomly
chosen and thrown at. This should be part of your sprint process and you should have a backlog of other
things that you want to try. And so you're actually weighing that decision of how long based on what
other opportunities you're missing out on by investing in that.

FRERIE:

Btz T, MBERERERFIIRDPBRNF S280, BXET, BIUEER—IARE, F2THE
Ao MR=FEME, BRET—, BEEERT, MEELENER FITHEEEITCHE KR CMO I
H—F i N) NIZBREERN—ED. ERMIZEMIERFNHEN, XNZEMARSEN—I5, 1R
ZE—MEEZIANEMBBNFNTIR (Backlog). FRLMRSERR L RERIBIREIZINE Mg N E =k
DR EET

(00:28:57) Adam Grenier
English:

But | would say most channels, especially new ones, are going to take more than a couple cycles to kind
of suss out. Because there's no rules, there's no playbooks yet on how to do them well. So, give it a little
bit of time, but if you're going over a quarter and you don't feel like directionally it's getting better or it's
interesting, | would put it back on ice for a while.

FRCERIR:

BREIW, AZWRE, CHENMRE, FEBI/LTEARAEESEI 1E. BAEEEMRN, wEEXTOA
MAFRIRLRIZS. PRIL, “AE—RBiE, BMNMRBI—1FE, RREFHIALLEEFRERER, REBE
S E —FRAYIE

(00:29:18) Lenny
English:
Cool. And to your point, you're not going to see any statistically significant answers. Is the thing you look

for just like you know it when you see it? Oh wow, qualitatively feels like it's working kind of thing? Is that
what you kind of look for?

FROCERIR:

fo IEWMRFRYL, MRAZBEEASTF LEENER. (RFRNERM “—FHEFANE" BRED? Lbil
R, MEMLEERREERENT” XM? XpEMIHREREE?

(00:29:30) Adam Grenier
English:

Yeah, and | think define that going into it. What am | looking for, for this? So, something like Clubhouse
I'm probably not going to see clicks. It's more about are we able to start a room and increase the size of
that room by 10% every time that we run it? Okay great, that means that we're at least getting better at
this and there's more reach available to us. But if we're getting 20 people every time we start a room and
then it goes down to 15, then we're either not doing this well, the channel's not doing well, or there's just



not enough reach for us to actually expand. Versus TikTok you might be able to say, "Great, | can actually
track clicks and conversion, so let's look at it the way we would any other channel."

AR ERIE:

B, FAANEFRZAMEE X, REXMHELEIHMAA? L% Clubhouse, HKAIEEEAFEIREE, B
ZHRXTHANESHIR—1iE, HFESRIEITEREILEEMRIEN 10%? WRE, BRFT, XEKREK
NELEEY, MERMNEEZHNESZH. BURENSRAREERE 20 NA, ABEE 151, BAEARE
HINSTYE, BEARRERT, HEMSREEBHNESZEMHEIINY B, BLEZT, 7E TikTok EARAIEER
W KEFT, REFRLEAILUBER /TN, FRLULENGRFEMRE— N

(00:30:11) Lenny
English:

Got it. So, kind of look for momentum and that you're getting better and that it's moving somewhere.

Awesome.
FhSCERIE:
BBET. FMUMETE L, EMEREEHRY, BERTERENARARE. XIET,

(00:30:16) Adam Grenier
English:

Yeah. Yep.

FASZEIE:

Y, &

(00:30:17) Lenny
English:

Cool. So, a question that I'm sure is on many people's minds that they would want to ask is, Adam, what

are emerging platforms that are interesting right now that we should experiment with? What do you feel?

AR ERIE:

Bo HIAERZAMFESE—MREREE: Adam, MNEEMEEBRIFHTLEREINEZA? (RETW
fa?

(00:30:28) Adam Grenier
English:

So, | mean | mentioned OTT, or basically the key thing with OTT is that it's way more trackable than
traditional television, but it has similar value that traditional TV does in terms of the ability to do more
long form storytelling type content, and a lot of it's not skippable if you buy it. And so those are reasons
to be exploring that right now. It's hard for me to call that emerging channel, because it's been around
forever. It's there's more of it and the tools and services around it are way better now than they were four
years ago. And so | think the sophistication and ability to scale OTT is much higher now than ever before.



Influencers probably the one that I'm most intrigued by, because similar to OTT, the scale and services
and the ability to go do it is still there.

AR ERIE:

FIRET OTT, OTT WIXFEAETELXREMERATERN, EEKREREXANTHEAE SERBARMAY
e, MBMRAFEWETT E1, REMEZ2AAIN, XLERZMTRRCHIER, FRERE AT
H, BNEBLFERRAT. ARUANEEKRT, MEBRRKCHWITAMRSLENFRFFESZ, FRUFIAAN
9 & OTT RURRAEBEA L AT EIHEE . WAEHERRERHEBY, ENM OTT XM, HME.
ARSHHITRENERATF .

(00:31:19) Adam Grenier
English:

It's also got that hyper granularity that when | get into influencer tools, it feels to me like early Facebook
when | used to go be able to target Lenny, or 10 people that have exactly the same likes as Lenny. And
that type of stuff where it's like you can get so specific and find exactly who you need. It's incredibly
tedious and manual and it's a lot of relationship management. So, I'm also keeping an eye on the
technology being built around influencer, because | think that's a huge area of opportunity for
entrepreneurs right now.

AR ERIE:

EXEEBERNADTIE, SREAMLITARN, REFMETRHN Facebook, FHATLUSHEENE Lenny,
& 10 M Lenny Z8Fe BRI, FAINZRRFIFERE, HETHIFTENA. XIEEENBEFEATIE
5, WRARENXREE, FIUBREEXTEEZMIEHFHFLXNEMEAR, EATINAZITMERNL W E KGR
E— T EXBN =M.

(00:31:57) Adam Grenier
English:

But generally speaking, the scope and opportunity there is huge and it's not going away, but it feels very
new and different right now. And it supplements the ability to do some hyper level targeting that you've
not been able to do, that Facebook and Google are getting less open about at the same time. | think VR is
really interesting in the way that mobile was interesting before iPhone Three, where it was if you've got a
VR app, it's a really interesting space, but if you don't, it's not that interesting to me yet. Any that have
come up for you that you're like... what are your thoughts on this?

FROCERIR:

BE8RE, BEXEENMNZREXRYN, MEFRER, ARNERTIFEFANTR, cHrTHITES
KEEMBIEES, MXMEESIER Facebook Ml Google B LRI ABH KA. KIAN VRIEEEE, &
iPhone 3 ZRIME SR — B8 MRMFE—NVREA, BE—MFEEENTE; BORMFEE, ENEK
FiRIEZABAB B, REFLARERNG? NXEHFAEE?

(00:32:35) Lenny
English:
No, these are great. All | think of is TikTok.

FROCERIR:



;F: ﬁ%%ﬁ?ﬁ*ﬁo ﬁ'ﬁﬁ?@ﬂﬂ’\]/ﬂ\ﬁ TikTOko

(00:32:38) Adam Grenier
English:

| feel like TikTok's crossed a chasm, whereas they actually have a formalized ad platform now, people are
finding scale. There's still a ton to do there and influencers is also weird, because it crosses all of these
other worlds as well. But | think TikTok is actually hyper interesting and everyone should be doing that.
But | think of that less as you should be doing it as should | do it, should | not? And it's more | need to

figure out how to do Facebook if I'm at least mildly appropriately should be there.
R EIE:

(D113 TikTok BEEHT 88, RAMIIESTEXN FFE, AMIEEBEKRIINE, BELFEREZE
BRI, MAEHEMRFN, RAEEHTMEXERRANMH. BFIAS TikTok Lfr LIFEEH, 8NA
MR ZER. BRINARXRNIZE “BZFZM W@, MEGE “NREMZENETRE, BREEGHAR
Facebook —t#HRE” »

(00:33:05) Adam Grenier
English:

The podcast ads | think are great. | think that | bought podcast ads 15 years ago, so it doesn't feel like an
emerging channel to me. | think there's way more volume now than there's ever been before. One of the
guys that was on my team at Uber has a company that's doing programmatic buying and that type of
stuff. And so | think there's more opportunities on podcast. | think people want to treat it like Facebook
ads or direct response ads, immediate response ads. And actually what | keep seeing as the effective
strategy with podcast ads is treating them more like radio where it's more about getting on the right
program, making it personal and feel like it should be part of that program, and then repeating over and

over and over again.
FZERiE:

FIANNEET SRE. T 15 FAIMEIRER &, FIUNERRERMEREIHEE, HINNMENELLLUE
ERIFHEER K. FHLAFITE Uber EIRABY— TR T T —RIMIEF UL Z R RE], FAIUAFIANBEE LBEES
=o HRETANBILEZ(E Facebook I HHEZMN & (BIEMAN &) K. BXLfFL, ZF—EHEE
MR SEMRBEBEER B[ XBEANEBRNTE, EEMEE, BEGETEN—&
7, AE—BX—BHEES,

(00:33:53) Adam Grenier
English:

So, | think podcast is super interesting. | think it's just hard to scale. It's likely not going to get people the
same volumes as the Googles and Facebooks of the world.

