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[00:00:00] Emilie Gerber
English:

No one ever gets this tactical in PR. There's just so much theoretical conversation and examining the big
blunders, but at the end of the day, if you're a startup that wants to get coverage for your company, you
need to know actually the steps to take to do it.

FRCERIR:

FEaxE, RUBEASHEXAEELEN. THLEFERSHNERRIIMMEARIRNS N, BIFRE
B, MRMB—RBERFHEFRENDEI AT, MFENERFZEAM.

[00:00:13] Lenny
English:

You mentioned a bunch of amazing companies you've worked with, Ram Perplexity. Most products won't
have this interesting of a story to tell. How do you help find something that is a nugget?

AR ERIE:

RIS T —RIISIEIMMRB AT, il Ramp #l Perplexity, BAZHM™RHESEXATBNHERH, R
SNMEIEE BNt Iz B BB NER “HEM (nugget)” DE?

[00:00:21] Emilie Gerber
English:

You can get so in the weeds with your own messaging that you want to set up this massive problem
statement, you want to make it a huge trend story, but if you're very straightforward and you're pattern
matching, it's generally actually going to work.

FRZERIE:

ReElgenRETECHIEARATHR (inthe weeds), SBHE— N AERBEGFR, HELEEER—TEX
BB HE, BXFLE, MRAERVSIEZTERE, HFEEBMHE “RXLE (pattern matching)” , BEMR
Rim=Eit.

[00:00:32] Lenny

English:



So | asked you to bring some examples of pitches that are great and also examples of pitches that could
be better.

RS ERIE:
FRUAFRIEIRS T — BRI (pitch) FHl, WUk—EBRBFBHZER,

[00:00:39] Emilie Gerber

English:

| want to read one to you and then | want to see if you can tell me what this company does.
FRCEE:

BRIE—NAIRR, AEEEMETESIFERXRABIKSMA AR,

[00:00:44] Lenny
English:

Deal. Today, my guest is Emilie Gerber. Emilie is the founder and CEO of Six Eastern, a PR agency that has
worked with over 100 tech companies, from stealth startups to publicly traded companies, helping them
get press, build awareness, and level up their PR and comms strategy. Before starting her own firm, she
worked at Uber where she led PR for the business development team and B2B programs. Prior to that,
she worked at Box on product communications with a focus on product launches and partnership
announcements. In our conversation, Emilie shares so many golden nuggets of advice on how to get
press that | lost count.

AR ERIE:

—=HE. SKMNERRE Emilie Gerber, Emilie 2 Six Eastern BIBIAAFE CEO, XE—RAXNM, B85
100 ZRBFAEEE, MBREIEI (stealth) WHIEIATEI LHAREE, BHEHIRBIEARE. BIiIIH
BEHREAAXMEERRE, FRIHECSHRRZE, MEBE Uber TE, fafRllESLREEIPAN B2BMENA
Xo TELLZ A, H7E Box A= MmiEHE, ERErmAHMESENEAS. ERIMNMNINHEFR, Emilie PET K
LR TFINEFFBIRIFIRENTE (golden nuggets) , SRR ET -

[00:01:23] Lenny
English:

We talk about which publications to target depending on your market and story, how to craft your pitch
and your outreach to reporters, how to actually reach reporters, and also how to craft your product story
for people to pay attention to what you're doing, why warm introductions to reporters aren't actually that
important, how to find podcasts and newsletters to pitch that might be even more effective than
traditional media, how much it would cost you to work with a PR agency instead of doing it yourself, and
how much lead time you need if you do that.

FROCERIR:
FABHE T MARFEMROT MR FEZERER; OAESHENGEHERICE, WAKFMEIEE; Mk
AFTEIREYF MR S ARSI AR R E. FATEME T A AIRER “BAMEA (warm introductions)” HSE

BMALEE,; MAIFHATERILEREAEERHBEMNINEEH (newsletters) #H1TH#N; BIBEAXATMIE
ENFEANRERSLD; UNRNRIRXHMFEES D EEE (lead time)o



[00:01:50] Lenny
English:

Also, we go through a few real-life examples of press and outreach, both good examples and bad
examples, and what we can learn from those. Also, we look at a pitch that Emilie sent to me about a
podcast guest that is a client of hers that worked, and this guest is coming out in the future, so we look at
what was effective about that pitch, and so much more. If you enjoy this podcast, don't forget to
subscribe and follow on your favorite podcasting app or YouTube, it's the best way to avoid missing
feature episodes and it helps the podcast tremendously. With that, | bring you Emilie Gerber after a short

word from our sponsors.
FRERIE:

tesh, FATEDRT LD ESEREFREMINEXZRS, SIEEEmMREBIGIF, UK LUMFRENt A
o FAVEAR T Emilie REATKM—FENE, BEXTRO—(UFFAFEARBRZTRENRIE, BMETHKI
T, RMUBERERKLL, FAUEMNDRTREIENEHERZL, TEESHEEAT. NRIRERAE
%, AISTEMAEANEEZNAE YouTube EITHMXE, XREREIRKTENRFH, BWETE
BEEX#ER, TH, ERTHBBNEENARG, LIIIVE Emilie Gerber,

[00:02:25] Lenny
English:

Let me tell you about a product called Sprig. Next gen product teams like Figma and Notion rely on Sprig
to build products that people love. Sprig is an Al-powered platform that enables you to collect relevant
product experience insights from the right users, so you can make product decisions quickly and
confidently. Here's how it works. It all starts with Sprig's precise targeting, which allows you to trigger in-
app studies based on users' characteristics and actions taken in product. Then Sprig's Al is layered on top
of all studies to instantly surface your product's biggest learnings. Sprig Surveys enables you to target
specific users to get relevant and timely feedback. Sprig Replays enables you to capture targeted session
clips to see your product experience firsthand. Sprig's Al is a game changer for product teams, they're the
only platform with product level Al, meaning it analyzes data across all of your studies to centralize the
most important product opportunities, trends, and correlations in one real-time feed. Visit
sprig.com/lenny to learn more and get 10% off. That's S-P-R-I-G.com/lenny.

FROCERIR:

LB BRI B—FRE N Sprig BIF=mh. & Figma # Notion XM T —R ™= aHFIPAER&HH Sprig RITERZ AP
EENM™fR. Sprig @— MALEREFNTS, 8EILRMEMRAFBEWERXN~RALTER, MMmRE,
BiEtME = RRE. CHITERBNT: B2 Sprig WREEENL, AVFIMBIERF S ENETRPHNTT
N ENARRR (in-app studies), A/, Sprigy Al REMEFRBEMRZ L, BREENHFRPREEN
%%, Sprig Surveys it {REEH X4 E P IREVE X B MBS 15, Sprig Replays it fREEEIRISEMNSIES
E%, FEIRWMBFmAR, SprigfY Al - @mEIEY “FEMsTE” , tilEE—mE~RE A NTEE, X
BERETCEIMTFAEMATNEIE, FREENFas. BEMXEMEEPTE—ILMERRF. 1HA
sprig.com/lenny TRESZHEZNFMNZ.

[00:03:27] Lenny

English:



This episode is brought to you by Eppo. Eppo is a next-generation AB testing and feature management
platform built by alums of Airbnb and Snowflake for modern growth teams. Companies like Twitch, Miro,
ClickUp, and DraftKings rely on Eppo to power their experiments. Experimentation is increasingly
essential for driving growth and for understanding the performance of new features, and Eppo helps you
increase experimentation velocity while unlocking rigorous deep analysis in a way that no other
commercial tool does. When | was at Airbnb, one of the things that I loved most was our experimentation
platform. Bracket set up experiments easily, troubleshoot issues, and analyze performance all on my
own. Eppo does all that and more with advanced statistical methods that can help you shave weeks off
experiment time and accessible Ul for diving deeper into performance and out-of-the-box reporting that
helps you avoid annoying prolonged analytics cycles. Eppo also makes it easy for you to share
experiment insights with your team, sparking new ideas for the AB testing flywheel, EPO powers
experimentation across every use case, including product, growth, machine learning, monetization, and
email marketing. Check out Eppo at getepo.com/lenny and 10 X your experiment velocity. That's get E-P-
P-O.com/lenny. Emilie, thank you so much for being here and welcome to the podcast.

AR ERIE:

SET B Eppo B, Eppo ZH Airbnb #1 Snowflake B AIMAE KEI AT &R T—A AB X F0ThaE
BEEFA, Twitch. Miro. ClickUp 0 DraftKings F QAR EMKH Eppo RZIFMTAVLL, SLIOX FH#Ehig<
T EEFTHAERIESHEEE, Eppo BEEBTIRSLIRE (velocity) , FIBTSEIMEME I T ATARERN™
ERED. T Airbnb B, REMNABAZ—MERINNELLTS, HAIUBRNIZEXN. HRRHREHIRT
DR, Eppo HBEFLHMNAKIT A, Bl UEBREFE ALK E, EZH8 Ul AR ANIREEEEIR
BREMARNEBKSITER. Eppo REEILLIREMERFN D ZEXLK AR, Bk AB M YT R E. Eppo ¥
EMiZRNLG, SE~m. g, VSFES. TUMEHEFERE. 1hiR getepo.com/lenny, IL{REILIIRER
F 10 1&. Emilie, IFERSIREER, WIMREIZAIEE,

[00:04:59] Emilie Gerber
English:

Yeah, thank you for having me.
R EE:

9789, BHREIREIET.

[00:05:01] Lenny
English:

So we're going to be talking about press. A lot of people say that trying to get press isn't really worth your
time. It doesn't drive signups, it doesn't drive growth. You could spend your time on other things and
have a lot more impact there, and | know that you have a really interesting perspective on second order
effects of press and other benefits. So I'm curious to hear, what's your perspective on this idea, that press
isn't really worth people's time and how can press be helpful?

FROCERIR:

HANNEZMIEAIRE (press) o REARFERERBEELTNERENE, BNEFHFREIM, BAHRE
Ko RATLUBRSEIRERMERB L, FEERNTM. HABMRMEEFEKRER “ZMMN (second order
effects)” MEMFLEIFEEBINR. PRURKRREE, (R “EHRRETNERENE ITMRUELE? &
REEIRETARA?



[00:05:27] Emilie Gerber
English:

Yeah, when we were emailing about it, talking about some of the articles that you were in, some of the
coverage that you got, | was thinking about how, in your case, you have multiple audiences. You have
your customers, which in a way, are your listeners and the people that are engaging with your content. So
in a way, you're a B2C business, but in another way, you're a B2B business. Obviously, you have sponsors
and you're trying to attract really great guests to come on the show, and so there's a second order piece
of the press is validating that you're something that a software company wants to sponsor. So internally,
they're making those decisions. Not everyone might know Lenny's podcast, but they could send around a
CNBC article and see that this is something very legit and something that people care about. It just
signals that third-party validation that | think is really important, and that ties back to, when you look at a
SaaS company or something and they're making decisions, having that validation, | think, and that
credibility goes a really long way.

AR ERIE:

=0, HBRITEIHGRRMEEN—EXEMRERN, KER, UMRAG, MRAEZESR. REEF, &
MIZE LMEMNIARFSSIRRENIAN, FAURGEE—KB2C thl; B5—F@E, MEE—KB2B ik, &
A, MEREE, MEBERSINENERLTH, BERRENZMMNMETF “BIE (validating)” ——iiEFA
W%—AEWF’AﬂF%ﬁHjJE’\JXT%o TERE)NEMHREERY, FTRERES N AZBEE Lenny RUIEE, (EhTRTLL
HA—RE CNBCHXE, BIXE—MEEEMEZAXINIE, XEET —MRIANEEEEN “E=74
Rt (th|rd-partyvalldatlon)” ° ﬁEJL,Ll_;ﬁH 5l SaaS ATMPUREEET, XFMIUEM NS IR IR ARIER,

[00:06:24] Emilie Gerber
English:

Especially for a company that might be early stage, they've raised a little bit of money, | think sometimes
the buyers are skeptical of engaging with new tools, because they're worried they might not raise more
funding, or it might go away tomorrow, and so the more that you can validate the business through
things that's not just you doing personally that other people are doing, | think the better. So | think, yeah,
that's the value from the B2B perspective and it's not necessarily going to directly drive signups, but
when that AE is sending their sales emails and they can link to a story, | think that really helps. Also,
candidates too, when you're reaching... If it's a recruiter reaching out on LinkedIn and they only have 100
characters to make their pitch, linking to that story can be really powerful.

FRCERIR:

3B FHRLERAT LT REME. N T —RBNAE, IXENSWERTTIARTRSE, ARth(ilE
ID \EETREREAREI T4 E, HEAXRMAAT . Hik, fREge@IIEDAITA EIMEARTEN) RIGIEL

, MRFBYF. PR, XFZ B2B IANNE. EA—EEETHREM, BIFFEZE (AE) REHEH
1¢#BHJ:$I§JE%J§E'L BEWRAERE . XTFRRERZMLL, MRBEASTE LinkedIn LEXZAM{], RF 100
PNEAFREERMEHT, ERIRRREZIFERRR.

[00:07:03] Emilie Gerber
English:

So those are some of the second-order effects for B2B. And then, on the consumer side, it's a much more
complex issue. There's affiliate marketing, which is this whole world of paid, where you're getting product
reviews and that sort of thing, and that's not really an area that I'm an expert on, but we do work with



some consumer companies where press is a major driver of growth. So for instance, Perplexity, they have
invested essentially zero in any paid marketing, they don't have a marketing person even, but they do do
PR. And so essentially, after their most recent announcement, they saw a massive spike in growth, a
massive spike in signups, pro users, all of that. And | think, in that case, the reason PR works so well is...

FRCERIR:

XEE B2B W —E MM, MEKEEE (Cik) AH, BREERTSZ. 7 “KEEH (affiliate
marketing)” , XR—MIBEGE, BRFRMTZENAS, BAEHREROMN, BHIHILE5—LHE
KRB G, AXERTFR, FERRERIEKNEZRENS, B0 Perplexity, MIEMEEH LHRANES
NE, BERBEIINEHALR, BHIMAX (PR). BAL, FIRE—RAHAaGRE, BRI TEK
MWEXE., EME. TURBAFHARBIEM. BIANEZIMERT, AXZAAUNKERZERT:---

[00:07:47] Emilie Gerber
English:

First of all, it's something that's very easy to grasp. Google alternative. | know how to use Google, I've
used Google a million times, you can go to perplexity.com. The barrier to trying the product is very low,
you can quickly type in a query, get the answer, and then see the power of the tool. It takes one time to
see the power of the tool. So in that case, | think just organic press is enough to generate that. There's not
a long process to get the customers interested, so... Yeah. | mentioned very case to case, but in those
instances, it works well,

FRCERIR:

B%, CEERZEM— “Google WEMRM™ - HAEEAR Google, HAITTHR, RAIUERE
perplexity.com, ZiX=mBI GIERMR, (RAILURERA—TEN, FEER, ARUZEFTANEK.
[F—R, FREETARRERNEI. FIUEXMERT, HIANNNE “BAREAIRE (organic press)” FLEM
FEXMHR, FREZERKIIIZRRSIZF . AL, BAREBRMS, BEXLERFIPURRT.

[00:08:18] Lenny
English:

Man, there's so many threads | want to follow here. That was such an interesting answer. And by the way,
| love Perplexity. | once tweeted a result | had when | was using Perplexity, and that was one of their
default questions you could ask about strawberries. Apparently, strawberries are not one fruit,
strawberries are a bundle of fruits and every little piece of a strawberry, those little red things, are
individual fruits all bundled together, which blew my mind. | was like, "I need to share this," and so |
wonder how much of their growth just comes from crazy things like that.

AR ERIE:

R, XEERSFERNRITHEAR. XPEIZEXEBT . RER—T, FBREIIRX Perplexity, HBLZX

H—5FHEX, BRI Perplexity ISR, MEXTESH—TEINAE. B, EEHAZ—MKER, m

%—%*% EEENE—NMNIRERRIAKREEE, XIERAFRF, RARR, “BEBTNEX
» FRUAFRIRGF B )ROIE KB S D @R B FXAERIERY/ VAR,

[00:08:45] Emilie Gerber
English:



Yeah, it's like the kind of tool where your mom could try it and instantly know how to use it. Yeah. It's
good for weird questions, like what you just shared. That's where it comes in really handy.

AR ERIE:

20, EMEPHEMRBBRIA—THELIZNFIELABNIR, IFEESRBEIRNZ 2 =AM IZR
&, PERECRESFHMTS,

[00:08:55] Lenny
English:

You did a great job just defaulting, "Here's weird questions you could ask," and then, wow, what an
answer. Okay, so on the B2B side, | think this is really interesting. When people are thinking about doing
the calculus of, "Is it worth investing and trying to get press for a B2B business?" Related to what we were
talking about offline. So when | got these stories in Fast company, | got a story in CNBC, | got a story in
Entrepreneur Magazine, and | was telling you I've seen zero growth impact from all these stories. And
you'd think like, "Wow." I had a story in the magazine, Entrepreneur Magazine, print edition, and nothing

comes from it as far as | can tell.
AR ENIE:

REBRE, FIAREME “RAm&RmE , RE, &, ZRXET. &, XFB2BAHE, HiiFXE
B, YANENE (doingthe calculus) “A B2B I SR AFEURAIRESTER B, X5FKNLTHZ
HRBE X, YT (Fast Company). CNBC. {Entrepreneur) Z& LHFBIRER, HEIFIR, FEEIIX
LEAREH SR KM, REHE, “HE, REL (Entrepreneur) ZEMENRIRT” , BIERAA, 14
HRE4%E,

[00:09:30] Emilie Gerber
English:

Yeah.

FSCEiE:

i

[00:09:30] Lenny
English:

And your point, which really stuck with me, is the real benefit isn't that first order growth impact, it's...
And I've been doing this, it's when I'm emailing potential guests telling them, "Hey, check out my work or
my profile in these magazines." And just having those little logos is really powerful, and that's why you
see those logos on people's websites. So is your advice here, basically, for B2B businesses than most? If
the pie chart of impact of press, most of that percentage is just having a logo of an awesome publication
on your website and your outbound emails, and things like that?

AR ERIE:

REIRRILRENR AL EENmARERM—MENEKRE, ME - R —BEEXAM, MEBARSEE
BEEAMAN, BEW: R, BEREXERTLEHFERIEN.” HEPL) Logo ENIFEENE, Xl



R AMRZBEANEME EHBOXLE Logo, FRUAMREIZINZ, MFARZEB2B hiIlRiR, NRBEFRIRER
FIARHE, RERDEEFIE SRR T EM IS SN BR 4 R — @ E (KB Logo?

[00:10:06] Emilie Gerber
English:

Yeah, the logo is a piece of it and then also the storytelling part. Maybe they're not going to read eight
paragraphs that you wrote about your business, but if it's in the format of an article, | think they're more
likely to take the time to do it. One other, | guess, aspect of it is content. So for instance, the articles that
people want to write about you are not about necessarily how great your podcast is, which it is, but more
about how you created this business. And so it's more through the lens of you're an entrepreneur, you
have built this media empire, and so that's not necessarily the kind of story that's going to drive your core
audience to sign up, and so contents is part of it, too. And so we work with companies where we get them
great stories about their company culture and cool initiatives that they're doing, because reporters are
interested in that topic. That's not going to help their sales, but it might help with something like
recruiting. And so yeah, | think thinking... That's the other piece of it, is thinking through the content.

AR ERIE:

TR, Logo B—H#B5, B—ENENE. MIAEAFAZRMENXTESUSH/\RXF, BNREBUXE
MEAZ2M, MIEERERREIER. Z—1MHAEERS. A, AMMBEENXFMIXE, F—EIFFZE
MIBEEEZE (RAHIRE), MESEXTFRNAELIIXTSESH, ERM “RE—MrEWR, BiIT—
MEEFE NAELLRN, XMRER—EIWSIREZORRETIM, FIURBTESHERE—H7. &ila
B-ERFRERE LR X T AR UHEEZEHEINE, ANIEENXEFERENB, XRAWHE LT
B, {BRIGEXHBEISE . Fill, BERABTRAXNSE —PXRER.

