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(00:00:00) Jason Feifer
English:

The editor, the writer, I'll just say it as plainly as possible. They don't care about you. They don't care
about you. They care about their reader or their listener or their viewer. That's who they care about.
That's who they're serving, and if you can be of use to them in sharing the kinds of information that they
are looking to serve their audience, then you can get what you want. But you can't treat them like a
service provider because they're not. And so you have to approach them with an understanding of what
they're trying to do for their audience and how you can fit into that because if you don't, they are not
interested in you.
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(00:00:47) Lenny
English:

Today, my guest is Jason Feifer. Jason is editor in chief at Entrepreneur Magazine, previously an editor at
Fast Company and a number of other magazines. He's also an author, podcast host, keynote speaker, and
startup advisor. In our conversation, we get incredibly tactical about how to get press for your product.
Jason shares how to pitch a journalist, how to find the right journalist to pitch, what publications to
consider, why freelance writers are more likely to write about your story, why the mission of the
publication is so important in how you pitch them, plus what channels to use to reach out to journalists,
how to think about your goals and what success looks like from getting press, so much more.
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(00:01:25) Lenny
English:

| learned a ton from this conversation, and if you're looking to get press for your stuff, you'll find so much
value here. With that, | bring you Jason Feifer after a short word from our sponsors. This episode is
brought to you by Sidebar. Are you looking to land your next big career move or start your own thing? One
of the most effective ways to create a big leap in your career, and something that worked really well for
me a few years ago, is to create a personal board of directors, a trusted peer group where you can discuss
challenges you're having, get career advice, and just kind of gut check how you're thinking about your
work, your career, and your life. This has been a big trajectory changer for me, but it's hard to build this
trusted group.
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(00:02:05) Lenny
English:

With Sidebar, senior leaders are matched with highly vetted, private, supportive peer groups to lean on
for unbiased opinions, diverse perspectives, and raw feedback. Everyone has their own zone of genius, so
together, we're better prepared to navigate professional pitfalls, leading to more responsibility, faster
promotions, and bigger impact. Guided by world-class programming and facilitation, Sidebar enables
you to get focused tactical feedback at every step of your journey. If you're a listener of this podcast,
you're likely already driven and committed to growth. A Sidebar personal board of directors is the missing
piece to catalyze that journey. Why spend a decade finding your people when you can meet them at
Sidebar today? Jump the growing wait list of thousands of leaders from top tech companies by visiting
sidebar.com/lenny to learn more. That's sidebar.com/lenny.
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(00:02:46) Lenny

English:



This episode is brought to you by Maui Nui Venison, a mission-based food company, bringing the
healthiest red meat on the planet directly to your door. | actually joined Maui Nui Venison earlier this year
after hearing their app on the Tim Ferriss Podcast, and I'm excited to be spreading the message further.
Not only does this company provide the most nutrient-dense and protein-dense red meat available, their
operation produces the only stress-free 100% wild harvested red meat on the market that is the only one
of its kind in the world, actively managing Maui's invasive axis deer populations, helping to restore
balanced, vulnerable ecosystems, food systems and communities in Hawaii.
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(00:03:33) Lenny
English:

Also, it is seriously delicious. Not at all [inaudible 00:03:37] and easy to cook. My wife and | made stew and
steaks and all kinds of grilled goodies with the meat. We also feel great about it as a protein from an
ethical standpoint. | highly recommend trying their all-natural Venison jerky sticks for an optimal protein
snack, as well as a wide variety of fresh cuts, all available in their online butcher shop. There are limited
memberships available, but you can sign up and get 20% off your first order at
mauinuivenison.com/lenny. That's mauinuivenison.com/lenny. Jason, thank you so much for being here,
and welcome to the podcast.
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(00:04:13) Jason Feifer
English:

Lenny. Thanks for having me.
FRCEIE:

Lenny, BISHREIERK,

(00:04:14) Lenny
English:

It's absolutely my pleasure. We've actually collaborated on a couple of things recently, and as we were
chatting about some stuff, | was asking for advice on how to help a startup I'm working with get press,



and you shared a bunch of killer advice, and so | asked if you could just come on this podcast and share

similar advice for how to help startups get press and here we are.
FRERIE:
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(00:04:36) Jason Feifer
English:

Yeah, I'm really happy that you asked me to do that. This is something people ask me about a lot. I've
been in media for decades. I've worked at a lot of different magazines. Obviously, | run Entrepreneur
Magazine now, but | was a Fast Company. | was at Men's Health, so I've seen a lot of different sides of
media, and it is a very misunderstood tool, particularly for people in business, and so | love demystifying
it.
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(00:05:00) Lenny
English:
Amazing. I'm excited to learn all this too, and so thanks for doing this. First question is just, as someone in

press, how much volume is there coming at you from startup founders and PR people trying to get you to
write about them and also just reporters that you work with?

FRCERIR:
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(00:05:15) Jason Feifer
English:

Yeah, it's tremendous. It's ridiculous. | would say that by the time we are done recording this podcast, I'll
have, | don't know. | mean, it could be anywhere from 30 to 50 pitches in my inbox. It comes all day. Now,
to be clear, most of that is garbage in the real garbagey sense, right. It's a lot of completely unrelevant
press releases that were sent to me and a bazillion other people. But within, there are definitely some
people who have spent the time to reach out very specifically to me, and everybody in media gets some
kind of volume like that. To reach out to somebody in media is to be shouting over a lot of noise.
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(00:06:01) Lenny
English:

Wow. | imagine we'll get to this later, but I'm curious just what percentage of those are PR people and
press release versus a founder or someone that is doing it themselves?

FRSCERIE:
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(00:06:12) Jason Feifer
English:

The percentage of direct messages from founders that I'm getting is low. | would say probably 20, 25%.
And then the 75% is PR in some capacity, either targeted PR where somebody's intentionally reaching out
to me or mass blast press releases.

FROCERIR:
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(00:06:30) Lenny
English:

You know what's crazy is I've been getting a lot of these now. People think I'm some kind of journalist,
and they're just like embargoed announcement product launch.

FRCERIR:
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(00:06:37) Jason Feifer
English:

It doesn't take much because you just end up on some list, and what's really interesting, and we'll talk
about PR later, | know. But one of the great insights that you can get into the challenges of that industry is
how completely automated a lot of it is where a lot of people in PR are not thinking specifically about how
to tell the right story to the right potential media outlet. Instead, what they're doing is they're just playing
a numbers game, and they're just blasting it out to everybody. And that means that you could end up... |
write this newsletter, right. | have... Entrepreneur Magazine is the thing that people obviously would
pitch, but then | have this newsletter where | don't interview anybody. There's no opportunity to be

featured in my newsletter, and | still get pitches to the newsletter because somebody saw it and dropped



it in some spreadsheet, and it just... now | get it. And | think that's a real disservice to entrepreneurs who
are paying for people to do that, and | really hate that.
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(00:07:41) Lenny
English:

Yeah. Okay, so we're going to get into the meat of just how actually do this well, but a couple more
questions just to set a little context. One is in terms of impact. What kind of impact have you seen from
getting press for a startup in terms of growth for their product specifically?

FROCERIR:
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(00:07:57) Jason Feifer
English:

So it's a really wide range. | have had entrepreneurs tell me that a single story in Entrepreneur Magazine,
like the print magazine or just online, will drive more, whatever more app downloads, more sales that
month than any of their paid marketing efforts. But then | have also heard entrepreneurs tell me that it
didn't do anything for them or that it did one very specific thing for them, which is to say maybe some
potential partner read it and reached out, and it started an interesting conversation. It's all over the
gamut, and it's a really important thing for people to remember is that this is not something that | think
that you should bank on as a strategy for growth. It's a great add-on. But if you think that press by itself is
going to solve your problems, you're wrong because it might, but it's way too unpredictable.

FRCERIR:
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(00:08:48) Lenny
English:

Is there anything else along those lines of just when it's worth somebody investing time into getting
press, either stage of startup, type of startup, any just general broad advice of you should not be spending
time on trying to get press versus this is a really good opportunity for you.



AR ERIE:

AT AREFSRANBESIRGERE, EETARING? LI ABMER. KB, REE[EZHN
B, SIFARMARNZENBEERRE, TARENE—MEEINE?