FRCERIR:
FRAEINNBEIEEE B, RZRET BME, ERIEETLEE Google 1 Facebook AR HRE AR E.

(00:34:01) Lenny



English:

Cue our mid-roll ad. I'm excited to chat with my friend John Cutler from Podcast sponsor, Amplitude. Hey
John.

FR3ZERIE:
HE—ERI &, REMESREERHENE Amplitude BYAA&R John Cutler 1k, 12, John,

(00:34:08) John Cutler
English:

Hey, Lenny. Excited to be here.
R EE:

I, Lenny, REMREIXE,

(00:34:10) Lenny
English:

John, give us a behind the scenes at Amplitude. When most people think of Amplitude, they think of
product analytics, but now you're getting into experimentation and even just launched a CDP. What's the
thought process there?

AR ERIE:

John, AEMNINEB—T Amplitude WEEBERIE, KZHAEE Amplltude B, MBI~ ROoN, BIE
R R BRI, EERINI#ELHT COP (FFRHIETAR). XEENEREZEREEN?

(00:34:21) John Cutler
English:

Well, we've always thought of Amplitude as being about supporting the full product loop. Think collect
data, inform bets, ship experiments and learn. That's the heart of growth to us. So, the big aha was seen
how many customers were using Amplitude to analyze experiments, use segments for outreach and send

data to other destinations. Experiment and CDP came out of listening to and observing our customers.
FERiE:

¥, F—HIN? Amplitude BN T 2B~ miAF, BE8E: WEHE. NRARREMHRKE. 2HEiRH
F3o WEIEW, XMBIEKAZO. PR, RINLAMBREEFEMER Amplitude DH7E30. ERAAD #
TN, FREIERIXEIEME M, SLIETHEER CDP RO IRT 3= F BUHRIFFINEL,

(00:34:42) Lenny

English:

And supporting growth and learning has always been Amplitude's core focus, right?
R EIE:

SZHEHEKNFES—EHE Amplitude BZIOE R, JIIE?



(00:34:46) John Cutler
English:

Yeah. So, Amplitude tries to meet customers where they are. We just launched starter templates and have
a great scholarship program for startups. There's never been a more important time for growth.

AR ERIE:

M. FrlA Amplitude SHHREFHIFER. BATMINIEL T NRR, HAVEIATHRME T —TRERNRF
Tt MFEKKN, NERRPIREHEZRZ,

(00:34:55) Lenny

English:

Absolutely agree. Thanks for joining us, John, and head to amplitude.com to get started.
FRCEE:

T2RE. BHERIIIAN, John, ERITE amplitude.com Fia{ALE,

(00:35:01) Adam Grenier
English:

| also come from a very consumer perspective. I'm actually stronger on B2B companies using podcasting,
because it has that exact same value | just described, but each one of their customers is substantially
more valuable. So, they don't need the scale that a consumer application or product would need.

AR ERIE:

BN CIHBRENAERE, Efrtk, HEFY B2B AREAEE, EAEABRNAHRANTEERNMN
B8, MEMIINETEFANERSES. L, IFAFEES C RN AZ mBREIME,

(00:35:20) Lenny
English:

Yep. That's exactly who | work with usually. One last question on this topic. What percentage of the time
do you find that an emerging channel works? Is it like 20% of the time, 10%, 5%? What should people

estimate, it's probably not going to work but when it does it's going to be game changing?
R EIE:

2, BERFKBEESFHONR. XTFXMEAKE—MAE. MAMIMHRERTKHIFRZESZD? & 20%.
10% 12 5%? AfIIRZaEFE? BFRABERASEY, B—EXRMMIREHRAN?

(00:35:34) Adam Grenier
English:

Like 5% of the time. There's new things popping up all the time. | think the area that | think of as
emerging that I've found more success in is taking things that exist already and make them... so the two



slices of it are either it's existed for a long... like podcasting. So, it existed for a long time and now we're
finally getting to a spot where it feels scalable. The other is existing channels that introduce something
brand new.

AR ERIE:

AL 5% BESEl, SEMAAE H¥K. TIANARKANERNPFTHARZE, BELEFENRAERRS R
MIE: BARECEBAEFERAT, LIRS, EFETRA, RERNKLTE T —MRETLUY REOM
B, Z—MENARESINT 2MBFRE.

(00:36:04) Adam Grenier
English:

So, at the mobile ads | described on Facebook, pre mobile install ads and post. Those first 18 months of
mobile install felt like an emerging channel, right? Because they were changing the product every week
and tracking didn't work, and there were all these funky problems with it even though Facebook had
been around forever. But brand spanking new channels, | don't know, they rarely work or are worth the
effort early that you hope that they will be.

FROCERIR:

EEanFdmiRAY Facebook BEp &, ABRE SHIMZAMNZE. BEHRE SN 18 TARKEMEGE—
MHTHERE, MWIE? At 1SEEEEN~m, BERINEERY, RE Facebook EEZFHERAT, EHRE
REEENRE. ETEMPRE, BANE, eRVETERIHMEMAAAZHNRRAEFRIRNRIE
7o

(00:36:35) Lenny
English:

Cool. But when they work, it's game changing | imagine. Reminds me Apples coming out with Apple TV, |
think it was, and they're just like, "Hey Airbnb, you should make it app for Apple TV. It'll be huge." And
there's a team put on it. | don't know. They spent a month building this app and did a bunch of nothing as
far as | understand, but it felt good. It felt good to be part of the launch. One question | wanted to come
back to, are there tools that you recommend for influencer marketing that you want to plug, or point out?

AR ERIE:

Bh. ERAUER, —BENIRN, BREMEEN. XitHBEERMED Apple TV (FRIZF2IAE) ,
fthfi1i:  “E Airbnb, fRIRZZ79 Apple TV NI, ESAR” FEBRITKT —MHPAEM. EIHFAA,
e T — M ANEIFAXTNA, SRTAEKERE, BRERLT, S5XHRERE. FEEZ—1E
A, RTWLAEH, METAEENTARERIELNG?

(00:37:01) Adam Grenier
English:

We were using Grin at Masterclass, we onboarded them. So, there's probably half a dozen companies in
that same zone where they're building tools that allow you to do the discovery of influencers, the CRM of
those influencers, and also often the measurement and payments and all that kind of stuff. So, it's an all
in one type of management platform. That being said though, like | said, it's still super manual. It's nice to



be able to go and find this list of 50 influencers that are the exact right influencer for this class launch, or

whatever it might be.
R EIE:

FAI7E Masterclass ERABIRZ Grin, FAISINT Ml EARNTAAMERNRABEMEMNITER, 1LIREEDS
R, FWLLHT CRM (BFXFERE), BELEEEE. XNFMESE. IUER— 2R ERE
Fa, ERWLE, EMHFAR, SHAFEERBMAL, 8EHE 50 M@ EXRIREL B IEMENRINIZ
BEREN,

(00:37:34) Adam Grenier
English:

But it's still then I have to wait till they all respond to me and there's still a lot of manual back and forth.
So, that's probably one of them. I'm trying to think of... There's a few other in that same category that are
competitive with Grin that they all seem equally pretty good. | can't even remember the reason we chose
Grin over some of the other ones.

FRCERIR:

BZzEREERFSFMNLHEER, NATRSFHDBIIE, FILL Grin JigRAEFZ— HER---- B
FEmPEEILIM Grin BHH), BERMBEARZF, HEEFBFHENNFAERE Grin MAREMB T

(00:37:53) Lenny
English:

It's a good name.
FRCEIE:
BFEIS.

(00:37:53) Adam Grenier
English:

It was all pretty close.

