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[00:00:00] Arielle Jackson
English:

So over time, a word can come to mean something that is beyond what that actual word means. Like
Disney means magic today. Volvo means safety. Those names are not good. If | just put it in a spreadsheet
or one of those lists, no one would pick it. So that's kind of what | mean, that the name is just part of the
overall marketing or the overall brand and a bad name with a really great company with great company
strategy, great marketing is going to be great over time. And a good name is just going to help you, but |
don't think a bad name is going to kill a good company.

FROCERIR:

FEERERERE, —MAFMARNEXARZBHERFNFTERE, ttSX, “BtR” SEH%ERL,
RIRR” BHRERE. XEZFFAFHIAREY, IREAIAZLENRERBFRBHREE, RAZESR
Efle FIUEHNERE, BFRERAEFENBAEREN—I7; — I R/FEATY, BEURAFFELE,
BEFANQBSBRMAFTNEN, MENENER, ERAIERHER. —TMHFRFEAZEFREL, BRIA
A—M=BFARBIE—RIMBHIRE,

[00:00:42] Lenny
English:

Arielle Jackson spent nine years at Google, where she helped grow Gmail in its early days, taking it from
just a side project to a product that is now used by hundreds of millions of people all over the world. Then
she went on to Square, where she was one of the first marketers and helped launch and scale the growth
of Square reader. She's also worked with over 100 early stage companies, helping them nail their brand
and marketing efforts, including Patreon, Loom, Front, Eero, Maven, Sprig, just to name a few.

FRCERIR:

Arielle Jackson £ Google TET N4, & Gmail WRHAMEhBIERK, SEM— I BIIEETHINES
BREMZ NERIF . FERMIIANT Square, ABBERENEHEARZ—, HBIJ Square ER2389%HH
MBI K, #iFS5 100 ZRYCIRTEED, EEMITBEEURBMEHEIE, EPEIE Patreon,
Loom. Front. Eero. Maven. Sprig &%,

[00:01:12] Lenny
English:

These days, she teaches a super popular course on startup brand strategy and she's a marketer in
residence at First Round capital. In our chat, we cover primarily three things, naming strategies for your



startup or your product, a framework for developing your brand, that includes your purpose, your
positioning, and your personality, and also getting PR for your startup. | can't wait for you to listen to this
conversation with Arielle. And so with that, | bring you Arielle Jackson.

AR ERIE:

NS, WMEHE—IJEEZILEHN Y6 AR &M HEEEIRTE, HER First Round Capital WIFIHEHEER

(Marketer in Residence) . FEFEATNR%F, KMNEBEEZT =HF: VLI ATAH~RNGR R, FhmhE
WIEZR (BfEFEd. EAMME) ; URNEAVIRTFERAX (PR) Ve, RERARGFERILARRTES
Arielle FIXEEX1E, BABA, TEIEH Arielle Jacksono

[00:01:41] Lenny
English:

Hey, Ashley, head of marketing at Flatfile, how many B2B SaaS companies would you estimate need to
import CSV files from their customers?

FRCERIR:

IE, Ashley (Flatfile WEHHITA), RMEiTEZ ) B2B SaaS ARAFREMEFRBEFN CSV XXH?

[00:01:49] Ashley
English:

At least 40%.

R EE:

Z/1 40%,

[00:01:51] Lenny

English:

And how many of them screw that up? And what happens when they do?
FRCEIE:

BEPEZDRAEEXHERIET? FEZEEREMTA?

[00:01:54] Ashley
English:

Well? Based on our data, about a third of people will consider switching to another company after just
one bad experience during onboarding. So if your CSV importer doesn't work right, which is super
common, considering customer files are chock-full of unexpected data and formatting, they'll leave.

AR ERIE:

12, RBBEATNOEBIE, KA=ZHZ—WATENE (onboarding) IREHAPRBZEFH—RIEREIEE, MEEEE
MAE]e FRLL, SARIREY CSVEANIRBITALER (XRIFEEE, HAFAXEERH T SMERREBEBUE
R, iTmER%R.



[00:02:13] Lenny
English:

| am 0% surprised to hear that. I'm consistently seeing that improving onboarding is one of the highest
leverage opportunities for both signup conversion and increasing long-term retention. Getting people to
your aha moment more quickly and reliably is so incredibly important.

FROCERIR:

IFEIXPR—RBAZI F—EHIANN, IEANRERERRESEIMEURMENKREERNESITITNE
— AP EIRE, EAFEMIAR “GiEZ]” (aha moment) RHRHEEER,

[00:02:28] Ashley
English:

Totally. It's incredible to see how our customers like Square, Spotify and Zuora are able to grow their
businesses on top of Flatfile. It's because [inaudible 00:02:38] data onboarding acts like a catalyst to get
them and their customers where they need to go faster.

FROCERIR:

sT2IEM. BE% Square. Spotify # Zuora XH¥HIZ F BEWSTE Flatfile F9EAE ERX RIS, HEE<L AR,
X ZEAEIRNTERGELT—1F, LRI P e IR AR B Ao

[00:02:45] Lenny

English:

If you'd like to learn more or get started, check out Flatfile at flatfile.com/lenny.
FZERiE:

WMRIFIE T R E L5 B FFBER, 1E1hIA flatfile.com/lenny &% Flatfile,

[00:02:53] Lenny
English:

This episode is brought to you by unit. What did Gusto, Uber, Shopify and AngelList all have in common?
They've all decided to build banking into their product. According to AngelList head of product, banking
makes every single feature more interesting. With it, our platform functions as financial mission control
for our customers. Without it, we're just another software tool in a big messy stack.

AR ERIE:

HATIEE Unit #Bh, Gusto. Uber. Shopify 1 AngelList B+ 4HES? 18R EFRITINRENERH
o=@, RIE Angellist =mARANGNE, RITHEILE— I IEHTEEEH, ETE, HIWTEHM
BRI AEFPIIMSIESIRL; FBE, BIRERFTAEERPNN— M RETAMmE,

[00:03:15] Lenny

English:



Embedding banking into your product, not only adds differentiation, but also helps you acquire, retain
and monetize your customers. Unit is the market leader in banking as a service combining multiple bank
partners with a developer friendly APl to empower companies of all sizes to launch accounts, cards,
payments, and lending in just a few weeks. Unit is trusted by leading brands, such as AngelList, [inaudible
00:03:39] Invoice2go And Roofstock.

FROCERIR:

RHARITDIRERRAEMR ™M@, NMUBEIEMERK, KEeHEBMRRE. BEEFAHEMEM, Unit 2 “RITED
AR%5” (BaaS) WM HIHMEE, EXFSIMBRITEENESHAERIFN APIBES, FEEMARENATE
BETERIE/LAARMHIK,. £F. MRS, Uniti®5 Angellist. Invoice2go 1 Roofstock F4M 5t &
ERE.

[00:03:41] Lenny
English:

To hear more about how Unit enables companies like yours to build banking, visit unit.co/ lenny to
request a demo or to try their free sandbox. That's unit.co/lenny.

FROCERIR:

BT EELXT Unit IMATHEEGIRXEFN AT MRRITIENESR, 1EIHIE unit.co/lenny BIFERI XAt
MNNSREDZIFR. MWULZ unit.co/lennys

[00:03:58] Lenny

English:

Welcome to the podcast, Arielle.
FRERIE:

WO ENFRVIER , Arielle,

[00:04:01] Arielle Jackson

English:

Thanks so much for having me. It's great to be here.
R EE:

FFERSEIE . REMREXE,

[00:04:03] Lenny
English:

It's absolutely my pleasure. I've read so much of your writing online. You've done a lot of writing, which |
found really helpful. And so I'm really jazzed to be digging into all kinds of really good stuff. Before we get
into some of the meat, just a couple questions that | had in my mind. You've worked with so many
amazing companies, Google, Square, Loom, Patreon, Front. So many others. | don't want to keep going.
What's been either your favorite or most unusual project that you've worked on?



AR ERIE:

XEENRE, BEMLESRZMENNE. RETRZERA, KRFIEEEER. FMURIEBHEERIAN
Rt XEFE, EHNERZE, BE/LNEE. RMXAZMENATEIET, Google. Square. Loom.
Patreon. Front %%, BER%Z, BMFA—5%T. ERES5EINmMEYR, W— I EMFNRE, HEERRE
A8y?

[00:04:35] Arielle Jackson

English:

Gosh, it's like asking me to choose my favorite son. I'm like, gosh, | can't really like pick one.
FEiE:

K, PG FRHEEWRR) L F—H, REREMEEL—

[00:04:40] Lenny
English:

That'll be the next question.
FRERIE:

BE T,

[00:04:41] Arielle Jackson
English:

I would probably say that my favorite project, and this is because they get reminded of it on a daily basis
was working at on the Square stand at Square. It was the first time | ever worked on hardware and our
joint Square was 140 people. We had no marketing function. We had a couple marketing people. We had
no product managers and the hardware team was running the show on launching this new product that
was supposed to get us up market into brick and mortar.

FRCERIR:

KrlgESiR HRENBIE Z Square BY Square Stand (iPad 22Ri%£28), RAREBXREBSEITE. BEH
FIRIEAREG = M. FIN Square B ATRE 140 Ao HNHELKEEHI], RENNEHEAR. i
WEEFMEE, BHHAES T X TRNAT, BNEILEIT#H#ANSHEHIZHNLAEE TR,

[00:05:05] Arielle Jackson
English:

And anyway, | was running event marketing at the time and giving away a bunch of those readers that
you stick into a phone for free and having a lot of small merchants use. | volunteered to run the launch of
this product as a product marketer for the first time. And it was just so fun, doing everything from
positioning it, figuring out how we were going to talk about this beautiful new piece of hardware that
would turn your iPad into a real point of sale.

FROCERIR:



B2, REANATENERE, RALXBMKEPMEETFILIRRSE, LRZBIBAER. REFFAITRE
HAR (PMM) B—RARXRTmB AT, BENRER, MNEMUm, B BMAHERXRIEEMES
——E8EIBIRRY iPad TR— M RIEMHELER (POS).

[00:05:31] Arielle Jackson
English:

We had people fly around the country and get cool coffee shops and brick and mortar businesses seeding
it so that they would all use it. We had | think 15 Metro areas covered with the coolest coffee shops and
donut shops and everything at launch. And you know, there was a lot of fake it till you make it. | was
negotiating a deal with Best Buy in the Apple store. Never done anything like that before.

FRCERIR:

HATRACELESM, EEZMHEMSSAERT B0, iLMNBALXR~m. K%Y, K(E=
TR IS PAEHX, SEREHOMMEE. HHBESS, A8, SRERS “UHia%s” Bs. ZEH
EMBEBE (Best Buy) MERBEERF, MUATMKREEZME,

[00:05:53] Arielle Jackson
English:

Designing packaging was really awesome. There was just so much to it launching a physical product. And
at the time it was at a pretty high price point for a company that had always had one free product and
helping that company go up market. And | remember | was 30 something weeks pregnant when we
launched. We got all the blue bottle stores to use it. And we had this launch event where Jack, our head of
hardware, Jesse unveiled this product at the blue bottle in Mint Plaza. And | was super pregnant and
super proud. And | still get kind of excited every time | pay on one of those, which is all the time.

AR ERIE:

RITEEBIEEE, R —REEERIRNERREZ T, SN TF—R—ERHEE=RNABT R, XK
FmiNGEEE, cEBARERT BETMT. RIEBAENEELITZE 30 ZAT. HITILFAEN Blue
Bottle MIMEEE A LT E. HENAEDT RS, Jack (ZFE) MENIHEEHHAZEA Jesse 7 Mint Plaza B9 Blue
Bottle BR 7 XM~ M. HNEEEAMF, RIBLER. BIINE, SAEABMEELTHE (RERE
), EErERRIRENE.

[00:06:30] Lenny
English:

Super pregnant and super proud. | love it. And that product that was the POS stand, the iPad thing that
you kind of swivel and sign.

AR ERIE:

BEART, BRER" , RERXNMLZE. BN=mitZE POS X2, MER N AR HZRRY iPad &
B

[00:06:39] Arielle Jackson

English:



Yeah. And there's been new versions of it since, there's a contactless version of it, and there's one with an
integrated screen that | think is Android based, which you don't have to have an iPad, but that product's
still around. I still pay on that original Square stand all the time. | drink a lot of coffee. Those independent
coffee shops around LA. So they're all still using it.

FRCERIR:

M. ERA TR, BRNZfIhR, EE—MHERERNRE FEEETREN, FFEiPad), B
NEm—EEE. REBEBNRIEH Square Stand LYk, HISRZMIME, SRAZHE ERIABLIRIZMIMHEEIR
FEERTE,

[00:07:01] Lenny
English:

We're going to talk about positioning a bunch, but while we're on the topic, what was the positioning of
that product while we're talking about it?

FRCERIR:

BIFZRNTICEANL, BEEAWMETX)L, BR~mIANNEMLZTA?

[00:07:07] Arielle Jackson
English:

Yeah, so at the time Square was mostly used by farmer's market vendors and event vendors. | made
jewelry in a past life and that's how | got to Square was being one of those vendors. And the positioning
was really that it was for brick and mortar businesses, particularly quick serve coffee, donuts, sandwich
shops that kind of quick serve brick and mortars. And it was up against your ugly old point of sale. Your
cash register effectively. That was our foil. And the benefit was turn your iPad into a point of sale. And the
differentiator was about one unified experience that you can do everything you can on your cash register
and more, and you'd be proud to have it out on your counter.

FROCERIR:

2Ry, HBY Square TEWKBATZNMENEEIERER. HURBEIHRE, MBFENBFHIERA ZME
Square BYo BB mBIE LR X SLALE, Fal2REMMNE. HEE. =ZBaEXRRELRAKE, ENREN
FEMABAMBYIA POS H, KFrLFMZ2IRBIUER. BRHMNNVTEN R ZOFmRE “HBIREY iPad ZAY
HERR o ERNETME—REFE: RAIUSSRESERIEHENAES, BEEEZS, MARIRESME
EEEES L

[00:08:01] Lenny
English:

So you said that you were creating jewelry and that's how you got into Square to work on this product. |
need to hear more about that.

FRSCERIE:
RRBIRIABITERE , FHEMH N Square FFR X~ R, HABIFIFEZAT,



[00:08:08] Arielle Jackson
English:

Yeah, sure. So | was working at Google before Square and I'd always had this hobby of making jewelry
and | used to sell my jewelry in a few different like boutiques around San Francisco and LA. It was a very
small side hustle, but it was my creative outlet. And | sold at craft fairs around Hanukah/Christmas time.
So I used to sell and just take cash. And then | got a Square reader and | sold at a craft fair that year. And it
was awesome. That Square reader, it helped people buy more, it helped me sort of look cool. It was just
really great to accept credit cards. I'd never done it before.

AR ERIE:

9789, TEMAN Square ZRIFKTE Google T1F, H—EBEMKENEL, UREAZLAAIZHN—EEmESE
Fo BE—MRNBEIL, EERRNITEHO. RIEAATHEBRNRENIZRREZ L=, UFIERR
WIE, ERHLEET—1 Square HB~EF, BERERHFZ LAE R, FEAET, BMRRBIBLEAMIERS
F%, WIIREERRE. EEREARENKET, HUBITMKREEID,

[00:08:49] Arielle Jackson
English:

| used to take PayPal invoices and be on my computer and send someone an invoice and they'd get it. It
was painful. All the reasons that people use Square, | experienced it. And two people | knew from Google,
Megan Quinn and Kyle Dink had gone to Square from Google. And so after | had that experience, | think |
sent them both an email just being like, this thing's fucking awesome. | make jewelry. It was great. | sold |
think it was 50% more than | did last year because | accepted credit cards and | can't remember which of
them wrote back first, but they were like, come interview. And so that was basically how | ended up at

Square.
FRERIE:

KLETA PayPal X E, SEBR EAHIIARELE, AGMITA WS, BBRES. AIER Square WFFEIE
B, BEESEMHE, HINRBIED Google HiFIE Megan Quinn #1 Kyle Dink X7 Square, EHE T AbRE
BiE, RAMINETHYE, KER: “XWMBILXGT. HMH%E, BEXET. ERERF, BNHEELLE
FIBMNT 50%,” HAIBF/MIBERENGE, BMAITH: “KREXE,” XMEHFHAN Square BILEL,

[00:09:27] Lenny

English:

Wow. | bet that helped you a lot through the interview, actual have personal experience.
R EIE:

I, HREFTEXEERAPE TIRAIL, ERIFERSZR,

[00:09:32] Arielle Jackson
English:

Having been a merchant, | think it helped me understand the small merchant that initially we were
marketing to.

FROCERIR:



ER—RBF, FTANXEERIERE T RIS EHH AL NEF,.

[00:09:38] Lenny
English:

And so today you are marketing expert in residence at [inaudible 00:09:45] capital. | was going to ask
what does that mean and what is it that you do day to day these days?

FROCERIR:
ABAITE, 72 First Round Capital WIHZEHE XK. HARRBEHRETF A, MRAENBEIERAA?

[00:09:51] Arielle Jackson
English:

Sure. So after | left Square, | went to a tiny startup that was seven people. They were funded by First

Round and | helped them with everything that a tiny startup that's trying to grow needs.
FRZERiE:

989, BFF Squarefa, HMAT—RRE 7T PABNHEAEIQE], {12 First Round &KZEAEY, FEMLIL
E—FRA TR NAEFRBEI—1E S,

[00:10:06] Lenny
English:

What startup was that?
R EE:

BEWRAF?