(00:09:02) Jason Feifer
English:

Think about press the same way that you think about raising money, which is to say you do it when you
know what the money is for, and you should do it when you know what the press is for. A lot of people
reach out to me at such an early stage that if we wrote about them, it wouldn't get them anything. They're
not at a stage where they could use that press in any meaningful way, and so there's really no purpose in
chasing it now. You should step back and think really as a starting point, "What do | need press for?" And
if you have a good tactical answer to that, that could be because | need to drive awareness to a new
product. That could be because I'm going out to raise money, and | need articles to show that the
marketplace takes me seriously.
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(00:09:55) Jason Feifer
English:

These are good reasons, but | get a lot of emails. It's funny because people are... like entrepreneurs, in
particular, they're just so vulnerable, and it's kind of a wonderful way sometimes. And sometimes people
will just email me, and they'll just say, "You know, I've worked really hard, and | just feel like | deserve
this." | respect that, and | relate to it in some ways with my own trying to get attention for my own work.
But, "I deserve this" that's not a good tactical decision for your business that doesn't do anything for you.
And so | would put that to the side and only think of press as you don't go out and raise money if you
don't know what the money is for. You shouldn't go out and try to get press if you don't know what the
press is for.

FRZERIE:
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(00:10:38) Lenny

English:



I'm curious to hear other examples when it's not, when it's a bad idea because, as like | said, an outside
observer, | would always love to get more attention for my product and more people to be aware of it,
more people to check it out. Is there an example or anything that comes to mind of there's no need for
you to do that in this moment or for this product?

FRCERIR:
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(00:10:55) Jason Feifer
English:

Oftentimes, it's not even about the moment, but it's about the publication. So I'll give you an example. |
spoke at an event once, and afterwards, this guy comes up to me, and he has a small hot dog food truck
business in Washington, DC. So he said he's got a couple trucks, and he's doing good business selling hot
dogs, and he wants coverage in Entrepreneur Magazine. He's like, "Oh, how can | get a feature?" And the
problem with that instinct that he has is that he's really directing his energy in the wrong place because if
he is selling hot dogs in Washington, DC, then | understand what press is for him. Press is to drive hotdog
sales. That's what he wants to do. Entrepreneur is not going to do that for him. Full stop. Why? Because
Entrepreneur reaches a national to international audience.

FRCERIR:
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(00:11:52) Jason Feifer
English:

So that means that 99.5% of the people who would read a story about this guy have no ability to go get
his hotdogs, which means that that was wasted effort. So fine. Was it that hard to come up and talk to me
at the conference? No. But scale that out. How many emails is he sending that are like that? How much
energy is he putting into chasing things that ultimately don't have good direct value to him? What he
needs to do is think, "Okay, my goal, get more people to buy hot dogs. Where am I? I'm in Washington,
DC. How can | reach people who are interested in food in my market?" So stop chasing Entrepreneur and
start chasing the local eater or the food section of the Washingtonian or something like that. That small
shift can give you a lot more payoff for your effort.

FROCERIR:
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(00:12:38) Lenny
English:

This is a good segue to just let's just dive into how to actually go about getting press, and | know you kind
of have this three-step structure for thinking about it. Maybe just start with what are the three steps, and
then we'll dive into each one.

FROCERIR:

EXE—MREFTE, EFRIMTRNRTNALRRFREIRE, RAERE—N =T ENER, HIFATUEM
X=FRaFE, RARRINTBZE—FN.

(00:12:50) Jason Feifer
English:

Yeah, sure. So | mean, look, it is pretty simple, right. Step one is prep. You want to be thinking about how
to tell your story. You want to be thinking about the kinds of stuff | just talked about. What is press for for
you? Everything that you need to do to orient yourself towards what is this opportunity, and why am |
chasing it, and how to make the most of it. Step two is figuring out who to pitch. Not all press is created
equal. There are not reasons to just go chasing everybody arbitrarily. The hotdog example is a good one.

AR ERIE:
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(00:13:19) Jason Feifer
English:

So finding the writers and editors who you're actually going to reach out to, who are going to most
receptive to you. And also making sure that because you did the prep, you can figure out how to tell your
story in a way that they're going to be interested in. We'll talk about that. And then step three is the actual
pitch. What does it mean to reach out to these people, to engage the writers and editors? How do you find
them? What do you send them? What are you telling them? That's it.

FROCERIR:
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(00:13:42) Jason Feifer
English:

| mean, right. But what you need to understand is that you're entering a world that probably doesn't
operate the way in which you think it does, and | see that all the time as the recipient of pitches. People
don't understand who they're reaching out to and how | and my colleagues think. We should maybe even
start with that because a really important thing to understand just again, to go to the metaphor of the



investors, you don't reach out to an investor if you don't understand what that investor does, what
they're interested in, or what kinds of companies they invest in. You can't do that with media, either.

AR ERIE:
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(00:14:08) Jason Feifer
English:

So | get pitches every single day along the lines of, "How do | get coverage in Entrepreneur Magazine?
How do | get a feature in Entrepreneur Magazine?" And to me, it always feels like they're ordering a
hamburger from me. Like, "How do | get a hamburger from Entrepreneur Hamburgers, right?" They're
treating me like a service provider. That my job is to provide press. And | get it because, of course, if you're
an entrepreneur, and you're looking for press, then the writers and editors out there seem to be in the
business of writing about people, and therefore, there's some service that they seem to provide, and
you're trying to figure out how to get it. But that's not how the media thinks of themselves, right.

AR ERIE:
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(00:15:18) Jason Feifer
English:

The editor, the writer, I'll just say it as plainly as possible, they don't care about you. They don't care
about you. They care about their reader, or their listener, or their viewer. That's who they care about.
That's who they're serving. And if you can be of use to them in sharing the kinds of information that they
are looking to serve their audience, then you can get what you want, but you can't treat them like a
service provider because they're not. And so you have to approach them with an understanding of what
they're trying to do for their audience and how you can fit into that. Because if you don't, they are not

interested in you.
R EIE:
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(00:15:49) Lenny

English:



| love that. And more... even specifically, what is it they're trying to do for their audience? | imagine it's
just have something interesting that they want to read. Something they can learn. Something they're like,
"Wow, I'm really excited to read this."

AR ERIE:
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(00:16:00) Jason Feifer
English:

Yeah. But it's going to be more specific based on the mission of each publication. So, for example, I've
worked at two separate business titles. | was a senior editor at Fast Company for a number of years, and
now |I'm the editor-in-chief of Entrepreneur Magazine. The decision that is made about whether or not a
story belongs in a publication, it was totally different based on these two publications. So | can't speak to
Fast Company now because they've gone through a couple of leadership changes. | don't know what
their mission is, but back when | worked there under Bob Safian, he was the editor-in-chief, that was
really a magazine about where businesses going, and the stories that were in the magazine were all
supposed to be in some way representative of the evolution of business.

AR ERIE:

2R, BRIES MRS, XSBAMR, fli, REERIFRNBHLTIYMIE. HE (RQE) 87
NENZRREE, IER (BIX) RENEHE, XT - THERSERTENMBRYIBNRE, EXMRRE
EtRE2FEA. HMERERER (RATF) Wik, EAMNEHTVRASEER, RAMEMIIIENE
et 4. BEHLNNESIE Bob Safian T T, WE—AXT “BlEBME" HRE, REENHREL
RZERMIZE AR HES,

(00:16:50) Jason Feifer
English:

And so when people would pitch what we'd really be looking for are, are there insights into... in what this
person is doing that other people could read and say, "Aha, that helps me understand where this industry
is going or that industry, or it helps me think about how | can shape my own company to match current
trends," that kind of stuff. Entrepreneur, totally different mission. The way that | think of Entrepreneur is
that it's not even a magazine about business. It's a magazine about thinking. Or what | want to do is make
sure that everybody who comes to the magazine walks away with great insights into how to think

through the challenges in their business.
R EIE:

FRUAE ATER, FAMEESHIRE: XTARNMEFIARTRERER, ILEMARGRIR: “WE, X
ERIERE T X MTWEBRMTIAEIER, HEZZRDEWFEBRESHQFLNENHRIEE.” M (RIXR) &9
fEsRERE. X (BIXK) WEEE, EEEFR—AXTHUNRE, MB—EXT ‘B4 NRE.
HRHNEMRE DRI ERTHIAETEXTNABEFHUREBIRZ LEET.

(00:17:29) Jason Feifer

English:



And so what I'm looking for when somebody reaches out is did they make some interesting
counterintuitive decision that solved a problem in their business, and I'll emphasize in. Because,
oftentimes, when people hear me talk about solving problems in business, they think, "Aha, but | solve a
problem in business, right. | saw that there weren't the best razors in the world, and | made the best
razors." That's not what I'm talking about. What I'm talking about is... There's this woman whose name is
Joelle Mertzel. She has a company called Kitchen Concepts Unlimited, and she makes a butter dish, and
it's a really smart butter dish because it is built on a hinge, right. So this is designed to solve a very
specific problem, which Lenny, | don't know if you knew this, | did not, that you don't need to refrigerate
butter. Did you know that?