R EE:

HIE#ETR %,

(00:37:55) Lenny
English:

Sweet. Okay. If any other comes to mind, we'll throw it in the show notes. Before we get to the growth
CMO discussion, there's kind of this tangential area that | wanted to spend a little time on, which is this
idea of as a startup you initially should and often do start with a very narrow audience, your early
adopters. | read this post about calling them your super specific who, and eventually you want to cross
the chasm and go broader. And you have some interesting insights on how to think about that, and when
to do that. Can you talk about that?



AR ERIE:

KIF T MRBHEMIVEER, RMNSBETEEIZR. EINEEKE CMO 281, FHAEREEIH—MEXEY
g, ENIBIRRRAINIZ (WEEHE) MNEBENZRAE, UREMNEHAXRAE, BT —BXE,
WA AIREY “BRISEZ R (super specific who) , RA(REBHISAHEDE ZHHT. XTFOREBE
R AMXHE, fE—LE8RNILE. (REEHng?

(00:38:26) Adam Grenier
English:

Yeah. So, | think the book, Crossing the Chasm, is a great place to start in terms of thinking about the
broader topic of that. What | see missed a lot of the time that | like to spend time with people on is to
really understand that those early adopters are often just drastically different than the broad audience.
And spending time to actually figure that out and map out what you need to see with those early
adopters to have confidence that the product is actually going to have product market fit beyond them.

FROCERIR:

T, FINA (BEHIEA) (Crossing the Chasm) XABEREXNAKETN—MRIFHER, REEFE
AMIZBBEHN—R (BERENREHESARITN) 2. EEFERFHARAEEESARZEREEEANE
Fo MBERRBEFERX—R, AUYLMTFEENRIRABES LBIMA, FTEBEOEERTAEM
MZ5MH 17t EERE PMF,

(00:39:07) Adam Grenier
English:

So, I don't have anything hyper specific to add to that necessarily, or happy to dig in deeper to it, but it's
probably the biggest challenge that I've seen with a lot of companies that I've worked with. And then as |
do more investing and things like that, it's probably the biggest flag that | see with a lot of companies that
claim to have product market fit, which is your TAM and your product market fit are not using the same
definition. And that problem | think is often just a red flag for a lot of companies that | meet.

AR ERIE:

XTX—R, HRKERNEEN#TE, ERREATRAANRIT. XAERRRESEINTFZATPERRIRAHR
. MEEHRMELRIRE, RAMIFZENAE PMFIABFE—TRANRE: BMRN TAM (S8]34kH
17) MRE PMF EANFEE—TEN. FINAX N REEN FRBEINRSQABFRKGBE—MEMES,

(00:39:40) Lenny
English:

Got it. So, essentially you often underestimate how challenging it'll be to grow from your initial early
adopter crowd. Is there an example of that happening where a company just got screwed because they
didn't think about that enough? Or is there something someone can do early on? Is it test a little bit more
broadly early? What do you recommend there?

FRCERIR:

BBET. FALL, &R EAMNZERMGT MEVNREMRAEFERIN BIEE. BREXFHMF, ERAQ
BRNEERAEMBARE? HEERHATUMENA? BN ZERRMBATE Z0NEE? MEH4aR
w?



(00:39:59) Adam Grenier
English:

| mean Clubhouse might be a good example in the sense that they leaned into the broader audience
maybe quicker than they should have. Their product market fit seemed to fit the moment in time and
could they have built some experiments, or tools, or features that maybe stress tested will this work in an
ongoing fashion? If they were on such tear, that's a pretty hard decision to make, I'm sure.

FRCERIR:

HHEERZ, Clubhouse AIBER—MRIFHIFIF, MEMBN LR, MITERRARZ REERE A 8ELLN AR
ERT. 189 PMF AFRET B MTENRSER, EMIIREARTURIL LSRN, TANEERETNIR
XETDRERFREIE? RMINHYNEATELE, FBEBE—MREMLIIRE,

(00:40:29) Lenny

English:

So hard, it's easy in hindsight.
FRCEIE:

XET, FREEREES M.

(00:40:33) Adam Grenier
English:

| think that's another piece of it is that the audience changes aren't always just literal people. Even right
now, one of the biggest pieces of advice I'm giving to people that are like, "How should we adjust our
marketing with the economic changes and things like that?" | was like, "Start by assuming you no longer
have product market fit, because you had product market fit in a different market. It's a different market
now, so you have to start over."

AR ERIE:

BIANNF—HBRERZE, ERANEUHTEERFERX ERIARBE L. BIERNE, FHLAALME “EXE5T
TUENZIMEMFARERE NARKNENZ—ME: “BERRRFELFEBRE PMF T, ERNIRZAIR PMF
RES— M FENHZIFRERLAN. WENTHELET, ARG AERFIRE."

(00:40:57) Adam Grenier
English:

And hopefully you do, or it's pretty close to it and you just have to adjust a couple things and you can be
right back on track. But if you just assume you need to launch a new channel to fix this problem, you're
going to be wrong, because your entire customer base changed, not just the next 10% of customers that
you're looking for.

FRCERIR:

BRFENE, (RATBEMKRARE PMF, EFEZED, IAFERARLHEMEEMOEN. BNRRIAZESAM
INBE R —NRETRERR R, AR T, RANRENZMBBIEFE, MANEMEETK



BT 10% BFE .

(00:41:14) Lenny
English:

It's just a reminder of how freaking hard startups are. Man, we have product market fit. Okay, we're done.
Let's move on.

FROCERIR:
XERRE T HNENLEIRE S, KW, &I1ET PMF, 4, 8ET, #E8T—5,

(00:41:21) Adam Grenier
English:

Not anymore.

FRCEIE:

MERT -

(00:41:21) Lenny
English:

Not anymore. Oh man. Okay, sweet. So, onto this next topic around the Growth CMO. So, you're this really
interesting combination of marketing brain and also very analytical growth person, and | think you refer
to this as Growth CMO, which | don't actually hear the term much. So, I'm curious, what is a Growth CMO?
How do you define it? And why is it important?

FRSCERIE:
MIEE T KM, ¥, KiET. B4, HEAT—PIEFHEKE CMO WiEH, RE—NMEEEBMNAS: BFE

XM, XRFEEIEDMIERETR, FEREXMA BKE CMO” , RELLKEARITX M, Frld
HIRGFE, HTABEKE CMO? RIAIEXE? AtAERER?

(00:41:43) Adam Grenier
English:

Yeah, so it's something I've just spent a lot of the last few years thinking about, specifically because now
I've been at a handful of companies where we've brought in CMOs that in all ways are absolute world
class CMOs, and they don't last, they don't fit and they don't succeed. And so I've spent a lot of time and
figuring, well, why not? Some of it coming because of spending time with those people being like, "Why
are you doing it this way? That's not how a company at our stage operates."

FRCERIR:

2, XRRIE/NE-—HEERENEE, FHRRARFINRAR, RIISINT ZHEEBENZ TR
CMO, EfIFAK, FEN, kM. FIUKETRENERE, NHAFRT? SO RESHMXLEA
BRIEE:  “RATAEZFM? BNX MR ATREXFEEN.”



(00:42:18) Adam Grenier
English:

Trying to do it the way that a traditional CMO would've done marketing for a company, et cetera. One of
the key examples | like to use is brand, in that everybody when they think about brand they think of it as
an action, not as a consistent ongoing investment, or they think about it as campaigns and things like
that. And from planning to execution to learnings, a traditional CMO will drive learnings and identify
learnings. In my mind, | think a Growth CMO is looking at each brand investment as how do you then
immediately follow that up with the next one? How do you shift to this fast product iteration mindset with
even things like brand?

FRCERIR:

I TIXERELS CMO A ARMEHRNANKRME. RERAN—TXREFHFE ‘@ . 3 MAREImE,
HMIBEEE— 5, MAB—MIHFERENRE; NEMINHECEER—RREVES) (Campaigns). MAX!
BIMITEBEISL, 4 CMO SERHIRBIETE, MEKER, EBKE MO EAE—AmEKRE, BF
SNMAISZENER A N —RIGHE? WP RE = mis B BN AR mgig k2

(00:42:58) Adam Grenier
English:

It's very possible, but it's so counter to a lot of traditional marketing DNA. That, to me, means that we
have a lot of mismatch marketing leadership, and that quickly eliminates trust with the marketing
organization. It means that we rename everything marketing to product led growth, or growth, or referral
programs. To me, it actually dilutes the value of marketing should be playing in the company. And it
doesn't mean that the traditional marketing CMO isn't a good fit for some companies.