[00:11:03] Lenny
English:

That's such a good point, because the story they're going to write about you isn't, "This is the best
product you've ever seen," this is, "Look at this interesting journey this startup has gone on," and that's
not going to convince your customers, it's going to convince other people just to read this publication,
but the fact that they wrote about you is really beneficial. And then you're saying B2C, most of the benefit

is actually driving growth and you've seen lots of examples of press driving significant growth.
R EIE:

EPTRAEFT, RAMNEENXTMIHEAR "XRMFENIERFHT~m" , ' “BEXRVLIQFLMN
MEBRE" . XA TIRBNER, REERSIRERRZTIY, B “WIRET R XTEREEZFER
miY. FAEMREEI B2C, ABRDmAKir ERIREEK, MAMRIIREFEAEIREREEEIEKAIFFo

[00:11:27] Emilie Gerber
English:

Yeah, | think it can be and | think this is one where, yeah, it a little more case-to-case, because we have
some clients where they need to invest heavily in affiliate, because product reviews are what they need or
they want to be on lists of the best vacuum cleaner, or whatever category, and it's less about getting them
big features. And so there's different ways of doing it for B2C. But yeah, | do think it's like... Yeah, there's
two camps, affiliate or not affiliate.



AR ERIE:

B0, FHiANEHERALt, FIXEBRTFARAEKER, lﬂjﬁﬂ‘]’ﬁ‘“ﬁg)ﬁ FEEESRAN ‘KEEH
(affiliate)” , EAMIIFERNZS @Y, HEEHEN “RERLR ZLXNER, MABERRELTTIR
o FrLA B2C BARERITE. BFHRHASEINARI LIS AFIK: HXE’H*%/JEﬂHFE%“E*%/)Eo

[00:12:00] Lenny
English:

Can you actually explain this affiliate bucket? Because I'm not actually that familiar with it.

FROCERIR:
REERERE— T “BXBAEHE (affiliate)” SEREIS? HAFHELARHAE.

[00:12:00] Emilie Gerber
English:

| can. However, we actually don't do affiliate marketing, so there's probably going to be a lot of people
that have a much more insightful perspective on it, but affiliate is essentially when you work with a
publication to give them a percentage of any sales that come from the piece of the article. And so if you
look at Business Insider's list of best personal finance tools, it'll say at the top that they're getting
commission. So they track the links, they figure out a certain percentage, and then they basically get a
percentage of all the sales that come in, and it's very common. | would say most consumer companies are
doing this, but yes, there's entire agencies that are dedicated to that field.

AR ERIE:

Al AERMNTELAMEBEH, PRUABEARZSALKEERZINNER, FEKE, KEEHMEMSE
FE1E, MEXEHRNHEETPAMIT—ELLHIBRM. WRIRE (Business Insider) By “RENMAEMT
8" 5%, MSERMSWEAE. tIleREE, HERNtt, ARMNHERNFEETREM. XFEE
B, REBOHELQBEEXAM, BEEFE AT —JUHBRIENM,

[00:12:38] Lenny
English:

Wow, | didn't actually know that was such a big thing. I've heard of affiliate marketing where you get paid

for promoting something, | didn't know Business Insider did this as a revenue.
FRZERiE:

i, REFMEXEER T —TITXAKNF, RTIEKBEHSE RSk, BRFHE (Business
Insider) HIEXS{ERARIR,

[00:12:48] Emilie Gerber
English:

Yeah, and | don't want to call out just... | mean, | would say every publication that's doing product reviews
for the most part, | believe, it's a very common practice.



AR ERIE:

20, FTRRARBE K- BNERE, EHAN, BRSHERNITRIEE, XE2IFEEIBRIMY
%o

[00:12:58] Lenny
English:

Wow. All right, already learning a lot. Okay, so | definitely want to start talking about how to actually get
press for your product, but one quick question about fundraising announcements. So I'm an investor in a
lot of companies, very often, they email me and ask for advice how to get press and, most of the time, it's
a fundraising milestone. When is it worth investing trying to get press and fundraising? Like always worth
trying, rarely worth your effort? Does it have to be some really impressive fundraising moment? What do
you suggest?

FRCERIR:

i, BEFERST. if, RIFFEFBWIME N~ RPBREERE, BEBZE, XT “BMEAQE B
NEE, HIRATRSAE, MIEEREBARFRMNRGEERE, RSBUHBERBERANRARTENEE
B, FfARRESIRFIEERAENESFIIRE? BAZERFS—R, ERRMESTEN? UAZIFEFRARN
RAABIZING? REHFARN?

[00:13:32] Emilie Gerber
English:

I also think not all PR people are going to agree with this, but | do think funding rounds, you can always
get a reporter to cover if you go about it the right way. | mean, we scope out projects that are just for
funding announcements, we've never had to not finish that project or we've never... | wouldn't do that if it
wasn't possible, so | think there's a couple of reasons that it sometimes doesn't work out. But | guess just
to take a step back on funding stories, a lot of founders automatically think that, "I raise money, so
TechCrunch will cover this." The reality is... Someone tweeted, actually someone from another agency, |
should... Propeller PR, they tweeted that they counted how many funding stories TechCrunch did in a
week, and it was nine, so they had written nine funding stories in one week. And then they counted how
many funding rounds actually happened that week by looking at Axis Parata and Fortune Term Sheet,
and it was like 50.

AR ERIE:

KREHARFENAXARMEREX—R, BFiAA, REFZESY, REARRDERSIEERE, HHE
BE, BaFEZTNNHYREQSHINE, MAMNKREKE, WMRFATT, BEFASE, RESFSENREI
BEEREN, BER—FH, XTREARE, RZLBABNAA “HEIEIERT, TechCrunch MSIRE” . WL
B BARIHEX, FBRES—XMM Propeller PRHIA, #1451+ 7T TechCrunch —AIRET Z/DRIE

=, £R82 91, AGMI1ETESF Axios Pro Rata #1 Fortune Term Sheet 451t 7 Bl — A LR A £ HIRL A
R, KAHE 50 1

[00:14:26] Emilie Gerber

English:



So it seems... When you go to TechCrunch, it looks like, "It's all funding stories, so mine should be one of
these." That's not the case at all. But | do think, if you go about it the right way, you can be one of those
nine. And I'm talking about TechCrunch specifically here only because the reality is they are the
publication that's going to be most likely to write your funding story, that's just kind of the way it works.
And it's not a bad thing, they're actually... They don't have a paywall, they tend to do a very good job,
they understand it. It's a well-oiled machine, and so we know if you've done a story with them, it's going
to pretty much go how you want to plan it. So when you go to pitch a funding story, | think the first thing
that founders, or whoever is reaching out on behalf of the company, does wrong is they convolute the
message.

AR ERIE:

FRABIEEHK - BIRFTH TechCrunch, FIREBEMANRE, MIRT "BHOENZEHPZ—" . FERHIFU
o BN, MRIRFELER, RAUEAIR I Nz— HXELIRE TechCrunch, BEANMSEHtTE
RAFRESMAARENEE, TUHMNREXE, XHFEHE, MIIEK - RENEE, MRIFEET
A, RIET. XBR—NERRFHNEE, FAURMNMENREMMIEE, FHEEX LIZITRHT, HRE
EMRARSEN, BANLBATRRATHALRHE-THEHIZRERESB/EIRER.

[00:15:10] Emilie Gerber
English:

When we pitch a funding story, we make it very clear, "Hey, we're reaching out with a startup launch or
funding. We're offering this to you as an exclusive, meaning we're not going to pitch anyone else if you
take the story. Here's the amount that's raised, here's the space that... Here's the space they're in and
here are the investors." | think you can get so in the weeds with your own messaging, that you want to set
up this massive problem statement, you want to make it a huge trend story. You don't really say what
you're trying to accomplish from it, but if you're very straightforward and you're pattern matching, "Hey,
this TechCrunch reporter is the one that covers FinTech. | have a FinTech funding round, here's the reason
my FinTech funding round matters." It's generally actually going to work and now it does 100% takes
follow up.

FROCERIR:

HEAVBENREREN, HMNIRBREE: R, FHMNE-RVEQBHEHARMEHES. HRIREMR
JRRK (exclusive)' , BREBMRIMZETXNEE, KA FIBHIIA. XZHEZH, XZ2MIIPAELN
B, XRIKAE.” ARFMAESMBANECHERATH, SEEBI-—MEARNENERE, SELCSHE—
EXBERE, iR FRMERETABN. BNRFEFTEE, HE#T “BALE” — TR, XMl
TechCrunch i2& B RER/MEHR (FinTech) ER. EE—ITERMBKNMEALR, XBEATAEREEN
RRE.” XBERERB. HA, X 100% FEELRHE.

[00:15:50] Emilie Gerber
English:

You're not shooting off one email, you are respectfully following up. When | follow up, | like to come in
with some new information, whether it's something they had tweeted in the past couple of days, a new
article that they wrote, very respectful. | try to wait three or four days. If it's not going anywhere, then try
someone else. Do that three or four times with the most relevant reporters. Generally, | think it works.
Yeah, | think if you can just be really concise and direct and say what you're looking for out of the
relationship, it tends to be a pretty easy process. And yeah, TechCrunch is one publication, but this
actually goes for a bunch.



AR ERIE:

MABRR—HEHMTET , MEALFMERHE, SREN, HERHEN-LEHES, LLOEIIIENLXRE
RO, HEMMNEHRIXNE, RAFEREE, REZRNFFZMOR, ORHE, MBROARH. WA
KWBEEEXMIRE=MR. BEFRIANZEYN. B0, MRMMERSEEER, HRBIRFEMZERX
APIFIMHA, IREFESHRIAF . TechCrunch RREFR—RIEEK, EXERFEHFTREERE.

[00:16:24] Lenny
English:

Amazing. | love that we're already getting into tactical advice for how to actually get press. So that was
essentially for fundraising and the notes | took is keep it really simple, "Here's how much we raise, here's
our investors. Here's one line about why this matters." | want to talk later about how pitching press is
different for customers, because with customers, | think this is probably the mistake a lot of people make,
and we don't have to get into this just yet, but you want to paint the picture of the market and trends and,
"Here's where the market's going and why this is huge and why this is a solution to your problem,"
versus, "Bam, this is interesting for this reason," and that's it.

AR ERIE:

KiET . RERRNELENT MFERFEFEREHTHZEN. XTFTRHE, KIZTHELE: ’REER, X
MR, XRKRAE, XRNTAXREEN—DIELE.” REEENHERETPEENERARE, EN
MNFEF, HRBREAZILE FHNERRN), (RAURBRETZERNBEE, “HZEERAS, At
XRIREKXR, ATARXZRRFRENAR" , MARERR ‘M, BAXTRE, XREB” , ABEMK
To

[00:16:56] Emilie Gerber
English:

Exactly.

FRZERIE:

o

[00:16:57] Lenny
English:

Okay. | want to talk about publications to target and what each one is best suited for. So you're talking
about how TechCrunch is essentially really good for fundraising. When I think about other publications,
there's like Axios and Verge, | don't know if they do press stories like this. Wall Street Journal, New York
Times, things like that. So | guess, what are the different publications people should have on their list of
target? And then, what are each of them most aligned to, story-wise?

AR ERIE:

Y. BB RERUNEBREEIREMT 4. RRE] TechCrunch IFEEEMAFS . HFHBEEMERX
BY, byl Axios 1 The Verge, HZAMEMITESTMXLIRE. EF (LREBR). (LLOEKR) 2R, Fi
L MINBIRER LN ZEMEREREE? MMENRERE, ellSEREEHA4?



[00:17:28] Emilie Gerber
English:

| really love this question. | feel like no one ever gets this tactical in PR. There's just so much theoretical
conversation and examining the big blunders and... It's all so high level, but at the end of the day, if you
are a startup that wants to get coverage for your company, you need to know actually the steps to take to
do it. So yeah, | appreciate that question. I'm going to answer it, but also answer it with the caveat that
media changes so much and so fast. For instance, just a couple weeks ago, TechCrunch decided they no
longer accept op-eds, which is... It's actually huge news for us, because we love doing op-eds in
TechCrunch, and so things change all the time, but | will talk about it in its current state. So yes,
TechCrunch, a go-to for a lot of funding announcements. A go-to for some product news, too, even

sometimes.
RS ERIE:

HEEERXMAE, HRETELKXTN, ROUBAHREIAA. EXZHERMENHEAKRIRNEINF----
HABALT. BARLER, MRMFE—REBERGIRENCIQF, FEEMEEGNHIITIR. FAUEKR
BN, RRbEE, BUBRRE—x: EETULZURR. F50, SE/LUEART, TechCrunch REFRH
ER “MEXE (op-eds)” , XWEATRRZERBHNIE, RAFNIZNRAE TechCrunch KIFIEXE, FRLAE
M—EELE, BERIRBIMREKHE. B8, TechCrunch FREMAAEZTHER, ERNEE—L-RiENE

o

[00:18:15] Emilie Gerber
English:

| would say the areas where they don't have dedicated beat reporters, where we tend to end up not
working with them, are health tech-related companies and even MarTech, too. We've struggled to find the
right folks to cover those kinds of stories. So not everything, but generally, if you do your digging, you're
able to find a relevant beat reporter or a couple of relevant beat reporters, and it's not just about getting
coverage there. They have TechCrunch Disrupt, you can apply for speaking at that conference, and that
sometimes actually directly turns into coverage. They have The Found Podcast, which interviews
founders, and so if you have a really compelling founder story or topical founder story, that can be an
excellent avenue to go as well. They have The Equity Pod, which is investment advice, so it's not just
thinking about getting that one funding story with them, there are other ways to work with TechCrunch.

FRCERIR:

=, EMITRE L] “HB4&IEE (beatreporters)” RIS, HNEFEFRSHMAT, ELIMETRRAEX

RE), BEEHER (MarTech) 82, HINRMERIIGENARBREXLRE, FAUATSREMEME, B
BEMRIMRANEE, SEHRE—MMEXNIELICE, MEARNNENTREIRE, t1EHE TechCrunch
Disrupt K%, fRATLIFRIEEMH, BNXIERELAIRE. M1iEdHE (The Found) BEEXRILEIHEA, WMRIR
B3 ANEREIBAREZIIERESRSE, BHER—MREFHRE. M11EE (The Equity) BFiRMiREE
Wo PRUAFRERBE L —RAAHRE, M TechCrunch SEEBRZHMAH.

[00:19:02] Emilie Gerber
English:

And | actually have heard really great feedback from clients on TechCrunch driving website traffic, the day
of the announcement, especially... | haven't really been able to pinpoint when that does or doesn't
happen. I'm trying to figure out if there's trends among that, but | have... Clients have sent me



screenshots from the day of the announcement and they've seen a nice pickup from TechCrunch, so |
think a lot of that comes down to the fact that they don't have a paywall, but their stuff tends to do really
well. So it's a great spot, especially for that first piece on your company. Axios is really strong on the
FinTech side, on the healthcare side, they have some really great beat reporters. The one thing I'll say
about them is they're very deals-focused, so 100% would need to either have funding. If you're
announcing a partnership that has a monetary component, that they would cover that. An acquisition
they would consider covering, but they're not going to be... You should never pitch them on a product
announcement.

AR ERIE:

HSRITEE P RIS, % TechCrunch A RS HREFRERHNIMIERE, FEKETEHEXMIER
RENME, BREIEFLRNEE, TechCrunch HRIV5IRMRRE, KINAXBAEE LATHFMI1E
BEE, MERBRERS. MUAXE—MEENMNE, CHERFAREMNE—RIRE, Axios EERIEHRM
ErFRELEIFERE, B -ERENBAICE. XTM(], HBRN—KE, WNEEXT X5

(deals)” , PRIMRBABERMAHES. MRMBEG—NIRESHRNEFEUHEXR, MITESHKRE; MRIW
M, itaEE. BIRXERERMIIENT @A,

[00:19:58] Emilie Gerber
English:

And | think they might just get annoyed. There's a couple exceptions, a couple of the reporters might have
little columns where they feature product-related things, but that's just not their bread and butter. And
actually, Axios recently launched, or | guess has been launching over the past year or so, local editions. So
they're really branching into local news, and so that can actually be a really nice way to get an Axios hit if
you have a region-specific story. So | highly recommend checking that out. Another publication that we
work with a bunch is Business Insider. If you struggle to pitch your funding story but really want it out in
the world, they are big on the pitch deck stories. Those are a little controversial. Some founders, they're
like, "This is not what | want my story to be about, | do not want to share my pitch deck."

FRCERIR:

HRFMITRERSRERM. BAF VKGN, BEREETRELTNINE~RIVNELE, BRFZ2MNNE
Ao SEFR L, Axios &iff (REWISE—FER) HHTHHGR. MITERNMSGHIE, FIUMORIFE—MIE
WXEEE, XAIRERE £ Axios BISF7575. HBIIEBWNKE—T. B—REMNEZESIEREARRZ (Business
Insider)o WNRIRTEHETRAREINBEIRNMgE, EXIFERLS, WNFEER “BMEHIHE (pitch deck)”
KT E, XEHFERFN, BEUBAIES "ZIAE2FHEHNESE, HAEDEREIRIE -

[00:20:44] Emilie Gerber
English:

But if you are in the camp of... You're open to that and you can redact, it does not need to have all the
financials, it does not need to have the growth metrics, that can be a really great way to get a piece of
coverage on your business. And the way that | explain it to clients is you're just getting all your core
messages out there in a very direct way. You're sharing exactly what you shared with investors, that's not
necessarily a bad thing. And sometimes clients will put in some customer slides, too, and so you can
really make it a little bit more like what you're looking for. So yes, if you're looking for a funding story,
TechCrunch passed, others passed, that's a good option. They also are huge on the entrepreneurial
journey pieces, similar to the CNBC article that you got, but they really want metrics, they really push for
metrics, so how much you're making, how much you're spending.



AR ERIE:

BIRIRE TR FARSEH BT UM BRE S HTRELENA, EXFTEEERENYSHIEE
KigM, XARERFUISHREN—MEFLN. KAFFABRNANE: RREU—TIEEEZNANERZ
MEREBEHE, (MNENERMROZTLRAENAA, XA —EENFE. ANEFEIMA—LEXTFEFPH
TR, FRUEMRAILUBEITERIREEREF. FIEL, WMRIMAARZERE, TechCrunch B4, HMFEAE
BT, XB—MAER, tTBIFEEEE “ClURHiE XHXE, LUFTIRERIE CNBC XE, Bftf1iE
BEEEN, SMOEREHRYIE, RRT 2L, 720D,

[00:21:35] Emilie Gerber
English:

They love those kinds of stories, so it's not necessarily about how much you raise, but for people that
have really built a business. And then the last thing for Business Insider, they do a bunch of these lists of
top startups, of top professionals in the field. We love doing those, they're generally a really light list, and
they put out a call for submissions. Takes five minutes and it's a way to get into Business Insider. There's
so many of them, it's become a joke within my newsletter, because every week, there's five more and it's
the most obscure different categories. Like top sports marketing professionals helping TikTok stars. |
don't know, it's always a very niche ask, but those could be really great. Then a couple more.

AR ERIE:

NERNXERE, FIUR—ERXTIMMT Z V%, MEXTHBERERTREISFZHIA. XTF (Business
Insider) &E—R2E, WIIZMIRS “TMRMLIAT" & “THRTMKEET WAL BFEE, FRITRERMHEX
L, BEEREMNTIR, ML HIEREN. IFLDH, XMEFHN (Business Insider) BI—H75(
RXEBEKRSZT, ERONFBAEEHL T —NKIE, BABEATBISHAD, MAXRREL ], thin %
Bh TikTok BREMTRRABTEHR T WAL . HWAME, SE2IFENRNER, BXERIGEIFEER. ARB
WL

[00:22:16] Emilie Gerber
English:

VentureBeat is huge for Al news. We pitch them all the time for any client that we work with that is
building Al capabilities, has a new offering related to Al, perfect publication for that. Fast Company is
perfect for anything related to future of work, how people work. Really great for design, media, | would
say perfect for any company that fits in those categories. They're also really open to op-eds, especially
with leadership advice in them. And last but not least, on the list of ones that we work with most often, |
would say is Forbes. Especially on the award side, they have the FinTech 50, Al 50, Forbes Under 30, all of
that. And you're not going to get a feature with one of their main reporters until you're a bit further along,
but they do have that really strong contributor network, which is much... A lower bar in what they'll
accept, in a way. They're more open to covering earlier stage companies, so that's worth checking out,
too. So those are my top ones, I'll stop there.