[00:10:06] Arielle Jackson
English:

It was called Cover. They were acquired by Twitter. It was an Android app that could get you the right
apps at the right time based on where you were by changing the lock screen on your phone. And so that
company and that experience of working at this tiny startup that was seven people, | really liked it. And
then they got acquired by Twitter, but | had just left Square. So | decided not to join Twitter with the rest
of the team. And instead | just decided | was going to help a bunch of other small startups. And | emailed a
few friends from past lives who had small startups, which was like, Hey, I'm not going to Twitter with the
rest of the team. You do need marketing help. And every single person wrote back and said, yes. And

that's basically how | started consulting.
R EE:

O Cover, a3k Twitter BT, ER—NRELENA, RERIBIRFIANMUERZFNME, EEHRIBEINMR
RFEBNNA. RREREBR 7 MNRBTENZEFH, EFRMIIE Twitter K1, EXNEF Square &
A, RERBEHFAIIN Twitter, #Rk, FOREEBIHEM—ENILIRE, FHAUFTARKL N FILIQER



ARATHRE, 5. IR, FHAE Twitter, (RINFEREHLENFERLD? * EREPABEIGH “FE . X
BB MHEE BB,

[00:10:49] Arielle Jackson
English:

| guess it was about eight or nine years ago. At the same time, First Round had reached out and said, hey,
who did you use for marketing comps for cover? And | got connected with Brett from First Round and he's
like, would you help our companies? And we did a three month project for one day a week, nine years
ago. And I'm still there. | work halftime at First Round. So I do everything | do for other companies, but for

First Round companies on First Rounds time.
FRCERIE:

AR/ \NERIE, SLtEE, First Round BXET K, i8] “BE, Cover WEHNHR (comps) REINIEM
19?7 SAIEFEXR LT First Round B9 Brett, fthial: “{REEFSEHEZNTMRILLRG? ” NFal, HITAFBT—
MREA=1"B. SRATE—XNIEB. ERF—EBETIE. FHIEE First Round TRERT(E, HAHMAF
HEYE1S, WATE First Round BIBTE B At TR A B,

[00:11:17] Arielle Jackson
English:

So the way it works is if you're funded by First Round and as part of your onboarding, we offer a lot of
value add services and I'm one of them. And those services can be everything from, we have someone
who's really good at compensation and HR stuff and we have someone who will help you with pricing and
I'll help you with marketing. And what that means when you're a seed stage startup is everything from
naming to positioning, to developing a brand identity, a website and your initial launch, and eventually
hiring a marketer. So that's sort of the bread and butter. That's what | like working on anyway. So it's a

good fit because we invest in a lot of seed stage companies at First Round, | get to help almost all of them.
FZERiE:

BIEANEXMFRY: IRIRIRIF T First Round BUIRE, FANEREN—HD, BNIREMEZEERS, &K
MEEFZ— XERSVEHR: HMNBEEKHMM HRNER, BEPFIEENEKBNER, MEATE
Ho WFMHFRMERMAEI AR, XEEREMBR. EL. FR@ERIR. BUMEETELES, URKEERA
BEHAR. EMERNZOIF. REFRBERMXL, XIFERE, EXH First Round RETREMFHQ
8], FILFREFREIMATIFE Ao

[00:11:58] Lenny
English:

That's an excellent segue to what | wanted to get to next. What | want to do in our chat is cover three
broad topics. Things that | know are very near and dear to your heart, naming for products and startups,
your brand development framework and how to hire marketers. Does that sound good?

FROCERIR:

XIESFSIH T HE T HRBMBNER, AR KR, RREE=TAER, XEREHMEIRIFERRA!
DEIRBM~mEVE R, RN RIER, UNINAEEEHE AR, MEREARF?



[00:12:15] Arielle Jackson

English:

Awesome. That's what | like to talk about. So yeah, let's do it.
FRCERIE:

KiFT . XEEZHEWINAT, HKIE,

[00:12:19] Lenny
English:

Let's do it. Surprise, surprise. Okay. So with naming, I've actually heard from a few founders that you
were really helpful to them in naming their startups. Folks that have maybe been on this podcast that will
go unnamed. So for founders trying to come up with a name for their company or their product, two
questions. What makes a good name for a product or a startup, and then just how do you come up with a
great name?

FRCERIR:

ERZH, &, XTFand, RAER/LULIBART, MESBMINLEIARNERSEIFEERE . FLrkE
EEEMEENARERAIRE T . WTFBELEA QDR mEZINLIBA, ZRERMER: faFBE2—1
FHFEREAII AT ZM? Uk, MERAE—MEANZF?

[00:12:44] Arielle Jackson
English:

| love naming. | think I've named just over 30 companies at this point. And actually when | mention how |
got into consulting when | emailed some friends and asked them if they needed marketing help, I think
I'm allowed to talk about this one. So one of those companies was some friends from Google, Adrian and
Carl. They had left Google, gone to Facebook and then started a company it's now called Seesaw. It's an
ed tech company. That was the first company | named post Google Square, all of that.

AR ERIE:

BAEmZ. FBERTAL, BABMELSL 30 ZRATRIRF T, HE, ARIEIRZNEEILHLARLZHBHE
FaZ @ TIERY, I LI MIF. HPF—RATRIHKE Google BIAAR Adrian A Carl 87189, ]
B Google £7 Facebook, AGEEIHNT —RINEM Seesaw AT, X2—REERHE AT, BERHBEF
Google #1 Square FaF EHE—RAEl.

[00:13:09] Lenny
English:

It's an awesome name.
FREiE:
BEMREENEF,

[00:13:10] Arielle Jackson



English:

It is an awesome name and I'll use it as an example. So seesaw is a ed tech company. They had a really
bad name before that and we did this whole naming process and ended with that name and why | think
that's a good name is when | say Seesaw, you don't really know what it is, but when | tell you, oh, it's this
ed tech company and it's an iPad app and it helps the work that elementary school students do go
between the teacher, the parents and the student. And you're like, oh, well, Seesaw makes sense for
elementary school, it's something that goes back and forth. It has that sort of nostalgic feel. And it makes
sense that it's an ed tech company.

AR ERIE:

SR, FIBESFHIFo Seesaw (BREkR) B—HREEBERHRAE, MIIZANBFRIE, BNEHT -8
EaBAE, REEETEMEF. RUNEHFHRRERZ: HFHIRE Seesaw B, {REJGEFMEERMMTA
B, EHEEFMT B, XB—REERKXAF, B—1NiPad A, EREMNFEEEIN. KKMNFEZIE
BZEL" B, (RE5EE, “B, Seesaw M/NERFREEN, EREMREEMNNARAE.” EBF—FFIH
%, MEFAHERRARNZFREERE.

[00:13:48] Arielle Jackson
English:

And | personally tend to like those kinds of names that are suggestive or evocative, where when | tell you
what the company does, you're like, oh, that makes sense. But it's not that what the name is tells you
exactly what the company does. So that's an example, | think of a good name. | don't know, during COVID
and when my older son's school was closed and they all used Seesaw and | got to tell my son, oh, that's
my friend's company and we named it back in the day. And he was like, oh, that's cool. That name makes
sense.

FROCERIR:

HPAMETFERBHAGETRERBLAMNR T, EHEFMADIMA AR, RIET B, B8
B . BRFEEHAZERSFMATIRZMH A, HINAXMEB— T FRFHEF. BEHE, HX
JILFRERXAT, t1ERA Seesaw, FEHEIF/ILF: “H, BRHARHIATE, SEZRIENR” fthix:
‘B, AMRES, XTRFRAEE"

&k

¥

[00:14:21] Arielle Jackson
English:

That's the reaction you want. It also has a little bit of emotion to it. It has some nostalgia. It's fun to say
it's short, it's memorable. | think all of those things make a good name. Another company that has a good
name that you and | have both worked with is Maven. So they're a First Round company. Gogan has
talked about this publicly. We named that company together. Maven is a Yiddish word that means one
who understands and it means specifically one who understands because they've done something,
they've acquired the skills or knowledge over time.

FRCERIR:

EMEMERNRN. EEHE—RBEREY, B—RN AR FEXRRER, BRAFC. HINNXLEERE
FRFNER, F—XPEFRFHLEZRNEBSEIR Maven, #1112 First Round IRFEBIQE], Gogan
AFHIECTXGE, KMN—BLABRATDENE. “Maven” B—IMEELIEWRL, BERR “TXK” =& “%
K, FEBERNFES LR, ERERE T REEAIRMEREENA.



[00:14:58] Arielle Jackson
English:

And | just think that's such a cool name for a platform that allows X operators or current operators to
teach their skills to other people through cohort based classes. You want to be a Maven, instructors are
Maven's, it's short, it's easy to say, when | tell you what that company does, that name makes perfect
sense. So | tend to like those [inaudible 00:15:17] of names myself, but | also, | don't know, | like other
kinds of names for other kinds of products too. | think it really comes down to what is your product? What
is your company? What is the name trying to achieve and really getting clearer with those criteria. So we
can talk about the criteria that always apply, the criteria you might add and a process to get there.

AR ERIE:

HF—PMAFRIESMESEEEL “DEFIRIE” (cohort-based classes) [Mfth AMEIEREENTERE, &K
REXNRFARE T RERA— Maven, HITIHEZE Maven, EfE5E. BEALO, HHRHFIKFMAT IS
B, XTRFRLRFE FIURNAREXERT, ERUERHHNAE~RBEMERENZ T, FIAAX
RARRTIMFRERA? MNABRHA? XITRFREBREFAEN? HEAMXLEARE, Ffi17T LN
BRAITE. (RATBEEMBSENNE, LRSI —BIRERiE.

[00:15:38] Lenny
English:

That sounds great. Yeah. I'm really curious about a process. If one exists, that'd be really cool. So another
question in my mind is just some names are just nonsense words like Yahoo and | don't know Google, |

guess. What's your take on that as a name, that approach?
FZERiE:

ITEERRF. FIPRIZIFETFE. NRE—ERE, BMAET. BRFELE AR BERIFEAREL
EXHYiE, tbdlYahoo, (¥ Google (FBHRE), RNXMER AN EAE?

[00:15:51] Arielle Jackson
English:

Yeah. So words like that are empty vessels, they really don't mean anything. If you think about the name
Yahoo, it's actually like really silly. It's like Yahoo. | always hear it like that. Google has a meaning for
people in the know with the one followed by as many zeros. It's like a big number and it's a misspelling of
that. So that one's a little less silly to me than Yahoo. My take on empty vessel names is they can be really
memorable and they can be evocative of the emotion, but you have to do a lot more marketing work over
time to make it mean something.

FROCERIR:

=M, XEiERG “THEE (empty vessels), EfIEFEEEMEN. WRIFEE Yahoo XPMEF, EHEHR
BN, ME—FERE, RFERSEIFHEI, Google WAIBERTEBERXNY, KK 1 GEERERSZ
0, B—1ERNHF, EEIMANBHERIR. FILERN, Bt Yahoo #HEUEHB AR, Hxt ‘=& *£
BFHNEZER: ENMIUIEES AT, HEEEEEMER, BEENENERE, MUABRAEZHNERTE
7HEEME T EREMNE X,

>

*



[00:16:25] Arielle Jackson
English:

So if | say Yahoo today, we know it's that search engine we use before we all switch to Google and we
have the purple color in our head, and we think about what it meant at the time that we might have used
it, but it took a lot of marketing dollars and a lot of time for that word to be in that. So they're doable. |
worked on a company Eero. That has kind of what is almost an empty vessel name. Eero is for Eero
Saarinen who was a designer. He did like these really beautiful buildings, architectural buildings. And
then also some tables. You can get a Saarinen and table at Design Within Reach, but that name, nobody
knows that unless you're in the design community. And so that name is effectively an empty vessel and
they have to spend a lot and be consistent about making that [inaudible 00:17:16] mean a wifi system.

FROCERIR:

FrAANRFHK S K5 Yahoo, FHNFLEBRIKNERM Google ZRIEAMERSE, MFESHIER, S1EE
BENERERNEN, BXEHETAENEHEZSMNEIAILXMARAAD. FAIUXHAXEATHN. KB
7 Eero AT LIRS, EMNBF/LEMZ— “TA2 . Eero @A T4t Eero Saarinen, fhigitT —
LIEFESMER, B8 —L=EF, {REILITE Design Within Reach £ % Saarinen R F. {BFRIEIRIEILIT
B, ZEAMEXD. UM EFEMFRLME— TR, MIIBTRAREZEHFRT -, A68ik
XAMARR— WiFi B4,

[00:17:17] Lenny
English:

| want to get to the process, but another question is why is it important for the name to kind of connect to
the company and what they do? Is that just it feels nice to people or is there some kind of a bigger reason?

FRZERIE:

HEMERE, E5—NRER: NMTARFESAFARAENVSBIEMHERARER? XXEENILARIEE
ir, EREERENRE?

[00:17:30] Arielle Jackson
English:

Yeah. So it doesn't have to, and examples like Eero and Yahoo, it doesn't. Even if you think about Apple, it
doesn't. Apple has nothing to do with Apple computers. It's a word we all know. There's a lot of words
where there's no meaning behind it. If there is a meaning behind your name, your name is doing a little

bit more of your marketing work for you. So if your name is Internet Explorer, RIP, | know exactly what you
do.

AR ERIE:

BN, EXNHFA—TEEBR, % Eero # Yahoo Ti2fIF. BMfER Apple, FERMEBRIEHAXER. BRE
—PEAFINRNIE. B RZBFEEHEERE. BURMHNBIFEEESN, BABRFRENIRIIE—I
DEHEIE. NRIRMKZFM Internet Explorer (RE%XR), B—EMIAEREMA 4K,

[00:17:56] Arielle Jackson

English:



If your name is Chrome and you're a designer on the web, you kind of might be like, oh, that makes sense.
That's the area around the browsing window. If your name is Firefox, | have no idea what you did. You just
took two words and put them together and made something up. And now you have to spend, and you
have to be consistent over time in making that word mean something for people. But all three of those
browsers were successful at a time. And | don't think the name had anything to do with Internet
Explorer's demise.

FROCERIR:

MRIFZFW Chrome, MRE—BWILLITIT, RAIERDEE: “B, AEE, FENKNREFOFAENKX
9. SRR FNY Firefox, HE2ARFEIRE T WA, 1/\9'\%%3794\17?#7‘ g, BTE7T—ME. MiE
RRATIENES, HEKBREF—X, AL MAFANTFER N, EX=FAE I EENEBRETI. MEEK
TIARBFS Internet Explorer BU&E B EAXFRo

[00:18:25] Lenny
English:

Got it. So it's kind of ideally you can find an easy mode. If that doesn't work, then you go hard mode. You
come up with your empty vessel name and then you just have to do a lot of work.

AR ERIE:

BHET. FIUIERER TR LD “FRER” . RATT, Bk “WEHEERERX” . B “TFE B
¥, RERFHAENIMF.

[00:18:33] Arielle Jackson
English:

That's my personal preference.
R EE:

BEHBT AR

[00:18:35] Lenny
English:

Okay, cool. That makes sense.
R EE:

9, BEE,

[00:18:37] Arielle Jackson
English:

My personal preference is if you think about there's descriptive names, the Internet Explorer, there's
suggestive names like Chrome, then there's evocative names, which | would say Seesaw and Maven fit
into there where they're like in between suggestive and evocative, and then there's empty vessel names
or fanciful names. There's a spectrum. And when you do your brainstorm, we can talk about this in the



process, you want to think across all of them, but you might have in your naming brief, we want a
suggestive name, or we want a descriptive name. You might go into it with that. And so there's times and
places for all of those names across the spectrum. My personal bias is | tend to like suggestive names.

AR ERIE:

BN NMARIFERXEN: BFAUDAEAREEF (W Internet Explorer). BERMEZF (W Chrome). BX
MRF (IS Seesaw M Maven NTFHERMBLAZE), KEE “TAHR IFVUEENEF. XB2—ME
E, HFHITARNEN (RNHFIPRIE), MIZECE ENPMEERE, BEMIGRER (naming
brief) #1, fRATEERIE “HTBE—TETIMENEFT" o “RIVBE-—TERMENEF . (RAIUHEEXTE
R, B ERISHRFHEHERNRENTEG. R MART 2R TERENEF,

[00:19:16] Lenny

English:

Makes sense. Okay, let's get into it. What should teams do when they're trying to name something?
R EE:

BEHE, §F, IRIMENER. AAERASRNIZEAM?

[00:19:22] Arielle Jackson
English:

Yeah. So the first thing is to do your product positioning. | really believe that positioning dictates so much
of your marketing and should always be the first thing you do. | had a student in my last class that |
taught through Maven. | teach a class on brand strategy and he was | think a second or third time founder,
who had never taken a class on brand strategy. He worked really hard. He was awesome. Anyway, at the
end of the class and you kind of do this closing thing. And he goes, I'll never write a line of code without
doing positioning first. And that was music to my ears. | think positioning comes first, but in any case, you
do that first, and we'll talk about that in a little bit. And then you write a naming brief and it's really
simple.