FRZERIE:

XETEHAEN, BE5HEEAEHERTEMR, WHEFKR, IRREHNBRSBUNEEARE, X
SMEHFEHARNGEE. IERERITEMEEHREDNENRSR AT REMNER (PLG). ERKIHEFIT
o EHER, XEFLEBETEREQARPTNLIENNE IHAEREEHEHE CMO REGELEAF,

(00:43:37) Adam Grenier
English:

| think the direct to consumer products are still very well suited to have a more traditional CMO. But |
think product driven companies, product led companies, if you are CMO and your product leader aren't
married at the hip, you're just missing out on just tons of opportunity, and the likelihood of things
actually working very well consistently and compounding on each other.

AR ERIE:

kA D2C (EEEMIEEE) FahAIFEEGHERRDN CMO 9T BRINNAHNFRBHEAF. ~m
FRERQF, WMRMFH CMO M RATAREERES, MUIERAENNNE, B A LEBEHESREIE
HrEEE R,

(00:44:05) Lenny

English:



So, what are the attributes of this person of what you call a Growth CMO? Sounds like partly it's being
much more performance driven. Sounds like a big part of it is understanding product and not creating
these silos. We're going to market the thing, you guys go build this thing. But also as a person, that's a
great CMO. What else do you look for?

FRCERIR:

B4, (RATRAIEKE CMO REMESR? ITERS D REREIEESR (Performance-driven). IFER
RR—ED2ER~m, MAZHEMB—EB “HiAFEH, MMIAFZHEE" . BFEA—NMEFER CMO,
RIE=FHA AR R?

(00:44:22) Adam Grenier
English:

So, | would say so data driven generally. To me performance is a very loaded word in our world, because
people think, especially in marketing, think that means not brand. But they're very data driven. And so
when we take things like retention and even brand and the consideration funnel and, yes, you can't
measure those exactly like you can measure landing page clicks and sales, but you absolutely can
measure them. And making that part of the DNA of everything that's happening, data being part of that, |
think is pretty quintessential of being a growth driven CMO.

AR ERIE:

SRR ERIERR . MEKR, ‘G ERIMNOHREZ—TEXFERNE, RAAN (LEREHEA

R) WANERKE “FmiE” . BMMNBFZHERDN. SRNEEBEEF. EERENEERES
(Consideration Funnel) B, 29, ARG EZ MR REMHEETHRFFHMEE ), BIREXTLL
BEE]. BHEFNEEREN—TINER, HINNXBEKIREDE CMO BB,

(00:45:00) Adam Grenier
English:

The second, | think, is the iteration process is not thinking about things and, "Hey, we need to plan for the
next 24 months," but you can still do that and you can still have a vision and everything. But having that
more of a agile type approach to everything. And again, this could be the storytelling that your sales
people are doing, to what are your landing pages look like, to what is the design of your logo, to the brand
itself. All of those things, like being more open to everything being possibly iterated on, on a regular basis
using data to validate that and challenge what has worked for you.

FROCERIR:

R, WANRBERIRE, MAREE 1R, HNFEMRRK 24 18" o (RHATLUEIRL, HARUE
=, BEN—IRINESE (Agile) BIAIH. XELZEMIBEARHINE, FIURZMIINEF, FJLUE
Logo Migit, WAILZBmEAS. FMEXEER, MEEFBUNER ERERBAIEEN, HERHIERIIUEM
AR EITZBMBITG %o

(00:45:38) Adam Grenier
English:

We live in such a real time world now, especially with product driven companies. The things change so
quickly. If you as a marketing leader aren't being iterative and thoughtful about things with it, you'll get



eaten alive. And then | think experimentation is just a huge piece of it. And something that | see a lot of
more traditional marketing leaders, the idea of experimentation is try a new channel. It's not like how do
we experiment with our brand? How do we experiment with the funnel? The whole picture, not just the
top of the funnel or the external elements of it.

FRCERIR:

BIMNMEEEET—IENEERNESR, TEHENFFaREAE, FELEUF/RRT . MRIMIEAEHDT
EREHTENTREAE, MESWERER. ARKIAN K BHRPEAN—#D. REIRSERE
HASEBANKEMREZHX—THRE, MAR “RNAXmEHITRIE? ” “FExRh#TRE? ~
TERMNER, MAMUXERTAEREIMETR,

(00:46:17) Adam Grenier
English:

One of the things that | haven't quite figured out the right language to put against this, but the traditional
model of marketing is the four P's, product, placement, promotion, pricing. And in my mind, the world
that we live in now, product is no longer a part of marketing, but it's actually they're married at the hip.
They're one and the same, and most companies aren't operating that way. They're still operating as if
they're two wildly different things. Even if they say they're working together, it's still, there's not. And to

me it's just like, no, no, the product, it is the company now.
FhCERIE:

E—HEHREESETFRAALERNESRERE, BEEHANEHEERE 4P =@ (Product) . &
(Placement). &% (Promotion). Eft (Pricing). EHKE®XR, EHRINMENERE, mRABMNNEEH
W—EB5, ENERLREFESHN. ENR—AN, EXZHATHARXHIEEN, tilNRIERESE
HARENRA, BMEMITRESIE, LR LWEE. JFHRHR, mRIEMEATERS,

(00:46:59) Adam Grenier
English:

And the marketing is integrated with literally every single piece of it. A lot of traditional marketing got
established in the 1920s and the 1950s around products that took years to develop or try, or a product
team was a science group trying new flavors of cereal. And so the marketing team owned the box, where
it went on the shelf and what the price was and all of those kinds of things was marketing, because
product was such a wildly different part of the organization. And | think still there's just a lot of
fundamental things that marketers think about that are stuck in that world, because most haven't had to
grow through the true growth of a business that's just being established today.

AR ERIE:

EHEZMANTFmBNE—1IT, WEEAREHEICEIT T 20 tH42 20 F£AH 50 £, BREMPEFTENF
B El A & AR, HE SN mBAARER—TERHORZFNRFNE, FHit, EHENAREE
2. LRUE. MEEFEE, ENENTFRRERF— I T2 FENES. RIANRENERSEEARNES
BHEZERMER, BARSBARLEENTYES XM B ETRIE KR,

(00:47:53) Lenny

English:



And the assumption is every software company should be hiring a CMO that is of this sort, of a Growth
CMO, right?

AR ERIE:

FREMREIRIZE, SRMHATEMIIZIEEXFEER CMO, BMEKE CMO, IE?

(00:48:01) Adam Grenier
English:

Yeah. And | would say that my sense is that there's very few marketing leaders that can't be a Growth
CMO. So, | don't think you have to have come up as a performance driven experimentation. It's more
about adapting and growing. And again, the fundamentals are all the same. One of my pet projects that |
haven't done anything with yet, is that every time something new comes out in the growth world, | go
back in history as far as | can to try to find the earliest example of that. Just to be able to say, "Look, this

isn't new, but we can learn from the way that Coca-Cola invented the coupon.”

FRCERIR:

0, MERRERIVEEHMASEZTERNIEKE CMO M, FRURTIANIRGIAL & F S5 IRTHRIRIEE
Ro REZEXTENMMK. BR—X, BEREHE— N, HE-—TNEKAHRMNTATE: 841K
LI EYR, REIRARERHE, FHRENFTF. RBRATHER: “F, XHFHE, AU
MATORRABRRESFHARF S

(00:48:37) Adam Grenier
English:

The first known coupon was Coca-Cola giving away Coke for free, but it was actually a marketplace,
because what they would do is they would go to a town and they would go to the soda fountain and they
would give a free Coke syrup to that side of the market and they would give coupons to the other side of
the market to spark it, to get it going. And then it's like, well, now all the customers want Coke, now you
need to supply it, you'll pay for it. And learning that and understanding that is really cool. And it's just
interesting to me, because I'm a huge nerd.

AR ERIE:

BB —KABSFEAIARREERXAR, BEXFER—IHHRE. tlaE—"THE, X2WNE
8, SB—IENTHTIREEENTRER, ARLES—HENTHABRRNESKILFIR, ILEBEEFR, A
&, FMENERHEEAR, MBOAHNE, HAME, ZIHERXEENRE. XNFKREREE,
EAFER—NBRRE.

(00:49:09) Adam Grenier
English:

But that to me is all of the things that great marketing leaders have learned are right, it's the operating
aspect of those insights and those skills and understanding your customer and their psychology. All of
those things have stayed the same. It's the operating of it in the way a growth organization, like a product
driven growth organization operates, is very fundamentally different than the way a traditional marketing
run organization had run.