AR ERIE:

VentureBeat 7 Al B S EE MM E XK. HMNEERMIIHENBLEIEEME Al DA Al BXH~miI%E
F, BRTENAHFE. (Fast Company) FEEEGEMS “FTKIFAN" = “AMTWMAIME BXEIA
Bo Mgt FEBIIERRY, EERTXELFNEMQE. MWIHTFEXEHLFEEAR, LEEZEEW
SHENNXE, REERHFEENZE (BHE. FHSERISE, WIATREK 5058, AIS0E. &%
H7 30 i 30 F LU THRRIEFSF, ERARE—EMRZA, RMEERSMHMNEIZCENRETEHRE, Eft)



HSERBERARN “EBANS (contributor network)” , FEMIZE _EBAENTHRIE, T REZHATE
FR, FRUBERXE, XERHEEFR, KRXA%,

[00:23:15] Lenny

English:

That's amazing. And those are the most commonly requested and the ones you mostly go after?
R EE:

KiET, XEREPEEERE, WEMITEEZFIBVERD?

[00:23:20] Emilie Gerber
English:

Yeah, they're the most realistic for most startups. There are ones like The Verge, and they're a little more
gadget-focused and just areas that we don't necessarily touch, but could be good for some companies as
well.

FRCERIR:

B, WTFASBAEIQTRY, XEBHINELHNBIT. B The Verge XHEFBIREER, thi1E R ELNEI~m
(gadgets), RBHNEE BN, ENFELEATRRAEHLREGE,

[00:23:33] Lenny
English:

Got it, and then... | was going to say this for later, but there's obviously New York Times and The Wall
Street Journal. Thoughts on going after those?

AR ERIE:

BBET. A BARERSBE, EEALE (AAOHR) M (EREBR). NWTFEFRXLEERETLE
E?

[00:23:42] Emilie Gerber
English:

Yeah, we do get those questions all the time. | would say it comes up on calls with founders, "l want one
out of every five." And really, when you look at... | make a joke sometimes like, "If you want those, just
have a crisis and they'll write about it." Fire your CEO or do really intense layoffs and have some

regulatory issue.
R EIE:

2, BNEERAZEZXNEE, MR AREES, BEAR "RHEESARKREENET —REXLERE
By o BLfrt, HERSARXKR: “MRMAELXEERE, JZBR/ENEH, MIMEE7T.” thifEER
9 CEO, SREHITAMERS, HEHIBE T,



[00:24:00] Emilie Gerber
English:
Playoffs and have some regulatory issue and you'll get a story there.

FRCERIR:

BOAWELMEERT, (RELEER) LRFIRE,

[00:24:04] Lenny
English:

Uber got a lot of stories there.
FRCEIE:

Uber H#I7EM) LAIEAR DS,

[00:24:06] Emilie Gerber
English:

Yeah, | can show some examples there. When you look at earlier stage companies that are getting
coverage in those publications, that's what's happening. Now, let's say you're a tiny bit further along and
you're series B, series C, maybe even series C, and you're looking for coverage in those publications,
there's a couple criteria that they're always going to want if it's to write a feature on your company. One is
your valuation, so that needs to be something that you're sharing on the record. Two is your hard
business metrics, usually revenue, sometimes something else. And so oftentimes they'll tell founders that
and immediately they're like, "Oh, well we're not sharing that." So I'm like, "Okay, well that's kind of the
end of the conversation." Sometimes it can be shared on background, but as a general rule, you're
expected to share that sort of thing. So that's kind of a nonstarter a lot of times.

FROCERIR:

BHY, HAUEL—EFF, SRERHATNEXENY LRGREN, EEMERAXES, WE, KRR
MARISHMT—R, BT Bie. Ci, MMAEXERA LRERE, IRMINEST—RXTIRAENEH,
BEARMIE: —2RPGEE, XBMZMAUQAFIER (ontherecord) DERY; “R2ARAVEEM L5515
1, BEEEW, AREEMBE. BELESSFEIBARLEEN, SIBALZZIME: B, RIFIEX
.7 FREMG: 9B, BRKERFLEMERT.” BHEAUEN “ERER (onbackground)” #%, B
BEBERT, MEEAZENEXRER. FIUXERSHEEXRTHET.

[00:24:51] Emilie Gerber
English:

| totally think it makes sense to build relationships with the relevant beat reporters and ideally shoot for...
When | say build relationships, | just mean shoot for an intro meeting on behalf of the clients, or they can
reach out directly with those kinds of reporters, but they're just not going to write a feature on your
company. If anything, you are going to be one or two sentences in a larger story of something that they're
writing about. And yeah, that's just the nature of their coverage. And then when you look at something
like CNBC, they're targeting people that want to learn about public markets. And so if you're not a public



company, they have their CNBC Disruptor 50 list, which is focused on companies that will soon be at that

stage, but it's not going to be a place for early stage companies.
R EIE:

BRE2IUASHEXNBLICERIXARERXN, BERBERTESI - ARRIBIUXRAN, ERAREAR
KEFEN—INAMNZE, NEMITATUEZERARLEIRZE, BHIMEAZINMNATETERE, W0
RENE, MEIAZRMNEESHRRARETN—MAE. B8, XMEiIHRERNMER. BEK CNBCX
BERURIR, NNERZRZETRAATINA. FIUMNMRMRAELHARE, 18 “CNBC Disruptor 50
B8, KENBERAZFIMERNQE, BEEREEGRHRE,

[00:25:32] Lenny
English:

When | have these pieces in past company and CNBC, it was such a weird experience where | chat with
them for half an hour and then it just comes out, and | have no idea what they're going to write about.
Could be a complete tear down of everything I'm doing and you have no idea. How do you help try to
avoid that sort of story? | know you have no control. Obviously reporters can write what they want to
write about. Do you have any advice for how to avoid them writing something really negative about you?

AR ERIE:

HF7E (Fast Company) # CNBC LARIER, AR—MREFIZNEH: HMMBITIH T F)0, AGREME
KT, HREFMEMNZE 4. AN KRB —I#HTHIRT S, MIREX—FTFAM. RINFEZEEE
BRXERE? FREMTEESR, BEEATUSHINNEENAA, MEFTABRNAUERMIIE—EXT
REVAEAEG?

[00:25:58] Emilie Gerber
English:

Generally, if it's something that you're being briefed in advance, unless it is around something negative
that's going on, it's just not their intention, it's just not going to happen. But what is a bigger issue is it not
being the angle or the messaging that the company wants. And so part of that, there's absolutely nothing
that we can do. Reporters are not our employees. We're not paying them to write these pieces. They have
to maintain their editorial integrity. And so | consider it my job to educate the founders and spokespeople
that we work with that we cannot change anything the story says. What we can do is correct any factual
inaccuracies, and we do that all the time. If something is factually wrong, we can get it replaced. But if
they don't like that they were called, put in a category of software that they don't identify with, that's not

something that we can fix.
R EIE:

BEBRT, MRMENZETER, FREREBSREETLRENMEENH, SWERFZMIINEE, AEKEn
MAZRE, BEEANREE, RENAEHLENEESAEFZATEREN. Mit, HiT2FLEN. 18
ERRRNNRT, RTRKAHILMBINEXEXS, WITOARFRBIRILIE. Fib, FANKNIERZHE
S5FHMNEENEIBAMELEAN: HNEEAERFENEARST. HEMHORUEEMELER, K—HE
HAM. SIRFXHFIR, FRTATUEREIE. BORMINIAZBFERRIIXNEMIT ARG, B
RRMNTEEER.

[00:26:50] Emilie Gerber



English:

Another thing that you can do though to prevent that from happening is just really ensuring that the
spokesperson before talking to the reporter is going to nail the messages that they want. The more that
you can reiterate over and over again how you want the article to be, | think the more likely that it'll land
in the reporter's head and make sure that the reporter really understands what you're building and what
your goals are. And all you can do is really use the briefing and the materials that you provide to kind of
sway and influence, but there's not much beyond that.

FROCERIR:

T, ATHIEXMERLE, (FAIUMHS—HER: BRASATESIEERKZE, BEFFEET i)
BEEANER. MBERREBRBMEFEXESINFT, ERBERERNTIEENREE, BERICERER
fRARETEMEARBNMB BT, MELERMIIMEF BERMNREHOMERHTEMZENSISMNEM, B
i) il b 798

[00:27:20] Lenny
English:

So we've talked about all these publications. These are ones to consider going after. You also mentioned
podcasts and awards as something people go after. Is there a tip you could share of how to find aligned
podcasts or awards, like how you find a list of here we should go after these?

AR ERIE:

FNVT XAZFEE, XEERBERFEROET. FERETRENRMBIEATERN BT, REEDE—L
BIGG? IR EIR S RREEHRT? LLIREATIE “FlINIZFEXLE" BEE?

[00:27:35] Emilie Gerber
English:

We use Google. We just use search engines basically for finding everything. And the way that we go about
it is first figuring out who their customers are and what vertical they're in, and then just doing searches
for podcasts that are within that vertical. But it's not as easy as just reaching out to the ones that pop up
first. The next step is a qualitative analysis. First of all, do they have vendor CEOs or vendor executives on
their show? Let's say your product is sold to product managers. Maybe they only have product managers
on the show. So instead you don't put the CEO forward and you put the right spokesperson-

FRCERIR:

H{1MA Google, BEA EHATBEERESIERKN—. BINAERAFERMINEFRZ2E, tIIBETHI 2R
JiE, ARERZMFANEER. EXHAGRKABRERAETE —(UNBLERAERE, T—FP2 ‘TSN
(qualitative analysis)” . B%t, I INTESBIEMNEN CEO XEEMD? RIGIMHNTRERATmMEIE
B, WiFZTERBIETREE, L, XMERTRARERN CEO, MEENEENESA—

[00:28:11] Lenny
English:
Who could that be? What podcast might that be referring to?

AR ERIE:



BoEe? XENEMMEZIR? (OF: Lenny EAIKiEME CHER)

[00:28:12] Emilie Gerber
English:

Yeah, right? But this could be for CFOs. So let's say you sell into CFOs. Don't pitch your CEO for that
podcast. Get a CFO and then pitch your CFO for that podcast. I'm very for companies hiring folks, or hiring
so the roles that they sell into, it helps us a lot. So if your audience is a CFO, it really helps if you have a
CFO. If your audience is a CMO, it really helps if you have a CMO, and that actually when your earlier stage
isn't always the case, and so it's a lot harder to pitch. So | think that's the second part of the qualitative

analysis.

FRCERIR:

EIE? EXWETLIE X CFO, {RIZIREARFL CFO, AEAIMEZHENIRAY CEO, #H—1> CFO, AR
B9 CFO LT H. HIFBEHARRMBLEMIIFAHNAIREAEHNA, XNKRITREHR. NRFHNZRZE
CFO, MIRfRBECSATFME CFO, AMREEE. WRZAZE CMO, B CMO miRiF. BERIME, BRE
EFEMOLE, PRUUENEREZRES S, BHIANAXBEES IS ZE,

[00:28:48] Emilie Gerber
English:

The third is, podcasts really come and go, make sure... It sounds obvious, but make sure it's one that's
actively producing. When you Google ones, half of them are not going to be active podcasts. And then the
third is actually listening to at least part of one episode, making sure the quality is high, making sure it's
the kind of thing you even want to associate yourself with. And then just looking at who the past guests
are, is that the kind of peers that you want to associate yourself with? And then one other thing that you
can do is just in conversations with customers, find out what they're listening to, find out what they're
watching, find out their media diet. It doesn't have to be a big crazy survey that you send to your entire
customer base. It can be casual. If you're farther along, it's great if you can make that a more formal sort
of process, but it doesn't necessarily need to be.

FROCERIR:
FZRE, BEENREREGHR, BEBHR - XFERKREMZR, EERRECEEETREH. UM

Google Y, —¥MERFARBZEFEE T, AREREMFI—TEL—EN—ID, BREERS, BERIFI2IME
52ZXENTH. BEEIENERERE, PRMBLERNETE? 5—0HF=E, ESFFAXIKE, THEMA)
TRt A. B4, THRNN “HERIE (mediadiet)” . FREABNEFBERAZNIINARIAE, B
[ERELT. SIRIRARIBILIRAMAT , SEIBEER—NEEXRIREAEY, BHEFR—EIFFMIiLt.

[00:29:33] Emilie Gerber
English:

And then in terms of reaching out, | highly recommend figuring out who the host is, just doing the
research, figuring out who the host is, and then just sending them a casual note. I'm a big fan of just
reaching out on LinkedIn and saying, "Hey, love the show. Are you open to guest ideas?" | don't even
mention the client or anything, just opening the door. | just feel like that's so much more approachable
and friendly than starting with a big pitch. And | think so many people start with this very long email
introducing themselves or going really deep and you don't have to do that. And especially because



maybe only one out of every 10 replies, it'll also save you a lot of time if you just start with something
really lightweight.

AR ERIE:

ETERRAN, FRMNENFEREHARE, B-AR, ARA—HEENERE. HIREWE LinkedIn LB
AHY: TR, RERFNTER. MERSEREND? " REEFTRFFIEFEKRS, RZHE T &R
XM —EENBRRIFS S, BRFREA—FEMA—HEROBENEE SR
T, HRRVE, [HIREEEAES 10 PMAEBRE 1M20E, MRIMMNIFERENRAEHSE, NIRRT
AHIRZHE,

[00:30:15] Lenny
English:

| think that actually works really well. That's what | find is if it's a simple little message, I'm like, yeah, let
me know what you got in mind. Even though 99% of the time it doesn't work out, sometimes it works out
great. And so | find, sure, let's just see what you got. And then usually I'm just like, "Nope, sorry, not a fit."

FRCERIR:

HREXHEREN. HAMNRE—FERNER, BB W, RRREEE" B2 99% BIER
THAGE, BERURIFEF. FAURRERS, 178, EEMEf2. AEEEHRRZE: “F, K, 75

P

[00:30:28] Emilie Gerber
English:

And you get the reply that way. If you send the initial pitch and the reporter or podcast host isn't
interested, chances are they won't reply. But if you just start with something friendly and they reply,
they'll feel like, | guess a little more of a connection there, and so at least you'll get an answer. Whereas
otherwise, you might not get an answer at all.

FROCERIR:

EEFRAEEREIEE. MRMFERLENE, MEBHBEZTTIHATRNE, tIRAIERERE, EMNRMR
FMRGFRIRIERFE, MNEET, MEBUE—RRER, EVMRESE—TBHNEE. SN, (RAJ6E
Ko

[00:30:48] Lenny
English:

On the survey piece | think that's a great idea, and I've seen a few of my sponsors do this where they ask
their customers, what podcast do you listen to? What newsletters do you read? Which is such a simple
idea, but | think people don't do that. And just from that you could figure out, okay, here's the podcast we
got to get on. Here's the newsletters we want to run after.

FRSCERIE:
XFEERN S, BRREEESMEENTE, RILT LB XEM, MInER: IR ARE? B4
E@B? XTEREE, BRIEBEEAZLEM. MUETX—5, RMAEFEE: F, XSRS LE

%, RERINEFHHIEER,



[00:31:06] Lenny
English:

| want to talk about how to actually pitch well. But before that, we've been talking a bit about who to
reach out to and how to do that. So there's a few questions here. It's just like how important is it to have a
warm connection to a reporter? If you don't have that, what's the best way to reach out to them? Is it
LinkedlIn, is it Twitter DMs, something else? What advice do you have about, just before we get into the
structure of the pitch, figuring out who to pitch and then how to get to that advice?

FRCERIR:

FABHN I B EMEFHE. BEBZE, RN TERAEURELEKR, XBEH/INEE: 52881 “#
AX%H (warm connection)” BZEE? IREE, BRRAMIHWRESXEMTA? & LinkedIn, Twitter FA
15, TEHH? EHFRNENEHZH, XTHREEN TR UNRINAMEMI], REHAEIN?

[00:31:34] Emilie Gerber
English:

Who are your relationships question comes up on a lot of our calls with founders as well. I'd like to pose
the question to you. Did we have a relationship before this?

FRCERIR:

“REAANBKKRR” ZPEBEHMEIEANBEFEEEL, FRREMFR—NER: EXZEHITIAIR
ng?

[00:31:43] Lenny
English:

Nope.

FEiE:

NN

[00:31:44] Emilie Gerber
English:

Exactly. I'm of the belief that it does not matter as much as many people think it does. And | explained
this on calls where they ask, "Oh, tell me about your Rolodex, or who is your relationships with?" First of
all, media's changing so fast. So sure, maybe there is a reporter that we worked with recently. They might
have a completely different beat in six months. They might be at a very different publication. So it's not
sustainable to build an entire career on having relationships with certain publications.

AR ERIE:

Rio HIANABFHEERSAERNPAEE., HEBEERFD, Lbila R, SFRMFOKRARR

(Rolodex) , HEMMAEERXR" Bf, B, EEBURNRT. SR, WIFRINSRENMEMUZESED, B
ANTAEMAIERARTERENTE, HEEXT T2 TENEER. FrL, BENRWEERIESFLERERN
KR LR AIH4EHY,



[00:32:17] Emilie Gerber
English:

And media is changing too. Now, podcasts and Substack and newsletters, it is just changing too fast. And
so | think cold outreach done well is just as effective. The only thing that a relationship will get you is an
open and an answer. And so any good reporter is not going to be making their editorial decisions based
on who their friends are. That's just not the nature. It shouldn't be the nature of the industry, and it's not.
Maybe it'll get you an intro coffee, but that's about it. It's not going to get you coverage. They're not going
to cover your news because there's a relationship there. | think the much harder and more important part
is being good at writing really thoughtful notes to the right people.

AR ERIE:

RARABER. WAERTHEE. Substack MY F@IN, TUARRT . FILUFKINS, HMISFH “2 BRI

(cold outreach)” EFEM. XARM—REFAIRHIZEHABITAMBEIRE. EAABHICEHRIIREE
EMBIAARRMRERR, XATEITILARSR, FLBREXF. WIFXREILIROE—MFTEMERMEE, E
REMB. EFREHAIMRRE, WNAENERBEMREMIFTE. HANEEBEEEN—RE, BEKS
MHIAGIFEBEIBE .

[00:32:57] Emilie Gerber
English:

And in a way, now we do have a relationship, and so it can come from a cold email, but now it's easier for
me to pitch you because you know my name and we've spoken and we've worked together. And so for
me, I'm a big fan of being helpful to reporters, and | tend to just keep it professional and pitch them on
stories. | don't necessarily feel like going to drinks or having coffee all the time is crucial to building those
relationships. A lot of the reporters that | work with regularly, I've never met in person, and that's okay,
but it can be great for getting answers | would say. That's where the relationships can be helpful.

FROCERIR:

KiizE L, HAERIMNALETXR, BEACKRT—H2L26M4, BERERBEMENMESZ T, ENRANE
HHRF, HRIIEX, afFd. WK, HIFEHERMNICERERED, HOAMTRIST WHRMITHETER
F, BTRFHEFLEXRGENENMHA ERILXR. REZLEGFIICE, IMRLIE, X&XA, B
KENTFREEEHLEFEEE. XMEEXRIIARZ M,

[00:33:35] Emilie Gerber
English:

And then once you have worked with a reporter on a story, it's true that maybe they'll be more likely to
come back when they're working on something related, use you as a source, quote you in articles that are
relevant. So once there's something there, that's great and you should totally nurture it, but it's not all
about calling in favors.

AR ERIE:

—BRMIiEESEI—NRE, #sE, SMEBRXRNEEN, FIeERAELERLIR, BIFRSFEERIR, HE
XX ERS|IBIROIE, FIU—BRITER, BRE, MEZIFFHEF, EXHF2EXT “SIAA

5"



[00:33:52] Lenny
English:
Awesome. Okay. And then in terms of how to reach reporters, what do you find most effective?

FRCERIR:
KiET . o, BATEMAICENARL, MEBHARENR?

[00:33:59] Emilie Gerber
English:

Yeah, I'm pro all platform approach. So sometimes reporters will tweet that they're working on a story
about something, and rather than me sending them an email with my pitch, I'll say, "Hey, 10 words on
why this person is the person you should talk to," and then send a link to an article on them and that's
my entire pitch. And honestly, it's sometimes more effective than when | spend 30 minutes writing a
really thoughtful email. So I'm a fan of that. I'm a fan of DMs, short, concise, direct DMs. Sometimes
LinkedIn, although for whatever reason | feel like that works better with on the podcast side with hosts.