AR ERIE:

FH. F—HERMTmENM. REEEMRETIRASMBONERILE, WiZkEZRFE -, HAHL—H

Maven iRiZH (REBELIKIR), B—1FE, RBMEE RHERENIAICIAAN, LETMR BT s

BEIR, MAEES ], RURE, B2, ERELERNBENRT, Mid: “BUEBHUAREEMELZFIE—

TRET.” INHEKIREERRARZE. HIANEMLT. B2, ZMEM FENEREW), ARE—MHew
B, XIFEE R,

[00:20:07] Arielle Jackson
English:

What are you naming? Are you naming a company? Are you naming the product? Are you naming both?
Usually if you're early stage company, you're naming both and they're going to have one name because
you don't want people to have to remember two things. What do you want the name to communicate? So
in that example of Seesaw, we wanted it to communicate young childhood. In the example of Eero, we
wanted it to communicate design, being designed forward. It can be whatever you want it to
communicate. What do you want to avoid? We don't want it to sound like this competitor, or we hate this



word or whatever you want to avoid. What are the names of competitive and related products? And then
are there other considerations? | worked with another First Round company that was operating in China.

AR ERIE:

MEBBNEHA? BAER? "mB? EEREHE? BENRMERNLR, (RANmRKE, FEH
B—12%F, AARAELATEERASE, (FREXNZFHLETA? b Seesaw, HIFEERE “E
F” 5 bl Eero, HMNFBEEME “RITR M Rtk . EAUREAREERENKRE, (R
24?7 bl “BAIRRBIFERGENRZEFXNF" , HE HIMIWRXMNMET . BENFNEXTaNZFEMA
4? TERMERRRD? HE55—RETBINSER First Round RE]&1F.

[00:20:53] Arielle Jackson
English:

And one of the considerations was this has to be pronounceable for a native Chinese speaker. That's a
very valid, additional consideration. And then there are seven criteria for names that always apply in my
opinion. And you could add additional ones, like that Chinese speaking one would be an additional one.
The seven are trademark, which is kind of obvious, can you use this? Are you violating someone else's
trademark? And the second step with trademark is, do you need to proactively protect the name? Domain
availability, so everyone gets hung up on getting a.com like maven.com got maven.com. It was an
arduous process that Gogan wrote about on Twitter. But these days, you don't necessarily need the.com.
Square operated on SquareUp for very, very long time. Lots of companies are operating on variants of a
.com. So domain availability, distinctiveness. Is it memorable?

FRCERIR:

Hp—MZERERRE: XTMEFRIINLBENPXHABELE. XR— 1N IEFESENTNEERER, LI,
BIANNB LT BANGEIRE. (A LURMEINIATE, LR A RN ES R, Xt MUER: 1. 85
(Trademark) , XREMBN, FEEAR? BEERIETHANER? F2LE, MESHTEZEHRIPXTE
F? 2.3 BZTAM (Domain availability) , ARBBULETFEZE] .com, tbyl Maven £F|T maven.com,
A8 2 Gogan £ Twitter EEX N —1PRFELIE, BIE, (RHFARA—TFIFE .com, Square G KHEIFEH
SquareUp, RZEAEEEMEA .com HWEE, 3. 44 (Distinctiveness) , B4Fighg?

[00:21:51] Arielle Jackson
English:

Is it sound like someone else's name? That's | think one of the most important ones, just is it different and
distinctive? Is it timeless? So there's a lot of naming trends. If you tell me Optimizely | could tell you what
year was the company formed when it ends in LY. If you tell me a word like Flicker, | can tell you what year
it was, because that was the naming trend to remove vowels. So | generally stay away from naming
trends, because | want your company named not to sound dated in 10 or 20 years. The last one is it's kind
of related to that. What we talked about in the brief, what do you want the name to communicate? Which
is the name reflective of your key messaging or does it somehow suggest an emotion or feeling that
you're trying to convey, and then sound and ease of pronunciation.

FRSCERIF:
EIFREREINANEFLE? RIANNXESEEENTEZ—, HEESETSATREEE MRS, 4. X184
(Timelessness) , SR BERZHEHE, MRIMEIFEK Optimizely, BFIL LY EE, RMAEBHEEMEMIL

B SNRIREIFFK Flicker Xihia), FHBEEBLED, RAMBEXIETENGRES. FIUTEEEFmEE
%, ANEAFEMRNATRFE 10 3 20 FRIFERRIN, 5. %&E1, X5EREX: FFEERRTIR



HZOEE, REREB R TMBEREANBEEL XN, 6. FEMHBiEM (Sound and ease of
pronunciation),

O

[00:22:44] Arielle Jackson
English:

Is it fun to say, is it easy to say, how is it to spell? We almost named a First Round company a while ago
Lattice which is now a different company that's doing quite well, but we didn't name it that because this
was a company that was B2B sales was going to be their main channel. So they're going to be people on
the phone being like, hey, I'm calling from Lattice and we went through this exercise and we're like
lettuce? It's not so easy to say and spell. So we actually didn't name the company that and went with
something else. But there's a company now doing quite well.

FRCERIR:
REREBIT? BHIFD? FHELD? FAFRNTERL—K First Round QBIRER MY Lattice (B&F), ITE

BEF—RUXMRFHARNLREERE. ERMNINEZAXINRT, BARKQATNEERERE B2B #HE. #H
EARTGERERR: IR, &2 Lattice B.” FNEIMT —TF, BEIEHRE “£5" (lettuce) ? ERBA
BHEMBt. FMUENRLLZBBINRF, ET 3, Ki’iiﬂ?‘fﬁﬁ%ﬁ—éﬁﬂﬂ Lattice A BMBISRIF-

[00:23:16] Lenny

English:

You think that was the right move?
R EE:

RIS EFBYRENS?

[00:23:18] Arielle Jackson
English:

| don't know. | always say a good name is only going to help you, but a bad name won't hurt a good
company. So | don't really feel-

FRSCERIE:
EAAE, REEWH, —MFRFREBLERE, BE—MERFEREGE—RABENAT. FIURHFRE

[00:23:25] Lenny

English:

Interesting. Good to know. Yeah. Keep going.
R EE:

Bl RESEME. I, BHE



[00:23:27] Arielle Jackson
English:

And then the last two are appearance. So there are some names that just lend themselves really nicely to
visual design and they have to do with how tall the letters are and is their symmetry and if you give this to
designer, making a logo just so awesome and cool and fun and then length. So a lot of people, they want
to name like Square and Stripe and these one syllable names, but a two syllable or even a three syllable
name can often be more memorable.

AR ERIE:

REMRZ: 7.9M0 (Appearance), BERBRFREMESUNILIT, XEFENEE. WREEX, NRR
£51%11)M, BEMIEE®E. BEIXBEBH Logo, RERKE (Length), R AKEEN& Square 3¢ Stripe X#
BETHETF, ENEHEE=ETHNRFEEFERZILAILE,

[00:23:57] Lenny
English:
lennysnewsletter.com. Shoot.
FRCERIE:

lennysnewsletter.com, B,

[00:24:00] Arielle Jackson

English:

Yeah. Well, so you got the Lenny part with the two syllables is generally a nice sweet spot.
Fp ERIE:

1eee, RBRFERN Lenny ERNET, XEEE—MRENTE R,

[00:24:07] Lenny
English:

Sweet. Have you put out a template or anything that folks can find to do this? Or should they kind of
listen here and take notes?

FROCERIR:
KIF7T . MBERBEAXHIRRZENRARARSE? RN ZEXERAFIEEIR?

[00:24:15] Arielle Jackson
English:

Yeah, there's an article on the First Round review called Positioning Your Startup is Vital, Here's How to
Nail It and all those criteria and how to do naming is actually in that article.

FRCERIR:



B8, First Round Review tE—RXEM (FEIABEMEXEE, BIRWMEIRED (Positioning Your
Startup is Vital, Here's How to Nail It) , FRERIIREN G E HIEEBERRENESE,

[00:24:27] Lenny
English:

Awesome. We'll put that in our little show notes. And then as you go through this, is this a binary thing or
you kind of rate each of these categories one to five?

AR ERIE:

KiET, HMNILERETENARER, SRERXEREN, ERIFRNAN, ERMILENEINNIT1EI5
77

[00:24:36] Arielle Jackson
English:

Yeah. So the way | do it is | apply the criteria after we do the brainstorm. And then we do red, yellow,
green on each of those criteria just to weed out ones that are not doing well on any of those. Got it. And
then you add your own criteria. So the next steps the brainstorm. I'm going to go fast through this.

FROCERIR:

. RBUERTERRNRE Z G AXEME, ARENNESMIEHEIT 4. &, & TR, LU
LR E LR RAENR T BET. ARMALURNIIECHITE, ETIRNIRELMNE. HE
PREH—T

[00:24:55] Lenny

English:

Yeah. | was going to ask you about the brainstorm. I'm excited to hear this.
R EE:

X, FHIERRSKRXBENE. KRB,

[00:24:57] Arielle Jackson
English:

Yeah. So the way that | run a naming process is | like to first do positioning and then | set up an hour with
the founders and me and ideally a couple other people who are interested, but disinterested. So I'll bring
a writer from the First Round team or the founder has a friend who's a linguist or the founder has a friend
who speaks four languages. We like those kind of people to be in it if possible. And it's generally five to
seven people in a brainstorm. And the idea is we spend one hour, | set it up beforehand and we try to
come up with hundreds and hundreds of bad ideas and a couple decent ones that are worth exploring
more. And the brainstorm is two parts. The first part is based on words in your positioning statement.

AR ERIE:



8. KiTITHBRENARE: BAMEN, RAELTH—MIE, S5&581E0IBANE, BRBERTES
LA “BBETHEEX MA. thIHESKTF— First Round FIPAIXZR, HEBIBAEMESERAKR,
FERVEMIESHAR. NRARE, RIERXEASS, BEXLRANREES I 7 A. ROLERE: HIE
— DB ((BRRIRAERY), ERBEAEETMEEE, URINMESH—THRENEEEE. LHNED
AFED. F—ERETFIRENAE (positioning statement) AEJIRLL,

[00:25:40] Arielle Jackson
English:

So we take all the meaningful words out of your positioning statement is the warmup and we run
synonyms, antonyms, free associations, other languages, whatever we can do off of those words. And so
if your words in your positioning statement are related to what that you do, which they very well should
be, that's a great way to just come up with hundreds of words really quickly. And then the second step is a
thematic brainstorm. So | pick between seven and 10 themes, you can think of them like Jeopardy
themes. Soit's like, | don't know, okay, so there was an-

AR ERIE:

ERAE, BITMRNEMERFRIFAEEEXMNE, ARHNXERIHEXE. kRXiEA. BHEE. H
MBS HIXNIE, RENPrEE#HITRE. MREMAAPIFESMAILSHEX GRERINLE) , XZRE~EEHE
PABESH. ECSRTTRARMNE, REHE T 10 V2, FEUUBEERR (ERAE)
(Jeopardy) fﬁ?yﬁiﬂ'ﬂjﬁﬂjo ttyuy ?‘Aﬂ:ﬂ]iﬁ, ﬁ?ul]_]., ttyuﬁ_ﬂ\—

[00:26:11] Lenny
English:

Source.

FRCERIE:

FKiFo

[00:26:11] Arielle Jackson
English:

... Al. Yeah. It was like an Al tool for strawberry picking and the themes would be the history of strawberry
farming or botany 101, things that are related. You could do like last names of famous farmers, think
about how did Tesla get their name? They probably did last names of people related to electricity, and
that's such a great name, so thematic brainstorm. And then that's usually a little more fruitful. And we do
the same thing, free association, all that.

FRZERIE:

------ Als 3o EEINI—METRBESHAI TR, THARERE “EEMESE” & “BNFENT FHEXAE. fF
AUHERRRNER, BRIFHHL (Tesla) BEARRR? tITEIRERKR T SBEXNEANER, B2
FEFNET. XMEEHANLRNE, EEEENRN. H(ERFNS: BEKEES.

[00:26:40] Arielle Jackson

English:



| spend some time afterwards on Wikipedia and the internet and actually finding words words. Also love
the library, check out books sometimes and just read books on the topic and just write down the
interesting words that come up. And anyway, so then | give them back a short list. The short list is around
10 to 25 concepts that are ideas that are worth looking at further. And from there narrow it down based
on the criteria and the red, yellow, green, we come up with three to five, don't come up with one because
you might not get it for trademark, and it's really sad when you get really attached to one and then you
can't use it. So yeah, three to five top contenders. And then you go through trademark process domain

and kind of go from there.
R EIE:

ZERSENETEEEARNERN LEHRAANIALC. ZRWEREBE, ARZES, FHREXEETNSH
£, ETEBNE, 22, RERSAMI—IMERE, ERERNES 10 3 25 ME/H T HRNER.
ARIRIBIEN “OEZ WLAHITHIE, REZEL3F 50, FERE—, ARREIEEREER, NR
REFRIRERE—NEIREER, BEBRLAMED, PR, 2 3 B 5 NRfRE, AREBIRNEZRE, Uit
Ko

[00:27:23] Lenny
English:

That was amazing. If you're doing a startup name versus a product, is the process any different or is it

basically the same?
FRCERIE:
KHET, NRBAVEIAREZMNE™mEER, RESERAARELE? EEEA—1F?

[00:27:29] Arielle Jackson
English:

No, same. The only difference is if you have a lot of equity in your company name... Square is a good
example. Square had a lot of equity. Google is a perfect example. A lot of equity in the company name,
you often don't want to name your products something really creative and different because you actually
want the equity in the master brand to come through. So if you think about Square's names, they have
other ones, when they diverge from the Square brand like cash or when they want something new or
Google, when they came out with Android and they wanted to diverge from the master brand. But think
about all the products. Square Register, Square Stand, Square App, Google Maps, they're really boring
and it's because the equity is in the company name and the product name can actually be boring and

descriptive.
FRERIE:

=N, B—HX3ZE, NRMTHNATZBMMELRRET AENREE (equity) - Square T2 MNF
BIF, Square HEEREN@ENE, Google LERZEMNHIF. HAFARAENREREASN, RBSFES
Fat— M ERAREBATRENEF, ANTHESGRENNEREE TR, 828 Square WEF, H]
fRE Square mhEEY (Ebdl Cash App) , SEREFARARN,; E Google #H Android B, TEERES &
W, (BEEEMFM: Square Register. Square Stand. Square App. Google Maps, Ef1&EETLTH, X2
ANREBAEEATDRE, mRIBEXLALUIRTHEAEFRERYE,

[00:28:20] Lenny



English:

That makes sense. | want to come back to a point you made that a great name will help a startup and a
bad name is not going to hurt you or | forget the word to use. I'd love to hear that because that's that's

really interesting.
R EIE:

BEE, FAOERZAIRN—R: —MEANBFSIEINEIQE, M—MERFAGER (FERFIS
BIRARIAT). HRBIAXD, RAXENRER.

[00:28:33] Arielle Jackson
English:

Yeah. So if your company has a great name and the name is remarkable, people will be like, oh, that's a
great name, or it just makes sense. In the case of Seesaw like, that's a good name for that company. That
good name is just going to help people talk about it. It's going to spread word of mouth. People are going
to like to talk about the company. If you think about there's a lot of companies with bad names that we
use all the time or even quite boring names that we now love. So if you think about Disney, Walt Disney's
last name, it didn't mean anything, but over time that's such a good company and it got imbued with all
this meaning and now it stands for magic and stands for so much, but it was just the dude's last name. So
over time a word can come to mean something that is beyond what that actual word means.

FRSCERIF:

2, MRMENATE—NMEANEZE, MAXMNEFZERER, Alaii: ‘B, BENMFRE" , &S
ERAIE, tbil Seesaw, MIBRATRKIRMENFRF. FRFLBATKILE, BHAOBEE, AMIEE
MIKIEXR AT, BINRIFEE, ERZBLFRENATDRIT—EER, EEEEMAERITEENNRFHSE
BT, 18i8iktE (Disney), BRRESS - BMTBHEK, &EEEEAEN, ERERENHEE, XB—FK

SMLMBHRE, EREFTARAENEX, REEAKRERL], ARERSFA, ERVNERZBTANL,
FRUABES IS ERERS, —MAFMARNEXSBRERSNFEEE,

[00:29:21] Arielle Jackson
English:

Disney means magic today. Volvo means safety. Those names are not good. If | just put it in a spreadsheet
or one of those lists, no one would pick it. So that's kind of what | mean, that the name is just part of the
overall marketing or the overall brand and a bad name with a really great company with great company
strategy, great marketing is going to be great over time. And a good name is just going to help you, but |
don't think a bad name is going to kill a good company.

AR ERIE:

SRBTRBEKRERL], ARABKRERE, XEZRFEAGHIT. IRFICENREBFERE, RAR
. FIUENERRZE, BFREBREAEFENEAREHN—E7, —MERFEL—IBBEHARLMBNEHENG
ARE, BERBEIHEEHSEEHER. FRFREHN, BERUNERFAIBILFAF,.

[00:29:51] Lenny

English:



So interesting. So basically your goal is to help find a name that will help. Worst case, you're going to be

okay if your product is awesome.
R EIE:

XEBT. FIUER LMRNERZREINE— PRI INEF. &FNERT, RBMAEN~@RE, (R
ZREM,

[00:29:59] Arielle Jackson
English:

| think so. Yeah. | mean it also takes a little of the pressure off to be honest. Everyone wants to find that
perfect name. If you actually think about it, this happens a lot. You give someone a list of 10 names or 15
names and they're just cells in the spreadsheet these days, we're doing most of this virtually. You give
people a name like that and it's like, you have to imagine what it could be. You think about Apple or
Disney or Nike or Volvo, Lego, any of these brands, in a cell spreadsheet in plain Arial in 10 point, they're
just okay, you have to grow them over time. You just hear about | think Phil Nate with Nike, when he was
given that name as an option, he was like, that's okay. Yeah. I'll sleep on it. Such a great name.