AR ERIE:

FAIAHSBEABRREE, HIHHNE: tEEMETELEEEBN. RERMRERBRMILS “WEE” 89—
Neld, g “WER” , RABEYANRIFKKCHRREWREN, =8 Mg, TRRT kL
A, FAMER EEEREFNHDT], FAUKENET REFNFIMT].” BREEMEN, FTENZE B
1 Joelle Mertzel &+, hE—RAFMY Kitchen Concepts Unlimited, i T — 1M &EmE, X2— N EE
RIENE RS, BAEFTRE. XEATHRRA— M EEEENRH, Lenny, ZFFEMREEHE, REKUH
FHIE: BHELAFTE SR (RAEDE?

(00:18:18) Lenny

English:

| knew that intellectually, but | still refrigerate it. | know people don't.
R EE:

KIBE LHE, BRERE2E. HAMEFLEARLHE,

(00:18:22) Jason Feifer
English:

Me too, even though I've had multiple conversations with this woman about this. You don't need to
refrigerate butter, and if you leave it out, it cuts easier. It's more spreadable. Big problem, the butter dish.
So most butter dishes you just lift up. And so if you have warm room temperature butter that's soft, and
you lift the butter dish top up, you might bump into the butter, and it's going to make a big mess. So
Joelle makes a butter dish on a hinge, right. Opens and closes exactly the same way every single time. No
mess. Brilliant, solves a problem. She reaches out to me about this. This is not interesting to us, right.
Maybe this is interesting for a cooking magazine, right. Maybe Bon Appétit is interested in this.
Entrepreneur's not interested in this because that doesn't help other entrepreneurs to have thought
through that problem.

RS ERIF:

BEHE, REBFMXMULTINEF/LR, (RAEBLEEN, WRKEIINE, SERLZTF, BERE4H. B
BEHEEIMANDHE: ASHEHEEFEEEERFN, NRFRETETTUNESR, (REEEFHERESR
&R, FE—HE, il Joelle T —MNHENERE, BXFAXARBBTL—F, FaFH. BiE, #

RT =R, WEAXNEKRTE, EXHFIRRAFTER, HIFZERTIEE, i (F80) (Bon
Appétit) , 1B (Il ZR) FRXE, EARXHFaeREBE MR KB E MR,

(00:19:13) Jason Feifer



English:

But then she tells me something else. What she tells me is that she is, at the very beginning of this, trying
to figure out how to answer some basic questions about her audience, like what colors do they want in
this butter dish and what price point are they willing to pay? And she wants to do some market research.
She goes to a market research company. She says, "How much would it cost to research consumers and
answer these questions?" They say, $10,000. She doesn't have $10,000. And then, one day, she's sitting at
the airport waiting to board a flight, and she looks around and she realizes that airports are full of people
who have absolutely nothing better to do than answer questions about butter dishes, right. Nothing
better to do, just sitting there. And you could start at gate one. By the time you get to gate eight, everyone
in gate one is new. You could do it all over again, and you could have a 6:00 PM flight, and you could show
up at 9:00 AM. Nobody's going to stop you. You can do this all day in the airport.

FRCERIR:

BEREMSIFRTZ—HE. WRERTR, WRFFEXTRARN—EERNRE, LB EM+ABE
BHE, BRUZ V%, wEMHmAEN, FTEET —RBEMQR. el “BIEEEHEIZEXLREE
03?7 WA 1 AET. KB 1 A%x. ARE—X, twAENSEF W, wFHEE, SIRETZE
FAERERR T OEXTFEMENRAITERIMBIA MITHALTER) L. RAUM 1 SENOFE, FIREERS
SENON, 1SEHONABERT —H#t. MEIUERAG. MRMFEBTF 6 KRBV K, (RAILUE L9 =[5
2o RASEER. RAILENSTL—2X,

(00:20:11) Jason Feifer
English:

And this is how she starts to do her own market research. She saves that $10,000, and she does it herself. |
put that story in the magazine. It's tiny. It's this tiny random company and this random decision. But the
reason | did it is because every time | repeat that story to entrepreneurs, they're all like, "Ugh, right,
totally. There's always other ways to do things." They love the ingenuity of it. That's what I'm looking for.
That's Entrepreneur's stories. So to go back to the point that you were making, it's not just about, "Well,
it's a magazine called Entrepreneur. They must write about entrepreneurs, right. I'm an entrepreneur. |
belong in Entrepreneur." People think that all the time. No. You have to step back and read what these
publications are publishing and ask yourself, "What are they doing? What is the purpose here?"

FROCERIR:

XL B M ZEmNG R, BT TB1HEERT, FAFN. RIEXMERERHTRE. ERD,
BT RAREENABTN—MHEEERE. BRZFAUXAH, RERASRAEAEIREEXNHREN,
=W, &, TEER, SEINFERUBRRE" MI1ESRZIMEEIE. XMERIHNEK
o Xpt (BUR) B9E. FRUEEIRRIZA S, ZXAE “BEARSMH (U xR), ieERE i
K, WIE? HREWR, PAUEMIZHIE (BIR) #EL" AMERXAE, T (RETUE—F, FHiRX
LHRMAHBHAR, REES: “MilEMta? XENENEHA? 7

(00:21:13) Lenny
English:

That is such an interesting insight. | had no idea that that was something you should be thinking about. Is
there an easy way to understand the mission of the publication? Is there an about page they often add
this to or isit, like you said, you just read a bunch of stuff and try to suss it out?

FRCERIR:



XHE—MEBHNIE. TR EXENIZEENER. BRETABRNGERIBALRYIBIESR? it
MMBEERE “XTHN) TEEXLELD? EREREMRDN, REEIHIRKENERIKE?

(00:21:28) Jason Feifer
English:

Nobody publishes an about page in that way because the internal logic of the editorial team. But you can
certainly make some starting assumptions based on who the publication is trying to reach. Everybody is
trying to reach somebody. It gets more complicated the more general interest something becomes, right.
What is the New York Times? What is the mission? That's a hard thing to answer. You sort of have to divide
it up into sections, right. The mission of the National News Desk is different from the mission of the
Business Desk, and even within there, the mission of the Sunday business section is different from the
mission of the Monday to Saturday business section.

FROCERIR:

RBEAZUBMARES “XFHAN E, BABRSHELANRERZE, BIREE D UIRELRYIISERE
MBI RME— LT RIZR. BTABEREZRBRELEAN. RBEARXL, BRMEBEER. il (AL9834R)
Bfta? elESEtA? XRERZ, RETUHBEDHARBIRR. ERFEERREaSE s
@, BEEERWERE, BBk ESESEA—EEBIELRFR,

(00:22:09) Lenny
English:
[inaudible 00:22:09].
FRSZERIR:

(IFRE) o

(00:22:09) Jason Feifer
English:

So you have to start to really parse it out. And this is the reason why people hire PR is because if they're
good at their jobs, they understand a lot of this already. But | really do think that if you spent time with
the content and your starting point is, "I understand that this publication is trying to reach X. They're
trying to reach these people," then you can start to see the patterns of what it is that they're doing. How
are they telling stories? What do these five stories all have in common? They have something in common.
There's something that they're all doing, and you can certainly read the tea leaves and try to figure it out.

FROCERIR:

FREMRBFTHERIEMERTE. XMEANBRAXNRE, FHAMKRMIERKECHIE, tIELER
THPRNKRED . BHRERIAN, NRMENEHRARAS, ARMROEARE “REBXMHMRYIXEZR X
BT, BBARREEF BB IS ERI. M2 WNAHERRZEN? XEMEEFAHKER? ENEE
BHEIR. MITEERFNER, Mer] LUBINR%kLDTRFERE.

(00:22:48) Lenny

English:



Awesome. Okay. It feels like we've already gone into step one around prep. What else is involved in

preparing to get press?
FRERIE:
KiET, BREBINELENTE—F “BE . EEFREEERETTRBLERNS?

(00:22:57) Jason Feifer
English:

If we're talking about prep, the very first thing that you need to do is what | had said earlier, which is just
ask yourself, what do | need press for? And you need a good answer to that question. And once you have
that, the next thing you should do is you should start to think about, "Well, what's interesting about my
business? And oftentimes, it's not necessarily what you think, and you can be guided in a way by what's
happening in step two, where you start to think about who you're trying to reach out to. Because, for
example, the story that somebody might tell me at Entrepreneur is going to be different than the story
that somebody might tell Cosmo.