FROCERIR:

2H, BXFeTaME. AMCERLEXRMINEES X TESNIRE, RAIK—HKEH, meEE—
1%, BLONMNESFRAGTAXTARREZMNNSR” , ARM E—TXTHINOXEREE, ke
Y. BRI, XBRLLHKTE 30 W5 —HEZNMEEER. FAUKBRERIMERN. HBERLE
(DMs), f&%E. E&. BEEMFAG. BT Linkedin, REHTFEMIRER, KT Linkedin EXRBEE T
RABERE T

[00:34:38] Emilie Gerber
English:

And of course email, we totally email. When | email a reporter, | love to make the subject line just as clear
as possible as what the goal is and why I'm emailing them. And so let's say it's for a recurring column that
they have, I'll put the name of that column and the person that | think should be included in the subject
line. And even that for a reporter, it's like, oh, they actually know. They actually know | write this column
and they're suggesting a guest for this column. It's so direct, it's so clear.

FRCERIR:

HAXEHH, HNENERE G, HRLICE K, HEWNLITAR BN, HEABNURERTA
BEARM]. RIRBATHII—TEMERNETE, REETEAES LR FMIENARIZIMNBI A,
MigERN, XpEE: B, MNENNERESXNEE, METAXITEEHERRE.” XFEEEE. 5
B

[00:35:06] Emilie Gerber
English:

I think just saying what your intentions are right away. Are you trying to get a Q&A? Are you trying to get a
story? Are you trying to get a funding story, like | mentioned before, is very crucial, and keeping it short. |
would say my most successful pitches are three sentences and anytime... Sometimes it needs to be
longer than that, and generally | feel like my pitch is weaker for that reason. Attention spans are short,



and so the more concise you can make it, the better. And then just sometimes I'll start with one platform.
I'll start with an email and that doesn't work, so I'll go somewhere else. But | try to make it very human
and respectful. So using language like, "Hey, | know your inbox is probably slammed. Sorry to annoy.
Trying you one more time here."

FRCERIR:

FIANLZBRAMIBEIFE X, RERFN—NEIERN? ER—TRERE? HEZGRZAIREIBR
HWE? MABEREEE. HIRBRAINETEERE=ZAE, GRFEEK, E@ERIEGHENEEL
TRELNT. AMIBEEARRE, PRUBEEEE. ARERAH—NTE, kR, MRFAEX,
B, ERREXIUF[IFEALCAEESE, LLMARXEMES: I8, RAEMRORHTERTRIERT .
B/RITIL, REBHERARIR—R."

[00:35:49] Emilie Gerber
English:

Another thing that actually can work really well is pointing out gaps in their coverage too, and talking
about things that they should be talking about. Like, Hey, my client's noticing this trend. | know you've
covered it from this point of view, but no one's talking about it from this point of view. That can be really
helpful because it shows that you are actually paying attention to what they are writing, but in a way that
you're demonstrating that you have some critical thinking going on, not just, | liked your article on X,
which is a common practice that PR people use is | like this, and then jump to your pitch. So yeah, giving
it a little more thoughtful, pointing out gaps in coverage.

FRCERIR:

S—HIEEERNFRELMNIRETHNTA, WRMINIZXFEELKENSE. tbal: 98, RNEFE
FETENES, HAMEMMITMAERES, EEREAMBIMEEIRD.” XREHEE, RNCKRBRHLE
KEMNENARA, HERRTIMHHERLE, MAXNER “RERMRXT XHXE" , BRLIXARE
BANER—%AE—8, ARLLREHES. FIl, 2—RE8F, EHikEN=H,

[00:36:25] Emilie Gerber
English:

And then the last piece is, especially if you don't have hard news that you're pitching, having something
pretty controversial to say. So we work with a lot of Al companies. If nine of them have one stance on
something happening in the field and one has the other stance, chances are that one is going to be the
one that a reporter wants to talk to because they are getting so many pitches on this topic, but they want
to write a balanced article, they need that opposing view. And so we really push our clients to have
something unique and different and bold to say. And it obviously has to be a strategic decision for the
business. You don't want to go commenting on regulatory things if it sounds like you don't want to
necessarily be a part of that conversation, but there are | think instances where it can make a lot of sense
to say something that's a little bit bold and controversial.

FROCERIR:

Ra—RE, FIRNRMFHENNAZERE, BHRREFNE HNNRES A Q8E1F. NRARAFE
MAEARENREGFHF—MIUY, MHE —KFERILT, BAICERAEBRIB—KOE. EAMBITKRET
AEXTFRXMEANHET, BEATEFE-—RIEHRIRE, MNFZERTHILOMR. FIURNROHEDER &
TR, FRIBRERNRER, A, XBIUEIS ERHEERER, MRTEENEEER, MMAEE
e, EFRIANERLEBERT, R—EXEREESFNNERIFEETEXN,



[00:37:15] Lenny
English:

That last piece is really interesting. Is there an example that comes to mind where you had a controversial
contrarian pitch?

FRSCERIE:
BE—SRE®, {ReEE—MRMINEE SIS RES (contrarian) RYHENZEHFING?

[00:37:23] Emilie Gerber
English:

Yeah, so we work with a company called Clockwise, which essentially manages your calendar and allows
time for focus time within your workday. They move things around for you. And a couple of months ago,
Shopify got tons of positive press for essentially canceling all their recurring meetings, and everyone was
very intrigued by this strategy. Press was generally quite positive towards it, and so we knew that if we
just wrote another piece saying, "Oh, this is great," no one would want to publish that. It had been said in
a million different ways. So we looked at the topic a little more critically and we're like, okay, is this
actually enough to change meeting culture within a business? And we kind of identified all these other
things that we think need to happen in order to really change the culture in a way that's going to be
sustainable and long-term versus just blanket deleting of calendar meetings.

FROCERIR:

B, IS5 —HKEZ A Clockwise WATGME, EXBEERRNBR, AELIFANRELETINE, ES

R ETE. JLNARI, Shopify ABUH T FAEEMSINMRG T AEEEKRE, ARMWXMRIEIFER
Hill, FEREBRNRSE. HiME, IRFNIARBE—RiR B, XXET” IXE, RAZBEX
&, AAXMIEEEBRI=T . FIUBMNERFIMEEFXMER: XENEMURZERIHIZINAE? 3
HE T HM—ERITANBIMEENERE, Fie A FEMKENAREEREXN, MAXEERESE M
illEY= 1IN

[00:38:14] Emilie Gerber
English:

And so we ended up turning this into an op-ed, so something that together we wrote and then pitched a
publication. And yeah, the title was "Shopify's Meeting Cost Calculator Does Not Address the Issue of
Wasted Time". And so it wasn't necessarily saying it was a horrible idea, but it was putting a little bit more
of a critical eye towards it. And Fast Company was interested in the idea and they posted the piece by the
CEO, Matt Martin, and it was a great thing for us to comment on. And so yeah, | think it doesn't necessarily
need to be something where you're coming out against it, but just proposing something that's a little
more thoughtful on the topic.

AR ERIE:

FRENMCEERT —RITIEXE (op-ed), ARMNHKRESHENGIRE, REE (Shopify WRINMATT
BRHARBANBEREZLNE @), XAFZRMBZ2MEENER, MEAEMFINRARERFE, (Fast
Company) X MUEREHE, &KRT CEO Matt Martin EMXBENE., XMENRTE—MREFHTIN
Ro FTLL, A—EIFBRMES, REHMNZIETRL —EERZIB AN,



[00:38:53] Lenny
English:

Just hearing that it sounds like such an obvious thing to do. Basically a reporter is looking for an
interesting story to write about. If you tell them something interesting that they could put out, that's a
win-win for everybody. So makes a ton of sense. Let me try to summarize the advice you've shared so far
when you're, say DMing a reporter, your advice so far is basically be very direct. Just tell them, "Hey, I'm
looking for..." What's an example of being direct? Is it like I'm looking for a story on this fundraising
announcement?

AR ERIE:

IrEERX A F B EFMEANE, EX LIEEREETHEBNREF, NRMESFEN—LEEBH. AJTULREN
KA, BEWNR. XIFFHFEE, URABLE—TREMOENEN. SRGICELLER, RERNER
BEE. BERGFMWI: %, TERE---7 4R BHE 67 2 “HRAXTRELSEFN—R
wE” XiFg?

[00:39:19] Emilie Gerber
English:

I wouldn't say I'm looking for. | don't know, just | would say if it was a DM, | would say, "Reaching out from
X company. Would love to offer you the launch story alongside their funding if you're open to it." And
usually I'd either say the amount and the investors or the company name. If you give them both, you're
kind of just giving them the story and they could run with it right away. That's actually an important
distinction. And so you could either say, "Reaching out with this Martech company that's raised 8 million
from X Investors. Really interesting approach, they're taking on X incumbent. Do you want the exclusive?"

That's kind of how | would phrase it.
FRERIE:

AW “BEFE . IREWGE, HIR: "HEX QTN MRMBHE, HBNMIEHEMITREHE
MmN E.” BERIRHETNRAE, HEQRRM. MRMIERELR T, FEXLMESKE2E
HERT, il aEER. XELER—TEENX?. FIUMAILNR: “BRRIFREXRTXHREET 800 H%
THEHRK AT, BEER X, MITESEEMEXXNAXIEEETH, BEMRILD? ” BABMSX AR,

[00:39:59] Lenny
English:

Okay, awesome. Then, try to keep it to three sentences. And you're saying sometimes when you go
longer, you actually end up backfiring each time. Sometimes include a link to a story they've written or
some other story about the company that might give them some context. Is that right?

FRCERIR:

9, KiET. AE, REREEIZGQEUR. MRERNEKTRMEERFER. BN ELI]15ZRRERE
#, IEXTARNEMIRE, L]l —LEERES. X152

[00:40:15] Emilie Gerber

English:



Yeah. And a caveat on that is, if a competing publication just wrote a bigger similar feature on that, they're
not going to want to see that. And so | would use that strategically. If it's a piece from a while ago on a
different topic that does share a lot of info, I'll include it, but I'm not necessarily going to include
something that might seem like why would | cover this when this was just written about.

FRCERIR:

2. BEEIE—R: MRZFEAFNNET —REKR. XUNETEKE, MIMAEEREBD. FrLAEERR
MEER, MRBERAUMNXTAREIN—RXE, BESRSZER, REWL;, ERFIM EBLERIL
BERRT BANBATE, RAFTAEES” AR,

[00:40:37] Lenny
English:

Good point. You also talked about how try to acknowledge their inbox is probably slammed, and this is
taking some time maybe in follow-ups, especially like, Hey, | realize your inbox is slammed, just thought
I'd come back to this. Then you talk about this idea of identifying gaps in the writing, like, Hey, it seems
like you cover Gen Al. There's this trend that we've been noticing that maybe it would be interesting to
cover. And then something controversial or something a little contrarian that would get them. Oh yeah,
this could be a really interesting story. Awesome.

AR ERIE:

R MRBRFIZANIINWAFEIRERR T, LHEERHAY, il 1%, RAEMBGERET,
[EEHER-TXMAE” ARMAZTHEERETAEE, thil: IR, BERMEREEM Al. F(TER
=%, WifRE—TRREE.” & —EFWEHRERNAR, SRS 18, XAJgE—
MEEEBINRE.” KIET.

[00:41:08] Emilie Gerber
English:

Yeah.

FREiE:

=i

[00:41:09] Lenny
English:

Is there anything else broadly in terms of pitch advice to get the attention of a reporter that comes to
mind? And | know this is a lifetime of experience and it's hard to summarize all of it, but anything else?

FRCERIR:

ERSIIBETERENRINGE, EEARBENG? RAEXZEENZN, RELHEZE, BEEHIN
n5?

[00:41:24] Emilie Gerber

English:



Well, one topic, maybe this would be covered elsewhere, but one topic | think is talking about
incumbents that this company is taking on. So a lot of companies want to position themselves as
category creators, and | actually hate that. It doesn't work. It doesn't land with press, and most of the
time it's not totally true. And so instead, it's actually really great when you can talk about how you are
doing what X household name does, but better for X reasons, and that works so well. I'll put that in
subject lines. I'll put company taking on whatever Salesforce with X approach. It's so successful because
instantly it gives the reporter a frame of reference. And so it gives the reporter, oh, | know what Salesforce
does, so | can understand how this solution would be better. And a lot of companies really want to
position themselves as the first to do anything in a certain space. They love the idea of category creating,
creating these little marketing phrases that they use for the new category. And that's fine if perhaps that
works on the sales side, but on the PR side, | would never have put that in a pitch.

FROCERIR:

B, B—MER, HFENMEEIRE, MBIRICXRATEEKLH “BEEL (incumbents)” . RZA
FRIEEIEMUN “WmEFENE (category creators)” , HELBITRX—m. XITHRE, BEREZMK, mMA
REZHEHEXHIETLBE. HR, NRFERRMFNAMEERRKFEARHNAE X) EEMHNE, BFERX
FEEMEER, MRRIEEF. RIIBXEHTH, KRE “EAT X FPkEL Salesforce” o XIEFERK
I, ARNEULAATIBE—INESRER, IBERME:  “M, FX0iE Salesforce BM+ A, FrAFKAEERBR N4
XNAREF,” BREZATENBIEESEMRENURNSLITE, MIIRE “BEFE NS, EsHE
AL, MRXEHEHRER, A, BEEAXE, REFIEXLERHENEE,

[00:42:35] Lenny
English:

There's just going to be a meta comment, but the two topics that are most controversial in this podcast

that | have both sides of opinions on is the power of category creation and jobs to be done.
R EIE:

XAR—MEMLERNITEE, EESERES, RFFNHEHFMEANIIERTENEZTIMRE “REFLNAHE” M
“EMMESE (Jobs to be Done)” IEit,

[00:42:48] Emilie Gerber
English:

Oh, really?

R EE:

R, Epyrg?

[00:42:49] Lenny

English:

There's a lot of passion on both sides.
FRCEIE:

W EAFE BB,



[00:42:52] Emilie Gerber
English:

I mean, sure, you can point to examples of the two companies that have done category creation well, but
it's two out of what, thousands?

FROCERIR:
HNERBE, S, MANBEERKBREFEIMFREINQE, BERTLARAFAE, HHRXRRIE?

[00:43:06] Lenny
English:

I love it. I'm going to keep poking this hornet's nest. | love it. Okay. But you're saying in your experience

doesn't work when pitching reporters?
FRERIE:
RERXMER, RSBERXIMDEEN. §F, BIRERREIRZN, XERICEHETITA®E?

[00:43:10] Emilie Gerber
English:

For PR. Yeah, simply for PR. In other areas of the business | can't comment on, but for PR, it's just not a
useful tactic.

FROCERIR:

XAKMS. 28, AEMAIXBE, WSHEMIRETEITIE, ENFAX, IHFZ2—TEBRHR
B&o

[00:43:18] Lenny
English:

Okay, awesome. This episode is brought to you by Vanta. When it comes to ensuring your company has
top-notch security practices, things get complicated fast. Now, you can assess risk, secure the trust of
your customers, and automate compliance for SOC 2, 1ISO 27001, HIPAA and more with a single platform,
Vanta. Vanta's market leading trust management platform helps you continuously monitor compliance
alongside reporting and tracking risks. Plus you can save hours by completing security questionnaires
with Vanta Al. Join thousands of global companies that use Vanta to automate evidence collection, unify
risk management, and streamline security reviews. Get $1,000 off Vanta when you go to Vanta.com/lenny.
That's Vanta.com/lenny.

FRCERIR:

9, K#BET. ZNETHEHMH Vanta B8, HSRIBRPVQIBAENERNZELEN, FRRRMSEBE
. W7E, fRATLUEE Vanta X—MFERTENL. MISEFEME, HBEI5EM SOC 2, 1S0 27001, HIPAA
FEMIANIE, Vanta TZMANEEEEFEIEMMEFERESANE, FIHREMREXL, i, REA
Lilid Vanta AlIEE R£0%, TTEBUEREE. MASKETXHER Vanta BEpGIEENRE. S—RREE
BHENREHEENATE, 748 Vanta.com/lenny BIRIZ5 1000 ETHILE,



[00:44:12] Lenny
English:

So | asked you to bring some examples of pitches that are great, and also examples of pitches that could
be better, and | know... Yeah. Okay, cool. So thank you for doing the homework. Let's pull them up and
then I'd love to just show people what you find has been really effective and works great about these
examples and then what somebody could have done better, whatever you want to share about that
example.

AR ERIE:

FRUFEIRS T —EMBREN R, UR—EERFHNEN. §F, XET. BHsfRMeIhHR. LHMNHEE
MNEREFR, RRBAAKBRMINAXLEZGIRIMLEMGIFEEN. RALE, UKL RIS E
%o

[00:44:35] Emilie Gerber
English:

Sure. Sounds good. | guess since we're on the topic of category creating versus not category creating, I'll
start with an example that's very relevant to that. So we worked with RAMP in their very early days, and
one of their first product announcements that we did together was the launch of their bill pay offering.
And so at the time, | think they were like a three billion dollar company, something along those lines. So
big, but not as big as they are today. Product news rarely gets big feature coverage, especially for
something along the lines of a bill pay offering for B2B companies.

FROCERIR:

YFEY, BEAATATINE]Y mEF I SEENEDR, HMM—TIEERXNFIFHE. )T Ramp RS MHIE
7, HNHEBTRERTmERZ—RMIINKES M (bill pay) IhEE. =AY, FBMIIABR—RMEE 30
ZETH B, BARK, BEZESRIAK, FaMERIOERFRETEIRE, LEHZK B2B ATHK
B INREX MR,

[00:45:09] Emilie Gerber
English:

And so essentially the way that we framed the story was how RAMP was now able to take on Bill.com,
which at the time I'm not sure if it still is, was one of the best performing FinTech IPOs public company
that really had still only captured two percent of this market overall. And so by positioning it as allowing
them to take on this massive incumbent that was getting a lot of press, we actually were able to get a
CNBC story on the launch of this product. Generally they won't even consider product stories, but they
really liked the angle of this underdog doing something that could take on a piece of market share from
them.

FROCERIR:

FREL, HAMRBHRENTSRZ: Ramp MEMAREB YL Bill.com, HBY (RAWEMAEZLEEFZ) Bill.com
RRIKRFHEMER IPO EHABZ—, BXLFLEERHMTBITIHN 2%, BEBIFHEEMIRMXKER
RIAXENES, FNIMIE CNBC ERT T —RAXT &~ mAGNKRE, BFMWNREAFEE~mLE, B
AIAFEEVXD “HikE (underdog)” HEIMERXFHIFIHHHTEE,



[00:45:47] Emilie Gerber
English:

And the next day there was actually another story about how Bill.com stock had gone down and they did
make mention of RAMP's news in that story. So it ended up really just, it was a very powerful way of
telling the narrative there. And another way, if we hadn't pitched it like that would've just been RAMP
brings simple, seamless, streamlined ability to do vendor payments and new finance offering, first of its
kind. All these things that might be how you would talk in your customer emails, but if | had pitched it
that way, probably wouldn't have been a story. So if we had pitched it as them creating a new category of
this all in one software, which | mean, yeah, it could be argued, that's another way to tell the story. | don't
think CNBC would've been interested.

FROCERIR:

FXR, EFEHIRT S —RXT Bill.com RN TEARIRE, EBMRIREPITHSLIRET Ramp BYHE. FR
X BT —MIFEBRABMESL N E—MAEN, WRFNTVLAERES, FEMZ: “Ramp HRTE
B, T4, RERNMNEXARAMNSMNERTm, 80123, XEIERAEIELATANEEER, 8
INRFXAFHES, FTRRANA T —MERSE. MRBIHEEEN N “FelemRGevimE” (2ABEU
XAYL) , T CNBC FRREE,

[00:46:34] Lenny
English:

Awesome.

A EiE:

KET o

[00:46:36] Emilie Gerber
English:

So, okay, another example, we work with a company called Column Tax, which is embedded tax filing
software. So essentially they work with other FinTech's to allow people to file their taxes within the tools
that they already use. And last year they partnered with a company called Propel that offers SNAP
benefits. So essentially for low income families to receive the government benefits to offer tax filing
directly within the app that they've created. And that was one thing that they were doing amidst many
other customers, that they had lots of different threads we could pull on with them, but we decided to
really just focus our press strategy on that one initiative because it allowed us to tell macro story about
TurboTax had to pay all these fines for practices that many considered unsavory around calling
themselves free but not really being free. The IRS is building a free filing system, but it's in its very early
days.