FROCERIR:

HEZE, WKE, XWERE—REN. SPASEKRIBITEZNRTF. BMRFFEAER, XMERE
BRE: MEEA—HEE 10F 15 7MBFHNRE, PEASZEIMNEE, ENIABRBFREENRTE, (R
BAEBENRT, WIS REBREATELMT A, B8 Apple. Disney. Nike. Volvo. Lego, X4
mENRRARHREREE, B 10 S Arial FEER, ENERBEF. ROFBEERERNESEETEN. KR
% Nike B93E/R - =45 (PhilKnight) R#IZZXNAFENEDE, MHRNE: “EITE, HEEESE.”
LERIFERL 7 SN ARI R Fo

[00:30:50] Lenny
English:

This makes me think about my startup back in the day, it was called Local Mind, and we went through an
exercise similar to this. Not nearly as in depth and well run, but | remember our designer was the person
that helped us nail the name. He's just like, oh, | could do so much with this name. Let's just see where
this one can go. Is that something you find?

FRCERIR:

XL HARER L ERVLIQE, M Local Mindo HAMBZHIEMEIELS], BARATKEXARNIIE. B
ERERRMNIILITIIEHNBE T BF. MR B, XTPRFRAURKENTERK. LEMNEECHE
KRR ARRE.” (RBEXMEIG?

[00:31:10] Arielle Jackson
English:

Yeah. There's definitely been bad names. | helped a company rebrand recently that they had a bad name.
It just looked dated. It didn't fit any of those. It wasn't distinctive. It wasn't timeless. It had one of those
like naming trends. Those are not good. You want to avoid those, but if you come up with something that
is pretty good and you can make up something beautiful out of it and it fits your company, it does some of



the marketing work for you and people like to say it and ideally it's memorable and it has some emotion
to it, go, go for it.

AR ERIE:

Bl MEEFELERF. RREE-—HKRFAHREEE, tNRFRRE. BERRIN, FHSEMART
Ho NIBE;, Tk, EHERMRES, REEAY, MEZEF, BORMELE—NEFENET, H
BaReESRELIEHEFNARA, MAEREGRNARE, EMENRDEEHLIFE. NRAMNEWRE, BBE
RTEFICETERREF, BUABERAE,

[00:31:39] Lenny
English:

Awesome. One last question about naming. What's a common mistake that people make going through

this process coming up with a name?
FRERIE:
KiFET, XFSBRE—TEH: AMIERERIEFEILHEREMHA?

[00:31:47] Arielle Jackson
English:

Yeah, a really funny one is if you have a code name for your product or at First Round, a lot of the
companies we invest in, they raise their seed round with one name. They may or may not be attached to
it, but then they work with me and I'm like, yeah, your name's not that good, and here's why, we should
probably change it or they say, we can't use this name. We found out we have a trademark conflict. |
really believe in using a code name that's so ridiculous that you won't ever launch a product like that if
you're just trying to incorporate and go really quick.

FRCERIR:

ENMREENHEIREXT “RS" 8 7EFirstRound, HITRANRSAREHFRREARNANE—PEF,
TN XN R FERE, BrEeE. EAMIIRKEEN, R B8, MOIFALLE, RE
T, HNATRERDAR.” HEMNAKMEBITARTER. HIFBEKERA—MEERBENNS, RBERELR
SBEXREHTm, IRIFRENT REEIMQEEIE,

[00:32:18] Arielle Jackson
English:

So for example, a lot of people, they need their name for their corporation. And so they are filing all the
steps to creating a business and they just like pick something, but then they end up getting attached to it
and then they want to actually launch under that name. And it's like, well, that's not so great and here's
why | think you should change it. If you pick something so ridiculous that you would never launch, it's
actually helpful because then you can go through a process and find a name that will do more of your
work for you and you won't be attached to something crappy.

AR ERIE:

flan, RZAZE—NABERKIM. ENESMHFLE, MITMBEELET —1 . EREMITHXMEF~E
TS, BMAEENAH. XNHEW: B, XZBFAKE, XMBATATKINAMEIZSIEE.” MRIRE



— P RBEBLAAIEATHNS, RMEEEL, FAXFMmEERH N ORERE, H—TERMDEIERN
B2F, MAZET E—M=RF,

[00:32:50] Lenny
English:

Such a good point an idea. And by the way, so if you're a First Round company, you get this naming
service for free and all these other things we're going to talk about just to be clear.

AR ERIE:

EBRNHAMS. REH—T, JNRIRZE First Round IREMIAE], RAIURERSXMBEIRS, UK
BT RENRPIEHEMARSS, IE?

[00:32:59] Arielle Jackson
English:

Yes, that's right.

R EE:

Y, Ko

[00:33:00] Lenny
English:

Oh my God. | could do a whole episode about how much I love First Round, but I will say I'm a huge fan. |
think I've participated in every program that First Round offers. The First Round review is actually one of
the first pieces of writing that kind of helped spur my now career. And so I'm really-

AR ERIE:

Ko FHATLAE I IM—HAT BRI E 2% First Round. FKEMATRIELR L, FHEHSME First Round 12
HEYE—NIE, First Round Review SEfT EB&AIAMAZRFA BMERWEENIEZ —. FIUKERN

[00:33:15] Arielle Jackson
English:

| remember that article, was awesome.
R EE:

RISBHRXE, 5RAET,

[00:33:17] Lenny
English:

Yeah. And | did two more after that. So much work, but yeah, that was a big deal. So I'm really
appreciative to First Round. And we could talk about First Round a bit at the end, too.



AR ERIE:

B, EZEREXE THRE. TFEEX, BHEENXIEN. FrUFKIEE R First Round, i I&=BEHAIL
FEHMEM First Round,

[00:33:26] Arielle Jackson
English:

Sure. Yeah. Everything we're talking about that you've asked me so far, | think that you're going to ask me
about positioning and [inaudible 00:33:33] your marketing person, and all of that is stuff we offer to First
Round company, we offer my services as part of the investment. There are times when we might get stuck
and we have to bring in an outside person to help us with something, but for the most part, it's all
included and you'd pay a lot of money... The naming firm | like the best when | get stuck, it's called A
Hundred Monkeys. They're awesome. A long time ago, | used to be like, oh yeah, it's about $25,000. And |
recently couldn't take on an outsider First Round project and referred it to them. It's $47,000 for a name.

FROCERIR:

LR FHIEMALMEZRBFAEAR, SEMETRERNENL. BEEHFEAREFS, #EHK(A First Round
KRANABIRMEARS. HHRSEREAN—ES . BRE(NTERSEZMRN, FTESINIIMIARSEL, BX
BRBATHEZEEERNN. NRMFESER, BERSH - ARBIMITH, RERIRHIGIAFN A
Hundred Monkeys, fi{IJIEE#%E, RALAT, FHISEMIEALE 2.5 FETT. &IEFKEEZE—3F First Round
MImBE, MBMIEETIE, REE—EBFE LT HET.

[00:34:04] Lenny
English:
Wow.

FROCERIR:

|+
I:l:I: o

[00:34:05] Arielle Jackson

English:

So yeah, it's gotten expensive, but if you have the means, it's nice to get some outside help.
FRCEIE:

FRUZRY, MBERT . BUNRIREM, HIMNIEREILZRAEN.

[00:34:12] Lenny
English:

#valueadd. Okay. | want to transition to your brand development framework, which | read a bunch about.
And | know you teach a course about this, which we could also chat a bit about, but first I'm curious, just
practically, why is a brand useful? Why is it even something people should spend time investing in? Why
does it matter?



AR ERIE:

X “BERS o i, FRERFNEFRER, HEIRZSBRAT. HMEME—TIXTI IR
12, FATEATLENE, EEkKRITFE, MEMRABEXRE, mEATAERA? ATAANMZENERE M
H? ERFAER?

[00:34:33] Arielle Jackson
English:

Okay. So a lot of founders may think that when we say your brand, we mean your logo and your font and
your colors, and that is a visual expression of your brand, but it's not actually your brand, your brand is
who people think you are. And so why is it important for people to think what you want them to think?
That really comes down to people's understanding and particularly your target audience's understanding
of what your company and your product is. And | don't really think there's anything else more important
than that if  was building a company.

FROCERIR:

9FHY. RZEIMARIBEINN, SR “@mhE” B, $8R92 Logo. FHMEIG, BERRMENATTE, H
T RmEEE, MBmERE “AMBARMREE « BA, IHALAMEREFENSREBEREER? X
RERA] (EEHZBROBTRER) WIRNABMN~miER, IREBLD—RAF, FIANEKEFALX

EEET,

[00:35:08] Arielle Jackson
English:

So your brand is who people think you are and developing a brand strategy is what do you want to be?
What do you want people to think you are? And what are you going to do to help shape that perception?
So when | work on a company, there's a lot of steps to this, but | kind of have this nice little process that's
right sized for early stage startups. And I like to start with, why do you do what you do? Just having a
really clear understanding of that. That's your purpose. The second part is your product positioning. So
meaning how do you want people to understand your product and what role it plays in their lives? And
then the last part is your personality, which is how do you show up in the world? What do you like? If your
brand was a person, would | want to hang out with them? Would someone else want to hang out with

them?

FRSCERIE:

FrURBmEER “AMTARMREIE” , MEIERESENE “RERE? 7 “REZBATARMTEIE? 7 UK
“URERENTAITohRBEXFINK? 7 HHEA—KLXBEILIERY, BERERZTSE, BBRE—EEZSRHTL
NEIBERE. HERM “RATLAMIREEMIE? 7 A, ENBEHIRE “fFd” (Purpose). $£_Z %9
& “FmEfl” (Product Positioning) , BMRAEEANTMOMIBRMRNST G, UREEMINNEETINEFAR

8?2 RE—HMaR “ME” (Personality) , BMRFEHR E2MHMNIR. REHAFHIAN? NRMFAHN@RERE—
A, HREBEMt—ERE? 3 AZBMb—iEig?

[00:36:02] Lenny
English:



We're going to get into each of these three pieces, but before we get in there, as a founder, how do you
know when you're done with your brand development? | know it's a never ending ongoing process, but at
the end of a process, you figure out your purpose, positioning, and personality, and then there's logo and
colors, when you think about just here's the brand package, what are all the little pieces of it? And then
we'll dive into these three elements.

FROCERIR:

HMNZRNRIX =87, BEBZHE, FRCIBA, RONEMEREFRTAERE “TlT” ? HAE
XE—KELRERE, BE—TMRERESRE, (RAE T Een. EMUMME, AFET Logo MENE,
HIrEE “miEe” B, eESWMERMRARID? ARRIMNBANRIX =12,

[00:36:30] Arielle Jackson
English:

| think what you said is right. You get those three components, your purpose, your positioning, your
personality, you use that as an informant to your visual design and also to your tone of voice. So the way
your copy sounds, the way you show up in written copy. A lot of companies have what they call like a style
guide or a brand style guide and it really only covers logo, fonts, colors, like don't put our logo and blue,
don't tilt it on an angle, here's what it looks like in white, here's what it looks like in black, here's the
favicon, but they don't have that for here's who we are, here's 10 lines that could be ad copy for us, here

is why we do what we do.
FRCERIE:

HEFRBREN. REE T X=MEAME7: . B ME, AERAENFRESMIIRITH 95" (tone
of voice) o HRRIMIIXTEITERZHARE, MEXFHERNFE R, REQBDHMEMBEN “NigiEE" =
‘miENi&iERT , EEEREE Logo. FA. Bifs, b0 “FEIL Logo ik NIER" . “AEMEH . A
BESTKXE . “‘BEESTKXE . “XENEER . BMITEEXT “BiIIZ2® . “10@75X
ERr &ERE" « "B AMXE” RS,

[00:37:14] Arielle Jackson
English:

This is the personality of our brand. Here are five attributes. We are playful, but not silly. We can talk
about that a little bit more. But | think all of that belongs in the style guide, not just logo, font colors,
which is really just a visual articulation that feeds into your brand. I'm a big Volvo fan. I'm on my fourth
Volvo right now. So I'm super brand loyal. And | always use them as an example, because if you can
picture the Volvo logo in your head right now, it kind of looks like the male symbol, it's like a circle with
an arrow coming off the side.

AR ERIE:

Xt HA TR ME. XEERNEM. Bl “NBEFRBRE" . HNATUBZWIIX EFINAFFEX
LAV IZ R T XARIEE, MAMNIZE Logo. FHMEE, FEALARIEREIMIERZL, REXITXNK
M2z, MEFNRRNBEFRIOR, PN @B ERE R, RE22MNEM, RAMRMIERES
FIMEAIAN Logo, ERRERARGBMENMS, — MTREMES Mk,

[00:37:48] Arielle Jackson



English:

There's nothing about that logo that means all the things | like about Volvo, all the things that the Volvo
brand has come to mean to me and they're colors, they're like black and white and a little blue. There's
nothing more boring than their color palette. And so it's not the logo and the font and the colors of Volvo
that has made them mean... They literally own the word safety in cars right now. It's other stuff. And if you
looked at their style guide actually, looked at their style guide recently and it's just like, here's our black
and our white and our blue and here's our tertiary colors and here's our logo. It would not help you
understand Volvo as a brand.

AR ERIE:

BB Logo A HFBERRKEICKTANFAEIER, UAEARARAMENEZEERET2. tITHEER
F. BN—RE, REUXELHNREHRET. L, HAREXREXR Logo. FHRMEGILMIIEAT -
I/ LF R TRETE 22" XM, BRMAFEEM T X—l. MRMEMIIXRIER (FR&E
NED), EERE “XERIMNNEBAR” . “XEWHHPE” . “XZ Logd” . EXEBIRERRIRAIEN—

A0
I"onh%o

[00:38:29] Lenny
English:

I'm guessing some of that happened because they've evolved over the years and it's probably a very
different initial brand. So it kind of tells me that it's more important to have a logo and a brand that can
kind of represent many things that isn't so stuck in a certain positioning, maybe. Does that resonate at
all?

FRCERIR:

HEBHRRZ M S ER—EEHL, RVNREERETEATER. FIUXEEERE, HE—1TEAR
ZMEY. TERRERNEEMPH Logo MMMBEEE? X85 RIRMHIEIG?

[00:38:44] Arielle Jackson
English:

Yeah. Their logo has to do with a very early history. | researched this because | was a nerd out on this stuff.
They had some early history as a ball bearings company. And so | guess that logo had some meaning
then, but it wasn't so descriptive to being a ball bearing company that they were able to keep it as they
evolved into a car company.

FRCERIR:

M. 189 Logo SIFERHMAER R, HMRIXT, ANENXLERARmMK, ti1RHR SR
AQT FRAEIEHA Logo HHRBARXE, BENMAATNEREHTE, PRAUSMITEZERAEQT
BY, RABEREE,

[00:39:05] Arielle Jackson
English:

But if you look at their early writing, it's so cool. It's so cool. Long, long time ago they would talk about
cars are driven by humans. And our job as a car manufacturer is to protect the humans who drive the
cars. That was fundamental formation of the company. So they really knew why they existed. And then



they did stuff in | think it was the 1950s when everyone just wore lap bands in the car and they came out
with the three point safety harness and instead of patenting it and licensing it, they gave that away for
free for everyone because that would make all the world's cars safer and those kinds of company
decisions. That's what made Volvo stand for safety. It's not the logo.

FRCERIR:

BMREEMINFHIINE, KBET. RAURIMBIIRMR: “SERBRABEN. (FEARERNER, RIBR
RERPERAENAN.” BEATWIRE. FAUMIEEBERECAT AT, ABTE 1950 £, HEFAR
HMRAREDREH, LR T=ZmAR2H, BMITLERBETAHEEURNE, MERBIRMAFIBEA,
FANXZLEHRSELELS, ERXENTRRILARANERTRE, MAZ Logoo

[00:39:48] Lenny
English:

Very interesting.

R EE:

FEEHE,

[00:39:50] Lenny
English:

This episode is brought to you by Athletic Greens. I've been hearing about AG1 on basically every podcast
that | listened to, like Tim Ferris, and Lex Fridman, and so | finally gave it a shot earlier this year and it has
quickly become a core part of my morning routine, especially on days that | need to go deep on writing or
record a podcast like this. Here's three things that | love about AG1. One with a small scoop that dissolves
in water. You are absorbing 75 vitamins, minerals, probiotics and adaptogens. | kind of like to think of it as
a safety net for my nutrition in case I've missed something in my diet. Two, they treat AG1 like a software
product. Apparently they're on their 52nd iteration and they're constantly evolving it based on latest
science research studies and internal testing that they do.

AR ERIE:

AHAT B B Athletic Greens 5B, FJLFEWEMNES— M EE (Ebd0 Tim Ferriss #1 Lex Fridman) EERIFE
AGl, FIUBATHESERENFEERAT —T. BRERATEEROITESDNZLES, TEHRERFZERE
SEFARFGXENBENEFE, BERAGLH=A: 1. RE—/NIARMREKS, RELEEWRUL 75 Fh4
=, VYR, SEBENENE, RIBEEERERN “f2W” , UBFERERBPRERT 4. 2. til1GHF
B m— T AGL, BRAMIIBEEREIT S 52 ik, HRBERMAVEIZIA M AR,

[00:40:39] Lenny
English:

And three, it's just one easy thing that | can do every single day to take care of myself. Right now, it's time
to reclaim your health and arm your immune system with convenient daily nutrition. It's just one scoop
and a cup of water every day. And that's it. There's no need for a million different pills and supplements
to look out for your health. Make it easy. Athletic Greens is going to give you a free one year supply of
immune supporting vitamin D and five free travel packs with your first purchase. All you have to do is visit
athleticgreens.com/lenny.