FRCERIR:

RENESR, MELAEHNERZFHN: MEBES, RATARERERE? REE—IIFNER, —BFT
BR, BTIRMENZEBE: “BHNLSEFAEBNMA? ~ @8F, B800tAERBEMRIANBIBL, {RaJl
SEF_LSNAR, BIMTHEBRRENN R, BR, W, EASGF (BLXR) KE, 255F (B9E)
(Cosmo) HIHETZERE,

(00:23:42) Jason Feifer
English:

There's a reason for a company to end up in, both Entrepreneur and Cosmo, right. Maybe the product is
for young women. And so, Cosmo might be interested in some kind of product feature or including the
product in a roundup of some kind of products. Whereas Entrepreneur would do the entrepreneur-
focused story. What did this founder do? How they do they write? You can take your... You could think
about your story and kind of break it up into a whole bunch of different little pieces and then figure out
which piece goes to what media. But oftentimes, people make the mistake of trying to do that in reverse,
which is to say that they kind of decide what narrative they would like to have out in the world, and then
they just go around to different publications trying to sell them on that. | get that all the time.

FROCERIR:

—RABEHIE (BUR)Y M (FE) 2EREN. BFFaEERFERZIER, PR (BE) mTEEX
mIBEFFEIINT mEEREME, M (RR) NESBUELRAFORHEE: XMUNIMAMT HA? i)
RINMIEERY? (RA) LUBREVESEFARERREN/IMR, RAEFEEM—IREGWHRER, 1HL*%“A1I‘]A§E&
EHRERVEEIR, WREiR, 1o REECERAERERRTAFENNE, AGHRERER L RYIXEEHEX
ME. HEFBEXMETR.

(00:24:34) Jason Feifer
English:

A lot of my pitches that I'll receive in my inbox are somebody who hasn't really thought at all about what
Entrepreneur publishes but instead just has something that they would like to get out into the world. |



mean, a good kind of dumb example is, yesterday, somebody sent me an email about a company that
had just hired a new president. | don't care about that. That's not useful to my audience at all. I'm sure
that there is a trade publication, right. Let's say that there was a company in the restaurant industry. I'm
sure that a trade publication that follows the blow by blow by blow of a restaurant industry might be
interested in your new president. But I'm not because you hiring that new president isn't useful to my
audience. Stories in Entrepreneur are not really about the person that I'm writing about.

FROCERIR:

HEHEEWREINRSRE, NARELED (BIXK) RGHARE, MRABBBECSH—EETEHLE,
—MERENFFR: FRBALRLEYE, R—KQBNEET —(UHESH. HREAFEF, XWFHHIZAR
—R AR, BMESBTLTIYRNME, LORRTLETIY, MITERTUNE— T AT, AIEIMR
RO SRR, BFOE, RAMEBIEHMESNENRAEA. (BIXK) ENREELHAFTEXTREN
B AB,

(00:25:23) Jason Feifer
English:

They're really about the audience. They're really me serving the audience through the stories of the
people I'm writing about. That's not useful. | wish that they had spent a moment and thought about that,
but they didn't. So once you start to think about who it is that you're trying to reach, you can step back
and say, "Well, what part of my journey is going to be most relevant to them? And | would push you to be
really, really creative about it. Because if you go back to the Butterie example, the butter dish, that little
funny story about the airport, | mean, who else is writing about that? It's not central to her story as a
brand. It's not central to her sales pitch. It was just for us. We were probably the only publication in the
world who cared about that, but | really cared about it.

FRZERIE:

ENHERXTREAN, HLFL2EIHFAEHANRERRSZ R, BIBEZHXMELHR. HFEMIIEE
HRNERE-T, EM1&E, FIU—BiRFRREMERME, RRMATR—PH: "BVl A2
—ER DM NRIER? 7 HEBURMAEX T ELERANENIEN . BZIBNEMZEIGF, BHRFHIHEY)
g, THEEREXN? XATEMMERENZD, BRBREEEARNZD. ERZ2ANTHN (BkzxR)
wE) EEN, FATFIERER LE—X OB MREHRY), ERENREFE,

(00:26:11) Lenny
English:

Amazing. Okay, so just kind of summarizing what you shared, think about the goal. What are you trying to
get out of press? Goals could be awareness of what we've done, something new, investor interest. What
are some other common examples of goals that you see for trying to get press?

FRCERIR:

KiET, BE—TMOENASR: BE B MEMNEEKREPREFA? BFUTUBRSNEE. ZHH
ms REHREENB, (RE IR S IR IRER BAR?

(00:26:27) Jason Feifer

English:



Yeah, awareness of something new. But also doesn't have to be awareness of something new, it could just
be continued growth, trying to reach into a new marketplace. That's fine. Anything that's tied to growth
or reaching a new customer base would make sense.

AR ERIE:

2, MmBE, ER—EIFFEHm, UAURHEERK, HERBEN—THTHH. XEEHE. EF
SEKEEMNE A BEEXNERHBER .

(00:26:47) Jason Feifer
English:

But it could also be that you're looking to position yourself in your own marketplace a little differently. |
see, for example, a lot of people, a lot of big companies, keep knocking on my door because we don't just
hear from startups, we hear from major companies as well who are pitching stories. | know why they want
to be an entrepreneur. They want to be an entrepreneur because they're trying to position their brand as
also being relevant to small business owners. It's helpful to have that kind of context because coverage
an entrepreneur can help them go out to the marketplace and say, "Look, we're also reaching X, Y, Z
people."

AR ERIE:

BRI R MEEECHTIREREM. i, HEFRSARBEFEER LR, RARNFRUEIE 2
AIRIRE, BRWEIARTRN. FAEMITAFARLE (BIR) #E, N8R LRENMBITRERB S
BEMANSNEWEWBRXmE. XMERREFER, ENE (BUXR) LRIRERUEBMIIERTZH
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(00:27:25) Jason Feifer
English:

So sometimes it's not even about a conversion, but rather it's about a positioning and that's a good
reason to also maybe put forward your executives. Sometimes it's just about establishing your CEO or
your founder as an authority in a particular area because you want them to be more trustworthy, you
want them to be invited to more conferences. Because all of that stuff draws more attention to the
company, all sorts of reasons to do this stuff. And then trying to get in front of investors, trying to get in
front of partners. Look, there's a million reasons why being visible can be useful, but you need to make
sure you understand what you're actually trying to do.

FROCERIR:

FRUBRXBEESRALR, MEBXTEM, XUREESEN—FEH, BRENTIHIRE CEO Ztlia
ANBERAEMRINE, EARFEMINEESEN, REMINKEESNESZIN. ENREXEEEN
RERSIESZRE, HXEEEIMERNIEH, FENTEMIKRE. BREFEUF. 22, BMBLES
TEHANER, EROARRE CSFREIRBAEFTAB/,

(00:28:07) Lenny
English:

Okay, awesome. That was really helpful. So think about what goal you have in mind for getting press, pick
a publication and understand their mission and what their goals are. And then think about some



interesting stories that you could pitch them. Not just like we have a new president, but something that

you think they'd be excited to share that connects with their mission.
R EIE:

B, X#ET. XIEFEEEH. Frl: BEMFEEERENBR, EF—KERYHEREMNBESE
o RBRBE—LERALIGBLAMINERSKE. FRZ "BRMNEBETHLIE" , MEMIASBINZXMERSD
=. B atilfEsmfIRS.

(00:28:25) Jason Feifer
English:

That's right.

FRCEIE:

R o

(00:28:26) Lenny
English:

Kind on this topic, | know we want to talk about who to contact and how to figure out who to actually talk
to. A couple of questions that come to mind. This is all a lot of work. Founders are really busy. So begs the
question, PR agencies, do you have a perspective on would you recommend working with PR agency? Is
there a time when it makes to and doesn't make sense to?

FROCERIR:

KFXMER, FRERNEZINCKRREURIMETHEIEKRAN FERLNEE, XETEERK, SIBAIE
Bite FRLARIERT . XFAXKAT (PRagencies), fREMFAEE? MMEEEFESAXATEIEE? A&
aE, TARBEREE?

(00:28:45) Jason Feifer
English:

Yeah, | mean it's a ton of work. Everything that I'm describing is a ton of work. And let me be clear, people
succeed in getting press without doing any of the things that I'm describing because dumb luck happens
in the world. You could very well just bang out an email to some random editor and they might like it.
That is entirely possible. You could disregard everything that I've just said. What I'm really helping you do
is try to optimize your approach. But yeah, hiring PR can cut out a lot of this. Now you're not doing this
research yourself, you're not thinking through these challenges yourself. You're working with people who
understand exactly how to identify the most interesting parts of your story and then turn them into good
pitches. So why wouldn't everyone do that? The couple reasons. Number one, cost PR can be expensive,
so0 you just have to factor that in. Number two, PR is and can be, I'll say can be, a very frustrating journey
because a lot of PR people are very bad at their jobs. They're very bad.