FROCERIR:

8, Z—MF. HNNE5—KZN Column Tax WABEME, RRE—RBMARNRBTRG 2R EXL, til5
HttEREHR QAR EME, ILANEELERNIARRE. 55, 15 —KEN Propel NRBEE, FER
 SNAP (1RB%F) &, BEALERIRBAKEEMIISIBHNNAFEREN. ERZFFAH, XR2M]E
MRS ER/Z—, BIERSEARAUEZERE, ERMREFEFRBERBEX— T8 L. FHELEK
e — N REWMEE . TurboTax AAMINARKFENITH (BMEEEHIEENRE) MASAXLERHT
T IRS IEEZU RHRI/H AT, BEELTRHMNE.



[00:47:35] Emilie Gerber
English:

So the fact that they were having this offering that was supporting a lot of low income families, and |
believe 40% of the people that filed their taxes with Column hadn't filed taxes in the previous year, so
hadn't gotten a return. It's like identifying the piece of the story that's most interesting and then doubling
down on that. So we were able to get a great fast company piece instead of pitching this macro here are
Column Tax's latest growth metrics, and they're announcing a partnership with Propel. And so it's like...

FRCERIR:

FRLL, MR MEAXTARS 235 7 KEMBAKE, MEHKBEED Column IRFHIAFRE 40% si—FLER
i, AEEFRE, XMGERIRE—MREPREBNE D, AE2HMUE. FHit, FMKIHE (Fast
Company) EREBT—REEENRE, MARENTIMEKRN “XZ Column Tax &RFTHVEKIEIR, MIER
5 Propel &1 o FRLAXFLGRE

[00:48:00] Emilie Gerber
English:

Growth metrics, and they're announcing a partnership with Propeller. And so it's figuring out how to tie it
to these things that people actually care about, and not just the company's messaging | think is our job.

FRCERIR:
------ BKIER, UKREHS Propel §1F. HIANBRINNITERFBERUMARES AMIEEXOHEBRAR

K, MAMUZEERBRIER

[00:48:12] Lenny
English:

Amazing, is there any other examples? Otherwise, I'll share your pitch of someone coming on my podcast,

and what worked about that.

RS ERIF:
XET, TEEHMEAFD? T, BMESZMAEMEE ERBZMHES, URAAAEERT.

[00:48:20] Emilie Gerber
English:

| do want to share one more, because it's my favorite. | want to share my favorite funding story that |
worked on. And so I'm actually going to pull it up, because this one is very graphic, in terms of how we
went about showing the product. So we worked with a company called Gamma, which is essentially
bringing a PowerPoint into something that's much more modern, and interactive, and usable. So when
we did their launch, they were a seed stage company, we tried to get really creative with how we could
display or talk about the company. And so instead of doing your standard company blog posts, we
actually made a Gamma presentation, and we kind of included all these fun elements that made it really
interesting to reporters. So firstly, it's a visual platform. So we created... Or actually | don't want to take
credit for this. The Gamma team created this great visual.



AR ERIE:

BHEEBLE—T, AANBRRHENRE. HESERSESINERENIRMARE. RELCHLEK, RNE
BRFEGRAE, XTMEFEERER. HKI15—KEHN Gamma WATETE, EEAR LR PowerPoint T E
A, BEAXEMEESBIRE. SRMNAMMNEEHE, MITER—KMFRAE, RNZHERTHIK
ERENARELECE. RITKESHVENELEREXE, MEBEESIET —1 Gamma BRXE, FHIIA
TREZEBHRTR, LIEERTEEER. 8%, EB—IARFE. FRURKNGIET - HERFHAEEI,
7 Gamma FIPARI(E T X MRIFAIIL SRR

[00:49:11] Emilie Gerber
English:

And we kept it very to the point. Every year, half a billion people create presentations in Google Slides and
PowerPoint. We're not using marketing language here, we're talking in a very direct way, we're including
fund visuals. We talk about Gamma's mission, pretty short, this is not a long essay on why the company
exists. And then we include some customer love, so they're early stage, so we didn't really have
necessarily growth metrics that we wanted to share. So we tried to make it a little bit more personal, and
focus on actual users and what they're saying, while also showing the product capability here. And then
instead of doing a long thing on each investor, we just bulleted who the investors are, which is very to the
point, easy for a reporter to repurpose.

FRCERIR:

BAMRFFSERM. 58 512 AH Google Slides 1 PowerPoint #I{EERX . BITEXERFERAEHEAR
B, MERFEEENAARNK, HMAEBHNAEMR. HIMKET Gamma BfEss, FEERE, XA2—
RRXTRENAFEENKRERIL. ARKRNMINT —ERZFPIET, RAathiIdTR2E8mME, HMNF—E6R
DEMEKIER. FRURITRAEILEEAANRBRK, TETFEXAARETN, RERERT~mInEE. i,
BITRBERAETRAESKRENE, RBRVIHTRAENER, FEESE, HEICEERSIA.

[00:49:55] Emilie Gerber
English:

And the fun part that | really loved, is we did a video from the lead investor talking about why she
invested, instead of including an investor quote. So it's a little bit different than what you expect. And
their videos are fun, because they have all these interactive elements. And yeah, team photo, make it a
little more personal. And that was about it. But anyways, it was a very successful story, and | believe the
title of the TechCrunch article that we got as a result was Gamma Brings PowerPoint into the 21st
Century. Exactly, that's exactly what we're talking. Maybe they are creating a new category, we weren't
talking about it then, we're talking about how it's better than the existing solutions. And so yeah, | guess
the piece of advice there, is feel free to get kind of fun and creative with it, and don't just follow the
typical issuing press release format.

AR ERIE:

EREVWNEBEDOE, HMLTLABT —BIIXICATARKRE, MASSI A—BRREENES. XM
RIMAANE SR E. MITNIMREE, RABRZRExTE. FERANELR, ILEEEANEK. AHHEX
., B2, XB—TMIEERIBNE, HICEREIREMN TechCrunch XEnEE (Gamma ¥ PowerPoint &
A 21 42), &5, XEREKIMMKILH, WIFMITEEAFEI— 1 #ER, BRMHEZHEB, HITXKILH
EENERTFIERRAER. FIll, BRNENE, REAEFEBRKMEIR, FEREBHAIANALHHERE.



[00:50:42] Lenny

English:

And is that something we could link to for people to check out? Is that just on their site?
R EE:

BRI LURHERL AREENARAID? MEMIRIMLG E5?

[00:50:42] Emilie Gerber
English:

Yeah.

FRCEIE:

=0,

[00:50:42] Lenny
English:

Okay, amazing.
FRCERIR:

9%, XIETo

[00:50:46] Emilie Gerber
English:

Yeah, | actually had to for some reason do some digging to get it. But yeah, | have it now, so | can give it to
you.

FROCERIR:
2R, HFEMERE, HEFLSEE—TARREE. BRATEET, TUEAMR.

[00:50:52] Lenny
English:

Okay, great. And the way that you use that is when you sent emails or DMs to reporters, you included this
link?

FRCERIR:
9, XiF7T. IMERENANE, HIRGICERMAIAGEE, M EXPHEHE?

[00:50:58] Emilie Gerber

English:



After they had that they're potentially interested, because again, if | had shared it right off the bat, it
would be their prerogative to just publish it essentially or share it publicly. And | guess one important
note, is everything you say to a reporter in an email is on the record, and so that's why | make the point
on not sharing the entire story right off the bat.

FRCERIR:

REMINKMEBEANBZE. BABR—X, IRE—FAEMIZE, WIMENERELGRLIADE. BB
—NEBRMEREIE: (REBHRICERNE—mIEFERE “AFiER (ontherecord)” B, XFENA
HRFFE—FIERD ZBE IS,

[00:51:19] Lenny
English:

Got it. So many companies won't have... They're not a deck product, so they can't do something like this.
But the takeaways for other folks here, is be just very human in the language, the investors are just bullet
points, make it fun, add some visuals, don't just have blurbs, and paragraphs, and things like that.

FRCERIR:

BHET. REQEERE AR MRT R @, PR EXRE, EXEMARR, XENET
2. BSEAABK, REEEERAERIIL, LATER, MAREBRR, FEREEN. BEZENK
7o

[00:51:41] Emilie Gerber
English:

Yeah. | think reporters are used to getting the same thing all the time, and so this one obviously worked
well for the format. But | think we try to always think of, what can we do that's slightly different for this
one? Or how can we make this a little more fun? | guess the one exception, if the product is very technical,
and you have a very technical audience, and you're probably going to work with a very technical reporter,
it's totally fine to talk to your audience in those cases, and you don't need to necessarily dumb it down so
everyone can understand. But that doesn't mean... | mean, you can do that while still using clear and
concise language.

AR ERIE:

B, ERFICEELIMT EBREIRAENTRA, MUAXITERFERALEAREZR. BRIMNEZHXEES
B X, BNEMRAAERAREN? REEARIULCEEB—R? HAE—HSIE, MR~mIE
BRERAL, ZRUEIFERAK, MIRATEREM—UIFERARUIIEEITRE, BATEXLERER FTEENRIR
RBERTERAEN, MAFTEATILSPIABEMLEEL. EXHAERE - ZORRDE, MAIUE
RENE S AMEDEREINMEIX—=.

il

[00:52:18] Lenny
English:

Okay, so let me share the element of the pitch that you sent me, that convinced me to bring this guest on.
So this is going to be the chief product officer at NewBank. | barely know anything about NewBank. And
so in your email to me, you basically had just two bullet points, and the way you put is, "Two fun facts
about NewBank, growth has been 80 to 90% organic because of the way they try to make customers



fanatical about the product." And to me that's like, "Wow, that's very rare, is 80, 90% of your growth being
organic." So to me is like, "That's an interesting story." And then the other tidbit is, "NewBank is bigger
than Coinbase, Robinhood, Affirm, SoFi, and Lemonade combined. Seriously, so much bigger than
people in the US realize." Which | 100% did not realize. So to me both were just like, "Okay, this is an
interesting story to tell, | think people would be very curious to hear how a company like this operates."
So now I'm going to start getting all these emails from people, all these couple bullet points.

FROCERIR:

3, LEPZE—TREABNENEFTHNITE, EREHRTHBIEX(EE. XEZEE NuBank WEFEF
mBo X NuBank JLF—FLFrHl. ERLABEBEHER, FMEXRLRETRIMER, MMEXHFEN: “XTF
NuBank AN #8E: BFMIISBIIEEFP =@ EER, 80% 2 90% AUIEKERBAILK (organic).”
KW, M, XXFELT, 80%. 90% HIEKEEEAN,” FILUKIEE “XB— M EBHNHE" . 53—
ERZE: “NuBank Lt Coinbase. Robinhood. Affirm. SoFi#1 Lemonade MEERIEE KX, WEM, LLEE

BiRINEBEAREZ,” HEPZEEERIREIX—8. FAILERN, XTmRPILEERF: 9, X2—MER
HHHE, BEANKERFFXFE—RABTSIAEEN” IERESESFRKBEI —KEXMIAEINMESN
BT o

[00:53:15] Emilie Gerber

English:

They're going to combine a bunch of companies, and see which they're bigger than.
R EE:

=B —IEATAGIER, EHEBCHIER,

[00:53:19] Lenny
English:

Yeah, or use Al to help them figure this out. But | think what you identified here is just what | get excited
about. Is there any advice there of just what you did there that other people can learn from?

AR ERIE:

R, SER AIREMIE, BHIANGEXEIRRIHAERKRRBMEBIIRA, XTIRIBRENTBIME, Bt
LEMA R AFE S BEING?

[00:53:32] Emilie Gerber
English:

Yeah. | mean, | think with pitching you, speaking to the audience, it's not just about having... You don't
want the most well-known CEOs all the time, you're not looking just for the biggest companies and the
most well-known people. You're looking for the things that they can talk about, and how the things that
they can talk about are relevant to your audience. And with the first bullet, it was indexing on that. The
second bullet was more so like, "Hey, you might not know about this company." And it's a little bit of a
unique one, | wouldn't necessarily always include that. But to me the first bullet was really what
mattered, because it wasn't just about the fact that they were a huge company, it's that they grew in a
unique way, and | knew that was the kind of thing that you'd be interested in.

FROCERIR:



B, HHNERE, ERMENE, EHNRARNRE. MATSERESRAZH CEO, MIHNARZHEAH
RENEHEBRBIA (RFHBZMITEIEDR, URXEFERIMASIRIZRER. F—TERMEH X
—RB. FTNER[EGE: TR, MARTHEXRAGF.” XERPF, B —ELB8EX M, BXEFK
W, B-TERAREEXEN, AAXMMUNETMINIR—KARE, METFMHINIU—FMRGHAIEK,
HANER IR BB R,

[00:54:13] Lenny
English:

And how did you figure that out? Is it from emails we were exchanging ahead of that? Is it listening to
some podcasts? How did you get to those conclusions?

FRCERIR:

MRREARME—RH? BMERNZEABVERFIIRF? BRI T —EEE? (RENARFHXEEIRH?

[00:54:21] Emilie Gerber
English:

Yeah, listening certainly helps. But | do think just figuring out... If you even just scrolled the names of all
the episodes that you've done, it would be pretty easy to spot a trend there. And so you're not talking
about product launches, you are not talking about entrepreneurial journeys, you're talking about tactical
lessons. And so pitching people based on those sort of things, | don't even think you necessarily need to
listen to a whole bunch of episodes most of the time, maybe occasionally you want to gut check
something before you reach out. But yeah, you can tell a lot just by doing a little bit of research.

FRCERIR:

28, FPESsEE®E, BERIUANRE. - MEFHER S —TREINFRET ENINE, BREASAW
Hpy#a%s, MRRIEHNARETmAT, FetWhIE, MmEkRER (tactical lessons), FTURIEXLEARER
WAANE, RRSAZHNEREERZFERT—AETE, UiFBREBAZEIEEZE—T. B2, REM

[00:54:53] Emilie Gerber
English:

And then we did have a little back and forth, because | will take responsibility, | did try pitching you on a
CEO at one point, which I know you don't have on as guests.

FROCENIR:

AEHITAITAET —LLROVDE, AAREAEBRTE, RELXIEMEN—4 CEO, MBEFMEMBERE
CEO Y&,

[00:55:03] Lenny
English:
Once in a while, very rarely.

AR ERIE:



BRZ1E, FEFEN.

[00:55:08] Emilie Gerber
English:

Yeah, actually, there's obviously some exceptions. But | had known the subject matter you were looking
for, but | did not spot the trend that you've never had CEOs on. So | think my pitch was actually okay, but
the spokesperson was not the kind of person that you would want on. So maybe you won't get it right
100% of the time, but you can tell a lot just by doing some searches.

FRZERIE:

, BABLERFIS, ERIRNMEMRIHAER, REIMIRILFARIE CEO BiEE, FRUKRREERNENR
HIERLL, BREAFRZIMRBENREAN. FIUBIFIRIEME] 100% [EM, EEIERHLEE T HE

[00:55:24] Lenny
English:

And oftentimes | just reply, "Here's my policy." And then, "Okay, good to know." Kind of along these lines,
something | wanted to ask earlier, you mentioned a few publications to go after, and then how to pitch
people. Obviously the way that you're describing takes a bunch of time. How many people are you often
emailing, DMing per attempt to get a story? Because it sounds like it's not a ton, and so you have time to
do these sorts of custom pitches. Or is it a lot higher than it sounds?

FRCERIR:

BERIAROE: “XRBRMEN.” ABExAE: “4F, ﬂLT&WWELlu%,&W?ﬁﬂmE,Whﬁ
TILRA SRR, URINE#ES. £, MERNXMHAXIEEREN, AT EE—NMRE, RER
9&Aﬁ%#ﬁﬁﬁ?ﬁﬁmﬂ%kﬁ#$y,ﬁMW#ﬁN@MﬁW&%%WﬁMOumﬁkﬁﬁimﬁt
REZEZ?

[00:55:51] Emilie Gerber
English:

I would say for hard news, funding, the startup launch, those sort of things, less, and | try to really stagger
it because we're offering exclusives, and | highly recommend offering exclusives. So the worst thing that
can happen is two reporters reply, and are both interested, and you have to go back to one and say,
"Nevermind." And sometimes that's okay if they left you, if it's been a week or something, they hadn't
gotten back, and they'll understand. So it's fine to move on without getting an answer. So | would say,
yeah, with the funding story, it could be anywhere from one to six reporters on average, sometimes more.
With stuff like general just outreach, relationship building, trying to get on podcasts, it kind of is a
numbers game, and you really have to balance quality and quantity.

FRCERIR:

=W, WTFEEHE. MR, PQBAAXEFR, AERD. RIREWEFNE, BARINREHINE 94
K, HLEABMRMIRR, REENBERERMEERREHRTENE, MAFROLEF—NE:
‘BY.” BRMRMIRT R—EKE, REZEHRINABIAIUN, MZE#E, FFLUKEREEEMMSK



T—PARREEN, NFRELKSE, TR 13 612E, BNESZ, MYFEHBRIINX. BIIXR.
SHERE, XERMIZE LRUMFIEY, ROATEREMME,

[00:56:38] Emilie Gerber
English:

And that's why | love starting with the first note and not saying much, and just saying, "Hey, you open to
guest ideas?" Because it allows you to do more. I'd rather do that than send a bad pitch, and not have it
be targeted to the right sort of audience. And so that's kind of a way to play the numbers game while still
being respectful. But yeah, | mean, with some clients maybe they get one opportunity for every 20 or 30
things that we send. And so yeah, we try not to do... We don't do blasting media, it's not about sending
the same pitch to a single list of people. It's figuring out, which ones do | want to really double down on
because they're the perfect target? And you'll keep trying, you'll be really custom, which deserve maybe a
slightly higher level note, which deserve a DM, and just figuring out your strategy from that.

AR ERIE:

XMENTARERME—HEERNEFE, Rii: % MEIERERND? 7" RAREILFRKRESZ A
BTRXFY, BREE—MERN. REHNERZRIVET. XML AT I ERTEERN
A Ad, WFELEER, AIgEEAE 20 F 30 RZAAERE— NS, FIURNRER - FMFH
“WiAEE% (blastingmedia)” , ARIBEFHHENRE—KERE, MEFAE. MEEBHREER2 LU
F0H, AAMNRRENER? ARMEFHZR, EEEHRNK, REPLEETL—HESRINGE, WL
BEIFAME, HIULH ESRE,

[00:57:27] Lenny
English:

Awesome, okay. Do you have examples of pitches, announcements that were not as effective as they

could have been, and advice for how they could have been better?
FZERiE:
8, BBET. MMERE—EENHLEH0F, SRERFUWIEARY, LUK TFnEesHavEiy?

[00:57:37] Emilie Gerber
English:

Yeah, | have some excerpts that | pulled from press releases where | think there's room for improvement.
So Lenny, | want to read one to you, and then | want to see if you can tell me what this company does.
Okay, "Today X announced their workflow automation product, which combines Al assistance, human in
the loop collaboration, and a robust multiplayer experience to help teams save time."

AR ERIE:

1, ﬁik—%%ﬁ@%qﬂiﬁiT—%ﬁiﬁﬁﬁ&L?I‘EﬂE’JP\]?& Lenny, FARIX—EZLAIRIT, BEIREETREES IR
BXRRNFMH 4. FFT: “S AEER TN IERB @, ZEREa T Al HEI. A
HME (humanin the loop collaboration) MURGBARBIZ KA (multiplayer experience) , SETEHEIA
PATS E B &l



[00:58:03] Lenny

English:

Absolutely no idea what's going on.
R EE:

FERAFEER 4o

[00:58:05] Emilie Gerber

English:

You kind of gained something from workflow automation, and then after that it's like, "Wait, what?"
FEiE:

RAREEREM “TIEREHMN BERISAA, EEEBLEMILARSE. “FF, 1827

[00:58:05] Lenny
English:

Just a bunch of things.
R EiE:

1) Lo

[00:58:10] Emilie Gerber
English:

Okay, now let me read to an excerpt from the TechCrunch article, and this is how TechCrunch positioned
it, "A new automation startup is setting out to eat Zapier's lunch. It helps people tackle mundane and
repetitive tasks, and goes beyond the triggers and actions popularized by similar platforms like Zapier."
So to me, yeah, it's a better version of Zapier, where they aren't just doing triggers and actions, and
there's a little more substance and depth to it. If you know what Zapier is, you can kind of start to figure
out what they do based on that.