AR ERIE:

3. XRREBREERMHMEINERHE CHN—HF. NEENRERER, AEENSEEFRREMRNERRSR
To BRAFAIMKRM—MK, MXABR. FRENTRREZEEMAEOHAM T, LLEBTE
g, Athletic Greens FEMNERMWEFREMRE—FHNREIFHELER D MAMEERTE. RRFiARA

athleticgreens.com/lenny Bl 5],

[00:41:10] Lenny
English:

Again, that's athletic greens.com/lenny to take ownership over your health and pick up the ultimate daily

nutritional insurance.
AR ERIE:
B/x5a1E, A8 athleticgreens.com/lenny, EFIREVER, KENEEHERRE,

[00:41:18] Lenny
English:

One question on my mind before we get into these three elements, last question kind of setting context is
if I'm a non founder or a PM, I'm just like, oh my God, a branding exercise is going to take months going to
suck up all these resources. | don't know what it's going to do for us. What kind of timeframe do you
recommend for early stage companies to go through kind of a branding exercise and go through
something like this and maybe even later stage, what's reasonable?

AR ERIE:

ERNRITX=ZAEEZH, BERFEXE—NAE, BERREES: NERAELBA, HEBRE—1 0
212 (PM), FKFTgEsME: “KU, @REBESIBERGFNE, BEXAZER, BAANECRATRITERMA
Lo WFRHARE], REBINIEZKITERMXMMEESLES? MTFERIAAE, ZKNEEEERN?

[00:41:45] Arielle Jackson
English:

Yeah. It depends on the stage of your company and how much you have already that you have to kind of...
It's hard for people to scrap up what they already have. There's a lot of sunk cost fallacy type stuff going
on. If you're starting from nothing, | think you can do this in three weeks. The naming process itself
because of trademark and domains can take a little longer. When | name companies, it usually takes
about a month just for naming, but the whole brand strategy process you could do, if you're a really early
stage company in a matter of weeks.

FROCERIR:

EEURTFRBEMER, URIMRELZRBTZOFE - AMIRESFELRANARA, XEBREZ RS
BIR o MRFENEFSE, HIANZFARERE. ATHTNERNER, R IRASAIRIK—R. &
LAREZRERERTE—TH. BB T mEGERE, NRME—RIFEFHNAFE, JLUARRETRK.

[00:42:15] Arielle Jackson



English:

And | think whatever time it takes you actually is going to save you so much time down the road. It's
going to help you save time on company decision making. It's going to help you save time, writing your
website. Literally your web copy almost writes itself, if you get this all done right. So it's a small
investment of time up front that actually saves you a lot of time down the road is how | would sell it to a
skeptical PM.

FRCERIR:

MmBHIAN, TRWAEESLVEE, LR EMIERKNMTEARENE, CSRAEMTEQBREKAE, T
BE MG RN E, AT KM, MRMEXLEEHEX T, MBINAXELFREFHER. PR, BIHE
—REEHRN SRR LREHRA RIS XMB RS MHF IS ERT PM i B HEE.

[00:42:40] Lenny

English:

You've sold it. That sounds very high ROI. Let's get into it.
FRERIE:

RALIDARTL 7o IMEERIZHELIRE (RO RE. EFHAFEIE,

[00:42:43] Arielle Jackson
English:

High ROI.

FCERE:

= RO,

[00:42:43] Lenny
English:

So purpose is the first piece. What is that? And then what are some examples of really good executions of

purpose that you've seen?
AR ERIE:

B4 “fkan” (Purpose) BE—EFD. BEEIRZEMA? fREEELMRAZHHITRIFBIFNERZEAIG?

[00:42:50] Arielle Jackson
English:

Sure. So your purpose is why you do what you do. It makes people want to root for you. And it has a big
role in aligning people to come want to work for you and to have employees all feel like they're part of
something. | like to think of it as we exist to blank. And whatever that blank is your purpose. Do you want
to hear about examples or do you want to hear about what makes a good purpose?

AR ERIE:



B MVEmE “RATAMIREEMNE" . ELAMRBESHR. EERSIAFMAUKIL R THE
BoRFUWHN—MAHEEEEXRER. HEREBEE: “HNFENEXE [£8]." BIERENAEM
EimEvEen, RRIREM, E2BFHAFBE—MFafEan?

[00:43:14] Lenny
English:

Both would be most excellent.

AR ERIE:
REERITAFEAIET o

[00:43:16] Arielle Jackson
English:

So a good purpose, it explains the change you want to see in the world irrespective of financial gain. So
people often get hung up on mission and vision and values and all this stuff. And values are fine. They're
internal. I'm not going to talk about those today, but | don't care about mission and vision. | just want one
thing because people can only remember one thing and it's your purpose and it's why you do what you
do. And when you articulate this really well, it helps you make company decisions, it exists on a 10 year
frame. So everything we talk about with product positioning, it's pretty malleable. It exists on an 18
month frame if you're a early stage company, so it can evolve, whereas your purpose is pretty much going
to stay the same for 10 years. It's that north star.

FRCERIR:

— N FRfER, ERETIRFEEHA LEINNE, BREBREFE. AMIEEUSETES (mission).
B (vision) FMEI (values) XERFA, MEWKREE, BENAL, HESRFHK. ERAFEFEHME
RHX7, ZRE—HFKRA, EAAMNRERE—1FRA, BMEIRE “Purpose” (fE8s/RE), BMRAMA
X FE. SMERFMRAX—RE, EREEMMATEIRAR. EHNERHERERE 10 £, HITKER™mEL
2N, WTFRARERY, ENEREIAERE 1818, FILU#K; MIRMEHRE 10 FRERRIFFE,
ERARFRE,

[00:44:03] Arielle Jackson
English:

And it helps align people in the company and it helps the public want you to win. | worked at Google right
out of grad school and Google's purpose was to organize the world's information and make it universally
accessible and useful. And | thought every company had a purpose that everyone at the company knew. |
just thought that was my first real job. It turns out that's not true. And Google's actually been amazing at
this. | had a person in my last cohort who had recently left Google when they were like, | don't know, 80 or
a hundred thousand people. He said everyone still can say that. That's amazing. But | joined, it was like
1400 people. And by the time of your first day, you already knew that. It was part of your hiring process.

FROCERIR:

ERES—ABIRENEE, HILARFLEMAM, FAREEWEFTE Google T, Google HifEamE “BE
EER, FAAETLAHNPRE . HEARUASRATHE— 2R ENNESR. EEBERNE—
fIEXN TR ERAMELHIFMILL, Google EXHEMSIERELF. FL—HIRIEEFTRIM Google BERRY



A SRATRAREE/NAH B A iR TAKARELBUE XXHETT. FIMARRE 1400 A, EB7E
RNRRNE—X, MMELNET. ERBEREN—HD.

[00:44:51] Arielle Jackson
English:

It was part of your onboarding. It was in your offer letter. It was everywhere. And | just thought that was
really cool and a good purpose. One that is kind of related to financial gain, but I still think is cool is
Stripe's, which is to increase the GDP of the internet. | think that's really well said and cool and just gets
you thinking about the internet as a country. I don't know. If you're an internet person, it makes you want
to root for them.

FRCERIR:

ERANRFIIN—&, EMORBEE, TAFRE. RREEHRIFEE, B— I FpHEH. EE-TBASE
FHRBRXR, BRMAWNSRENGFZ Stripe B9: “WGINEBMAE GDP” . ERF/XHSIERL, B
&, IRIEEBRMERE—TEZK. MRMEB—TEEKNA, XSIHRESFHM],

[00:45:21] Arielle Jackson
English:

Nike's is awesome. | wrote Nike's down because | don't remember it, to bring inspiration and innovation
to every athlete in the world. And if you have a body, you are an athlete. It's not just about LeBron it's
about me and how was my Peloton ride this morning too? So those are some famous companies. | could
tell you a little bit about some that I've worked on that | think are pretty cool that are companies you may
not have heard of yet, just because sometimes we get hung up in like thinking Stripe and Nike and Google
are awesome names because of all the meaning we have behind them. And | want to talk about some
companies you may not have heard of because you can have a good purpose and not be Stripe and Nike

and Google.
FZERiE:

M5z (Nike) BIBRIE, HIETHRT, BARERE: “NERE—ISHRERTEMEHN.” MEMINH 7
W, “REMESME, MMEIEth5.” XMUNKFEHEE - B, hXFH, XFHRSKELH Peloton
BT, XEMBMAQE, HAIUNNKRSEIN—LEREGRE. ERAIETLMIINAE. ENENEK
{ITX&SE Stripe. Nike #1 Google, RIFENRFHRRNERERE. HBWINAT, FENEMERFEXR
[, WRILUAE HARRIEER,

[00:46:07] Lenny

English:

Yeah. That'd be awesome. And by the way, the purpose, should it be a sentence? Is that the general-
FRZERiE:

GFI, ARRET, INER—T, fEeNizE—aiEE? XE2@EHAN—

[00:46:08] Arielle Jackson

English:



Yes.
AR ERIE:

=i

[00:46:08] Lenny
English:

... guideline. Great.
R EE:

------ BN KIFT o

[00:46:09] Arielle Jackson
English:

So you can introduce yourself at a conference. You're the keynote speaker at a conference and | want you
to introduce yourself and | want you to go, hi, I'm Lenny, I'm the founder of the company X, and we exist

to blah and say it and have that feel natural.
R EiE:

EIEFMMALERNENEEC, RIRMEBEHEE, HAHEMFRIFNA: 1§, 2 Lenny, AT XBIEA
A BAFENRNE [ERER]L” REREREREA,

[00:46:21] Lenny
English:

Awesome.

A EiE:

KET o

[00:46:22] Arielle Jackson
English:

And it should make people want to hear what else you have to say. And the other thing it should be able
to do is be the header for your about page. So meaning we exist to blah, blah, blah, blah, blah. But you
would just take out the we exist and say the verb and start there. That could be the header for your about
page. So one company | worked on, First Round company, they're called LogicLoop and it's an operations

automation company.
FROCERIR:

ENZIEAMTEIRRETRNIE. 5—HE2, ERIZEFENRENLEE “XFHIT TENTFH. SR,
‘BINEENENXE 7 RaIUEE “BIEENEXNE" , BEREMEFIE. BRI UMEAIRRE. tbank
BEEH—XK First Round R ZERIATM LogicLoop, B—ZIEZEBGILAF,



[00:46:48] Arielle Jackson
English:

You can think of it almost stuff like a no code, low code platform to automate a lot of the operations data
based work that people have to do. And we did this whole brainstorm and | really liked their purpose. You
can look at their about page. It will be right there it's to make operations data work harder than
operations people. And if you ever have worked in operations or have friends who have, they work really,
really hard and it can be kind of thankless. So it gets anyone in that field to root for you. Your data should

be working harder than your operations people.

AR ERIE:

RAILHBERR A — M EABRREAEFE, ARESUANGIENITFSETHRIENEZE T HiMET—
REMNER, HIFESRMITBGESD, RAUEMIIN “XF7 TTE, MER/L: “LEEHRELEEART
EELE N, MRIMIIZE, HEEMRRMZE, (FMEMIIIFFEEFEE, MABRIZARITE. FIUX
SILZAUREERASIFR. (REVEIEN XL IRRIZE AREE T,

[00:47:21] Lenny

English:

Disclaimer, I'm an investor in LogicLoop, and | love that you worked with them.
R EIE:

®RAEA: IE LogicLoop NigHEE, HREXIRAMMIISIEL,

[00:47:24] Arielle Jackson
English:

Cool. Awesome. And then another one that | worked on of another First Round company, they're called
Woolf. They're informed by the UC model where there's a bunch of individual schools that all exist by
themselves, but they get something from being part of a larger organization. And what they do is they
provide accreditation through being part of the larger Woolf University, but every individual college can
still operate as their own independent college.

AR ERIE:

B, KET. BE—XRKESIEIH First Round 271 Woolf, tfiIEETMMAFE (UC) &R, BIERZM
THFERE, EfURIEFE, BEBIMAREARN—EDMKDE. iR EIMAERE Woolf KFH—
EARRMIALE, BN FRNAIUENIRIIBZERIEE.

[00:47:52] Arielle Jackson
English:

And so their purpose is to increase access to world class higher education and ensure that it is globally
recognized and transferable. So this idea of you should be able to take a class from the best instructor
online and then go travel to Australia and take a class there and then go to China and take a class there
and get the best education that the world can offer.

FRCERIR:



FREAMtbTIEY(Esn 2 “IMARERALSFHENN S, ARAREEEICEERNIRIINTAETERE.” Ui
W, (RRIZEETELITRMBSIMAIR, AREZRAFIE LR, BEPELR, REHAMERHNKIFHIH

=
BHo

[00:48:15] Arielle Jackson
English:

Another one that | worked on a while ago is Alt. I think they've recently gone through a little bit of like a
rebranding, but theirs was to increase the transparency and liquidity of alternative assets. And in their
case, the product positioning was really about making sports cards as easy to invest in as stocks. So the
idea of alternative assets in this case are not private equity and hedge funds in real estate, but
alternatives to alternatives, like sports cards and Pokemon cards and art.

FRCERIR:

HARIESENS —KATRRE Alte FEMIIRIEMT —~mEEL, BIMEsE: “ENREE~NE
BREMIRENE.” EMIIAIERT, FmEMERLRIRAFKERGIRARE &R, MUAXEN “BER
7= ARIELERN. WHARSHEMT, ' “BEFHNHE" , WINHKEF. EATFRNZARM.

[00:48:45] Lenny
English:

Awesome. Those are so many awesome examples. That's going to be useful for people to wrap their head
around what a purpose might be. Execution wise, do you just kind of open up a Google doc and just start
writing out ideas and brainstorm a little bit and just kind of keep refining with your team?

FRCERIR:

KiET. RAZHEENEF. INFANBRFAR “Ea” FEEEB. THRITEER, REEEITA T
Google X#FIRE L, #HITKMNE, AFMEAFETED?

[00:48:58] Arielle Jackson
English:

| actually stole this exercise or borrowed it from [inaudible 00:49:03] that | actually think adds some
structure to that. If you do it that way and it works for you, that's awesome. But if you want to go in and
go through a process to get there, what I like to do is list all of the cultural tensions that are happening in
the world that are relevant to your business first. And so for Alt, that would be things like there's an
increase in interest in alternatives. People who are now in their 30s are nostalgic for things that happened
in the '90s There is at the time really low interest rates and people are not getting any sort of edge off of
investing in the things that their parents used to invest in. So those would be examples of cultural
tensions. Cultural tensions are zeitgeist, their things that your audience might be thinking of.

AR ERIE:

HEERZMINABEMEET XNES], HINAEEMT —EE504E. MRMMEZRSHETEE, BRBRITF. EW
RIEERE, REWRCIHER LIEERERN. SRIESEXE “XEHR" (cultural tensions) . 3FF Alt
i, XATRERE: AXBEFFREEM; MWE 30 ZFHIAI 90 FAREYREIIFIE; HITRIFIRIE
B, M EZBIRARBERANPBLERBRFME . XEMBXXUHAROHF. XLHPRZNAEH,
EIRNZARAIRERBEINER.



[00:49:51] Arielle Jackson
English:

They're things that they may be even subconscious to them, their current events. So you make a long list
of all of those. Then you make a long list of all the ways that you might describe your brand's best self.
And this is related to your product positioning, but let's say you haven't done yet, so just think of it as
your brand's best self. How would we want someone to describe us? When everything works perfectly,
and our product really delivers, what does it deliver? And again, bullets, just ways that you would talk
about that. And then you pick one from each side, that's really the best articulation of what's happening
in the world, what your product delivers, and with that context, now you're primed.

AR ERIE:

XEZFEEAREMIETIREN, HERHNE, MIEXEY—IKEF, AR, MBII—TKEF, Ek
R “MENRERET . XESFREMEX, BRIGIMEKMEN, BABMITAENRERS. HNHEH
ANELRZEA]? H—E1T7RE, BMNTmEELEFERR, eEXNTHA? A, BERIIER. AR
MRIAER—TRERE "MREFLEFA" M “MFRXNTHA” B0 BTXNER, (RESLT
To

[00:50:30] Arielle Jackson
English:

With that context in mind, now you do the brainstorm of, we exist to let me finish this sentence, and even
before you get there, sometimes it's helpful to do the world would be a better place if. So for my

company, the world would be a better place if, and finish that sentence and then go into the we exist to.
FZERiE:

HEXTMER, WEFGEXIMRNRE: “HNFENEXE " XX TMaF. BEEREX—T 2, B
TMXNMEIBRERED: “WNR [=], ERSTRERE.” W TFHNQE, LTl DR HREEX
%, ARBHEN “BIEFENEXZE "

[00:50:49] Lenny
English:

Wow. I'm so happy | asked that question. By the way, is there also a place we can point people to that
want to do this exercise? Is there another First Round interview post, or | know you have a course on this
too.