AR ERIE:

B, XHREFENTF. HEARN—IIMIFEREN, RBERA—R BENEFIREXE, AL
RighE, Attt EF BBt F XME, MerElFLaRE N RIEBAIHE, MAEIEFER.
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REZRM. MAFEECHIEN, FREEECREXERL. MBESBERAENFIRAIRREFEEB
BRAHREZUNRNBFRELREHIAGE. BATATEREABIAHE? BNLTRE. 55—, ME. A%
AJEERE, MBRAEEEES, B, AXTEE—RIFESNERNIKE, BNRSAXAZISENRE,
BEmRE,

(00:29:52) Jason Feifer
English:

And this isn't just me bashing PR people. | have literally been hired to give keynotes at PR industry
conferences. And | get on stage and | say most PR people are bad at their jobs and everybody nods. And
they all know it. And of course, none of them think that they're one of the bad ones, but they all know it.
PR is full of people who are bad at their jobs. Why are they bad at their jobs? They're bad at their jobs
because they're lazy, because they're primarily relying upon email blasts, just sending things out,
because they have a older idea of what it means to get the word out. For example, if you hire or talk to a
PR agency and one of the things that they recommend doing that you should spend money on is a press
release, like a traditional press release, run as fast as you can away from that. | don't know if you know
this. Do you know this? The press release, there are some purposeful reasons to put out a press release,
but the press release is really no longer the primary unit of press attraction.

FRCERIR:

EARAZBRATTAR. RENRKBEELAXTLESVNEBESREH. HRLAW “REBQAXAREARR
R” , BTFABA#BRL. MII0EEEE. SR, RARFTECEREZINAT, EMITSNEX MR, 2
KITUERBAMERBIA. AtA? Btk RAatiEEZ&kESREEL, ARIERALLE, FENf(]
X ERET BIERRMERTERRN. fli, MRMEE—RAXAE, MITRIIRERMERFHER (press
release) , ETXM, MGHIREL. HANEMFRMAE: BAKHPHERE—EHEEN, ENEREESE
RS R A IRERNEEFER T .

(00:31:07) Lenny
English:

Yeah, | get that sense.
R EE:

B0, BEXMRN,

(00:31:08) Jason Feifer
English:

Yeah. But here's what's fascinating. So a PR agency | wouldn't recommend might do this. They'll tell you,
"We're going to put together a press release about this new thing, so you have to pay a little extra money
for the production of this press release and then also the distribution of this press release because what
we're going to do is we're going to put it out on the wire," because there are a whole bunch of press
release distribution wires. So they'll do that, you'll pay the money, it'll go out on the wire. And then they'll
send you a report about all the places that this press release ended up on. It ended up on Yahoo Finance,
it ended up on Market Watch. And it technically did. The press release is there, it was posted. And zero
people are going to see it in the whole world because Yahoo Finance has a section where they just publish
every damn press release that gets published by all these different distributors. Nobody saw that.



AR ERIE:

Ef. BEEENRE: RTHEFENAXATIRIXAM. MNSEFM: “BINEAXNHTRE — 0 HE
&, FRMRRESIINZAGIERNAGE, EARMNERERIBARILARE (wire) L7 MIZXAM,
3T, MFEAEET. ARMNSSIR—MiRS, FIHXMRERLIMENFREMTS . HEME. Market
Watch F%F, KA, BRHIT, MEBMERIL, WEAHT. E2HFRREFKAZFEE, BAHREY
ZE—THREN BN AFRIE D KB XK HNES—MEStRHER. RAEAE,

(00:32:08) Jason Feifer
English:

So don't confuse posting press releases even on very big websites with actual success. What you want in
an actual PR person is someone who traffics in one thing, and that is relationships. The most important
thing that a PR person can have is active relationships with people in media. Why? If a PR person is
guaranteeing you press, that's another reason to run out the door as fast as possible because the PR
people cannot control this. Writers and editors, they do what they want. It's a completely subjective
industry and very frustrating. | completely understand. That was totally subjective. So the best that a PR
person can do is shape your story, understand who to pitch, and then get that writer or editor to look at it,
to pay attention to it. There are some PR people in this world who | think very highly of. | think they're
incredibly smart, incredibly good at what they do, and they only pitch me when they have something that
they think I will genuinely be interested in. Instead of a lot of PR people who just send me some random
thing every week or every day.

FROCERIR:

FRUL, AELHEREMEANIE BIRIANREENKT, MEEFENAXARZRMEE “XR” A
AXRARREENAETRESREANERIXR. NTA? MR—PAXPAIRFRIE—EELKRE, BESZ—T
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(00:33:21) Jason Feifer
English:

| don't pay attention to those people. But, | don't know, just shout out, when John Beer from Jack Taylor
PR sends me ... John, | met him in a PR capacity a decade ago and we've since become friends. When he
emails me, | pay attention. | don't write about it all the time. I'm not going to write about something just
because | like John, but | will pay attention. And paying attention honestly is half the battle because
people in media are getting so much email. So you want someone who's going to understand you,
understand your industry, understand and know the people who they should be reaching out to, and who
really respect you as an entrepreneur and are going to give you the hard feedback. Because there are a lot
of people who will go and hire PR and they'll say, "l want you to email this and this and this and this and
this publication.”

FRCERIR:

HAESTBLEAN, BEREHBZRH—T, b0 Jack Taylor PR B9 John Beer, +EFEaIHE ALK I EIANRT
John, ERFMNE TR, HMAERELMBEN, EaxiF. BAISRHE, RARIMNXERNEIKX John 7
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TRAMREVITIL. THEFAINRZERENA, MAMBEEESEMRXITEIR, ARRSAMRTHENRE. FAR
ZANETRXEZR: "BREMEXR. XK. EEXRERLEE”

(00:34:16) Jason Feifer
English:

And if the PR person just does that, all they're doing is annoying their contacts if they don't really feel like
this was meaningful. You should like when a PR person pushes back on you and says, "You know what? |
don't think that your story is right for that publication. Here's why." That's someone you should hire.

AR ERIE:

MRAXAZRZRM, MENBSHAREXEEX, PMUMNIABEERRMNINERAN. MNZEREBLES
REMEAR, W “RAERS? HRSROREFEGIPRER, REWT.” B2 RN ZERB
Ao

&k

(00:34:34) Lenny

English:

Is there any other PR people you want to call out as ones that you think are awesome?
R EE:

HHEEMREEREN AKX ARERBZRFIG?

(00:34:38) Jason Feifer
English:

The challenge here is that I'm going to regret not including a whole bunch of people who don't pop to

mind immediately, but-
FR3zEiE:
REET, REESEEERE—HEMTSIZIBINA, BR—

(00:34:44) Lenny

English:

We can include them in the show notes, whoever else.
R EE:

BATAILUEEMABETENAR (show notes) E,

(00:34:45) Jason Feifer
English:

Yeah, sure. Okay, so let's see. Off the top of my head, so John of Jack Taylor, he does a lot of wellness
stuff. So PR agencies tend to specialize, and so you want to make sure that you're going with people who
really understand you and the media ecosystem that you are reaching out to. So | think John's really



smart. Let's see. Hannah Lee at Hannah Lee Communications is great on hospitality stuff. So restaurants,
hotels, booze, they're really smart. Jen Sesquila, sorry Jen, if | mispronounced your name. Max Borges
Agency, really good on sort of consumer focused products. Greg Delman, he's based in San Francisco, he
has a boutique shop called G3 Media and he does a lot of tech startups stuff, just really knows that world.
Greg, I'll find writers through Greg because he just knows everybody. | just texted him recently and | was
like, "I need somebody who can write about this very specific Al thing." He happened to be at TechCrunch
Disrupt and he found some freelancer and connected us. That's great. So those are four. | will have more

that'll give you for the show notes.
R EIE:

9%, 1LFA818, BRIEEREIN: Jack Taylor 89 John, MRZBEMANANET. AXQEEEBEKHT
%, FRRMRERFRIXHARLE T BEAMILEZMAIEEES, &EXRT John RIZEA, EH Hannah Lee
Communications B9 Hannah Lee, #higE&KFF I (hospitality) , tbin&EF. BE. B, WIEEZ L, &
B Max Borges Agency BY Jen Sesquila (383X Jen, MRFKREELFT), MIEEEKEZEX™MR, Greg
Delman, fEIAEWL, B—KERAXAFMY G3 Media, MRZSFHEMIAT S, EET BB EF.
il Greg IEE, ANMINMRFIEA. ERANIBMERER: “HEE—MEEXNIEEEEHN Al D@
AN .” MIEBTIEYFE TechCrunch Disrupt A= £, BEIXTIEREBVAHET L. XiFT. XMEM
™, RZEaRMBEZERRETENEE,

(00:35:55) Lenny
English:

Amazing. Okay. This is really useful. If any come to mind as we're chatting, feel free to shout them out
again. Similar question, when people are thinking about publications to go after, say you're a startup
founder. Is there a list you could just share of just like, here's probably the top five, 10 that you should be
thinking about? The obvious ones, you talked about entrepreneur, [inaudible 00:36:15] Company,
TechCrunch obviously comes to mind. Is there others that are just like, "Here's a good list to start with?"