FROCERIR:



BXHERE, RFEHENSEFINAEREHNEERD, XBETXERR. KEULRNER REOEIERE
MNIZERHE. FIEXLEARAHLEL, IZEKAAR (W~ mRapEKAR) NEfEARREE, 5%
SEHRARNEEARNBEE LSRRG,

(00:49:37) Lenny
English:

| was going to ask you what a marketing leader can do to evolve into this where you think things are
going, and your point about you're capable of it, you can iterate and adapt is really great and
empowering. Is there anything specific they can do to learn how to do this better, other than is it like
mentorship? Is there classes, courses? Just do the job, figure it out? Do you have anything you can
suggest there to folks listening and they're like, "Oh, shit. I'm in trouble?"

FRCERIR:

HIERRR, EHEASETUMEMF LKA R E R, RXT “REEIME. RETLUERMER" BN
RIEE®E, RELSANE. RTSNES, EEFARGNERALLLMNZSEFD? BREN? E2EE
FEIFRRER? WTRERTZERTS “RER, ZBEMA T NIRR, FETARNE?

(00:50:02) Adam Grenier
English:

Honestly, | think learn product development. Go learn agile product development. And there's actually a
book called Hacking Marketing, | think. I'll confirm. But it's essentially how to run a marketing team on
Agile. That to me is just, again, any great marketing leader should be able to go and consume how to do
product development, how to run a product like sprints and those types of things. And their mind, if
they're great marketing CMO or a CMO, will be like, "Oh my gosh, | could do this with this big event that

we want to host. | could do this with everything."
FEiE:

EXRW, HWNANZFEIFRAR. EFIFETRAR. ERLE—FBN (EFEH) (Hacking
Marketing) , AR, HEIWIN—T. EXRLERXTNABSERZETEHERAN. WEKH, ERMS
HEHMSE TN IZES ZRWINEM~ R L. WAKREITFa—FETHRENIR. NRMIIZMFNE
HCMO, M FESE: “BEHNX, RYUUEXERGZRERNEFDHNAREE L, RITLUEERE
EASEE L

(00:50:43) Adam Grenier
English:

There's nothing off the table when you actually learn those fundamentals. But as well as | know smart
people can learn that stuff. There's lots of resources out there. Reforge has some classes on it, there's a
bunch of new product led growth classes out in the wild, like Maven | think has a couple. And there's a
variety of those types of things that just going and doing it, you don't have to go and operate it yourself.
You don't have to go become a product manager. But understanding those skills and those systems will,
one, | think make you think differently about how to run your marketing team and, two, make you
exponentially better at working with your product organization.

AR ERIE:



SIREEZETXERARE, UKBTARTAERN. RAERBARFEXE, HAEBRZHER, Reforge
BHEXIRE, mEIUESERI~ RS KIRTE, tHi0 Maven FEME/LD. BREXEER, REEXR
AT, FAFREREERE, CAFELHTmEE, BERXERENRAS, £—, SILRWNMIETE
HHERERENEE; £, FULRESTmENIMEREFRE L,

(00:51:21) Lenny
English:

Awesome. I'm actually hearing from folks listening to this podcast not live right now, but broadly, that
this is a good way to learn how product works and how product leaders think. So, that's interesting. So, if
you're listening to this, good job. You also mentioned that a lot of marketing leaders don't work out at a
company, they join, they leave, things go wrong. As a hiring founder or leader, what do you look for to tell
you this person's probably not what we need and not what you'd call a Growth CMO? What are flags that
are like they're probably not going to adapt and evolve to the way we want to operate?

AR ERIE:

KiET . HHKIF—LERARR, X MEERTHETREEARNTRASE RENTHZE. XREW. i
L, SIRMRIEREN, T84, (RERIBRZSEHAFTEETATETFTAK, MIOAN. BF, ARHRE. X
HENERARATE, MUOAHB—NATEFREENTENA, BRZ2MRAIRAERE CMO? EERES
REAM AT RE TR E N FE LB T TR EREEA?

(00:51:53) Adam Grenier
English:

So, | think first and foremost, it obviously depends on the stage. Anything let's say C or below,
comfortable with chaos and willingness to go do something they have not done for probably 15 years are
two huge signals for me, because every company I've been part of at every scale now, which is all of them
basically, that's the thing that a lot of people coming from more traditional marketing environments into
startup worlds, it's a pace and just the unpredictability and change and those kinds of things are just at
such a higher rate than they've seen for a long time that it can be really jarring for people.

FROCENIR:

HiANER, XEABRTME. WTF CRAEFHQE, WPREAMENENURBEEMATEES 15 F)
EFMINER, HERHEERPEANES. ANERTFINSHAENQTE, MEREHFFREANTEL
RN, REEVHMETR. BMARIFUIUMENZARRRIT S T MITKEALRIAR, XREANTEE
FERE,

(00:52:49) Adam Grenier
English:

And | think it's totally reasonable. It's crazy, right? If anybody that's had the exposure on both sides. And
then the willingness to go do the work. People are churning constantly and the challenges are different
every week and those types of things. And so it's like every now and then you've got to go write an email
or you've got to go open up Facebook and get into the weeds with it with your team, into the data of it
and that type of stuff. And that's stuff that | don't want to do, personally, me. I'm past the point where |
should be in Facebook.



FRZERIE:

FIANX T2 LB, XRRIE, WIE? MRMMILHEARINIE ARRFEDFUIFHNER. ARE
RETRA, SERGER—1F. FIUBRIRGEEEEZTHEMN, NEFBITH Facebook " &faa, FMHEIA
—ERNARBIEZ LN, ERE, BTOAHFRBHMXLE, RELT TN ZF B2 Facebook RIFER
To

(00:53:17) Adam Grenier
English:

But man, when | need to, I'm willing to, and I'll go get in the weeds with it and I'll use my time to just be
like, "Look, we have to figure this out now." And I'm going to go do the things that | thought | was done
with in my career. So, those are pretty big ones. | think then generally speaking, one of the exercises | like
to take founders through when they're hiring a marketing leader is every marketer is going to have a T-
shaped career.

FROCENIR:

B2, it, SFBOE, REEEM. RIRNAT, BHEN: “F, RIITMELTFRZ MR- K
SEMIBERUNRUEEPELFLBZIRZMIER. MUXERREENES. HINNEBIRE, EEIBA
HEEHEASEN, REXHMIEN—TEIZE: BTEFEARBE— TR RUEIE

(00:53:41) Adam Grenier
English:

Everybody came from something they probably became awesome at and then over time just expanded
their purview. So, for me it was mobile. | got into mobile. My first client ever was on Sun Microsystems
early 2000s, getting Java developers to make apps for flip phones. So, | just knew digital mobile world
really, really well before a lot of people did. But then eventually I'm like, "Great, now I'm running an entire
digital marketing team. Now I'm running an entire marketing team. Now I'm getting into growth. Now |
want to learn product,” and I've expanded. And so typically it's going through that exercise of find out
their T, find out their strength, and then spend time figuring out how they make up for those other things.

FRCERIR:

SOABEETENMUNIFEBROTMEN, AGHEENERERT KT MHF. WEKE, BEBEER. FHEN
TR, HHE—INFFE 21 tHLEHIRY Sun Microsystems, it Java HFZARABIEFANALNA. FrLL
HURSABMER. ERNMTREFBHR, ERATR. “KF7, UEREEBISRFEHRN. I
AREEBINEHER. MERFNERMN RERBFEITR.” H—EHEY B. FIU@ERNECERH it
1By “T" BigEHy, ifb)evsRIn, AR EFERMITMNmREMS AR,

(00:54:24) Adam Grenier
English:

So, for me, at Lambda school | ran our PR team for a while. | am not a PR person, but | make it a goal in
my life to get to the valley of despair of the Dunning-Kruger effect, to be like, "Great, | just need to know
how bad | am at PR," because if | still think I'm good at it, that's not a good place for me to be. But once |
know how bad it is, | now know | need to go hire the right person to come in and I'm going to listen to

them. I'm not going to assume that I'm smarter than them, and those types of things. And so | think the



same thing with product questions and data questions and experimentation questions for this concept of
a Growth CMO is like, well, somebody's coming from a world where they've not had to work really closely
with the product team, spend time with them to figure out how they plan on adapting to that.