AR ERIE:

I, HARERTEXNAE IRERT, BREFAMGAIULBEINMEINASE? BRES—R First
Round WX &, sEHIERBHEXEIREZ,

[00:50:59] Arielle Jackson
English:

Yeah. There's another First Round review article it's called Three Moves Every Startup Founder Should
Make, something like that



FRZERIE:

B, ®E—/R First Round Review X E, W (S M¥IRIABCIEARMBI=E0E) (Three Moves Every
Startup Founder Should Make) Z 2889,

[00:51:07] Lenny

English:

Great. | will find itand I'll add it.
R EE:

KiF 7T, HERFFHBEM#HE,

[00:51:09] Arielle Jackson
English:

Yeah. Okay. Awesome.

FRCEIE:

YFEY, KIET .

[00:51:10] Lenny
English:

Amazing. Okay. Let's move on to the next part, which is around positioning, which is a big deal. First, just
what is positioning? And then I'd love to know just what tells you may have a positioning problem, that's
something you should really focus on?

FROCENIR:

KiET. 8, ULBRITENT 8BS, XF “Efr” (Positioning) , XEIZMHAE. Bk, TAREAM? HR,
BEANE, tATKRKRAMAEBFEEMNE, FEERKE?

[00:51:23] Arielle Jackson
English:

Okay. So positioning is the space that you occupy in your target customer's mind and everything you can
do to influence how they describe your product. You have a positioning problem if | ask 10 of your
customers or 10 of your employees what the company does or what the product does. And | get multiple
answers. And unfortunately that's the case for most companies. It's okay if the answers are tiny slight
variance on the same thing, but | have actually done this with some later stage companies [inaudible
00:52:01] my first step is often | go in and | interview 10 people, and the 10 people are everyone from
execs to people who talk to customers to a few customers. And when you get 10 people saying 10 wildly
different things, you have a positioning problem. Other ways you might know that if you have a
positioning problem is if you can't explain what you do to me in a sentence that's, you have a positioning
problem.

FROCENIR:



. EMMRMEBRREF O SIENTIE, URRARMMI IR IR™mi75 PR —1557, SRR
BEMAE, RIWA: ARFKE 10 MEFH 10 TRIQAFZMA 4R, HEFmEMI48, FETZ1T
FRANER. FEHE, AEZRQBMEZIMER. IRERIABKEANE, BEXR. BRBIELEH
ARYIEN: ENE—PTBEREIXI0TA, BESE. —LHE/FRM/LTEF. 310 PARHE 10
MEATRBRARN, MMETEMRH. Z—MAERSER: MREFER—EIERRERIREM AR,
BBIRFE E (LR

[00:52:25] Lenny
English:

That's a high bar.

R EE:

X[ SR

[00:52:26] Arielle Jackson
English:

Yeah, it is. And when | first started consulting, | would spend the first meeting with a founder, just totally
cold. Hey, tell me about your company. And they would take 30 minutes to tell me about their company.
And at the end of 30 minutes, | would pretty much get it, but it always took the first 30 minutes. So now
when | engage with a new company, | have them fill out this little worksheet beforehand. And one of the
questions is what do you do? And they have to write in a box that's kind of paragraph length.

FRCERIR:

EHY, WK, HEMFREE TN, FXINeRA, ReERER: 1R, RIRRIMEIAE." il=7% 30
DEHRNE. 30 nHE, REXERD, EEREREA 30 2. FrUIESREMHF BN, HRILAA)
RAE—NIER. Ep—Na@Em2 “REMHan? 7, iIdAE— M MRERKENERS LK.

[00:52:55] Lenny
English:

Clever.

R EIE:

BRER,

[00:52:56] Arielle Jackson

English:

And then | go in and | ask questions about that. And ultimately we get it to sentence length.
R EE:

AERSFNABIRE. RE, RIS EBERE—DIENKE,



[00:53:00] Lenny

English:

Amazing. Okay. How do you go about figuring out your positioning? Big question.
R EE:

KET . ¥, RIMAEBERNEML? X'— KR,

[00:53:05] Arielle Jackson
English:

Yeah. So | start with your audience. Who's this for? And we really think about what's the broadest set of
customers or users that you might have and narrow in from there to a target audience, which is who are

you outwardly going to try to acquire for the next 18 months?
R EIE:

FH. BMRRFIE. XBLIERN? BB EMAEBENR ZNEFPHAFE, ARMPZE/IEEE!
“‘BIFRRA” , BMRERE 18 NERITEETHERIAIARE

[00:53:25] Arielle Jackson
English:

You can think of it like concentric circles. The biggest circle is your TAM. As you get smaller, there's five
parts to it. So the biggest circle is circle one, circle two, circle three, circle four is your target audience. All
of the circles have to be contained within the bigger circle. And then the dot in the middle is your model
persona. So this is actually like a person with a name and an age and a location and a job and feelings
and priorities and all of that.

FRCERIR:
RAILUBERRHEEOE. RANEZIME TAM (28FiuH). EERZ/)N, EDARTED. RANER
B 1, ZAEEE 2. B3, H4mM2MOBITER. FMENRESOMESTEARZR. &PEHBN=HMEIREY

“‘BAVE %" (model persona), XELMEER—IMERF. FiR. M=, TE. B MELNENEEDN
Ao

[00:53:54] Arielle Jackson
English:

And so we talk about the model user and the target audience, the target audience again is who will you
outwardly try to acquire for the next 18 months? If you're an early stage company, it's very possible that
you're going to acquire people outside of that circle, in the next circle or even the bigger circle, but
they're not who you're actively going out to try to acquire.

AR ERIE:

FRUAFANITICHBERPMBIRR R, BXRE, BRRRERAEK 18 TAEHZRAMBIA. NRFE—HRE
HARE, FMRBEFERNEXMNEBZINMIA, LT TREEEEXRBEENA, ER(IFZIRELE
EIRERBI R



[00:54:15] Lenny
English:
Can | ask you a couple questions on the person?

FRCERIR:
KT “EfR” , FKEERJLNREND?

[00:54:17] Arielle Jackson
English:

Yeah.

FRERIE:

A Lo

[00:54:18] Lenny
English:

I'm doing some writing and research into this stuff. How specific do you suggest people get with this
person right at the middle? | love that it's an actual person, | guess not a real person, but a very
descriptive [crosstalk 00:54:29]

FROCENIR:

HREENXEABTHIT-ESENAR. FENAMNMREHXN ‘N7 #HRFEFIFAREE? RERERE
— N “HXBA" BIgE, BBFAREA, BERFEFR----

[00:54:29] Arielle Jackson
English:

Can be a real person or an amalgamation of not real people. So with the target audience, I like to think of
it as something you could name. So with Eero, it was tech savvy dads. It's a category of people. And then
the model persona, or that individual user who represents a tech savvy dad for them was this guy who
had teenage kids lived in suburban St. Louis, had a 2,800 Square foot house that was made of brick,
worked at home on Fridays. His kids were into gaming. He was the VP of sales at a company that was tech
adjacent, but not tech. He was more of like a tech enthusiast than an actual software engineer. We knew a
lot about him. | could tell you a lot about him. It's kind of robust, but tech savvy dads was the way to

represent him and other people like him, that would be their target audience.
FR3zEiE:

AUREA, BANEEMAYMNES. XTFERTR, RERA—EEHRAMIE, bl Eero, BIRRARE
FBEANEBEN] . XB—H A, MARXEARN “HESEE HMAFAZ: —MEIAEZBRZHIX.
BEH5BFHNBEAN; £5 2800 PHRRIEE; ARERNDRA; HFERITEY; MWE—KBEMEX (B3F
aiy) NAREEHERIEE; hERRE—TMRKEFE, MAREENRGIREM. KN TRES,
HAUSFMREAT . XRFER, M “BERANEEN MBARMEEMARNGR, BHEMINE

R ARo



[00:55:22] Lenny
English:

A lot of founders have trouble recognizing that going very focused and niche is a good idea versus man,
I'm just going to have these 10 people in the world that really want what | want. What have you found to
be the reason it's very powerful and important to start really focused?

FROCERIR:

REIWARETIRE, EMERENMFE (niche) BARMFER. 1A “X, B2EFFMI
10 PABERHBFRA TE? 7 RANIMREREFISZ AU FERAEEENRAZTA?

[00:55:37] Arielle Jackson
English:

Yeah. So when you are an early stage company, the worst thing you can do is try to be everything to
everyone because you don't have enough runway. You just don't have enough of anything to do that
successfully. The best thing you can do is find an audience that is big enough, that if you got your
significant market share among that audience, you'd be a giant business. And tech savvy dads is a pretty
big audience. Also that's just who your outbound going to try to acquire for the next 18 months. I'm a tech
savvy mom. | live with a tech savvy dad. | have an Eero system. It doesn't mean everyone you'll ever

acquire must be in that audience, it means that is who we're focused on acquiring.
FRCERIE:

EW., HFRE—REFEHLQFN, MEHNKERSNEMERENNMEA, BANRKEREBENES
(runway)o fRREEBHIHFRMINBEIRX—R. MEEMBIRIFNERHE—NEBRNZREE, WRE
REERBATRBEZENT N, MMEMN—REXRNEIL, “BEERANESEN] M2 —TMEH KR
o Itboh, XRZIMAR 18 PAEMERBEINR. HE—MEERANGEE, ZEXEHLBEMRERANE
B, HBA—E Eero A4, XAFTEREMFRRNE N ABLAEX M AR, ERZEREX LT EIRE
HYB1To

[00:56:24] Lenny
English:

Awesome. | took us off course around the positioning process. | think we kind of went off course with
concentric circles model. So I'll give it back to you to keep going.

FROCENIR:
AHET . HZNABEETRT, HETEOERE, IELERRIEALIR, BEHEMRIZ.

[00:56:36] Arielle Jackson
English:

Yeah. Okay. So the way that I like to run positioning exercise is to start with who is this for? And then what
is the problem that they have? There's some problem usually that these people have, they may not even
be aware it's a problem, or they may not be experiencing the problem as particularly troubling, but
there's something going on for these people. And then how do they address that problem today? So they
do something, they're buying something, they're have a workaround, they're doing something today. And



that something might not be another startup or your direct competitor. It might be the old way of doing
things, but they're doing something. So we go through who is it for? What's their problem? How do they
address it? And then what do you make?

AR ERIE:

FH. HRERBITEMEINANZ: BER "X2LHIEMRR? 7 AR “tiEEHTARE? 7 BEEXE AL
BEMEE, WINEEAELISIRIBRENE, HELKTFIBOREGIEIL, EMLEEEBHERE, &
&, “MWNSXIBWEFRBNEEEY? 7 MIEEMESE, EEEFRA, HEE-—TMREEAS R B
‘RE ARFES XYL QBRRNEERSNF, ARSEIRNLESN, EMIIHSEREF2. Fr
LEARIE: SBiA? tAaR@? BARR? AR “RHETHa?”

[00:57:20] Arielle Jackson
English:

How does it work? And what would you want a user of your product or service to tell another? And that's
kind of if you answer all of those questions, it ultimately leads into this classic four statement, which is
not something | invented, it's something that's been around for 40 or 50 years. And | learned it when | was
22. And | think it's one of the most powerful tools in marketing. It can feel like mad libs if you just
approach it cold. But if you've gone through that work of defining who is it and what's their problem, all it
is a distillation of that. So that statement is for target audience who there's a statement of need or
opportunity. And then you say our product name is a category that has a benefit, unlike the old thing they
were doing, our product works this other way.

FRCERIR:

ERMNENEIERN? (REZMN~RBRS AR NEEIAKTE? NRMFEETREXER#R, KEAR5IEXD
Z£Hpy “FE(UAR" (positioning statement) . XAEHKLBN, EELEFETHETF. K22 FHRMFEET
B, HIANEREHPREBANTAZ—. NRMEEZEE, EARGETHN. BNRIFELTR T EXZ
RFPAEZETE, EMESXLETENREE, XTERZE: “WF [BIRZA] R, 15 [FRIN=],
BT [F@E 2—10 5], EAR [FER]; FRTF [IBBRRSE], FHNO~am UXHA REE.”

[00:58:10] Lenny
English:

Awesome. And we'll link to the post that actually has that so people don't have to write this all down.
That last piece you mentioned, | hadn't heard before, the idea of what will they tell other people or how
will they describe it to other people? Is that right?

AR ERIE:

KiET . HNSTEERIEEXNMRANNE, AXMAARIETRT, MREINRE—REURMKITT, M2
“NEHFIAFA" HE “MSNERIAER" o BXEFE?

[00:58:22] Arielle Jackson
English:

Yeah. So | believe that great benefits if you've defined your benefit really, really well will actually be the
thing that will be the H1 on your homepage and will be the thing that you want someone to tell someone
else. Think about Square Stand and turn your iPad into a point of sale. Turn your iPad into a point of sale.



Yeah. If | went to a small business owner and they were having drinks with a friend, who's also a small
business owner, what would | want them to say about the Square Stand? Oh yeah. | just got the Square
Stand. It's this really cool new register that turns my iPad into a point of sale. That's pretty much exactly
what | want them to say. And so if you can write that line, that is your ideal benefit, what you want people
to say, and it's something that your target audience would actually say, that's great.

FROCERIR:

. HAE, NRMFE “MER” EXRFIEEY, SRR EMSKAIRETN HL iR, R AIREERR
EHRLAFIABIE, 4848 Square Stand By “{B{REY iPad TAREERE » MRBEEH—N/NEIE, MIEFNS
— NNV FERRISE, REBMEATEN Square Stand?  “BEXF T, FMNIET Square Stand, XE2—NiE8
BERFTUSERA, BEIBIKAY iPad TRHERMR.” X/LFMERFEMITIHNIE. FA, MNRIRET HAREIE
—EMFIEEMAIRE S, BEREMSRAENSRHOMNIE, BRAET.

[00:59:12] Lenny
English:

Interesting. | love that. That makes a lot of sense. For people trying to go through this exercise, you
always have such a good answers to how actually the process of coming up with say you're positioning
this case, is it again, you pull up a doc and start writing things or is there something even more

structured?
AR ERIE:

Bill, HERXXT. FEHEE. WTFEHBXNMEINA, (REZRAGHXT “NAKIRHEE NEEE
. LIAEEMNG], BRRITAXEFRS, EBBEMLETGE?

[00:59:28] Arielle Jackson
English:

Yeah. There's something more structured. | have kind of a worksheet that goes through all those things
we just talked about. So it's like, who is it for? What are they doing today? All those questions we just
talked about, it's more like a structured brainstorm. There's an exercise | really love that I've called the
bar test that is helping you get everything you've written into human language because one of the really
big pitfalls | see, especially for B2B companies, but really for everyone is they write in a way that people
don't talk. So the document, when | get the first draft back from founders often has things like leverages
and empowers and nobody talks like that. And so getting this into turns your iPad into a point of sale
blankets your home in fast, reliable wifi, records your screen and cam at the same time, really basic stuff
that it describes your product in a way that someone would actually say that's the type of language that |
think people want to use.

AR ERIE:

B0, BELEMUNTG R, BRE— IR, BETRINNAMBPMERS: SEA? MSXERAA? F
Fo XEGZ—MEMEBKMNTR, HIFFEER—1 TBENIRL” (the bartest) B4, EREFBITET T
HFMERBELN “ANE . BARBIN—TEXKEH (LHZE B2B 28, HXELARHEA) & i1
XEEFBRGARE, HEEINBANE—RE, £2EFF “WE" (empowers). “IIHFFIE”
(leverages) ZZEHViE, RAZIFWIE. FIUEIBETZA 4B iPad TAHERR"  “LLPREAIFERY WIFi
BEEXK . "ARFRAIESNREX" IMEBEMHER, REAMNENZRHONE HIUANAXFTEA
IEArES.



[01:00:28] Arielle Jackson
English:

First of all, you defined your target. Now you pretend to be someone in your target, having drinks with
someone else in your target at a bar and you have to be able to say, hey, | just started using product
name. It's this really great category, that benefit. And the other person goes, hm, tell me more or that's
cool, what do you mean? Or some other similar prompts. And then you have to say your differentiator.
You actually have to say it out loud. And if you run through that test and it's actually stuff people would
say out loud, then you've done a pretty good job and you can start using that copy publicly.

RS ERIE:

Bk, IREXT BIRZR. NEMFRREECSEEMERTHN—R, ETEBEMS -1 ERRREE, RO
REWi: IR, HRIFEA [FmBl. ER—TIFEE K], I [MERl” WAREN: W, BZIR
HUR” HE REE, FATE? 7 ZERE, ARMGITREMPIERULSE. MBAKRERER MR
BT XN, MEXEEFEHRIANSAERERY, BAMMEFRE, ATUFBAFERAXENSE
To

[01:01:07] Lenny
English:

That is very cool. | have not heard this bar test before and | like that it might happen at an actual bar. Is
that also something people can find online or is that they write it down right now?

FRCERIR:

EXAREET . ZURKITEXD BEENR" , RERCHARENRKETEBRIIRE. XPKREMLAEHRE
13? ERAKIMEMGFIZTHR?

[01:01:18] Arielle Jackson
English:

Ooh, I don't know if that's online.
FRCERIE:

R, ZAWENLBELE,

[01:01:20] Lenny

English:

Okay, cool. This is it. Exclusive.
R EE:

8, KT, XMERHXAE T,

[01:01:22] Arielle Jackson

English:



Yeah, that's in my course, and we talk a lot about that and we go through the exercise like a real role play

in the course, but yeah, take some notes.
R EIE:

B0, XERNREER, RNFMAITE, HERLHATEENAGHELS., TZ, ARUEAUE—T
£id.

[01:01:31] Lenny
English:

I like that a lot.

R EE:

HEERX,

[01:01:33] Arielle Jackson
English:

Thanks.