FRCERIR:

XiET, XIFEERH. MRIHREGXBEE, EIHTE, KMBYREE, HAMNEEESFELRYE, KRR
B—TIEIARICNRA, BRE—" “F5E 108" MNRE? EMBUNEMRREIN (BUxR). (RA7E)D,
&8 TechCrunch, EEHMESIENERIIRBIG?

(00:36:19) Jason Feifer
English:

Honestly, it really, so much depends upon what it is that you're looking to do. You could be a startup,
founder and entrepreneur and Inc and Fast Company are for maybe some good reason not at the top of
your list because you're a startup founder, but your goal right now is to reach consumers. And those
publications don't reach consumers and they don't reach people who are in a buying mindset. They reach
people who are in a creating mindset. So | would expect that if you have a startup and that startup is not
B2B in some way, that it would be possibly very reasonable that business publications might not be your
target right now. Maybe Men's Health is. Maybe, | don't know, anything could be. | think oftentimes
people tend to think too close to them about where they belong. Lenny, here's a real kind of exchange
that happens, which is if somebody will email me, | don't respond to every publicist.

FRCERIR:



ELW, XIRAREE LERTIREMA 4. RAIER—TMIEIAQRLIEA, B (RUkF). (Inc) M (RATED
AIEEHAZMMBEE, RARAIMRELWA, EMIENBERIEMERE, MXELRYHATZRE BHE
E, BAERLT “WELET HA, ElERIZLAT “QIELT" BIA. FiLl, MRMFHEIQEFE
B2B A, MABUHYRETERFAZMIETR. BiF (BLRER) 7=, HEBEMEMBER FINSIAL]
FREZERECETHENERF/ABRT . Lenny, XEE-—TEENETR: WRBEALGRELEHE, HFS
HE5—TAX.

(00:37:23) Jason Feifer
English:

It's just literally not possible. | would not have enough time in the day. | do do my best to respond to
every entrepreneur who reaches out because | feel like they deserve a response. And sometimes
somebody will email me and they'll send me something and it's just not relevant. And I'll reply and I'll just
say, "Hey, thanks. Congratulations on what you've built. But this isn't a fit for entrepreneur." And maybe
once a month somebody responds really in a testy way, and they're like, "But don't you write about
entrepreneurs? I'm a great entrepreneur success story." It's like, no, that's not what we do. Yes,
entrepreneurs are featured in our stories, but no, we're not just a directory of entrepreneurs. Here's a
good way of thinking about it. If you have a startup and you're trying to figure out what publications to be
in, go look at where your competitors have been featured. That's a great place to start. What audiences
are they reaching and how are they doing it? That should give you some direction about where you might
want to go next.

AR ERIE:

XIRAFATRE, H—REPBAZHE, BRZRNLES—MKARNELR, RARIESHNENSEIRE
., ANEARBHLTE, ARTERTEXR. ZRIEER: 1%, Wil MRIFFAEGEHAM, BXFES
(BIR) #E” ABEASE—X, BEAZFEKFHEIER: “BRNFRERURNE? HE2—NMEKR
R IIERER !~ HHEEZ: F, BAZRHRIME. B8, BRINWEZEEFRUR, EENF2EL
KHNER. XBEE-TMHHNREAN: IRMFE—RMEIQE, BFERRLMERE, XBEFNRFNF
HEMERIREL, XB—TREMNER, tiITAETPERR? MIREAMN? XENRETROSRE
Hig51,

(00:38:33) Lenny
English:

Awesome advice. On TechCrunch, do you have a perspective on is it worth investing in getting featured in
TechCrunch?

FROCERIR:
REREN, XTF TechCrunch, REFRERRNENEFIUBIINRES?

(00:38:40) Jason Feifer
English:

I'll tell you a sort of personal press journey moment, and then | think that it will translate into the answer
for TechCrunch. Something we haven't talked about so far yet is, and this is sort of almost skipping all the
steps that we've laid out to what happens after you get the press. But the point of the press is sometimes
to reach the people who are reading it. You get covered in Entrepreneur and entrepreneurs are going to



read it and maybe something good will come of it. But sometimes the point of it is not to reach the
people who are reading it at all. Possibly a very small number of people are going to read it, which by the
way is a real, real possibility. Because although all of these publications that | have mentioned,
Entrepreneur, Forbes, Fortune Inc, Fast Company, whatever, these are reaching millions of people, their
websites get many, many, many millions of unique visitors each month. That does not mean that your
story is going to be read by millions of people.

FROCERIR:

BAMH—NEDANEEREZN, HEXAUEL X TechCrunch MEIZE, HAITFIBFIALEEZHIIN—=
2 (XN THNZA7IEERETE, BERETREREZENER)  FEKRENBNENENT A
EEFRERNA. fRE (BUXR) LREHRE, BURMNFRIE, BFIBEFELRE. BN, RENEH
BERZBATMARE, JRIBROBASIRIE, MER—T, XRETERE. BARAKIRIINMAE
AR — (BUFR). BHH. (ME). (nc). (RQB)) FE—MEELELA, WNBONEESAEHT
BRIGE, EXHABREMOVKRESREE D AR,

(00:39:40) Jason Feifer
English:

In fact, the largest possibility here is that your story will reach five to 10,000 people, a small number of
people because these publications are publishing tons of stuff. So you might get this story, it might look
awesome, it might not reach that many people. That might also be okay. Because maybe the reason in
your logic for why to get that kind of coverage is not to have reached that publication's audience at all
anyway. Maybe what it really is is to tweet it and then put some money behind promoting that tweet
because then you can target that you got coverage to the people who you want to notice you got
coverage.

FRZERIE:

FLE, RANAREMERIFIHEREME 50002 1 A, XE—MRINHEF, HAXELRYEAHHIAE
XZT. FRLUMRAIEEIREI T ikiE, BERERE, BRAHFSZ, XMEXFR. ANBIFRFIEXMIRERNZIE
RERZA TR ZREENR R, BIFREENERNENT &HER, ARTERET BREL, FAXFRIA UL
R RAR L EDE BRI A B EIIRIRE 7 B,

(00:40:21) Jason Feifer
English:

And | see a lot of people do that. They'll take articles that we ran on Entrepreneur and they'll basically
turn them into advertisements. And that's really smart because what they got out of Entrepreneur was
the social cachet. It was the validation in the marketplace. And then they're going to do something with
that themselves. That's really smart. You also see it sometimes the reason to get coverage, it's just so you
can put it on your website. As seen in. As seen in is probably more valuable than anyone actually reading
that story to begin with. They probably won't read the story. You might not even have to link it on the
website. But you could just get to say as seen in. Because again, it gives you that validation.

AR ERIE:

HEIRSAXAM. MIHERINE (BUR) EAHHNXERZE, BXHEENERT & XIFEREA,
EAMAIM (BUR) BREE/IMRBHRZAEE (social cachet), BHIAMINA., REMIIESFIAX—REM
4. XIFEBH. MENBZEER, RERENE—FRRMEAN TRERENE L, TE£ “BRIRET”



(Asseenin), “BHFIRETF” EIRELCAEMASEIRD RN REHEETNE, MIITRBETESKE, MEE
AEEEMIE R, MREEER “BRIRET" miT. HAXBRE T RIMIAR,

(00:40:56) Jason Feifer
English:

Me personally, | am building a small podcast company with my friend Nicole Lapin. Nicole Lapin is a
bestselling business money expert. And we have a company, she's the founder and I'm an advisor. And
it's called Money News Network. We have a podcast on it called Help Wanted that we co-host together.
And we got coverage in Variety. And that was the result of pounding on a lot of doors and finally getting
someone at Variety to take interest and they ran an article about us. Did we get anything from that story
in Variety? The answer is no, like nothing. But you better believe that every email we send out to every
potential advertiser, to every partner, includes the link. Variety has covered us. And | guarantee that when

someone receives that email, it makes them pay more attention.
FEiE:

MEMNAMS, FKIEMBBK Nicole Lapin BiI—F/NEHEE AT, Nicole Lapin @—UMHE I IEMER, &K
MNE—RKAQT, wIReAA, HE2ME, I Money News Network, BEATE—MNHEBEFHBEZN (Help
Wanted)s FEAWE (42D (Variety) RELREBTRE, BERTRZIINER, KL (F2) N—(i4HEr~
ETMEB, BT RBEXTRINNXE. BIMBPRIREFPEZFITHABLE? ERE2RE, LFETABES.
BIrRIFEE, BRINRAEMEE 8. 81 8FUGNESHMEERES T N EE: (F2) REdHK
177 o BFRIE, HBEAKSIBREIMEE, SFMEEHNT

(00:41:52) Jason Feifer
English:

And | have used it many times too when | reach out to people. It just gives you that validation. So
sometimes what you're looking for is a prize to walk around with. And | would bet that the same is true
for TechCrunch, which was your original question. Why get the funding announcement in TechCrunch?
Probably not because anyone's going to care because they read it on TechCrunch, but now you can use
that to your own means. And sometimes that's more valuable than the press itself.