AR ERIE:

Eb#n7E Lambda School, HEEIT—EERFEINAX (PR) HA. BFAERAXER, BHRIERT “ErmM”

(Dunning-Kruger effect) By “®ZEZH" FAANEER, Bl “KF7T, RRFENERELIXFTEES
=o” ANMRFERFEHSREK, BNERAAIZHE. —ERNEBCESZLE, AMNERTERMER
BN, FERSIFRMIINER. RFRRIZE SRR, X FIEKE CMO X—#IFr~minl&. #iE
M SEREFEHE—F: MREARE—NAFESTmBANREZESENINE, BEEZFFRMMITTL
SNfAE N 1o

(00:55:12) Adam Grenier
English:

My guess is most won't have thought of that. The good ones will be able to figure it out together with you
in that interview, or afterwards, or whatever it might be.

FROCENIR:
HBRZBAELBEX—R. ABHVAZIEEAR. HE@AE, SM—ERENE

(00:55:22) Lenny
English:

Awesome. Maybe one day we'll do a follow-up chat just to dive into hiring a marketing person. | know

that's a whole deep topic.
AR ERIE:
AET. HIFE—RBIIEM—NEEIFE, ZITRNRITIABEEHEAR. RANERE— N IEFERZIFE

=}
o

(00:55:31) Adam Grenier
English:

Lots of thoughts.

R EE:

BRZEE,

Cin

(00:55:31) Lenny
English:

Okay. Oh man. Okay. We've got to book that. But, okay. So, you mentioned the valley of despair, and
that's a good segue to our next topic. So, | found this old tweet of yours where you talk about burnout
and depression, and you kind of make this point that a lot of times you feel like it's burnout and it's
actually depression. And just broadly mental health is just this topic that's not really spoken a lot about in



tech and in business. And so I'd love to just spend a little time on this. | know you're a big proponent of
talking about these sorts of things, so I'm curious, | know you've been through both these things and I'm
curious just to hear your journey, what that's been like, and what you've learned about how to get
through it?

R EE:

9, R THIVEN—T. A, RREET “BEZHR” , XEFSIHTRIIWT—MER. HILETIRUE
EN—FHX, (REEEXEITERWES (Burnout) FHIEE (Depression), fRRH—TM=: REIHEIRGE
BRI EE, HLZMER, "X LR, MERRERMRANBAHAR—TEERIKICHIER, FrARERE
RESEIEENX D, HAEMRIFEXFHRIEX LSRR, RBMEMEHIXFE, HREFFMEOEHIE, B8
B EHFRVALY, DUIRIRFR T BN 3 75757

(00:56:08) Adam Grenier

English:

So, the two biggest inputs for me in terms of really taking the time to understand my mental health, one is
my wife, who's been a very strong proponent of mental health resources for everybody since | met her.
And so just being able to learn from her and get exposure to, well, why is this important? What are the

values of it? And seeing it pretty regularly of family members, or coworkers. Or it's like, oh man, | bet

there's something deeper here that maybe is important for them to figure out.
R EIE:

MHEIEEHEEEFEOERRER, AR ITRANEMNER, —TERNEF, BMINRLE, thri—
BFEXHESTABENAOERRRR. FAIUAREMNEREFS, TRENMTAXREE, eHNERZT
2o RBEEERABEES LBFIXLRE, REE: “BXW, REUTRXEEEERENARA, BTy
IR F AR —RIREE”

(00:56:46) Lenny

English:

Is that just something she's good at, or is she trained in this stuff?
R EIE:

BRUBRNER, EERMEZTIXAEATINIE?

(00:56:49) Adam Grenier
English:

No, she's good at it and she's in therapy and stuff like that. She's one of the most empathetic, passionate
people I've ever met in my life. And so she just feels like poor people so much that | think it's something
really important to her. And then at Uber, | got to a spot where | was incredibly exhausted and tired and
just down, not excited about work and things like that, and so | started going to therapy and with this
assumption that | was just working too hard.

AR ERIE:

T, wREREK, MAMBERROEZHZEN, BERXEFIINSREREL. FRBEHAZ— i
FERBBLEMERFHIAN, BREXMNHKIRIFEERE, FHRHE Uber, HET—MEERKRE. ZREHFEN



RS, WIHERED, TRAFGEROESH, SHNRRIKECSRRIFERENT,

(00:57:20) Adam Grenier
English:

That was kind of my like, "Man, | need to go to therapy to figure out the tools that | need to deal with me
working too hard." And | just uncovered so many interesting things that | wouldn't have expected. So, one
was that I'm the youngest child in my family and | did something pretty different than a lot of my relatives
and things like that. So, recognition is something | long for, and it turns out | get that at work and | just
hadn't gotten that in other parts of my life. And so this thing that I'm like, "This is my problem," was
actually a solution to my real problem.

FRCERIR:

FERENZ: it HR/ESE—T, HRIARNNEITEIENRE.” SRBEARTRSBEREE
BEBERE, i, HERESNWEZF, RMHOEBENRFERNATER. FIUKBERSIAR, FELIERA
BRETERFITING, EEEENEMEDANLE. MUXTMRREEE “WF BRAE, KELERHREILER
AR BRFE" o

(00:57:58) Adam Grenier
English:

And knowing that just helped me totally just change my perspective of how hard | work. | was getting
judgemental about myself around, "Man, I'm working too hard. | shouldn't be doing this, but | have to."
And then | got in the spot where I'm like, "Oh, I'm working hard because | love it, because | like it, I'm
having an impact and I'm working with people | like and people respect the work that | do." And that
helped me identify that | can work just as hard, but | can work smarter. | can work more on the things |

have impact on.

FRZERIE:

BRIX—RE, T2XTTERMNESIFERENEE. RURSEEIITH: “at, RIERBHT, &
RizxXtE, BERAERM.” EREEIRT: ‘B, HBENWTEEZERARAEE, HARERE, REEFER
M7, REMERHWA—ELE, MEAMNSERNIR" XEBKBHT . KeTURFES T, BFKA
LTSI, HAIUESMAMIRLEREZMNNEB.

(00:58:30) Adam Grenier
English:

| can work more with people that actually respected the type of work that I'm doing. And that actually
just started to relax me and get me to the spot of, "Oh, okay," I still some burnout in there, and that's part
of the innovation. Part of my title was that | got to a spot where I'm like, | was traveling constantly, | had
teams all over the world and the structure of Uber was working where every city had a GM and | was the
person they called when their spend was too high. And so 500 GMs-

FROCENIR:

HAUESHEREREEERTFERENASIR. XK LILEFWEBL, HEIRE: 18, FE,” K
HMSEEA—LRUESR, BREIFIIEN—ED. HARPRSE: RAMHELE, HAREBHEIK, Uber B4R



MERENMHEHE-—TESEE (GM), MHMIINZHIE, HMEAR MR ERITHA. HB4E 500 1> GM

(00:59:05) Lenny
English:
Uber GMs especially.
R EE:

LHZ Uber B GM {7

(00:59:06) Adam Grenier
English:

Yeah, exactly. And so | was working in a world where | was dealing with a lot of politics. | love mentoring
people, and | had this massive team of 150 people that | barely know any of them. And so I'm not
mentoring people either anymore. And | just felt like I'm working so hard on things that | actually don't
enjoy. And so I'm like, I'm going to go work on flying cars, which is a whole other podcast too. So, that was
my, okay, there was burnout in there.

FROCERIR:

B, ", FMUKENAE—INEREREBUA} SRS, HERIESIIA, ERYFEES— 150
ABEREPR, HLFRNRMIIRER—D. FAURERBERIIAT. RETRANTRERHAERH
EEHGIE TERE, REEMARWTAET BRI —MNMEFOERT). L, BEHIVRS, HBEE
RS,

(00:59:33) Adam Grenier
English:

| know that was a fact, but some of those feelings or things that | felt my entire life that | uncovered that |
thought was just burnt out, | was like, "Oh, actually at this point in my life, this point in my life and this
point in my life, | felt this way too. And at those points | wasn't burnt out. And so | actually have deeper
work to do here and deeper understanding of myself so that | can actually maximize my life and enjoy it."
And because I'm going to keep working to some degree this hard. And | want to just make the most of
that.

FRCERIR:

HAMBERRERL, ERAXAB—EFRRINFELREE, RRUNIAZBRIES, HERA. H&: M, =
R EERAENX DR BB R, HhEBEIXMRET. MARNKHLERIER” FIUHKEREEEREN
TFEHR, FEERBMTHECD, IFRTREERAUENEETHAZERE. BNRESRSFREREMZE
MBI, FRRDFAX—Ro

(01:00:03) Lenny

English:



| don't know if you mentioned this, but | imagine parts of those points were depression, not burnout.
What have you found to be that line of just like, "Oh wow, this is a lot more serious than I'm just working
way too hard?"