FRCERIR:

9%, MELLIKIE—E TechCrunch XERIER, FF TechCrunch BIAEMEN: “—KEBBHLIDEIRQ
B [EAEEICFE Zapier BUIRBE. EEPHATAERFEENMES, HFEEH T & Zapier XIFEMT G E KRB

BESHE RN WERR, B8, EMB— N EIFRAR Zapier, RRAZBMARLMENIE, EEEREAE
MRE. NRIRAE Zapier 24, fREiBEIELLHERTH IR A,

[00:58:41] Lenny
English:

Yeah, it comes back to your point about referencing incumbent to help you understand what the heck
you're talking about

FRCERIR:



EHY, XXEETRZANMR: 5|RERESLKEBIEBREIRERM 4o

[00:58:47] Emilie Gerber
English:

And you wouldn't necessarily need to do that in your press release, but | think they could have been a lot
clearer, and not use... Because terms like robust multiplayer experience, that makes it sound like a game.
Are we talking about just collaborative multiple users? Human in the loop collaboration, isn't all
collaboration between humans, and we're all in the loop? Al assistance, that just means they use Al. So
yeah, sometimes | push my clients to like, "Okay, let's talk through what each of these phrases actually
means. And if you can't articulate it, then let's change it to the way that you just articulated it, and it
might be more successful." So yeah, that's a good way to do it. And just read it out loud, read it out loud
and see if someone understands it.

FROCENIR:

MA—EFREEHMEBVEXALT, BRINAMIIFSTUSTEESRE, MARER - BAAKR BANZHHRE

1”7 XHiE, ITERGRENER. RIIBERESAMED? “ANDE" , BEEFRBNIMEFREASAZ

B, ARREES5E? “Al4EE) , BRETWEMIAT Alo FIL, ANERIERNEFF: “4F, LI

PXEREIREAATE. MRIMRABE, AMECHIRRNIA R, XFFATESENY." &
—MFH %o Eﬁ&'\tzsjtmlitljﬂ%, BB AR REITTE,

[00:59:34] Lenny
English:

Someone hearing this is like, "How could possibly anybody think that was great? How did these come
about, these really bad descriptions?" | know it's hard to come up with something really short and pithy,
but where do these come from?

AR ERIE:

IFARFIREERAE: “BAZBARRBRRIEEFFR? XEERIERZ EATERN? 7 HAER L EEREERN
EIRME, (EXLER) LEIREMIR) LE Hkey?

[00:59:49] Emilie Gerber
English:

It's just a culture within marketing and comms, of this is how we're supposed to write. And | just think
that's a majority of how people do it, and they think it sounds smart, or they think it sounds more
professional. | just think it's just how people are trained. And so even when we bring on someone new,
part of my job is stripping away at a lot of that, and getting people... Everyone's capable of talking like a
human being, we do it every day. But it's stripping away that thing that goes off in your head that you're
supposed to be writing in a very marketingy way. Because | would say at least 50% of releases are like
that, it's not a small problem.

FROCENIR:

XAREHEMEHFMWIN—FXL, BT “BRITMEZAT”  WIANNKSHABBXAME, tIIEFXE
IFEEsRIREZAR, HEELZ I, HREXMBANZIING R, FrABMELSTA BRI AR, HHOED TIEmER



BXLERA, LA S PAEGEBA—FRE, RNNSRBEXLM. EXBEEZFEMRFERD
“BEZAEHEESE &k, BRRHUED 50% WHEREZIERN, XAZMNNEH,

[01:00:30] Lenny
English:

| love the advice you shared of just trying to say it out loud, hearing yourself, what does it sound like? Do
you have any other tips for trying to make it something people get and connect to? | know that, again, it
takes a lot of time to really do well and it's very context specific, but is there any other tricks that you find

help you communicate what you're actually offering?
R EIE:

HERMRDZENEYN: HEAFRLFK, WIFECRHNZM 4. REAEMEITRELE AR EHSG?
FNEXFBERZEA GEMYF, MBEIFFEIRTIER, BEE+AREEFTEDBIREIRERETFAT?

[01:00:48] Emilie Gerber
English:

It's talking through the basic questions, what does this product do? Who is it for? Who are your
customers? If you can answer each of those in one sentence... What product launch are we talking about
here? If you can just answer each of those verbally, chances are you're not going to be far away from what
you're looking for. Because when | talk to marketers, and founders, and teams, generally in the
conversations | have no trouble understanding what they're talking about. They can articulate it just fine,
it's only in the writing that it gets that way. So actually | think it's kind of easier to solve than many might
realize. And then also | think there is some skill involved in removing words, not over explaining, you can
make things more concise. But at the bare minimum, just strip out all the jargon, that's the first step.

AR ERIE:

MEEA/LIMERNR: XMmEMTAn? ERGEAN? MNEFAZRIE? IRMEA—EENES—
AR BATEXEIEHR T A mATR? RMEOXLDEXLRE, BEMMBEENFZT. AhZiHk
S5EHAR. Sl AMBEZRE, BEFZEEMIIAETERRE, tEREFREE, A2 TN
A ERMIF. FAAKER L, HUINAXLEITFZARIRINERZBE R, I, FINAREIRLC. FIERRDE
—MeIs, (REJLULABEREE. B&IEN, XBEFRENTIARE (argon), XB%F—%,

[01:01:36] Lenny
English:

| love it. So one way to think about it is, just think about, what does it do? Who is it for? Who are the
customers? Is there something else along those lines that you shared there as a bullet point?

RSz ERIE:
XHET, FRIU—FEZARME: EMMHA? BiEA? TREH? XFX—5, (RAEEMMNESHZG?

[01:01:45] Emilie Gerber

English:



Well, | mean, if you're talking about what makes this business interesting? Why should people care? And
not over indexing on that. | think that's just one part of the overall story, is why people should care about
this business. And then what's new? Is it growth metrics? Is it the customer piece? Is it product? What
makes this timely and relevant right now?

FRCERIR:

i3, BNERRE, NRMERLE “BAAUXTUSER? 7 “AMNAFAERD? 7 FELEYETFI. FHiA
NERIARBIMREN—D, BAMNAFAREXRORXTSE, AR “BHAMER? 7 BEKER? B%F
Ef? X2~ m? B ALEES TEAENREREXME?

[01:02:08] Lenny
English:

Okay, awesome. There's actually this awesome Twitter thread from a couple of days ago, where the CEO
of Product Hunt did this thread where he asked people, "Share your tagline, and | will give you a much
better version of the tagline." And he's really good at this. So I'm going to link to it in the show notes,
where he can give you an example of what it looks like from bad to good.

FROCENIR:

9, XHET o KR LEJIRAIBE—FEER Twitter 642, Product Hunt Y CEO RiEERY, it Af] “H=(REVER
& (tagline), MRLIR—TEHFHRE" . HIFFERXT, RSBERBETENAE, tWAILGIRERTM
FERREILFSBIF

[01:02:26] Emilie Gerber

English:

| love that. That's exactly the kind of thing | would love to do too, because it's so fun and so easy.
R EE:

BERH. BERHKBEMHES, AANKEBELXERT,

[01:02:33] Lenny
English:

It's easy if you're good at it, most people are not great at it. You mentioned press release in this example,
you shared thoughts on value of press release, traditional press release versus not.

AR ERIE:

NRIMERBIEREE SR, BERSEMAHTER, REFFHRETHIETR (pressrelease), {RMFHIERBIMN
BEEAER? LgmERS TSR T AELEE?

[01:02:44] Emilie Gerber
English:

Press releases came about because reporters would be checking news wires for ideas of what stories they
want to write. No reporters do that anymore, or a very small percentage, | don't know any reporters that



do that anymore. So now it's this thing where you go to one of the PR distribution services, you pay them
anywhere between 300 to $2,000, that's literally what it costs, and they put it on the wire. And for the
more expensive services, it does get syndicated to this press release section of some business websites.
No one, in my opinion, goes there for their news. I've personally never read an article, like a Yahoo
Finance article, that was a press release syndication. So in that sense, they are not helpful for getting
eyeballs. They also require... Going back to that more marketing form of writing, they require that you
write like that.

AR ERIE:

MERZAAULI, RRANCEURMZEE “HE@Nt (newswires)” RINEERRE. WEBLLABILE
AT, HELHIR), F—TERINR. FAUIENERE, MEAXDRIRSEBE, 213300 2/ 2000
EAE (ZMERLMAA), IIEMREEEN. M TFESRHRNRS, EWMIEKEAS (syndicated) F—
LB MILEFTETEIRR. (BERER, RASEREENE. ROAMREI-REREMEBHENXER
KEMBERBRTZ . FIUMZXNEX LR, ENfXRsIRKXELEE . MEEIEEXR. - BZBBHE HEH
SRR, ENfERFOIIES,

[01:03:39] Emilie Gerber
English:

The standard press release format, it's so formulaic, and | think it actually encourages that more
marketing speak. The benefit is that you're getting all the news details in one place, so it's relevant for a
reporter. However, you can do the exact same thing in a blog post. And the blog post can be this first
person piece of content that's written by either the founder, or the product lead, or whatever executive,
that has a lot more flexibility in the style. You can write it however you want, it can still include all the
same news elements. And it's much more shareable on social, you're not going to share a link to a press

release on your Twitter or on your LinkedIn, but a blog, for sure. You can add your own graphics, it's great.
R EIE:

RERFERERINIEE AL, FIANEERFRLEMKT EHEE. ERNFARIEFREHRBATERE—TMT,
HEREEM. AW, (R UEBEXERHYEEFNSE, BEXETURE-ATNAZS, HEBA. &
mARAREASERS, MELRERFS, MEUBORTME, RNESMERBENMHETR. MAER
HRBELERZHE, RRKTE Twitter 3f LinkedIn L EHETREE, BEEXEESR. MEFUMABD
MIE®R, XRi%E.

[01:04:21] Emilie Gerber
English:

And you're also encouraging people to go to something that lives on your website versus this black hole
of a newsletter. | should be fair, so | think that the reason that people say that they still do them, is that it
helps with SEO. However, I've read a few articles that have said that Google no longer does prioritize
press releases in SEO, so | don't know how much that holds up. And that it signals to the market that the
company is more serious, so that's a perception thing. | personally think that blogs actually signal a more
modern, kind of cool company than a press release. But at a certain stage in your growth, public
companies, they do press releases for earnings, makes 100% sense. There are certain rules around when
companies do need to issue press releases, so there's still a use case for them, | just think your average
early to mid-stage startup doesn't need them.

FROCENIR:



fREESEI AR RIRM I LA, MAREHMERD ANERR. 27, AMNERFLHERNREZ
—ERFEARBT SEO (BR3IZEML) . AW, HRI/IRXENR Google FEMIEE SEO HEVHIETE, Fi
UHRAHEXEESAH. ®EARSXATHERET ARREMNGES, X2—MIAAR—E. HHAINA,
BERHSCHTEREREZE TN, BIZNARAER. BELXRNENME, Ll EHATE, il TH
wEMER, XEDZERE. XTARARNBIATHEREERERNL, FRLENDEERTR, &R
EREE BN RPN ARARFEEN.

[01:05:10] Lenny
English:

This mention of blogs is where | wanted to go next actually, so it's a good segue. But before we do that, is
there any other examples that you wanted to share of less than ideal ways of pitching a product?

FRCERIR:

REBREFERETHREBNN, XB— M RIFNTE, BEBZH, MEEEMXT “FRIBE~mENT
AR BB FENZEL?

[01:05:21] Emilie Gerber
English:

One sentence | found in a press release that a lot of companies want to include that | always try to remove
is... Well here, I'll give you the sentence, "Since exiting stealth in May, we've witnessed a 700% increase in
organizations using our product.” You're saying that since you were in stealth to now you saw a 700%
increase, so you could have had one customer, now you have seven. And it's every company wants to do
these percentage growth stats when they just launched, and I've never seen reporters include that in their
stories.

AR ERIE:

BRERERPLRMRSABTEHEMN—E, MBS LENEE, BRI FIRLMEF: "B 5 BNER
FRERIVLIR, FAWIET EAEN = mAVARIEMNT 700%,” REERMEERIIEEKT 700%, ABFTEE
EREMRURIRE 11MER, EE 7 1. SRATFNLGHEBAIMBE S HIEKEE, EXMRRIIEE
XIS HiRkE R,

[01:05:50] Emilie Gerber
English:

And so there are ways to give signals of how fast you're growing without being that kind of disingenuous.
One way that you could put something similar is, "Our revenue hit six figures at the end of last year, and
has been growing about 30% each quarter, with 40% of adoption coming from the enterprise sector." So
you're giving color to the growth, and you can kind of play with that, it doesn't need to be exactly
something like that. But if you can make it a little more specific, I'm not against doing percentages, but |
think there's a way to balance that with something that seems a little more realistic.

FROCENIR:

FREL, BREFEFNURTREIEKEE, MATERSBAER. MAIUXES: “BIINEVREEFER
KRB TR, HEEBFEEKL 30%, HP 40% NRARBEWETT,” XERMAEKIEMT AT, R



AILRERE, F—EBx2RiR. IRMESFEAF—x, RRRMAESLL, BRINANZA—LEEE
KEE SR PR F o

[01:06:25] Lenny

English:

Or, "We went from zero to six figures in ARR in X months.
R EE:
HE, “HMNEXDTARREIT ARR (FEZLEEWN) MBRAIKRAIRK.”

[01:06:29] Emilie Gerber
English:

Yeah, no, totally. And it doesn't need to be huge, especially if you're doing your first story, they're not
expecting that you're necessarily going to have massive revenue. And so | think founders might
sometimes be concerned that it's not going to seem big enough or significant enough, whereas from
working with a lot of companies, it's kind of the case across the board.

FRCERIR:

2H, TEEH. MEABFATERK, HIIRIMME—RIRER, WNHTEEFR—EEEHMER. &R
FEBAENIBOBIEEERTBANTBEE, BRIERSXASATEGENER, AROBERELHE
%,

[01:06:49] Lenny
English:

You mentioned a bunch of amazing companies, you've worked with Ramp, Perplexity, a few others. And
people may feel like, of course you're getting pressed, those are amazing. Ramp grew to a 100 million AR
in two years, Perplexity is this killer Al product, everyone's talking about Al. Most products are not that,
they don't have as interesting of a story to tell. Is there either an example you could share of a company
that didn't have an amazing story to tell, that you created an interesting story out of? Or just any advice
for, how do you help find something that is a nugget that gets people excited?

AR ERIE:

{RIREI T — T RNEM AT, RATEE Ramp. Perplexity 5%, AIAIES 518, HUAIREERERE, AR
BRLENTIXRSE T Ramp TEMENIEKE] 112 ARR, Perplexity @2FLM Al =5, MEAAGERIE Al B
REZEH=GHAHIEML, EMEERAETBNKRE. FEFREIZ—NF, XTF—RELXREFFEHNAE, R
MR L T BBANE? REBMLEN, WAEBREIARLRELANMEN “&M (nugget)” ?

[01:07:23] Emilie Gerber
English:

So some of the examples | gave, so Clockwise and Column Tax aren't as big as some of the other brands |
mentioned. So that's certainly actually the bulk of our business, | would say 80% of the companies we
work with are at a stage where they haven't reached that kind of mass awareness yet. Another really great



company that we work with is Entropy. And so essentially they work with transaction data, they're an API.
It's a very technical tool, it's not something that necessarily every reporter is going to instantly
understand. But for them, we've actually really leaned into the founder story. She's this incredible
woman who moved to the US, and actually struggled with getting her first apartment here because of the
way that our credit scoring system is set up. And one of the use cases for what she's building actually
directly relates to how our credit system could change in the future, and so we've been really leaning into
that angle. And her personal story is really powerful. And so maybe sometimes the product isn't going to
be something that you can easily pitch, but you can kind of find those other personal angles in or pull on
certain threads.

AR ERIE:

Bz AEN—LERIF, Ebin Clockwise 1 Column Tax, MUEENZEHIRFIMEMmEARAK, XKFF LA
AWSHIRSK, HEW 80% SHNEENABEHATFHRAEARMZENMNE. HMNEFHNS—RRENQT
2 Entropy, ffIEZEZAERZHIE, B— 1 APle XR2—TMEERAUNIR, F—ESMCEMEELLIE
o BXFu], BAIEFLIFEBFECIBARNKRSE., E—UTRENKE, BREEE, SRVENRKITH
ERFDRZAMREEIFE-—EQE, MEEHENSRE—TAM, BIeERXRERKERRATELR
T, FURN—BEFENEXTAE. N TAREZIFEETNE. I, BNTmAEREZHEN, B
fRA] LU B A b DA B E TSR LR,

[01:08:33] Lenny
English:

And there it connects back to find the publication that cares about these sorts of personal stories,
because TechCrunch probably won't.

FRSCERIF:
XX EIE T SHREXENARENEE, ER TechCrunch BIRER SR,

[01:08:40] Emilie Gerber
English:

Yeah. But she spoke at Money20/20, so it's useful for speaking abstracts too. Actually it was on a panel
with Column Tax, we got them on together at Money20/20.

FRCERIR:

T, BHEFE Money20/20 K& EAEE, FRUAXXEHFEEWMRER. Kbk, A Column Tax —ESM
T—MNAE, FATLLMAIITE Money20/20 EEA T,

[01:08:52] Lenny
English:

What a win.
FREiE:

B AR,



[01:08:56] Emilie Gerber
English:

No, and we love doing that, it's so fun when you do have multiple companies that you can connect.
Actually, that's kind of a good macro point as well. It doesn't always need to just be about you, if you have
an idea for a conference session, reaching out to colleagues that you've worked with at other companies,
peers, people that are building other things that maybe don't compete better in a similar space, and
packaging that up as like, "Hey, this could be a really strong panel." It's actually way more successful than

just pitching yourself.

AR ERIE:

B, BAMRERXF M. HMERSRATRKAERN, FEEH, Lfrlk, IBR—MRIFNENMR S
F—ELRXTMES, MRMAE—TIINENRE, KRFEHMLARSEINEE. BT, HEEEM
TEMAEFRS M ROA, BMMIEEFE—KiRK: TR, XEgR— M EERANNAITIE.” XK LR
HMRECEMIIEZ.

[01:09:24] Lenny
English:

Awesome, okay. So you've mentioned a couple of times the rise of newsletters and podcasts. So there's
kind of two buckets of questions here. One is going after these kind of non-traditional media platforms,
and then the other is building your own following, and building a following on Twitter, for example. |
know you worked closely with the CEO of Vox who's really good at this, and basically doesn't need press.
Elon is amazing at this, maybe that's why he bought Twitter, he has this huge platform to talk about all
the stuff. So maybe in the first bucket, talking about when you're trying to decide, should | go after
traditional media, Vox, and VentureBeat, and Axios, and all these guys? Versus I'm going to go for
newsletters. As an example, Ramp got a lot of benefit from Not Boring, that newsletter with Packy, who
wrote about them constantly and loved it. And they're sponsored posts, and organic posts. So | guess the
question there is just, how do you think about going after podcasts, newsletters, Twitter, LinkedIn,
influencery platformy people versus traditional press?

AR ERIE:

8, KiET. RILARE T HNEEANBENNE, XBEEGRENHR: —L2FNXEFERAEEFFE; 5—
XEBEIEHCHZER, LINTE Twitter EEIIXE, HAMEMRGS Box 89 CEO (Aaron Levie) HEHIEME, ftdE
BEEKXY, EXELAFEEREGIRE, SHREXAEERERIFEA, BFXMEMET Twitter WREHA, thE—
EXRNFEERKILCFAEEH. MUE—XRNBAR, HIRRAERZFIEAIEAE (40 Vox, VentureBeat, Axios
%), RRZFNEEENE, REAR? 0, Ramp M Packy B89 (Not Boring) B @ P FKREE X,
Packy @EEM{IMBERER. BERBLLEEAM. FIUREAR, RUAEFFEEERE. HE&EI.
Twitter. Linkedin ERIMLI/FEEIAY), SEFREEZERINE?

[01:10:31] Emilie Gerber
English:

| think of newsletters and podcasts actually in the camp of, if we're pitching traditional press, we're 100%
pitching those. Social is its own ball game, but | would not leave out newsletters and podcasts from any
core PR strategy. To me, it's now just a part of any PR program that we're going to run, because it's just
part of media now. And to me, it's just a very important part of media. In terms of social, | think doing



social well is very hard. So you gave Aaron from Vox as an example, that was all 100% him. | think | helped

with one tweet once about a Microsoft partnership that we did, and | was so excited.
FRERIE:

LR LB EEAMBERIN K MRBANBENERER, F1E 100% SHETXLE, HXERES—E
%, 1E|ﬁ?%?‘&ﬂﬁlb’&%%ﬂﬁqﬂﬁ?ﬁﬁ]‘%a_fﬂfr'ﬂiﬁgo MEFKR, efRERRNETHERAXTIBE/
—&5, ENENMBREN—ED, MEXNTEKER, ENBREFIFEEEN—HD. EFTHERER, FHik
FBEFHE IR E M, REET Box BY Aaron Afl, 3B 100% BFENFEN, RERBEEMEI—FXTR
NSRS, HIEMERT .