FROCERIR:

HEEKATAR, BRBZRERAT. ©SMEEAMREBFHIAT, FIUBERREIHRHNERE—NeI IEIMZER “
H o BT TechCrunch t22—#F, BIEIR&ERABIE: A AETE TechCrunch EAHRIALQE? AJ6E
HAZRENEATE TechCrunch BT EMXRL, MeERAMERAIUBEFEAESHNERL, GhXEbiRELR
BEENE,

(00:42:16) Lenny
English:

That is an awesome insight. It also makes you realize you may not feel like it was a success after spending
all this time getting in a story and entrepreneurs. Like, oh, nothing happened. But the benefits may come
later, like weeks, months, years later when you start to share that.

AR ERIE:



XB—MEENILAE, XL ARIRE, EETXAZHELT (BIVR) RERE, (RAIERERKRY, S
‘B, ftatigkE” o BirdagsE/ LA LNAEE/LFRENR, SIRFRIEBMRER,

(00:42:30) Jason Feifer

English:

Exactly right. A lot of this is what you make of it.
R EE:

FTELRIEH, BAREE LEURTFRIIEFAE,

(00:42:32) Lenny
English:

Amazing. Okay. That was extremely interesting. Okay, let's talk about step two. So initially you prepped,
we talked about how to think about who to go after and the mission and goals. Then you get to step two,
which just figure out who to reach out to at a publication.

FRCERIR:

AET, XIFEEB. &F, UERNKKXE-F. KROMFETES, RMINETONREBZERRR. EHE
R MAHNE D FRRZERR LRI Ao

(00:42:47) Jason Feifer
English:

Right. So a lot of people make the mistake of emailing me. If they want coverage in Entrepreneur, they
email me. And | understand why they're emailing me. It's really for two reasons. One, I'm the most visible
editorial person at Entrepreneur. And so it's easy to find me, it's easy to find my email address. And also
they just assume, well, editor in chief, making all the decisions. But no. | mean, think about it. If you have
a problem with a purchase that you made on Amazon, you don't email Bezos. He's too busy. And | am not
comparing myself to Bezos. But | am the busiest editorial guy at Entrepreneur for whatever the hell that's
worth. And I'm just not the guy to pitch because my job actually isn't really to select stories that go in the
magazine. My job is to work with editors who develop their own ideas and then | get to say, "Oh, that's a
good one," or, "Oh, let's refine that." I'm not sourcing as much. And so you really should start by looking
at who's writing about your subject area.

FRCERIR:

o REALHHEIREERZARRIGE. MRMITBE (Blx) LREHRE, wimkiHK. HEERRE, =
BARD: F—, HZE (BUR) #EHRXEESHREAS, REZHERE, BREZHNEIKNETE. F
=, tMRIRERERE T, BFLHIFML, BBE, NRMELSBELREL TR, R4 N
RERF, HRITT. HAZREIBBECSEN LR, B (BIX) #E, RERITHEEAR. ZRHTZHRT
BEEERENA, AR EELHAFEMEHRENNE, RN THERSHRLEECHERENREES
B, ZARTOR B, XPAE HE B, URNTE-T . RRAEAFBEINEM. FIUREIENZSR
ey, BREBEES RTINS,

(00:43:57) Jason Feifer



English:

And you can do that by going to the website and surfing around. You can do that by Googling around. But
you'll find the answer. Every publication is structured differently. Some people have specific beats. Some
publications will be like, "This is the person on the transportation beat." And some publications don't.
Entrepreneur doesn't really have a beat system necessarily. But if you look, you'll figure it out. "Oh, that
editor is clearly interested in food. That writer is clearly interested in food. They seem to write all the food
stories." And a good way, again, to do it is to start with the publication and then look at how they're
covering your competitors. So a good example is | was once consulting with a guy who has a kind of fun
peanut butter company. It's like imagine peanut butter meets Ben and Jerry's, so it's like peanut butter
with lots of stuff and fun names. And so he's trying to figure out how to get press. And originally his
thinking, the reason why he reached out to me was because he's like, "Well, I'm an entrepreneur. | run a
business. | should be in Entrepreneur."

FRCERIR:

RAT VB  EMIESE AR EIRRKLFER. SMHRYNENHRTIE. BEABTEIIN “FL7

(beats) . BLEHMYIEH: “REATBFRLHNA.” BENRE, (BIXK) REHF—EB™HRIFEL
R4, BMRMME, ML B, BHREZEANBMENE, BNMEEEANRYBME, FRENE
BHREFEMNFEH2MNER.” B, —NFRERLELRY), AREMIZNAREMITSENFH. 0
F: REN—MEFEFBREELDNRUNHE R, BR—TREEBET Ben & Jerry's kHmk, FEARFIN
TRZE. FFREBNELEE, tWEFFRNARGFEERE, RULHREE (BRUKERNERR):
FERANMBUR, HEE—RQE, FENZL (BIKR) #E"

(00:45:05) Jason Feifer
English:

I was like, "No, no, no, you shouldn't because none of our readers are going to buy your peanut butter. So
who is your target audience? Who's buying your stuff?" And he says, "Millennial moms." | said, "Great.
Okay, so Cosmo is a good place to reach them. So let's look at how Cosmo covers snacks." | don't know
how they cover snacks. | don't read Cosmo, but let's find out. It's not hard. | went to cosmopolitan.com,
searched for snacks. What | found immediately was a lot of stories that are all basically roundup-y and
anchored to some time-sensitive things. So it's 10 snacks for Valentine's Day, it's our 10 favorite new fall
snacks, whatever. It's all stuff like that. So now we know they are not going to run a thousand word
feature on your peanut butter company. Instead, the best that you could hope to do is get into one of
these seasonal-ish roundups.

AR ERIE:

Bt AR, (RRMNZLE, RARNBEEZASEENEESE, (RNBEFZREIE? BEXRIRNARA? 7
fig: “FE—ANBEBEN.” Hii: “KiIFT. B4 (BIRH) (Cosmo) BiEfm{IMThSs. iLFKIEE
(BtiE) BREARESEHN.” EFRMEMITEARESE, HTE (HE), BENMNATIUE, XF7E. HET
cosmopolitan.com, #ER “FR” . HIUZLMEZHEELLERE “FARE” (roundup-y) B9, HESHS
BT RER, i “BATHWIORER” . “BIIREXW 10 FUEHER” Z2EM. NERNFTET:
MNASAMTHREBERTDE—RTFEH. HR, MRIEFNFERHNXLESTTHNEREEFTR,

(00:45:59) Jason Feifer

English:



So now next step, who's writing these things? Let's look. Let's open some of the articles. The byline is
right there. You can click on the byline. You can see what this person does. And in many cases, maybe
they're the food editor, maybe they're the lifestyle editor, whatever. You'll see what they cover. And you'll
have a good understanding of now how to frame the thing that you're looking for. Now, let me introduce
one other possible option. They don't work for the publication at all. They're a freelancer. Publications
use a lot of freelancers. Freelancers are basically independent contractors. They're writers who are
working sometimes. Sometimes they have longer term deals with publications. Sometimes it's just one-
off. My wife is a freelancer. My wife is a freelancer who writes a lot for the New York Times and Washington
Post and Guardian. And the interesting thing about my wife versus me is that my wife, whose name is Jen
Miller, just so | don't keep saying my wife.