AR ERIE:

HRAHEMBSRETX—R, ERBIRLERLUFE LG, MARRIUES. AR REME?
FEAM R, Xt RRABIEREHT BEFERFES” HRE?

(01:00:14) Adam Grenier
English:

For me, it's hard to describe, but | personally now can pretty cleanly tell the difference between
exhaustion and depression. And it tends to tie to my broader motivations, not just my motivation to work.
So, when I'm exhausted, I'll still show up to work, I'll still execute, I'll still do those types of things, but I'm
going to go and if | can take an improv class, it's going to be a blast. I'm going to enjoy it and I'm going to
love it. If I'm depressed, | won't go to that improv class. I'll just cancel it. | won't go to it. Orif | go to it, I'll
go home immediately. One of the things | love about actual improv classes, is the community. Is, "Hey,
let's all go grab a drink now." And this is a totally different group of people. It's not my family, it's not my
work people, it's just me.

AR ERIE:

MEKG, KRR, ERMEDIATUIFEBBIPRZ (Exhaustion) FHER (Depression). EfE
ESHRE ZHHNEXR, MANNEBIENEN. SBEREN, RINAIELE, MASKITES, MDA
WHBLEE, BEREEZLEMFRER, BIEBEFL, RIEIHREE., BURBIRT, BMAIELBT
o REERUH, HEAREET, RBIUZIER. HERHKXBRN—MNREZSHXE, RRZR:
IR, FMNNEB—HB.” PE—ET2TRABA, FERA, F2EF, RRKBC.

(01:01:17) Adam Grenier
English:

And | wouldn't do that. And so it's kind of noticing where else is this impacting and to what degree and
why, can help me understand what's going on in my life. Because more often than not, | can then take
those feelings and it'll be like, "Oh, I've felt this way for three weeks now. | should think about this and
dissect it a little bit." And so again, I'll spend time with my therapist. One of the tools that my therapist
has given me is to open up with my friends and have these conversations with my friends. And so now |
went from five, six years ago really just having my therapist or my wife to talk about this kind of stuff to, |
don't know, | have five or six different friends that we're massively transparent with each other about this
stuff, because the second I shared any of this with them, they shared it with me.

FRSCERiE:

MRZBINER, HMASEZSMES. L, WEXMEEREBESE~ELM. BENFAUKRAMTA, AU
BHRBRETDPEET 4. BAEEERT, RAUEMXERSHEIDE: B, REEXWEIE=E
T, BMZBEE—THIME.” T2, BaBAESHOES RN, SEHLRN—TEEQBERBITCE,
SRS TXEIHE, FI, MAENERREMSOMREFIXLE, FPMERE LD A UK BEHEEIX
EFMAER, RARER—HE, tiltbtpaEs=.

(01:02:06) Adam Grenier



English:

And now we've become safe places to have those conversations where | can be like, "Hey, there's this
thing going on." My dad has ALS and so he's been really sick and I've got three kids and I've got jobs and
work and money and the market crash. And there's so many different things. It's like, okay, let me
actually figure out which one of these things is causing this energy right now. And having many years of
therapy now and those resources can help me get to that solution to get to that answer so that | can
figure out, okay, what do | need to do right now? Do | need to actually take time for myself and dig deeper
into these personal things? Do | actually need to change something with the shape of my career? Those
types of things.

FRZERIE:

IAERATBE 7RI AR XA, PILOHITXAFRINIE, HAIUMER: 18, SERETXER” RRFEEENE
iE (ALS), WIFRE, RBE=NETF, RELE. HEH, TETTRE. AXAZTENER. REE,
978, IHFFRIREMHESH TUENXMAEE, 23ZFHNOEFEMFAXLERR, FAJILE
ER, FHARHNEFEMA 4. RREFENECERNERANEREXLENARR? ERREMNTENTRI
EERAA? B,

(01:02:47) Lenny
English:

Awesome. And it sounds like the things that have been most helpful, and I'm curious what else you'd
recommend to folks that are maybe feeling some of this. So, it sounds like therapy is really powerful, your
partner and being open to your partner, finding a group of friends where you could be transparent about
these sorts of things. Is there anything else you suggest folks look into?

FROCENIR:

AET, IERXLEEREAEMNER. RRFSFMHESAILEATEELRMUBZIAEET A MEROES
WIEERK, EEROHEURNH AT ORE, TEKR—FLUBRERNAR. FEZNANREEMA
Ahg?

(01:03:04) Adam Grenier
English:

Yeah. So, | think meditation's a good one. The startup people love to talk about meditation, and so you
can find lots of ways to do that. It's kind of evolved for me. So, it's in that tweet thread and | can't
remember it now. There was a meditation thing that was the first, it almost felt like Noom for me for
meditation where it wasn't just-

AR ERIE:

Bl HIANER (Meditation) BMEFHE. PEIATRAEBERIXRICER, FRURAUREIREHE. 3
TR, ehEHl. ERFEREARERIY, RIUEERET. F—1TEEANARKNEE, EXNFHEGR
REMEERSH Noom (—REBREENA), ERMMUNE—

(01:03:24) Lenny
English:

Waking Up, Sam Harris's-



FRZERIE:

7 Sam Harris 89 {Waking Up) 15?

(01:03:25) Adam Grenier
English:

Yeah, Waking Up where it's like I'm actually learning about meditation, not just learning how to meditate.
And that's how my brain likes to do things. I'm a lifetime learner, | love digging into things. | learned
breathing techniques and things like that, but going through that program of Waking Up was the first time
| actually really appreciated when and how and where to do it. I'm still not a everyday meditate person.

FRSCERIF:
28, (Waking Up)e EEEHLMFLZEFIXTFEENIIR, MANNEEINAEE, KHARKENR

XiFiafF. BRE—TREFIE, BREAEY. RFIWRKRIZZEY, B@ET (Waking Up) XM IHE,
HE—REEMET [, MRUREBEHITER RINATE—IEREBEBNA.

(01:03:50) Adam Grenier
English:

| now use, I'm an investor, so I'm biased, but Aura, A-U-R-A, which is a marketplace app. It's some of the
other meditation apps, but it's a marketplace, so it's actually coaches and stuff adding content. So, | use
that now as needed, which | really enjoy. The exercise and diet and those types of things definitely tie to
it. It's like eating is a pretty clean signal for me, or snacking is a really clean signal, at least for me of like,
okay, I'm snacking more than | should be, and eating healthy can both help me identify that I'm in those
spots, but also just make me feel better.

FRCERIR:

HMEANE Aura (REBIREE, FIUFRERL), ER—TEENA, EXNUTFEMERNA, EEE—
7, BREZBGELEAFMIANST. RATREFEERE, FEER. EHINRBZENEFRFEEHLSZ
BX. MEKR, MBR—TEEBMNES, HERZTREZE—NMRBEMNES: FE, RERIZFILTH
%7, BERMBERESTIREZLTRMRES, bR BTEELT,.

(01:04:29) Adam Grenier
English:

One thing | would say is that the therapist that | found, | found through a service that we had at Uber, and
I think | was surprised how much stuff is covered by companies in terms of the ability to find a therapist,
pay for a therapist or other tools. And so that is one thing | would suggest, go look through your benefits.
Your healthcare provider offers a lot of that stuff too. So, those are a handful of. Listen to Lenny's podcast?

AR ERIE:

BRRN—RE, BHRNSHMEET Uber IRHI—TARS IR, HRRITIATNEFHS AN, ZTEH25E
FEMTASEHRE T XAZAT. MURBNAREZEE—TEHCHRIEN, MNETRIGREREE D
RERZXERS. ULMB—LEEN. &8, 7 Lenny BIEER?

(01:04:58) Lenny



English:

| hope that to be true. | don't know if that's anywhere near as powerful as these other things. One thing
I'll mention is on the meditation front, there's this amazing book that kind of does exactly what you also
describe where it teaches you why this works. It's called, it's kind of like a bad title, it's called Why
Buddhism is True. And it's not trying to convince you to be a Buddhist, but it has a lot of incredible
insights on why meditation is so powerful and how to think about it. So, I'll put that in the show notes
too.