[01:11:10] Lenny
English:

How did it do?

R EIE:
MRELRE?

[01:11:11] Emilie Gerber
English:

Actually really good. A publication ended up writing a story on the tweet about Microsoft and Vox
partnership because of it. Yeah, so that was fun. But generally it's not always something that you can just
turn on by hiring an agency. And I've seen many companies try doing that, and not necessarily see as
much success as they'd hoped for. So if a founder is naturally good at that stuff, lean into it as much as
humanly possible, go for it. If they're not, and you're trying to outsource it, it can be done to some
success. But | don't necessarily think it's as easy as just posting three times a week on relevant topics,
there has to be more going on there. | think that if the spokesperson or the executive that you're trying to
build the presence of is willing to... Going back to what | said earlier, kind of push the limit.

FROCENIR:

KPR LAFEY. —HKERRZRIERFZXFHIM Box SFIHXE T —RiRE. B0, FREB. BEEHE
T, FARNEBRIRETRENMMELZBEN. ZRIRZQABDEHAXFMN, ERGERZITEIRIAI,
FRLL, tﬂ%ﬁﬂ#“)\iiiﬁ'kﬁ%, MR AR RIEX NS, MFEM. tl:l%ﬂﬂﬂ?ﬁ%tt, mimXE SN,

WEEME—ERY. ERHATANAXRABSAERRERALEL=ZXREMAEE, EEUABEESKRA. HiA
s tﬂ%ﬁﬂ!ku%ﬂ%&'ﬂ’ﬂii%‘)\ﬁ,@%é%@ ------ EEIFZE5EY, BhE—TRR,

[01:12:00] Emilie Gerber
English:

... Presence of is willing to, going back to what | said earlier, push the limit on opinions that they have, be
bold, be controversial, then it could be worth potentially investing in. And | have seen it play out where
reporters have seen those posts and used and quoted things in their articles as a result, so it can tie to
your traditional media strategy a little bit, they're not necessarily fully siloed, but | would say if you're
considering investing in social to just do corporate channels and not think about executives, you're really
leaving a lot on the table. Corporate channels, it's very hard to build a following.

FROCENIR:



------ MRMNBRER R LEIRIR, KEEEEESWNE, BARZHZFEATEZENEN. FILIXFH
B iBEEBRTXEMNT, HEXERSIATEPNAR. FMUERUSIREESEARRES, SI1HIE
T2, BHER, MRMFEERAMZFEENIABLBELSKRSMAZESEIAKS, BPIMENERT
RENZ. REEAKSREZIEERE,

[01:12:39] Emilie Gerber
English:

To get someone to follow a brand and care about a brand, you have to be bringing something new to the
table, because they don't want to read your latest blog post, they don't want to read a relevant article
that your social person just decided to put out there. When you have an executive, you're following a
personality, you're following a person, ideally there's more flexibility with tone, all of that sort of stuff.
And so | think it's important to think about it from the people perspective and not just the brand
perspective.

AR ERIE:

BiUEAXEF-TREAXOE, MBFHER—LEHRA, RAMINERMREINEEXE, WARIRIRE
HRFEARTBEASVRELATREREXINE, SMXE—(USENR, MXENZE—THER, —TEXBA, B
BERMEREAREN, WML, FUBAAMN “A” AEMAUXE ‘B NAEXREEZEREE
A9,

[01:13:07] Lenny
English:

So just to make it clear, the CEO or some execs should be the people tweeting and LinkedIn, and not the
company as a brand?

FRSCERIF:
FRUBEM— T, RIZE CEO HELESETE Twitter Fl Linkedin EE7E, MAZRUARSENAR?

[01:13:17] Emilie Gerber
English:

Yeah. And | don't know. | think that it can be a little industry specific as well for where it makes sense to
be investing in the corporate channels. And you certainly can do that sort of thing. But | also think if
you're going to do that, have an exec that you're also trying a social strategy with. Don't just do the plain
corporate channels.

FROCENIR:

B, AEHRUREXAERMEZE LBURTITIL, RETEPLETRRANTELRERZER N, RHYAF
UMERRE, BRINNMRITEZFY, BERA—USESZHAERRE, FERMEENRTE
HRE,

[01:13:36] Lenny

English:



When | think of a brand doing this really well, it's Duolingo. They're just so hilarious and so ridiculous in
there. And | don't know if the key is just funny is the way to go, and that's how you get any attention, but
they're so funny and creative in their videos, especially TikTok.

FhSCERIE:

HHEE— B EX S EMERIFE, HEBEZME (Duolingo) . MITFEHIIRA LRIERRET, Xk
BT, BAME BX BFPEH—HE, BEFEREXRARRF/XE, EMUNMMHLIFEEBES
BI=, LHRZE TikTok Lo

[01:13:50] Emilie Gerber
English:

It's interesting though, we're getting to the point where even brands having a personality on social is
becoming its own meme. People are making fun of how all the fast food brands all are like these Gen Z
like TikTok-

FRCERIR:

FENE, RMNAEELTXE-THER: EEE “GEEHXEXRLHEBEAR” XSHTEHRT —ME
(meme). AfITEBAKFAIERYIREmAEIMEERRIMIFEAL Gen Z B9 TikTok AR —

[01:13:59] Lenny

English:

And they're all replying to each other on Twitter threads.
HRCEIE:

B 1iE7E Twitter K2R HHERIE.

[01:14:02] Emilie Gerber
English:

Yeah. And so things change quickly. So, yes, that was a good strategy, but you just have to stay on top of
it.

FRCERIR:
M. FTUBREHRR, =, BEE—MFERE, BRBITEREAR.

[01:14:11] Lenny
English:

So you talked about how if this comes naturally to you as a founder, obviously do it. I'm guessing for most
people it doesn't. Do you find that it can work if you're just like, "I know this is important, | need to tweet
often and share things," have you seen that work or is it just like it's just probably not going to be
something that works great for you?

FRCERIR:



RIREIMNREA I AR RRIR BRI, BMEM. FBHNASHARRHIFNLL. MEFNRIZRE
HHNEXREE, WFEBLEBREDERA NOT, XERMI? MAIXMAINRINNGFE, T2
XATRER KEGXEAN?

[01:14:31] Emilie Gerber
English:

Yeah, | think it can work to some extent. Maybe you're not going necessarily be going viral or getting
hundreds or tens of thousands of followers. But for me personally | push myself to post on LinkedIn at
least once a month, because every time | post we get at least one client inbound and maybe a candidate
inbound. And so if you test it and you start to see value, push yourself to do it even if it doesn't come
naturally. And that's, | guess, the nice thing about social is it's easy to test out. You can try doing it, you
can post for a while, even for a month or two, see how it's going, and then adjust your strategy
accordingly.

AR ERIE:

B, HWANEEMEE LRAIURYE. BIFRAS—RIBL, ERSHNT LHELZL, BEXNFDAXK
W, HIREES/AZELDE Linkedin EE2—RME, AASREAMKRNELERFS—NEBEERTFAEH, BIFEE
—PKEREZW, FRUMRFNHAAFREINE, BIEERZMBXRYE, BEREBEA AWM. FBLRERE
BFRMETEREZ N (RAIUZHM—EREE, K—RTMBEEUR, ARHERMIEZERE,

[01:15:06] Emilie Gerber
English:

But, yes, | think for a lot of execs that we work with, it does feel like it's something that's really hard,
there's a lot of overthinking, making sure it's right. You can get really in your head about it, and | totally
understand that because | feel the same way. And so if it's taking up so much of your time and bandwidth
just thinking about your social strategy, then | guess you can weigh if it makes sense to do that, but | think
pushing yourself to try it is a great idea.

FRCERIR:

BE, B8, ¥TFTFE5RNEGENSERY, XHIRERE, IAERSIERE, SBHERLTL K. R
SARFIFFEER, Ka2ER, BAREERR. I, MIRNEBEHRIREISH T IRAZHIEE
MK, BARBIRATLNE—TXHMESERX, BRIANBEBCSEH—TEMNIER.

[01:15:31] Lenny
English:

And then Aaron specifically is very good at this, is there anything that you learned from his approach to

tweeting specifically? I don't know if he uses other platforms. That works really well for him.

AR ERIE:

Aaron (Box CEQ) HRUBICKA, IRMMAERNARAEE T HARIINAAIG? RFMEHRTERL
T, WAIFEEH,

[01:15:42] Emilie Gerber



English:

| actually think | just learned so much. So it was my first in-house job, so | had worked in an agency, |
hadn't worked internally at a company before, and | think | just learned so much about comms best
practices from him in general, just even beyond social. He was so good at figuring out how to comment
on things happening in the news, having just the right stance that was both interesting to the reporter but
not necessarily threatening to the business, and just capitalizing on all those moments. And | just
watched how that worked and | was like, "This is how good PR is." And it's like the space that they're in is
not necessarily one that reporters are all writing about, but he was able to insert himself in those
conversations really well. And | think also at the time that | was there at least just really valued press and

was willing to put the time in and do the briefings.
R EIE:

HENFHTREZ, BERANE—MEA (in-house) ITF, ZAH—HELIXAT L, RELRAEH
Fo HWREHEMMIBEZE TREXTERNRESLE, EEBH T HXEERNTER, thIFBEKTeHES
KENERE, EHREGEFANIIE —ERRE5IRICENHE, XA SZSMER, FEEFBIFMEX
LEAS%Y, FRMBMBNMEEYN, O “XRMEBMBHIQX.” MWIIFAENMEH R —ERICE(EEST IR
1908, BEERIFMIEE CHEARTBRLEIEFR, MERIUNANEDERIIERIBERE, MIFBERHRE, B
ERAHEFHFEESSER.

[01:16:34] Emilie Gerber
English:

And so just getting to hear how he speaks over and over again was really helpful. And then on Twitter, |
think it clearly just comes naturally to him, and so it wasn't necessarily something that needed to... Like |
mentioned, how some execs will spend all this time thinking through to the point where it could get in
the way of other things. | think that's not the case there. And if anything, it just helped the business. And
actually with his Twitter presence, | would say it a good example too of stuff getting included in articles,
like  mentioned in that Microsoft article. So it helps the PR strategy as well.

AR ERIE:

FRLL, —iBX —@IrtineRAERRERER, 7 Twitter £, EAXMMRRERMY, FIUF—ERE
BIEREEN, BESEIRRENEEZ, UETHHRTHMEIF. BRRESUARIEFE. WRTEHARME
&, BMEEEB TS, KRE, MHY Twitter FERBE—NMREFHIFIF, HARBIBANER, MK
BIRFBIRHIANE, FIUEENQXREEEER,

[01:17:10] Lenny
English:

Amazing. And we'll link to his Twitter account. This is Aaron, CEO of Box, by the way. | think | mentioned
at the beginning and then we just started talking about Aaron. Also, | realize, he tweets about this
sometimes, he actually makes money from Twitter, and now the Twitter pays you for views and things
and they share ads, he makes thousands of dollars also from X now, by the way, not Twitter.

FROCENIR:

AET . HMNSM LAY Twitter IS 5%, IRER—T, X{I=Z Box B9 CEO Aaron, FAAFJXFF LIRS, A
BATIAFFIEHD Aaron 7o HIMNKRI, MBERBESEHEHRRIXA, MKRFR EREM Twitter TRk, I Twitter =



RIEN S EFAR IR, MISHZEr Sk, MER—T, MIEMX (RBI Twitter T7) thaEBREILTF=

TTo

[01:17:29] Emilie Gerber
English:
That's so funny.

FROCERIR:

[01:17:30] Lenny
English:

Yeah, it's pretty ridiculous. | think I've gone through every question that | had for you. I'm curious if

there's anything else that you think might be helpful to share or cover or leave listeners with.
FRERIE:

2, BARRNS . ZEKELRTTFAERRIRNER. RRFFMESREEEFARMESIE. &
ENBELIRIAR.

[01:17:43] Emilie Gerber

English:

| can leave with one very tactical media opportunity that | love.
R EE:

BAUDZE—TMHIFEENAY. IRELBRENERNS.

[01:17:51] Lenny
English:

Amazing.

FRCERIE:

KiET o

[01:17:52] Emilie Gerber
English:

Okay, so here it is. It's a way to get a morning brew feature pretty somewhat easily. So they have this
series called Morning Brew Coworking series, and they have it for Emerging Tech Brew, they have it for HR
Brew, all their verticals. | think there's a CFO one, marketing one. And essentially if you go to the series,
the coworking series, either at the top or the bottom, there's something where it's like, "If you want to be
featured, click on this link and fill out this form," and it's about 10 questions. If you keep your answers



interesting and fun and not too self-promotional, we've had, | would say, 50% success rate with getting
execs featured that way. And all you have to do is submit through a Google form.

AR ERIE:

¥, MEXT. X2—MiEXNAZIKE (Morning Brew) IREM A%, MI1E—1"E K “Morning Brew
Coworking” %5, #®Z=ET Emerging Tech Brew. HR Brew EFiEEH M, HEXHEH M CFO MIEHA
M. BEAR L, WRIREIA Coworking RYITTH, TIREMIHEZRE, B —TEM “DRAFBHIER
B, BRTIEEHETIRE” WRAE, ANF 10 M, NRMEFRFRZER. FAFI TERE
H, Bk, BRMNEIXMANILSERGIRENKINEETT 50%. RAEMAMEET Google REE

AN
Xo

[01:18:48] Emilie Gerber
English:

And it's just one of my favorite media opportunities right now. It doesn't need to be CEO, actually
probably shouldn't be a CEO in a lot of instances, but it's basically intended to help readers understand
what the day-to-day looks in certain jobs and just get a little insight into the people that are in these jobs.
And so | guess | just wanted to share that as something that you could do today for over 10 minutes and
potentially get a story. Although, maybe not after you post this, so we'll see if they get an influx.

AR ERIE:

XEEBARENNRENEZ—. F—EIFFZ CEO, LM LAERZIER TAIERKZE CEO. ENVIERR
BIRETRRETFNAEESE, ANMEXETFNAE-ERNTR. FAIURBREXT, (FAMSX
£ 10 DHHFLEEMEYSE, HBEARRE—RHkKE. 73, ERAHXETEEAUEMRF—ET, FEMIZF =
EIRERE,

[01:19:03] Lenny
English:

We're going to take down Mailbrew. Funny enough, they have an interview with Zuck today that they

published on Morning Brew, so it could be you alongside Zuck.
R EIE:

FHA1EE Mailbrew EHFIRT . BEBIE, {15 X7E Morning Brew E&RR T XL BM&AIKG, FrLAREIEE
ML AR EIE—IE.

[01:19:10] Emilie Gerber
English:

There you go, yeah.

R EE:

=i, e,

[01:19:13] Lenny

English:



Maybe before we get to our very exciting lightning round, it might be fun to chat about how to pick a PR
agency. Obviously you run one. When people are trying to decide who to work with and also when to
decide to pick and work with a PR agency versus doing it themselves, what advice can you share when
they're trying to make that big decision?

FRCERIR:

EHNEFELANBENABRT TN ZE], WINMEFEQAXABATEIREE. EAMRECHEEE K. 4
MIAERESEESIE, URFARAEBIEAXABRMARFENFENN, REEDEHABICKRE B M1
BERREND?

[01:19:33] Emilie Gerber
English:

| think there's an assumption that bigger, more well-known agencies are going to do a better job. | think a
lot of those bigger, well-known agencies are used to working with a lot of household brands. And so their
strategies tend to be very reactive, focus in the messaging, maybe have to turn down a bunch of
opportunities, control what people say. That is the polar opposite in my opinion of doing startup PR.
Startup PR, you got to experiment, you got to try new things, you got to be scrappy, you got to be fast. We
actually personally love diving into pitching right away rather than spending several months on
messaging just testing and market right away. And so don't assume just because they have the huge
logos... To your point, you're like, "Oh, well, you work with [inaudible 01:20:16] Perplexity, does that
mean you know how to work with all these tiny companies?"

FRCERIR:

HIANAVERRIGMEER. ENZRNHZHMIEF. ARFRSRENSNMIRTSREF RS
aff. A, MMNNRBRETRIFE®REIR (reactive) , TETFIEAR, AIGRFENEL NS, FHRIAINMN
St HHEXR, XSMAEIRTAXTEER. DRARNQAXFERXRE, FEZHAHMEY, FERE
(scrappy), TERE, HIITMAFBEIRILERNEEN, MAZE/LTANERTEER, KEEETY
Midto PRARZEMNXEASM]E EARB Logo MMRIL - MEMIZEY: “IR, EEZAIRHM Perplexity &1F, AR
EEEKREMRAENASXEMBEATEE? 7

[01:20:19] Emilie Gerber
English:

That's not necessarily a good thing, so don't just go buy the big logos. | would say that's my first piece of
advice. My second piece of advice is find out what month one looks like with them. If month one is them
just doing intake calls and learning about the company, and you're a startup that's still really paying close
attention to how much money you're spending, you're not going to necessarily want to partner with an
agency that needs a three-month ramp up cycle. And so really tactically understand what those first few
months look like. | think that's something that I've noticed is a lot of agencies take a while before they get
their hands dirty and start doing things. My third piece of advice would be writing recent writing samples.
To the point of all those press release excerpts | shared, is that how they write? If it is, maybe they're not
the right agency. So ask them. That's so easy. That's so easy to do.

AR ERIE:

PBA—ERIE, FIUFTERERK Logo, XEHRME—FEWN. F_FEBWNZE: THSMNEENE—TAR
raFsy. MRF—TAMINRIZBEMIIKRIN THRAE, MRER—RIDAFERTIFABNEIRF, FRoE
5-RFE=TABmEH (rampup cycle) BHEEIE. FIUENTIZEE T #EFI/LTANIERS. HiE



BERZHMEREFGTEZAERRKEE, F=FENRERENSIEER, E2IFHDZRILEHER
BR, BRAMNONSEXELE? NRE, LIFHINFAREENYIE, BERRMWIE, XIFEEER.

[01:21:14] Emilie Gerber
English:

Just ask them for a couple recent blogs or releases, whatever they tend to go for, and read those. And, of
course, wins too. You want to see what kind of stories they're getting, but that's a little more obvious. A
lot of people have already talked about this, so I'll just mention briefly, it's important to meet with the
actual team you're working on, not just the founder of the agency. So asking who's our day-to-day going
to be? Can we chat with them really quick? One thing | would say don't do is an extensive RFP process. We
actually as an agency don't participate in RFPs. The two times I've done it, | have regretted it just because
of the amount of work going in versus the value that's there. And it's you're asking a team to do a lot of
free work for you, and generally | think the best players are not going to do that, so you're going to weed
out some of the best players if you're asking them to do a lot of free upfront work. So those are a few

considerations.
AR ERIE:

|t E/ I RRENIERSMER, BEEMIERAA, ABER—% S, &F ‘M5 (wins)” . MBEF
ffJRE R I EI T apikiE, EXLEREMBL. REABRIX—<, ZEERE—T: EENEERZSE
PRSI BIEIRA, MARNENERIEIIBA. FRLAER: BRI EBEXZA? FAJsEFM M IHEg?
EAE—R, RBRWABIBAMERN RFP (BIRAHRIEE) di2. (FA—KKHA, KNTELASM RFP, IS
MR, BEET, AARNNIRESSENNERKREL. (REEERK—TMEHANNMEAENRETE, &
BRIANNRAFTHRIKXRARIZEY, FAIUNRRERBAERZNIIIE, MAEIIE—ERNBHIATS
HIFRTESD, XEMR—EZERE.

[01:22:06] Lenny
English:

Perfect. And then just two more questions, because | imagine this is what people are thinking about when
they're trying to decide should we find somebody is how long ahead of time they should find someone
before something big is happening? And then just what's a budget they should have in mind for
something like this? What's a minimum or a range, whatever you think would be helpful for people to
understand here's how much you're probably going to be investing here?

AR ERIE:

A5TET. TERERNANE, BABREIAMIRERTHATRICE, 2FE: EEASHRENSANIZK
FAN? URREEBENAEAMZSZL? R(RFSCEERZLD? MANEFAGEREEDANIEREANTE

BANZDHEE?