FRZERIE:

i

[01:01:33] Lenny
English:

Your point reminded me of an email | just pulled up that I got from ADP, your point about just you want to
make sure you're branding is something that feels like something you would say to a person. So it's like
ADP, which is a security service for fire, like alarms. | got this email, summer's on with fun or our free
secure app and more. And then it's like make summer safer and more fun at home or away. ADP, you're
not going to make it more fun. What are you talking about?

AR ERIE:

REVIL RIL B AR TN LKA —E15R B ADT (E: JR3GRHA ADP, SEARRAE] ADT) BIERfF. fRiZEIZEH
REEREGIEENARIE. ADT BMARIREFZRRSH. HWEIXHMENR: “BERREFE, EHA%K
MNORBRLNARESZ.” AFE: “UKAMNEXELRE2. EEB.” ADT, RXFREILEXRERFER
B, fRERtAle?

[01:02:01] Arielle Jackson
English:

See, that's an example of trying too hard. They tried too hard to make it sound colloquial and fun. They're
a security system, it should be more like secure your home while you're away. Feel safe when you're on
your summer trip. Stuff like that.

FRCERIR:



&, XmE “BAOEE BflF. MIKBIrEROECNERT. MNRRREAS, XENZEK: “SR
AEXKEFRIPRAK" « “EEERTHEERD” Z%E0.

[01:02:16] Lenny

English:

They even included a gif of this TikTok'er being like ADP is my MVP.
R EE:

MEZER T — TikTok 18X GIF, 3% “ADT 2FAI MVP” .

[01:02:21] Arielle Jackson
English:

Yeah. This kind of relates to brand personality where the brand personality for ADP, | don't know, it's

pretty not fun. And so for them, when they put on fun hat, it seems awkward and forced.
FZERiE:

Bl X5 “mENE" BX. ADT BIGmMEME:- BARE, —REAE®E, PRUSMIERTHRLE “G&”
BIEFBY, M= ESEmAERE,

[01:02:36] Lenny
English:

That's exactly the feeling | got. And so, yeah, personality, that's our next topic. It's not something | you
think about when you think about brand and marketing and plans and so I'm really curious to hear why |
think that's important then how to figure out your own personality for your brand.

AR ERIE:

HIERAMEDL. PR, 28, “ME” (Personality) RIMNT—MER. EEEmiE. EHREMITLIEN, X
BEABAMIERBEINARE. FIUIKRIFE, ATAMANERER, URINEHREBSmEME.

[01:02:51] Arielle Jackson
English:

So | think personality is one of those inputs that will help define your visual design and it will definitely
help define your written copy. And it really comes from this idea of brands are like people. And if you start
thinking of your brand more like a person, it's quite obvious that it needs a personality, because all
people have personalities. And these days, especially when brands show up in places where people show
up, like TikTok and Instagram, your brand certainly needs a personality or else you end up like ADP trying
to be fun for the summer, which just feels really off and weird. So personality is one of those things that
it's actually the easiest part. | think it's the fastest part. It often ends up an hour and you can get it done.
But | have some frameworks | like to use that really just get at are you Mountain Dew or are you Rolex or

are you somewhere in between?

AR ERIE:



BINANMEREBE XSO PEANRNXBRAZ—. BERET “SENA" WES. MNRMABRIEHE
BRE— A, BAEERFTENME, AASMABEME. 1S, CERERBEIMEANBRENMA (10
TikTok A Instagram) BY, fRN@EEEREMYE, SWIRMEER ADT B IAEEEXREREH, LREKIE
BEMATR. MELEREENIS, HERRWES, BE—NMNRRERE. BRE—LERMNIE
2o, BEEBIRIBERE: RE “HE” (Mountain Dew) #2 “FH1" (Rolex), WEENFRHE Zia?

[01:03:46] Arielle Jackson
English:

And when you think about brands that have a lot of equity, they really do have a personality. | often talk
about Mountain Dew marketing as that marketing that's like trying really hard to be cool and rugged and
edgy and fast and kind of teen and Rolex, it's very like Gray Poupon, oh, roll down your window and do
you have any Gray Poupon, it's fancy and sophisticated and a little bit aspirational and maybe even a
little British. And those two things are really, really, really different. And there's a lot in the middle and not
everyone's going to be a Mountain Dew or Rolex, but where are you? And so you can just write it down. |
think a lot of these answers come back to like, if you are good with just opening a blank Google doc and

like writing down who you are by all means, go for it.
R EE:

SRR ERERSmER MmN, EMNBEENME. REER “BUR” WEHEERN: Hald
B&. #BY. AR, RE, FREFELESE; M “FHLE” WIEER Gray Poupon 3tRE (. XELHEFIH
518), BMETESFR “fRE Gray Poupon 13? ” BRSE, EREM. FH. FREER, EEARREE
Jlo XMEBHARE. PEMHEAERSZTE, FEREESMAMBERNNRNTGT L, BIREMUEW? REJUER
5Tk, MRFMBRKERITATEXHEE T R , ABMEMIE.

m]

=
7

} &

[01:04:35] Arielle Jackson
English:

And if that feels daunting and hard for you, use a framework. And the framework that I like to use has two
parts. The first part is based on some academic research by Jennifer Aker and it basically analyzed the top
brands in the world and figured out that all brands can be segmented into five dimensions of brand
personality. And that really strong brand spike in two of the five. So the five dimensions that she found
were sincerity, so this is like, is it down to earth and honest, excitement, it's spirited, this is a Mountain
Dew thing, competence, reliable and intelligent, sophisticated, sophistication, which is a charming and
upper class and rugged outdoorsy and tough. So sincerity, excitement, competence, sophistication, and
ruggedness. And going back to those two brands we just discussed Mountain Dew is rugged and exciting,
Rolex is sophisticated and competent and you can do this with any brand who admire or just think about
brands you like and kind of deduce them to their two of those five.

AR ERIE:

MRACLLIREREI RS, BIAER. RERWERD RO, F—E7ET Jennifer Aaker WFERMAZ, i
DINT 2RMKGAE, ZIMFAEREBEAUS N EMNMEENRENE. BANREBEEEPRENEE LRI
R, WWEAMPANMEER: 1. Bl (Sincerity) : X, WL, 2. ®E (Excitement) : FE#E /7, bl
R, 3. EE (Competence) : I 5. BEBA; 4. ¥ (Sophistication) : K A. LEmE; 5 BT
(Ruggedness) : F4ME. RB¥), EZINA BRI mAE: BORE “BY” M R , FTHEE B M
‘ME” o (RATLHERRERMBRAEMX RS, BENARAXIENEEFIIFHE D,



[01:05:39] Arielle Jackson
English:

So that's the first step. Which two of those five are you going to spike in? And it turns out a lot of tech
companies end up spiking in sincerity and competence just usually does happen that way. Amazon is
sincere and competent. Google is sincere and competent. Apple is not, Apple has a little more of that
sophistication to it. But in any case, if you just did that, we would end in a world where everyone's sincere
and competent or maybe sophisticated and competent. It's like a really boring world. So the next step
after you do that is to define five attributes, five brand personalities, thinking about those two
dimensions. | like to think about this as a star, five point star and brands need tension to be interesting.
So if you tell me we're helpful, we're nice, we're approachable, we're competent, and we're reliable.

FROCERIR:

XEE—F . MEEXAMEERHPRPRIRL? FNIERH, REBRQABRAEZT “HI N BE
£, BEMEXF. TIHEEMBMEN, Google i@, FRAZE, FRZT—K “BE . EFXILWW,
MRIMX—F, BMNZEAN—TEPAR “BREME" N “FEREME" R, BREWT. FIUT—
TRBRFEXMMEEEXENEYE, BANREMEFE. ZEXBERRA—HLBE. MEEE K"
(tension) ZAEHW, MRMAHFIFHK: “BIVFFBA. K&, ¥, BEAETR

[01:06:37] Arielle Jackson
English:

You basically haven't told me anything because you just use three words to say one thing and two words
to say another thing. Whereas if you tell me, oh, well we're really savvy, but we're also really
approachable. That's kind of cool. Because people who are expert are always approachable. They have to
have a little tension and then you want to write them as statements that say we are X, but not Y, where Y is
taking X too far. So in the example Google is playful but not silly, so they would say we are playful, but not
silly, or maybe Mountain Dew would say we are daring, but not stupid. So taking that attribute a little too
far. And so yeah, then you end up with these five statements that are we are X, but not Y. And those are
really useful in informing how you write and maybe even what your visual design would look like, and
certainly what your illustration style photography style ad copy will be like.

AR ERIE:

MEXR L ABREFREK, BAMAT=ZTRARE—4E, XATRMIRS —HF. BONRMEFK:
‘B, IAVIEEER (savvy), BRIMBFZEAN.” ZMEBT, ANERAFTEEFHEAN, HAE—R
Ko RBRMELENEHER: “HMNEX, BRZ2Y , HPYZREXERETRiK. 540 Google @ “Xil
BARERE" , HNEHRAERSY “KEEFRERE (FiHER)” . UREEEBEMBELED L KRAFRRRF
BED “BXERRY BEH, XENTFESMOEE. ARk, EEEENE,. BREXRNT SXEHIE
BHEMA.

[01:07:39] Lenny
English:

Once you've gone through that exercise and in maybe the other two pieces, where do you put this? Is this
just like in a doc that's like here's our brand overview, here's our personality, here's our positioning,
here's our purpose. And then you refer back to that whenever you're designing and putting together
strategies? Is that how it works?



FRZERIE:

—BEmTXMEIURBINATE D, FIEXERATRERE? BRE—TXHEE, TF "XEH(NNMm
REERIE « XEBAHNE" o "XRIRANEM” . XI2RANBES” , AREIRITHEE RS INSE
ER? BXFIE(ERG?

[01:08:00] Arielle Jackson
English:

Yeah, you could do it that way. That's definitely one way of doing it. That's a good start. | think that one
other place where it shows up, like we talked about that visual style guide that everyone has, that they
give to an agency or copywriter who's writing on their behalf. | think these should all be inputs into that
doc that you end up sharing. | think it should go into any onboarding you do for new employees so that
they understand who the company is. Any partners that you're marketing with, co-branding, all of that, it
should really be think of it as your little brand Bible about who you are. And also it should be revisited
when you're doing, let's say a new product or to make sure does this need to be updated or does this new
product need to fit into who we are?

AR ERIE:

B0, RAILAARIR. XEMB—MAN, HENMFHAKR. HANEENZLIMERMMT, Lk iRE
M XAEIER . HMIBERAREFRAEXEN, XERNBTHNIZZZXEBEN. RIANEBLRZZEE
FELHRINREZIFR, ittf1TRARZRiE. SEEAEEGFRH. K2REEFE. MNIZIBEEER
XF ‘Rl BVNEmEES, I, BIRALMEGE, ENZERENE, UHEREEFEZEM, HE
M mESTERNNE 5.

[01:08:40] Lenny

English:

What do you call this document/place?
FRCEIE:

REXN XA A I A7

[01:08:44] Arielle Jackson
English:

When | take all those three components and then add a bunch of other stuff, | call it a creative brief, which
is the thing you would hand to an agency or a writer who's writing on your behalf. It would include some
other things too, that we didn't talk about, like creative inspiration direction. So picking visual clips and
written clips and all these things that you like and that you don't like, so you can show both positive

examples and counter examples to the thing you're looking for.
FREiE:

HEBX=NHEME DN EEM—ERAR, HRZH “CIEEIR" (creative brief) , IEIMZLRIEFHK
XENFRA, EXBS—ERITKIZINAR, LMIEREAR: EFRERHMAERBIREF K. X
FHE, XERHEERRIFEERARERIERER.



[01:09:09] Lenny

English:

Thank you for all of that. There's so much juice there. | think people are going to have to listen to this a
couple times to get all the learnings. Before | let you go, there's two other areas | wanted to dive into. But
I'll keep them brief because | know we're going long. One is about getting PR and just a question | wanted
to ask you while | had you, founders and even bigger companies, they're always like, how do | get PR?

How do | get press for my product, even though it's sometimes a waste of time. Do you have just any
tactical advice for startups hoping to get some PR?

AR ERIE:

BFNZE. FEAZT. HERARBWIF/LEL EET2RE. EERZH, FHEBRTIFINHITR, HER
255, AARMENERET, —PBXFAX (PR). HAEAEMR, IBAMEZEARRBLEZR: “HiZIE
R1F PR? SIfILRARER T m? * REANABZRENE, WFHERS PROIIEIATE, MEFAHK
ERYRING?

[01:09:43] Arielle Jackson

English:

You mean initial coverage around a launch or ongoing?
FRCERIE:

REIEAHNNTRIRE, EEHFSENRE?

[01:09:47] Lenny
English:
I'd say early on, yeah, before the launch.
R EE:
SERE, EMEAmZA

[01:09:49] Arielle Jackson
English:

Sure. So the first one is to get your story straight. So, so many times | have founders come to me and
they're like, hey, we need help with this announcement. I'm like, cool. What's the announcement? And
back to the 30 minutes until | understand what the company is, so if you can't describe it to me in a
sentence, your reporter is certainly not going to understand in a sentence and they won't be able to
describe it to their audience in a sentence. And so really getting your story straight, all the stuff we talked
about specifically around product positioning is so key. Almost always when someone comes to me and
says, I'm ready to announce, we go back to positioning first. Also make sure that your website is ready for
the traffic you're going to drive to it, that you're not driving traffic to a name that you're going to later

scrap.

FRCERIR:



i, E—REEIMRNERE. BSHREIWARERR: T8, RNFEXINAHAGTHER.” HEE:
G, Rffta? 7 ARXERR 30 oHFRAHAREETHN. MRMAEA—ERZREREE, i2Es
EWEA—AIEEMR, BEA—EBMIIBRERER, P, BIRERE —ha 2300 Y mE (i
—EXEBE, IFERBARTE “RESFRH T B, HMNBPEEOFENML. 5, BRCBONLES
ERFIMERE, FEERESIm—MRUETEERFNEF,

[01:10:32] Arielle Jackson
English:

Are you really ready for this? So go back to all the other things we discussed first and then having realistic
expectations about the outlets that will cover you and the time it will take to get them. So a lot of people
will be like, I'm launching next week. And it's like, well, cool that you're doing that, but no reporters going
to cover you next week. It just doesn't work like that anymore. Five years ago, eight years ago, founders
could really dictate the date of a launch announcement, they could brief three to five outlets under
embargo, which means like you all can't tell our secret news until we tell you at this time you can publish.
And at that time, three of the five would all file a story and write, and it just doesn't work like that
anymore. These days for early stage startups, we're almost always running the launch announcement as
an exclusive, which means you give the news to a single outlet.

FRCERIR:

RERESIF TI9? RTINS IHNAEEMER. 4G, MREMIFEGREURFAFNEEAISE
BTl REAZRWR: “BTALH.” AR “BRE, BETAFRSHEIEEREMR.” WENIANET., B
J\EHT, SR ABRAILUREARFER, ITaIURZERERREY “BE<LH” (embargo) &k, BITEfEERY
BRI REEAF. BN ER, IXEFZR AR RETAET. ISHTRHDIRE, HNLFL22
W “MZRIRE” (exclusive) MIZ#ITA, BIRIBHESLA—RER,

[01:11:19] Arielle Jackson
English:

And they're the only ones who get to write about it. You can obviously still do all your owned and
operated stuff, your blog, your social, your investors, your friends and family, but they're the only like
news outlet who gets to write about it. So having an expectation that this is probably going to be an
exclusive, it's harder than ever to secure funding for a seed stage company and funding in and of itself is
not that interesting anymore. There's so many bad companies getting funding. There's so many good
companies getting funding too just more than ever. And the number of reporters and the number of
outlets that are covering it is just less than it used to be. So really just thinking about like, well, who writes
about this space? Do they write about company's at my stage?

FROCENIR:

12 ME—F LUREX HF FBVEAR. H2A, RINATUMBEAE. BF. X% E, BRKRAENFEER, B
NE2ME—RHRERAE. FIUES "X MER" BT, IMEMFIERZE L IR M EERE, MARHA
HEEGEZRMAERT, BAZLEARNZIME, BEAZHFARRIME, HBTBLUFE. MAZIRE
BNCEMERBEANLL LR DT, FAIUERE WEREXNTR? WIS RERX MR ATE?

[01:12:08] Arielle Jackson

English:



That's another really big one is, hey, we want the New York Times. It's like, cool, no one's at the New York
Times has ever covered a seed stage startup unless it's crazy for the last five years. Who do you think is
going to write about you? But there are still outlets that do. The other one is don't do a straight funding
announcement. A lot of founders raise money and they're like, cool, let's announce. It's like, no, we'll use
that funding announcement as a news hook to tell a larger story and a larger story might be your
products available. You have reference customers, you have momentum, you have some great
partnership that you're announcing. There's something else going on, not just your funding and using
your funding as part of that initial launch is great, but what else are you announcing?

AR ERIE:

B—AKEEE: TR, HNEL (ALHR).” Kk “GFW, EXEREE, (AYRR) LFEkRED
MFRILIATE, FIFARE)FFIBIE.” MREFEIEMR? FTIERE—EREIEN. 5—RE: FTERXK
MANG. REWBARTHMELM. X, EIERMAFEN “HEBF" (news hook) RHAR—NEARBIH
Fo XTREARER: MOTmELT; METHER; MBEKEL;, HEMER T —ITEEGF. FRTR
%, TERNNEBERE, EREFENNBLGN DR, BFREERTHA?