FROCERIR:

RAEERZEN. HANEXETRGHMBLESEZ—FEA. XTEM, HBRE—T, B—FRENSE, €
WEERIMERNER — BN AXER. BRAEFKNE, W (ItaBFRER) (Why Buddhism
isTrue)o ERFFTEERRMANGHEE, EEXNTERAFTANMBAURMNAREEBRERSATDNHR
2. ZREILPEHRETBEICE,

(01:05:24) Adam Grenier
English:

Awesome.

FASZEIF:

KET o

(01:05:24) Lenny
English:

Yeah.

FREiE:

=i

(01:05:24) Adam Grenier
English:

I'm going to check that out.

R EE:

BREEEBEN.

(01:05:25) Lenny
English:

| wanted to come back to the burnout piece. | imagine some folks are listening to this and they're like,
"Am | burnt out? I don't know." What are signs that you're burnt out versus just working a lot and tired?

FRZERIE:



HEOERRIERRER, FBEELERAZERNIHESR: “RRUBESTIE? FAME.” RIESN “RE
IHFRZBERIKS ZBEBFAKFIES?

(01:05:37) Adam Grenier
English:

The one that | see the most is adaptability goes down really fast. And this is more me noticing I've
managed a lot of people and coached a lot of people, so when | see that from people that I'm working
with, | usually immediately bring up, I'm like, "Look, your openness to change in the business, or trying
new things, or going back and trying things that maybe we tried before and didn't work has shifted from,
'Oh, here are the flags that we should be aware of, but let's give it a shot' to 'Why are we wasting our
time? Let's not do this.""

FRCERIR:

BEIRZN—SBENENTR TR, XRRBISENESERZANRIN, YBMEENAS LERIX
—Rbf, WBESLEAMRER, R “F, MYUSTUNAREE. ZEAEFYNER, HEEHZE
MR MINEBENSE, EEN 8, SAEXEXR, BitHiTHiRE TaT HMATARRER
&7 BEXNT S

(01:06:12) Adam Grenier
English:

This energy around, let's just do the thing we're supposed to do. And | think that's maybe specifically
applicable to our environment, to high growth and marketing and product where it's just, that's just a key
ingredient to doing this job well, is adaptability and flexibility and exploration. And if you're losing that,
it's probably not because you've gotten bad at it, right? It's probably because you're just over it, right?
Where you're like, "I just don't want to deal with the BS around this. | want to go do the thing that makes

my job easier."

FZERiE:

XMEELHT “BITMBIZMNER" . RIAAXEHNNIME (FEK. EHN~0) RALRER, BR
BN, RIEENRFFEEMF XD TENXBRER, NRMFRETXYE, ARFAERANFREET, MEA
NIFELRET , MIL? ARG “BREMEXLRET, RREMRILTEERRNE

(01:06:46) Adam Grenier
English:

Which again, most of the people that have chosen this career path want their jobs to be harder, because
it's more fun, it's more interesting, it's more rewarding. And so when you're looking for ways to minimize
the challenge or the opportunity, | think that's a pretty good signal that they may be more burnt out than
just exhaustion. Because if anything, | see the opposite for people that are exhausted, where they get re-
motivated by new stuff, by opportunities to go do something different and that kind of stuff.

FROCENIR:

BR—R, AZHERXFRIWEBNARLFETFEERSNE, RARFEEE. BRI, BAMMS.
FRUAH IR 98 SHOB D RS SR 5 78, FIAARB—MRIFNIES, RAMAIEELNUERT, MR
IR . AAMTFREFZHA, REINEFAR —ISEHEY. MAEEBHINIERRAL .



(01:07:15) Lenny
English:

Wow. Really good insight. Second to last question, | know you have to run, where are you on this journey
today and then just what's next for Adam Grenier?

AR ERIE:

I, FEFRM. B NEE, ZNEIRSEHNE RIEAIRSMAE? Adam Grenier T —FitRIZ
A?

(01:07:24) Adam Grenier
English:

Yeah, thank you. Good question. I'm constantly optimizing this matrix of what am | good at versus what
do I love doing? And so what I've found is that I really love entrepreneurs and working really closely with
entrepreneurs and helping them figure out all of these funky things that I've been able to see over the last
20 years and maneuver. And |'ve worked at a lot of places and so I'm really good at context changing and

helping connect the dots for people.
AR ERIE:
HHE, iR, H—EEMK “BREKMAA” 5 “HWRAEMAA” B9ERE. RRIMKENREREWRK, EX

SHTERE(E, BEMIERARIE 20 FENRIHMEINEHHRET, HERSMSIIED, UK
FFBERTIE RHEBANTBEGES NFTI,

(01:07:52) Adam Grenier
English:

And so a couple ways I've found to be able to do that is advising companies, so working with founders
and growth leaders and things like that and investing. And so I'm actually right now, I've been investing
now for six, seven years. I've recently joined Andreessen's Scout fund, so I'm doing a bit more volume
now. But | would say if | had to make a bet right now, | think a full-time or closer to full-time investing
world is what I'd like to lean more towards. But I'm very much a let's just open up opportunities, and
once the right one is in front of me, I'm going to tackle it.

FROCENIR:

EARULMX—BEFNLMHARE: ARERMEH (58BA BKASESE) URER, LEL, BB
ZMTRNEENRET . REKMAT Andreessen B Scout EE, FIUIIENKRAEEKRT ., BUNRERM
EWITHE, RERSEMRAT2RFIFLSRNKRETN. BRIEERS, MEAREMIS, —BEEM
SHIM, BMSIEE,

(01:08:23) Adam Grenier
English:

And so who knows, | may go back full time somewhere or whatnot. But right now the advising, investing,
coaching kind of hybrid is the term, | think it was Behzod at Reforge used, was me as a service is my



current world. But I'd be shocked if | eventually don't gravitate towards some kind of foundation, because

| thrive when I've got a little bit of an anchor.
R EIE:

WHDEDE, RBATRONINERAREIRIME. EEfXMER. KA. HERESER (318 Reforge BY
Behzod A —MAM “PNABIARSS” , MaaS), MEHIMENRS. BNREELXLEMATEMERENE
i, HIRIFYT, EAYHET —R MR B, RERWEFES

(01:08:46) Lenny

English:

Amazing. A mass, me as a service.
FEiE:

X#%ET. MaaS, TMABIERS,

(01:08:49) Adam Grenier
English:

Yeah.

FSCEiE:

=0

(01:08:49) Lenny
English:

Okay. For folks that may want to reach out to you about taking your money in their startup, or asking
whatever questions, maybe advising questions, where can folks reach you and learn more?

FROCENIR:
9o MWFHLRBHIMIRE. HERRMREE (Fbin&iaieE) BA, I UEBERRIFF THRESER?

(01:09:00) Adam Grenier
English:

Just Twitter, AKGrenier and LinkedIn as well, it's AKGrier. So, look me up, connect. I'm always open to
connecting and chatting with people and | just love digging into problems. So, happy to abide.

FRCERIR:

Twitter ## AKGrenier, LinkedIn 3 AKGrier, R HME, BiuBtR, B—ERRESARM, HENXMHN

Ao RRBH.

(01:09:13) Lenny

English:



Amazing. Adam, this was such an action packed chat, so many levels and layers. | can't wait for folks to

listen to this. Thank you so much for joining me and being here.
R EIE:

KiETo. Adam, XB—RXTFLEHABIIR, BETXAZER. HERRGFRILAKITEXE, JFERHFIRM
NFEAo

(01:09:21) Adam Grenier
English:

Yeah, thanks for having me.

R EE:

By, RESHEIE,

(01:09:22) Lenny
English:

My pleasure. Thanks man.
FRCEIE:

HEUR=, W, kit

(01:09:24) Adam Grenier
English:

Good stuff. Take care.

R EE:

BENAS. RE.

(01:09:26) Lenny
English:

Thank you so much for listening. If you found this valuable, you can subscribe to the show on Apple
Podcast, Spotify, or your favorite podcast app. Also, please consider giving us a rating or leaving a review
as that really helps other listeners find the podcast. You can find all past episodes or learn more about the

show at lennyspodcast.com. See you in the next episode.
FRCERIE:

EBEBHAKIUIF, NRIRTEBABENE, AJLTE Apple Podcast. Spotify SRIREIRAIIEE N AHITIRZE
TH. i, BEERARIMTFIIAETITIL, XEMAMEBEHEMIARELAXNEER. RO UE
lennyspodcast.com X EIFFEFTER THREZES. THTEBL,