[01:22:27] Emilie Gerber
English:

Start times can vary from agency to agency. | think we can get started the week that a client needs us to,
so maybe I'm not best equipped to answer this, but | would say before an announcement happens, you
probably want to kick off six weeks in advance. So when we start with the company, it's like we're
working on the blog, we're doing a media training, we're doing the media outreach, we're getting quotes



from investors, or coordinating with all the parties, making sure images are being created so it's not just
pitching and securing the article. So | would say buffer with time to pitch, make sure that the reporter is
actually able to cover it. Six weeks is ideal. | would also note | highly recommend not having a firm date
that you think you need to announce something and going instead with when a reporter is able to cover
your story.

FROCERIR:

BEEEENEMR. FHRKNTUEZAFTENLEMASE, FIURTEFROEXINMRANREANLE, B
HEW, ERERHZE, (RARFERANARBH. SHENABES—RATEEN, RINEBGEER. HFE
Bl #ITIERAEINK. REUREERSIS. 58AMIAE. BREEFER, FIURUXZENNUEXS, Ff
MUFREINE LN RE A E, WERICERSAEEPRE. NARERN, REBIRE—~, HENBNAE
RE— MR A BEE, MERIEICE T ARREEREREIREHRE,

[01:23:12] Emilie Gerber
English:

We get so many clients that come to us and they have this set date in their head, but there's not usually a
real reason for it. It's like they're planning around it, it's like they have other comms they want to go out
that day, but if you can optimize for the reporter over the timing, you're going to see such a better
outcome because getting the first choice reporter is going to drive way more for your business than
announcing it four days sooner. So leaving a little bit of flexibility for that agency is key. And I've even
seen companies like issue a press release for big news with no coverage because they had stuck to a
certain day and were very rigid about it, and they didn't get any stories for that reason. And so | think a
good agency would counsel to offer that flexibility.

AR ERIE:

HMNBERZSFLKIZENN, MFEEKELT— 1Y, EEEHKBEEENEH, mEMII2ESXE
Y, NEMREBEMEBRNTELR T, BUNRMREMLZRICEMAZHN, MIBIFRFSHNE
Ko RAFEEEICENREN R SHIHEDER, EILRAMONXEAGERT S, I, SAaXNEE—R
REMRXE. REZENIENRBALG TEANENMER, ALEEMEERE, mERAMBIIETED
A, FEEEL, ERELRFIEAMRERE. FIURIAN—NMFRNBESEIGR X RIEL,

[01:23:54] Emilie Gerber
English:

So six weeks | think is the ideal amount of time. And then budget, | would say the lowest end would
probably be about 10K a month for an agency. You can find consultants, | think the best ones would be at
least 8K a month, but for a small boutique agency starts at 10. I'll just be transparent, I'm very open about
our pricing, our rates start at 15K a month for our retainers, and actually that's for a series A companies
generally what they're at. And then | would say unless you are a global business that needs basically
different teams for different product lines, which happens when you're a Microsoft of the world, that's
another story. But if you're just a series C startup that's getting a lot of attention, | wouldn't go beyond
30K probably. There are plenty of agencies that go into the 50s and 60s a month, but that's just a whole
nother world, and I'm not an expert on that part.

AR ERIE:

FrAF TS AR BN E, EFHE, RERAXKANEBETMNRRIIGERTEEEAR 1 5%, RATUILM
v], HRRMFHMPEAZEDE 8000 %7, BXF/NEBRIE, EFNE 175, BMBER—R, FHxIF(]



MENEBRF, HMNWBE (retainers) BFMZE 1.5 H%ETT, XEER ARRBNKFE, ARK=R, K
FRE—REKERW, FEATENSREAEEFAENE (CCOAERFHRE) , BRS—E%E. BMRMR
AR—HKERXEN CRYILIATE, RAgF=EBIEA 3 H%xmT. BREVMEAWE 5. 6 H%TT, BIZE
S—MERT, RFERAEHNER.

[01:24:56] Lenny
English:

Amazing. Thank you for sharing all that. What if you're going for just a one-off, just help me get one story,

what's a range there for budget you should expect?

RS ERIE:
KET, BEMRIYEXE, NBEATHEREE (one-off), LLIMMRABRLI—MRE, MECTEAHMEZ
2

[01:25:04] Emilie Gerber
English:
| would say between 10 and 20. And you might be able to find a consultant that'll do it for eight.
R EE:
SWTE 1 BRI 2 AT ziE. RIBIFEEHREI—NEEU 8000 ETAIMIR,

[01:25:12] Lenny
English:

Amazing. So helpful. Emilie, is there anything else you want to share before we get to our very exciting
lightning round?

AR ERIE:
KHET, IFEEEH, Emilie, EHARKIVIEES ANMENNBILZH, MEEHAEDZMG?

[01:25:19] Emilie Gerber
English:

No. I'm ready.

R EE:

BB T WESEET

[01:25:20] Lenny
English:
Well, welcome to our very exciting lightning round. I've got six questions. Are you ready?

AR ERIE:



4%, SEREIBAVIFE LS AHEHNER, FZAENDRE E&FTE?

[01:25:25] Emilie Gerber
English:

lam.

FCERE:

BEEFT

[01:25:26] Lenny

English:

First question, what are two or three books you've recommended most to other people?
FREiE:

BN, REANABERSHR=ABEMA?

[01:25:32] Emilie Gerber
English:

I have one that's very top of mind right now, so it's How to Change Your Mind by Michael Pollan. Actually, |
leave tonight for a week long psilocybin retreat.

FRCERIR:

BiFEINERTEEN—ZAZE Michael Pollan B9 (S1RIEXZARBYGE D (How to Change Your Mind) . SEFR
£, BOBREBELRESM— I REA—RANREEER (psilocybin, RLOILM) FBEE,

[01:25:46] Lenny

English:

We should have done this... N [inaudible 01:25:48]
FRCEIE:
B ZERZ G A (%)

[01:25:52] Emilie Gerber

English:

I know. I would be getting much more philosophical maybe.
R EE:

BAE, ERRRITESTEERTEIE,

[01:25:53] Lenny



English:
Wow.

AR ERIE:

=+
l:I:I: o

[01:25:56] Emilie Gerber
English:

So very excited, I'm going to Jamaica.
R EiE:

FEHE, REEFTEM,

[01:25:58] Lenny
English:

Amazing.

A EiE:

KET o

[01:26:00] Emilie Gerber

English:

And ever since researching that field, there's the whole concept of changing your neural pathways is just

very fascinating to me. And just opening up and shifting perspectives is something that | think will

actually help me a lot just even in running a company, being a better leader, | think we're at a stage in our

growth right now where we're hiring a lot and there's a lot of pressure and | just want to make sure I'm

bringing my best self forward every day. And so I'm really excited about it.

FROCENIR:

BEMBARE N UELIE, “BREHEER NEMISMILRIFEEE. BIANMAORNEERAEF LS
NHEEQE]. RABFNASEFTRAER. &
RRAEHEREXRTERILRFNECS. FIURERNREAR.

[01:26:27] Lenny

English:

HMNMEELTERMNER, BRESE, EHERX,

What an amazing answer. This is going to be part of your set and setting this interview, but hopefully you

can get it out of your mind.

FROCENIR:

LREFMEIE, XRRKIFEEAMR “DIRSIFIR (set and setting)” BI—&F%), BHLEIRAEEEHEEMTER



[01:26:34] Emilie Gerber
English:

No, totally. I was nervous. I'm like, "It's actually really great that this is happening and then | can
completely unplug after it. And so | think it's actually good timing.

FROCERIR:

T, meREil. RZAEREKN, B “XF/MEREHSEREN, Z/ERMAUBIRETRNBIAT "
Fr LA IA J9BS AL IE ST o

[01:26:34] Lenny

English:

I'm excited to hear how it goes.
FRCERIE:

KRR EIR SR,

[01:26:45] Emilie Gerber
English:

I'm not a big book recommender. | have ADHD and reading full books is very hard for me, and so I'm just
going to leave you with that one. | can do the occasional beach read I'll really focus, but it's not my main

format of content consumption.
FRERIE:

HRAKREWEEF . B ADHD (ZEPIE) , RFT—BAPMERKRRYE, FAIUARRHEER—2 BREEM LR
RPHEEFTERS, ERFRRRNATHEES.

[01:27:01] Lenny
English:

Amazing. All right, great answer. One's plenty. Do you have a favorite movie or TV show you've really
enjoyed?

FROCENIR:
AHET. §F, RENEZE. —2mB 7T, (RELKEIFEEREER S EMRR?

[01:27:08] Emilie Gerber
English:

My favorite genre is post-apocalyptic, end of the world survival. | need to mention my all time favorite
show, because it would be bad not to. So Walking Dead is my comfort TV show, | can watch it when I'm
going to sleep at night, but my most recent favorite was Yellowjackets. Are you familiar?

FRCERIR:



BREVNHWENZERE. HRAKBEER, BEMTRIE—BELRERENRWE, SUMKERT. U (17
FERW) (Walking Dead) 2FH “AREI" , K LEXFHESE. EXRELRERNE (BE)
(Yellowjackets) . REAEIT?

[01:27:30] Lenny

English:

I've seen the poster on my TV, but I've not watched it.
FREiE:

BEBRALEDER, B&ED.

[01:27:35] Emilie Gerber
English:

Nice. | discovered it a little late. | think the second season finished and they're working on the third. But it
has plane crash, and it has just shocking moment after shocking moment like cannibalism, very weird
stuff. And it's one of those shows that sticks in your mind, which | like where you're thinking about it
afterwards. It's kind of creepy.

FROCERIR:

. RRMSERK. FBE_FEERBTT, MINEERE=FE. SETH, THRERNERNZ,
EEINESEAER, FRRFHORE. CRBMHZBEMREENR, RENPMETZEEZRENREN. AR
EBIHRA

[01:27:59] Lenny

English:

Wow. | thought you were going for Last of Us, but | now have to watch this show.
R EE:

E, EUAFRSE (REEFE) (Lastof Us), BRMEMMERFEXIEIT .

[01:28:05] Emilie Gerber
English:

No, | watched Last of Us and | didn't feel like it had enough survival elements to it. It was like storytelling
in that environment, but it wasn't actually a survival post-apocalyptic show in the way that | was looking

for.
AR ERIE:

T, HED (REEZEE), HRTENEFTREABSZ, EEGEERMFETHNE, MASIFAFIHBIAR
MEERERYER B ETFR

[01:28:17] Lenny



English:

Hardcore. Do you have a favorite interview question you like to ask? And you could take this in any
direction you want.

FRSCERIE:
Bz, MESERENNEIRRE? RUNETAERS.

[01:28:25] Emilie Gerber
English:

Yeah. | have a new one. We actually just revamped our interview process, so | wanted to make it harder.
So my new favorite question is if a client comes to you and they're convinced they have something that's
press worthy, like an announcement that they think should be, | don't know, in the Wall Street Journal or
something, and you know for a fact that it isn't, what steps do you take? What do you do next? And | like
that question because they can handle it, one, from the client relations standpoint, how do you
communicate with the client when they say something like that, but it's also a critical thinking and
creativity question of how do you take a no and turn it into a yes? How do you take what they're giving
you and make it into something interesting? And so | like to dig into that, and they can use a real example
if they want, but I also think a lot of our job is pushing back in a way. And so that also shows if they're able
and willing to push back.

FRZERIE:

B, AR FMNSENHZETEIRRRE, BRRILEEE—R. ARIERVHRER: IR—F
FRIMR, iR E8SE —LER/KRENKRA, tkintbiliAlNizE (RERR) ZXEHNRE, MR
WHEEAMES, MEXKMAATE? BTREIELAM? ZERINEE, ARNEAUER: $—, MEF
KEMNAE, SXFPROXMERNRIOEDE; £Z, XE—MFEBLEMEENRE —IRINETE—
AT ER BT ? RIEBMI AR ARAEREBNARE? HERRARITX—xR, WRMIEE, &
UERESENAIF. HBUANANENORSITEEEMIZEE LR ‘B4 (pushingback)” o PRLAXtEERT ]
EREBERERLR,

[01:29:17] Lenny
English:

I'm so curious to hear people's answer to that. Do you have a favorite product that you recently
discovered that you love?

FRCERIR:

FRBIAIF AN X NEABENEE, FREEREAIUTAFEERNTm?

[01:29:24] Emilie Gerber
English:

| was very skeptical of Apple Vision Pro and | was making fun of it at the beginning, and the first time |
tried it, | completely changed my tune, I'm so into it, I'm ordering one, and I'm very excited for actually
using it for work. | think it could be a really good use case for just my day-to-day at work. After | had tried
it, the next day | messaged a bunch of clients that | thought could have relevant applications for it. I'm
like, "Do we have an Apple Vision Pro strategy? Are we billing to talk about it publicly yet?" Because



sometimes it's tying back to the PR conversation, | love if you're willing to push the envelope on stuff that
you are building or are going to do and getting ahead of those conversations, so that's a lot of
conversations I'm having right now is trying to convince clients to talk about that.

AR ERIE:

FEAIXt Apple Vision Pro IFE 15, BEEMIXE, BIARE-—XZREH, RTE2RETEHE HEEEXR
B, EESITH—, MEARRXEERIECHATIF. RRFEAERAELEPFIE— T IFEFNAG. ER
ERIZE, FBTREAMAG IERIUNNTEREERNANETALTHE. FiR:  “F&(18 Apple Vision Pro &
BEID? HANEEFR/AFRILETID? 7" RABNXREFAXIESR: RERMBEEEEHNEIREMNRA
ERBARIR, HEEXENENFIE, FAURREEERHTRZNE, BERRE A IXKIEX T,

[01:30:10] Lenny

English:

So you have an Apple Vision Pro strategy, amazing.
R EE:

FrLAfRE— Apple Vision Pro 5B&, X1#& 7T,

[01:30:13] Emilie Gerber
English:

And then my other one, which is very self-serving, because they are a client, but | do use them every day,
is Perplexity. | find it so helpful even just for like I'm working on an award submission, | forgot how much
funding a client has raised, asking them that instead of opening five different Google links and trying to
find the answer, it's just huge for quick information. Or writing a bio for an executive, getting just the
TLDR of what they've done in their past, it's so good for PR use cases, and | actually think marketing and
PR is going to be one of the core work applications for them.

FRCERIR:

S—MIFERLO, BAMMNI2RNER, BRBLESXETA, BRI Perplexity, RREFTEIFEEH
B, BARARIRESRIHBEN, TiETEFAMTZ V%, BEERE, MASITHAETTRRER Google H#HEEK
ER, INTFRERNEERAREET. XENSETEN, RERMMITIEZLHEE (TLDR), XIF
BEGAXGR. RLFELINAEENQXFE2MNEZ0 TIENAMNZ —

[01:30:52] Lenny
English:

I've also already shared how much | love Perplexity, | have the Chrome extension installed. | probably use
it at least once a day for podcast interview prep along with a bunch of other stuff. So good find for
customer. | think they're going to do great. Wish | was an investor.

FROCENIR:

B D ZEIHBELZENR Perplexity, FH&EET Chrome ' EBiEF. RABMBXRELHE—KRESEEXN,
TERZEMER, AR MRENTF. HRGMIIHERE. ERFEREMITNKREE,



[01:31:07] Emilie Gerber

English:

I'm the happy investor. | rarely angel invest and | was...

R EE:

BB MRRIRHEE, HRDIKRERE, BRHE

[01:31:12] Lenny
English:

Drinks on Emilie someday.
HRCERIE:

BRSiL Emilie 1B'&E.

[01:31:15] Emilie Gerber
English:

There we go.

R EiE:

RIRE,

[01:31:16] Lenny
English:

That's awesome. Good job.
R EE:

KET . TR

[01:31:18] Emilie Gerber
English:

Thank you.

FRCEIE:

55T

[01:31:18] Lenny
English:

Okay, two more questions. Do you have a favorite life motto that you often come back to, share with

friends or family, either in work or in life?



FRSCERIE:
¥, BEMMNNE, FESERERNAERS, RESEE, RESERSE, THEREILETEEEF?

[01:31:26] Emilie Gerber
English:

Strong opinions loosely held, I'm a very opinionated trust my gut kind of person, but that doesn't mean
I'm not willing to change my mind on things and be wrong. | first heard it from an influencer [inaudible
01:31:38] and then | Googled it, and apparently... What was it? Jeff Bezos also said it at one point, so |
have no idea the origin of the quote, but | think that's a good one. You can still be really opinionated in

life, but that doesn't mean you always are going to be right.
R EIE:

“BIUMIM =, WBXFEFE (Strongopinions loosely held)” . BE— 1M EEBEN. HEERHNA, BXH
FERERFTBERRERIAINEIR. HERFEM—UMNIREREIR, A5k Google T—T, EA--4F
BARX - IMEEBE, PRURAMEXDENLHL, BHRIAAXE—ORE. TEEPRNARTUEEEE
W, EXHAERERKITENH.

[01:31:52] Lenny
English:

Emilie, this was everything | hoped it would be. | feel like this is going to help so many people get
awesome press. Thank you again so much for being here. Two final questions. Where can folks find you
and reach out if they want to learn more or work with you? And how can listeners be useful to you?

AR ERIE:

Emilie, RIFKSTTEEE T HIFIHE, BREFXSEHRZARGHENFEFIRE, BRZGIFER, &E
ANER: MRAMVETRESHSIRETE, FJUEMERIIRHEKRIR? ITRBENIFRA(TAEER?

[01:32:06] Emilie Gerber
English:

Our website is sixeastern.com and our email is hello@sixeastern.com, so you can find us there. And
actually | have a newsletter called On Background. It's on Substack. And really what it's intended to be is
a place for people to find these tactical opportunities, so it has media moves, it has reporters that are
working on stories, it has awards that are open, all of this stuff that basically an intern in an agency would
spend their days researching we put into a newsletter. And so its main audience is PR people, but |
actually think it could be a great resource for people within companies that don't have PR teams to stay
on top of stuff. So | guess to be helpful, feel free to subscribe. And then other than that, we're hiring, so if
you happen to be a PR person that got this far in the episode, always looking for great people to bring on.

FRZERIE:

FHATHIMLE Z sixeastern.com, EBFEE hello@sixeastern.com, SEfr EFHE—1RB R (On Background) #Y
BYEi@ifl, 7F Substack £, ERNFIRIBILANTKEXLELIZYS, GEEAMNS. EETRENIZE. FKRR
BHRDIEFESE, B8 L, AXATKIEBRARBNARA, FNTERHETXIRFERE, eNEFEZRER
KAR, BERIANANFRLESEAXREAMNRABRIARFKR, XBE—17THRNSHTFRR. Fil, NRAE



EBIT, WLITE. FRILZIN, FATEERE, MRMREEFE—(UREXENQXA, BIT—EEIFHMABHA
ZAMNo

[01:32:57] Lenny
English:

Amazing. Is there anything specific you're looking for in people you're hiring for people that may want to
reach out other than they've been in PR?

AR ERIE:
KiETo. BTHEAXRZWIN, MM BEERIRINIEEE A BFERD?

[01:33:02] Emilie Gerber
English:

Ideally some B2B experience. | think doing B2B PR is very different from doing consumer PR. If you work
with startups, that's a huge plus, you know how to be kind of scrappy and fast. And also people that just
love to be really hands-on and doing the actual work. We're very flat, so we're not a place where there's
much managing of teams. So it's really much more like a consultancy than anything else.

FROCERIR:

ERIERTES B2B 2%, HIANM B2B AXSHMIEERRAXIFETRR. RIFESVICIQBESIFENELR, A
B—TMEXRNMAT, RAMFMENERERREMITE EEMESIPEREZFBEHF. BMEMFIENA. &K
MEVAHERIFERT, FIURIMXELRAERSHENEET(F, EELEGRE—REALE,

[01:33:24] Lenny

English:

Amazing. Emilie, thank you so much for being here.
R EE:

KHET, Emilie, IFERRBEHREER.

[01:33:27] Emilie Gerber
English:

Yeah, it was so fun. Thank you so much.
FRCERIE:

2HY, EEEE. FEERB,

[01:33:29] Lenny
English:

Bye everyone. Thank you so much for listening. If you found this valuable, you can subscribe to the show
on Apple Podcasts, 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.

FR3ZEiE:

B, 8, IFEBEHEIT. MNBEESHAETHEBENE, AILUTE Apple Podcasts. Spotify SRS IREIEE [
BEITHE. i, BEELAKINMNTLIOXBTTIC, XEEEHEHHMIARLMAER, RAUE
lennyspodcast.com #EIFIEFHTTER THRELZES. THTEBML.