[01:12:55] Arielle Jackson
English:

The last thing is really about making what you do interesting and relevant so that it's not just interesting
and relevant to you and the three other people who worked there at the time, but interesting to all the
readers of whatever outlet you're trying to target. And so an example of that is | worked on this company,
Vitable Health and the founder, Joseph, he created a product for hourly workers that their employer
would buy and it costs like $50 per person per month. And what it does is it provides urgent care and
primary care. So these hourly workers who make too much to qualify for Medicaid and too little to pay
their health insurance premiums, and so primary and urgent care for hourly workers. And we tied it into
this idea of the great resignation and small businesses not being able to hire hourly workers, which was
like a big trend end of 2021, and the company operates in Philadelphia and Delaware, and we were
actually able to get him the Sunday after Christmas, Philadelphia Inquirer story.

FROCENIR:

BE—RE, BN EEEH/EBREEX, TMUEMNFNBIN=1"REEH, MEXNBIREENERE
#HEB. ENMIF, BEEI—HKM Vitable Health BIAE], €IIEA Joseph /NI THE T —F =, HEFE
MxE, SABHLY 50 £, EREJIZNEMET., XENNTIMAKXSTERIBET#E) (Medicaid), B
AN KBS AER LERRSE. RIHBES “KEER#E (Great Resignation) UK/NEWARRE)NBY THYIE
REERICE, R 2021 FRIKEE, ZLABREBBNFHENEE, BIIRABMERETENARELT
(ZEimigiRIIkY (Philadelphia Inquirer),

[01:13:57] Arielle Jackson
English:

But it was all about making this daycare and this restaurant in Philadelphia into heroes because they
offered this cool benefit to their hourly workers. And so the headline was perfect for them, but it wasn't
like here's Vitable and here's what they announced and here's, it was like, hey, look at this cool new thing
that local businesses are doing to attract hourly workers. And so think about your company in a way to
make it interesting and relevant and don't sleep on local preps.

FROCENIR:



BRENERZIEZRBMHIXR AP OMXRBITEGRK “Rig” , FEAIT0E TR T X ABBIEF.
FREATE IR RTER, EFRNR X2 Vitable, XZMIB%%H" , MER TR, BEEHMEWNTR
SUNR TIEEMBIXHEEE" o FIL, BENMLIRNQRREEEBEMEX, HEFERIMGEE,

[01:14:23] Arielle Jackson
English:

If you have a local business or a local story or local customers, this was a huge thing at Square. We turned
all of our customers into heroes and went after local press. Most PR firms that service the tech community
aren't experts in local press, but if you have a way to make some connections with some local press, they
are the ones hungry for these stories more than the New York Times and the Wall Street Journal.

FRCERIR:

NRIREZAMNY S, AHMERAMES, XTE Square BR—HARE. RIVSEEFESEMEE, HIKith
FIRAERIRE, KZHRSHHRER PR ARHMERMGEE, BNRIRESHAEEREBIIKR, itk (4
94iR) W (REAHR) EEEXEHRE,

[01:14:50] Lenny
English:

What a good tip and most likely they're much more open to writing about you versus New York Times or
Wall Street Journal. Cool. Okay. So | want to ask you one question about hiring marketing real quick and
I'll keep it short just because | know we're going out of time. When should a startup hire a full-time
marketing person in your experience?

FRCERIR:

HENMFRI, MEMSREERATELEARMEERESM. &, FERERN—IXTHRESHARNENE, &
=fEER, EANEIRET, RIBMREZE, MIEIARFARRNIZEREIREHEAL?

[01:15:08] Arielle Jackson
English:

When you have a lot of problems that you're trying to solve that would be better solved by someone who
knew what they're doing, or when you have a bunch of freelancers and agencies that are becoming too
hard to manage by yourself.

FRCERIR:

HIMERZRAFEZRR, MXLEETHT WATHIELEFEY; HELMEHEERRWENARERS, 23
fRB S BEE I K,

[01:15:21] Lenny
English:
When do you find that usually ends up being... Is there kind of a heuristic-

AR ERIE:



MRIVXBE R EFETANE? BREFAZWEN—

[01:15:25] Arielle Jackson
English:

Yeah. Ballpark, it kind of depends if you're a marketing driven business or a sales driven business. So if
you're a sales driven business and you don't have a repeatable sales motion, it's not yet time to hire a
marketer, get that repeatable sales motion, and marketing's job is to bring you more marketing qualified
leads. So that's one, so that kind of depends. If you're a marketing driven business, it generally seems to
me like it happens around 10 people, the founders doing most of this themselves, they're not doing the
best job usually or they've hired agency here, a freelancer there to kind of cobble some stuff together.
And they now realize like, okay, if | had a person who would be able to do all of this and manage these
agencies and freelancers, this would be a lot better.

FROCENIR:

REEFRR, XEURTFIREEHREERHEXNE IS, NRIREHERDEN S, BELBE—EAIEEN
HEME, BERKIBEFEARNNR, ZRIUAESNHEMNE, EHNESENMERES “EHERE
2" (MQL)o FRAXEURTFIE . MRIREEHFERNENW S, BEEAERE 10 AEANEARE, SIIEAZH]
—HEFXNFR, BEREMEABIYY, HBEFRH—THESR. A— " 8BRERMEZ. REMIIFIRE:
MRFE—TAEGEX—NHEEXEINERIR, BRIFR[SZ"

[01:16:13] Arielle Jackson
English:

It also is do you have a one point in time project? Do you need to do positioning? Do you need a website?
Do you need a name? Do you need to run a test of Google ads? Those things are all discreet when it
becomes this is ongoing work that needs to happen over time. It's better to think about hiring a marketer
and really what kind of marketer do you need? Do you need a product marketer, a performance marketer,
a comms person, a creative person? Ideally everyone wants all of that. But | kind of like that idea of a T-
shaped marketer who's really deep on one of those functions, but knows enough to be dangerous across
all of them.

FROCENIR:

FHEEERMERSREMERIETR. (REEMEMNS? FEMILG? FEERMIG? FENH Google I"&HE? X
LBRBHNES. IXETRFERPREHAITHIEN, MZEEBAT. MEEZBMTMFEBHEHEA
R FmEH (PMM). MRESH (Performance). 23X (Comms) BREEIBAL? BRBERTARTEES
Zo BEIBHR “THEHEA" S EE SRR, EXHMIURHERN——, BUARNL.

[01:16:48] Lenny
English:

| think we're going to need another episode just about that one topic. | have so many questions | want to
ask, but | need to let you go. That'll be V2. Before we do that, we've gotten to the very exciting lightning
round where I'm just going to ask you quick questions and you just give me a quick answer and we will
knock through them all. Does that sound good?

AR ERIE:



FEHMNFBELZNBH—PTERIXMEDR. BREXSRBARET, ERERFET. BHEHRNNEZ
o ERBZAT, FANVEANLAMER “HERZE" H7, HIRERE, RREEZE, FAHEENEEBEE,
IR EAR?

[01:17:06] Arielle Jackson
English:

Sounds great.

HRCERIE:

IR iRZ,

[01:17:07] Lenny

English:

What are two or three books that you recommend most to other people?
FRERIE:

REREFL AR =EBZEMHA?

[01:17:09] Arielle Jackson
English:

In marketing land, definitely the book called Positioning: The Battle for Your Mind. It's from 1980, it's still
my favorite marketing book. Another recent marketing book is Alchemy by Rory Sutherland. It's like my
favorite area of reading is behavioral science, psychology meets business. And that's in there. For fiction, |
just read The Vanishing Half by Brit Bennett. It was awesome. | then read her other book called The
Mothers, but | think The Vanishing Half's better.

RS ERIE:

EEHME, £ (Efl: FFHAPOENHSF) (Positioning: The Battle for Your Mind) . E5& 1980 i
IR, ZESMERRERNEHT. B—ARENEHBZ Rory Sutherland B9 (FEAR) (Alchemy), H&
EVNWFERMERITARE. VEBEES5HUMNES, XEPME T, /NRAE, FERIET Brit Bennett #Y
CHRB—*) (The Vanishing Half) , 3EE#E, EREXRXTMHF—AH (&%) (The Mothers), B
N CERB—3) B

[01:17:36] Lenny

English:

Awesome. | will check that out. What's a favorite podcast or even newsletter on marketing?
R EE:

BT, REEEE, MESNNEHEXEZFANEREN (Newsletter) BHA?

[01:17:41] Arielle Jackson



English:

| love Nick Sharma's weekly newsletter. He's a growth marketer. He started his career | think at [inaudible
01:17:48] water. So he does a lot of CPG type DTC. He has a great marketing newsletter that comes out
every Sunday night. On podcasts, | love How | Built This. | know that's already really popular, but I love
that one. It's not really marketing, but just general business. The First Round podcast in depth is pretty
great. Lenny's podcast I've been listening to is awesome. And then my friend Jasmine from The Concept
Bureau has a marketing podcast called Unseen, Unknown. And it's kind of about culture and branding
and how these things and society and trends. It's not like straight marketing. It's kind of more of the
culture and sociology that informs marketing.

FRZERIE:

FKEIW Nick Sharma BIE /& Newsletter, iR —RIEKEHER, FRIEEIRT Hint Water, i TIRZIEZE
& (CPG) XMEMmHEZEE (DTC) B, tAER Newsletter SAIBM A%, EER, BEHE, BEX
(elkThegY (How I Built This), HHMEEBLRRAT, ERENREER. EATEEEH, MaBAEL,
First Round FY3EZE (In Depth) tRt#E, F—EEIRM Lenny MWEZHIEEHE, TEFKAK Jasmine (K
B The Concept Bureau) MI—NEHHEZM (Unseen, Unknown), ERXTX. REUKRMEESHEEN. ©
FERMAEE, FZERXTEMEHENXHKAHSE,

[01:18:30] Lenny

English:

Wow. That is a lot of good stuff. What's a recent movie or TV show that you've loved?
FZERiE:

R AMRERNBREEATEG?

tﬁ
_H
o
At
W
palll

[01:18:35] Arielle Jackson

English:

This is more embarrassing. How many movies have you seen in the last year? Just curious.
R EE:

XBREW. (REFET ZVEER? ARFH.

[01:18:41] Lenny
English:

Me? A lot, on streaming services. Way too many also, if that's where you're going or have you seen none?

, EREEFE LB, BRET R, MERRR—EERRENT?

[01:18:48] Arielle Jackson
English:

Well, I've seen maybe four and they're probably all on Disney+.



FhaERIE:
1R, FABIE 7SR, mEArIaEEBTE Disney+ ko

[01:18:53] Lenny

English:

You're winning. That's excellent.
R EE:

R 7o BBIRME,

[01:18:56] Arielle Jackson
English:

| would say | really like some of those Disney Pixar movies, Luca, Encanto. Those are all really great. |
mostly only watch movies with my kids, but I'm pretty excited. | had a celebrity crush on Anthony
Bourdain and I'm excited to watch his new documentary if | ever get around to it. And TV shows I'm

equally bad.
FR3zEiE:

HRRBENRERE LR —LEER, il (EEREXR) (Luca). (BEHBE) (Encanto). EfER
Riz. REEARMZEFN—REBR. EREAEN, REEXRTILKE - KE (Anthony Bourdain), F1R
HENE, RRBEMBFLRA. ETEMR, ZBEFRL.

[01:19:16] Lenny
English:

Okay, great.
FRCEIE:

YFEY, KIFTo

[01:19:16] Arielle Jackson
English:

And there's this little Netflix show called Old Enough. It's a Japanese show with subtitles about sending
toddlers on errands in Japan. They like go by themselves. It's 10 minutes. They're awesome. My whole
family watched them together. It's really cute.

FROCENIR:

Netflix EBE—0Y (hARmKEBE) (Old Enough) BYNHH, XR—IMHFRENAETEH, HHNZILWHMZF
THZFERRRBERER, 12, 8510 0% FEE, HKe2X—EEN, ENRAE.

[01:19:29] Lenny

English:



Old Enough. I'm going to check that out. Okay. Two more questions. Favorite interview question when

hiring a marketing person?
R EIE:
CNARRKREEBEY, HREEEBWN. ¥, &ERINEH. BEEHARNRRESNAIEIR?

[01:19:35] Arielle Jackson
English:

It's probably tell me a project you're proud of. Tell me about a project you're proud of, is just really open-
ended and get to hear a lot about a lot of things that way. And then maybe runner up is tell me about a
campaign you recently come across that you were not involved with that you thought was cool.

AR ERIE:

AR ‘SFE—TILFERHNEE” . XR— 1M EEARNEE, BIXMANAURERSER, &ikin
Bz “HFE- MmO, (RRBES5ERGRENERER.”

[01:19:53] Lenny
English:
Hmm. Love that. Okay. Final question. Who else in the industry do you most respect as a thought leader?

FRCERIR:

!

ot

KXo 8, RE—MEE. WARREMHE R4 (Thought Leader) Eif?

b

[01:20:01] Arielle Jackson
English:

In the marketing industry?

R EE:

EEHRTLIE?

[01:20:02] Lenny

English:

In the marketing industry? Yeah, sure.
R EIE:

EEHTIL? 2/

[01:20:04] Arielle Jackson
English:

| guess old school thought leaders, David Ogilvy, Rory Sutherland, Seth Godin. New school thought
leaders, we mentioned Nick Sharma. There's a woman named... I'm probably going to butcher her name,



Anna Andjelic. She has a newsletter that | didn't mention before. It's called the Sociology of Business.
That's really good. She's a CMO, chief brand officer type. She kind of turned around Banana Republic
recently, which was cool. Emily Hayward from Red Antler. | also really like Ross. | don't know this guy, but
Ross Simmons from Foundation, which is a content marketing agency. I'm not a content marketing
expert, but he really is. And | think he puts out some good content.

FROCERIR:

ZIRME i, FIESEMEE (David Ogilvy) . Rory Sutherland. ZE#f - =57 (Seth Godin). kA, FK
114827 Nick Sharma, ®E—(U& L, ARSI IEMAIERF, Anna Andjelicco B —RFEZAIEIREIR
Newsletter, 0 {@EIl¥te%) (The Sociology of Business), IE&E#E, hE CMO. EBREREEB—EMA,
RIERINEYE T Banana Republic, fRES, i£%& Red Antler Y Emily Hayward, FHREIX Ross Simmons
(3RB Foundation, —RARAEHENME) , ERIARM, EERFEANREHER, MEXE, MAHHNREAE
FRERS

[01:20:48] Lenny
English:

Man, these show notes are going to be a long list of great stuff. Arielle, thank you so much for being here.
There's just so much jampacked knowledge. | don't know if people were prepared when they started
listening to this and so congrats on making it through and | hope you're probably going to go back and
listen again and again. And so again, Arielle, thank you so much for doing this. Two last questions. Where
can folks find you online if they want to reach out or ask questions and how can listeners be useful to

you?
FR S ERE:

K, XEATEMERREE—MEEKNTEFR, Arielle, JEERGIRER, XEMEEEXKT . HRH
BAREFGRAZAEREBIFOIEES, HRERTHAR, RHFEMRIIEREWT. BRZE Arielle, &/
FNEEL: MNRAKBEXRIREIRR], TER_EMBERRILUREIR? UK, IRAREILAAIREERA?

[01:21:14] Arielle Jackson
English:

Sure I'm on Twitter and LinkedIn. Twitter, I'm hiimarielle. And if you're interested in this stuff, but feeling
overwhelmed, | will plug my Maven course. | teach a course on startup brand strategy that covers
everything we talked about in this hour, or this is more than an hour now and kind of with a little more
hand holding and feedback. So it's a crash course on all this stuff. The four founders that takes two weeks
and you go through all of this and that next cohort of that, | think we're on cohort four will be this fall. So
you can apply for that course at maven.com/arielle/startupbrandstrategy.

AR ERIE:

LSR, IKTE Twitter 0 LinkedIn ko Twitter IS & hiimarielle, NIRRT XLERBRMBERITMNTF,
HAEE—TEMN Maven IR, HE—IIXTHLILRRESEEANR, HETHNX—NZ/NHIEINFRER
B, FEHEEZHNFIBFESNRG. X2 1HICIBANRNIR, HEARAE, MEERMEXLERE, T
—H (RERFEH) BESEMERHAS. {RALTE maven.com/arielle/startupbrandstrategy BB X[ iR

2o

[01:21:57] Lenny



English:

Amazing. And | guess that's how listeners can be useful to you.
FRCERIE:

KiET . HAAXPEITRETUANIRHBIE,

[01:22:00] Arielle Jackson
English:

Yeah.

FRERIE:

=8

[01:22:01] Lenny
English:

Excellent.

R EE:

KIF7To

[01:22:01] Arielle Jackson
English:

Exactly.

FREiE:

o

[01:22:02] Lenny

English:

All right. Well great. All right, well thank you again, thank you again and [inaudible 01:22:07].
R EE:

PRy, KIET . BRI,

[01:22:07] Arielle Jackson
English:

Thanks so much, Lenny. It was fun.
HRCERIE:

EE RS, Lenny, EHEM,



[01:22:09] 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.

FRCERIR:

EBRSARIIKIT, NRIRGEFXEATEENE, FILATE Apple Podcast. Spotify SHIRERAVER R A _£IT
FATH. W, BEERAHNTAFIE TiITFIL, XERAMETEHEMITRLIL XN EER, RAIUE
lennyspodcast.com #EIFIEFHITER THREZES. RITTHTEENL.



