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[00:00:00] Emily Kramer
English:

Forget the product marketing content partner, demand and growth, forget all of it, and just think of
marketing as you need a fuel and you need an engine. And goal is like all the things that you're creating. |
mean this should be obvious, but it's the content, it's the word, it's the design in some regard. All the
things that you're making, all the things that are going to add value. An engine is how you get it out to the
right people. And all of the tracking of that and sort of the ops work | put under engine, everyone needs
an engine.
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[00:00:28] Emily Kramer
English:

And the question is, where do you have the biggest challenge right now? Or where do you think if you did
more, you would grow faster? Is it on fuel side or is on the engine side?
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[00:00:37] Lenny
English:

Welcome to Lenny's Podcast. I'm Lenny, and my goal here is to help you get better at the craft of building
and growing products. | interview world class product leaders and growth experts to learn from their hard
one experience building and scaling today's most successful products. Today my guest is Emily Kramer.
Emily led and built the marketing teams at Asana, Carta, Ticketfly and Astro, which was a startup
acquired by Slack. She's one of the first marketers to be hired at all four companies, and has been



instrumental in helping these companies build their marketing function, grow their products, and build
their brands.
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[00:01:11] Lenny
English:

She also writes my favorite newsletter on marketing, MKT1. And the best compliment that | can give her is
that she's a marketer that thinks like a product manager. In our chat, Emily shares a ton of concrete
advice on what to look for in your first marketing hire, what the different archetypes of marketers are, and
who you should look for based on your business model. How to work with marketing effectively as a
product team, and also what red flags to look for that tell you that your marketing team is not doing a
great job.

AR ERIE:

RS T RERENVEHFELRFEFEN —MKTL, HELMHRSTNE: BWER—UETREE—HBRENE
HER. ERNANER, Emily nETAREEAKNEN, 8 EHEEE—TEFEARNNZEENA; EH
AGREMERENERE (Archetypes) ; WMARBEMAIEWAERFHREENANLE; (EAF GRS EHER
TERINME; UKHILE “ERES" (Red flags) FUREIRMEHEIARIMFE,

[00:01:39] Lenny
English:

Emily is super specific and incredibly concrete with her advice, including sharing a ton of templates that
you can immediately use that we link to in the share rooms. | always learn a ton talking to Emily and |
can't wait for you to hear this episode. And so with that, | bring you Emily Kramer.
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[00:02:14] Lenny
English:

John, give us a behind the scenes at Amplitude. When most people think of Amplitude they think of
product analytics, but now you're getting into experimentation and even just launch a CDP. What's the
thought process there?
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[00:02:35] John Cutler
English:

Well, we've always thought of Amplitude as being about supporting the full product loop. Think collect
data, inform that, ship experiments and learn. That's the heart of growth to us. So the big aha was seeing
how many customers were using Amplitude to analyze experiments, use segments for outreach and send
data to other destinations. Experiment in CDP came out of listening to and observing our customers.
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[00:03:50] Emily Kramer

English:

Yeah. Thanks for having me. Looking forward to chatting with you in depth here.
FZERiE:

¥Ry, EHEREVERIE. REAFEXEMIRRNII M.

[00:04:16] Emily Kramer
English:

For sure. And theme of my career has been building out marketing teams at B2B startups. So early in my
career | was in advertising, went to business school. But after that | started doing the startup thing and |
was at Ticketfly, | was like the second marketer. And then | went to Asana where | was the first marketer
when they were about 30, 35 people and built up that team and led the team for just under four years.
And then | went to a small seed funded company, help them raise rates and eventually went to Carta,
which was about 300 people when | joined-ish give or take, but didn't have a marketing function at the
time.
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[00:05:42] Lenny
English:

| don't think I've told you this but many founders have mentioned you as one of their most helpful angel
investors that they've had on their cap table. It just comes up often when we co-invest. And the things



that you help them most with as far as | understand is marketing advice, go to market advice, hiring

marketing people.
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[00:06:33] Emily Kramer
English:

And just to add to that, it's even hard for marketers to hire other marketers. It's even confusing for
marketers to know where they fit in. And if they haven't been hired yet exactly what world they should be
looking at or exactly who else they should be hired on the team. While it's very confusing for founders
and people who haven't kind of been in a larger marketing team to understand all the different function,
like also confusing for marketers. And | think that's just because there's so many different sub functions
of marketing and there's so many different things that marketers could do.
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[00:07:33] Emily Kramer
English:

One, is like you don't know as a founder or someone else doing a marketing hiring for the first person,
you don't know what you're going to be doing in marketing. You don't know what your big levers are
going to be, you don't know what's going to work. And so you hire a marketer thinking they're like smart,
they've done this before. But really they haven't done the thing that you need to do before. So | see that
especially with business model where | think having the right business model experience is almost more
important than having industry experience or experience with that audience.
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[00:08:39] Emily Kramer
English:

Are you doing bottom up product led growth or have a free version? Or whatever it is. Those types of
things matter a lot. Because the set of marketing activities is just wildly different which I'm sure we'll go
into. So to kind of summarize here, what 1'd tell founders is | usually start when | talk to founders about
who you need to hire in marketing. Because usually the question is, | think | need a marketer, who do |



hire? And my critic question, let's try to nail this down because there isn't one answer. It very much

depends.
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