FRCERIR:

BAT—F: EEEGXERAE? ILKNEE. {THLEXE, ER (byline) MEMR/L. MAIUREER, &
BXPTARBA 4. ERZERT, MiIITRREREE. £EANREEFS. MEBIMIHRERTEE,
R R Z AR RMEENRAET . WE, EENAESZ— M HAEIEDR: MITRAFEIRKEEFTIE,
2 EEREBA (freelancer), BRMIERAENEHERA. BREBAER LRRBIIACH, 120
RIENEE, BRNSHRMEKENN, BENIAREREE. REFHE—ZBHERA, BEER (4AY
B (CERUERHR) M (BIR) #i8. REFMBZBEEBHIXFET —0 Jen Miller, £FH—EHR
FEF

(00:46:58) Jason Feifer
English:

So Jen, on a day-to-day basis as a freelancer is hungrier for stories than me because Jen has to hustle for
her food. Jen has to find stories and pitch those stories to editors at publications, and that's when she
gets paid. So she actually is more incentivized to be looking for stories than | am because | am a salaried
employee of Entrepreneur Magazine. And my email address is very easily found and people just send me
stuff all the time. And | should add here also, note that a good journalist, a good writer is not actually
sitting around thinking that their job is to wait for people to pitch them so that they can just write about
the best pitches. Their job as they see it, is to go and find the most useful things for their audience. And
they like to do a lot of that themselves. So they're not sitting around just waiting for your pitches. And in

fact, your pitches have to overcome their instinct to go find things themselves.
R EIE:

Jen EA—TEHERA, BEXNREN “NBE" thES, RN Jen AT EHMFHFR. Jen AT
F, ABXEWERBLHRYORE, REREMA EZZIRM. FILIREENDALLEKR, BhEE
(BRI x) RENFFHFR L. RNMBEREZHE, MISRELERAFTE. REBHT—R: —NHFHIE
. FHEEEIARSLER LANNE SN IERERFENARE, ARMPERIFHRE, EHNEX,
N TEREIFHNRAREANERA, tIIEXECHF. UM TLESFMIKE. FXE, R
AR MR] "B AT BAREE.

(00:48:02) Jason Feifer
English:

So Jen is constantly hustling. Jen is constantly talking to people. Jen is curious about the world and will
spend a lot of time hunting things down. But if somebody reads a story that she wrote and says, "Ah, |
think I have an idea of what this person is interested in," and then tracks her email address down and
then emails her, Jen is getting a lot fewer pitches than me, the chances of her reading it are close to a



hundred percent. And the chances of her taking it seriously if it's relevant to any of the publications that
she writes for is much higher than me. So sometimes going to the staff person is not actually your best
move. Finding the freelancer who's doing the work is sometimes the better move.

AR ERIE:

FREL Jen BRRITER, FEtt5ARK. Jen MR THFE, IERSHELIZM. BMRBEARTHE
AURE, O W, REFRAMEZPANFTARNKE” , AREIMAIBBTEH LA, Jen WEIRKR
BEFAES, MR RIBZRENT 100%, MRABSHERREMBMRYAEX, MIAEXNRFHRBIER
B8%. P, BRRERRTIHAZRIFERE, HEIEEMXI TN B HERAGNEEFRIRR,

(00:48:43) Lenny
English:

So many interesting tactical insights that you're sharing. | love it. With this freelancer tip, how do you
know they're freelancers? Is there something in the byline?

FRCERIR:

MAZETXALZHEBEARLE, HRERT . XTEHEBANEYN, MEAEMRTEEHRERA? ES
EXHEIG?

(00:48:51) Jason Feifer
English:

If you find them on the publication's website so let's say that you go to Cosmo and you click on a author's
bio. If they're staff, it'll say staff. If they're not staff, it'll probably say something else. It might say writer, it
might say contributor. It might say Jen Miller is a writer in Brooklyn, New York. But also you can just go
one extra step and just Google their name because any smart freelancer has a portfolio website where
they should be very easily found.

FRCERIR:

NRAREHARYIBIM LG EHEIMbA], LEANRE (RE) REfFEEN. IRBERRTL, £F “Staff’ . IR
A2, AESSIR, bl “Writer” 8 “Contributor” o BETE “Jen Miller B— B EEALYHE A
ER” o o, MRERIUZE—D, BEEARMITINEF, EAEMAERNEHERABEECHEREN
i, REZHEEHKE,

(00:49:22) Lenny
English:

Awesome.

R EE:

XiET o

(00:49:23) Jason Feifer

English:



So sometimes just take their name, plug it into Google, you'll very quickly figure out who they are.
FEiE:
FRAR B RFBMITNE FHRH A, FRRmEF SIS,

(00:49:28) Lenny
English:

Okay, so let me summarize things that you've taught us so far. One is think about publications that go to
people that will buy your thing. So in your example, Cosmo is a good example of someone who would
buy this peanut butter thing. Two is don't think of it broad thing. Think about the writer at the thing. So
it's not like Cosmo would write about this. It's like, who specifically at Cosmo would write about this? And
we find that as go to their site, search for, you talked about search for your competitors, but | think it's

even broader, just things related to your area, right? [inaudible 00:50:01].
R EIE:

9%, UHSE—TMMRENBLRITNAST. F—, ZEPBEMESZMARAHIANLRY. EREIGIFHR, (B
W) MESXEEENASENER. £, FEZZM%X, BEEEREANEE. T2 “(HH) SREX
N, e “(EE) ENEHOASKREXD? 7 FITT OB FRINL, BREEFNFRLIM], BEESE
Z—R, BRSMTUEAXNERRE.

(00:50:01) Jason Feifer

English:

Yeahs, that;s good point. Search for your category.
FEiE:

B0, ¥RF. BRIFMNmE.

(00:50:04) Lenny
English:

Even adjacent things probably are close enough. And then this tip about freelancers is really great, that
they're hungrier and that they're more likely to respond to your pitch versus someone that's working
there. And then also this point that they're like, their assumption is this is not a good pitch and they don't
want your pitch. But freelancers have a higher chance of being interested and will pay attention.

FRZERIE:

BEEEX MR EBEZE. XTEBRERANEZNIERERE, ®1E “U:8" , BERARREMIRE, MAE
ERXART, ®E—RE, EXRTEERIGREHAY, WIF8E; EEREBAERRERNEBH X T,

(00:50:25) Jason Feifer
English:
Yeah, freelancers got to eat.

FRCERIR:



EH, BRERAERIZIR

(00:50:28) Lenny
English:

Amazing. Is there anything else along this step of finding somebody at a publication that you want to
share?

FROCERIR:
KIET. £ “FHRERYMEKREN X—F, EFFABIENGE?

(00:50:36) Jason Feifer
English:

Well, the next step is going to be how to actually reach out to them and pitch. So at this stage, | think that
we've fairly well covered it. And | love your summary. And just to double click on part of that, the reason
why you're doing a lot of this is not just for the crazy busy work of it. But it's because you have to
understand that the media ... Just sort of go back to translating the media. The media, which is a phrase
that is used in all sorts of different ways, is a pretty bad way of actually understanding the media because
the "media" makes it feel like it's a unified entity. In politics, the media will be criticized as a sort of
multiple publications colluding together in some way. But the way that we're talking about it is just as

organizations that you're trying to reach out to.
FZERiE:

T—IMBWNASESRBAH KR, EX—MER, ZEFRINELHFREYNT. RRERXMFHNELE, HEER
NBEE—R: REXERUNER THBLEEBN T, MERNIRGRIRME “EE - [E] 2l R R BY AR5
PR XMARUESHANER, EEHLREFEEN—MREENAN, BN “BE FEREGE—
S—HIKIE, EBUAT, BRABRIITASHERY UM AL OEE . BRIIHENEMXERBIE
MAR

éI\O

(00:51:25) Jason Feifer
English:

But really and truly, these are just publishing companies made up of individuals. And those individuals
are all making fairly subjective decisions about what it is that they're going to write about. And there are
layers of approval that they have to pass through. So nothing makes it into the print magazine, for
example, without me saying yes. But I'm also trusting my editors to be passionate about the ideas that
they're finding and convince me of yes. And so the thing that you are really looking to do is to find the way
in to a publication. Because nothing gets covered until a single individual at a publication takes interest in
you enough that they go to somebody else and say, "I think that this would be a good story," and that
other person says yes.

FRCERIR:

BiREK, XEAZANALARNERAE . XEPABENESHAMEBLEMBRE. MEMIIBIE
dEEE#. FM, MREKEZRRL, FARAMHARTRLRE, BRBEEKNEE, BEGBINIIHLN
MRERAABHIRREE R, FIUREEZMBZREHN—KERIN “DAR” o EAFRIELRYPH



REPARMRF=ET BRBHIHE, EHFF—TA "HREEXZ—MEFRE" , MBTAELRRT, SWEER
AR 2R IRIE.

(00:52:17) Jason Feifer
English:

So you have to find your way in. Because media is not a coordinated effort. It's a bunch of people showing
up every day trying to figure out how to make the best thing for their audience.

AR ERIE:

FREMRB AR EITIAN R RAREERZ— M EFSENEE, ME—HASXK LI, HEFBRWMAAMHIIN
RRBHERFIAS,

(00:52:27) Lenny
English:

Amazing. Okay, so that's a great segue to final piece, which is actually, get someone excited and write
about you.

FRCERIR:
AHET, XR—MREFHTE, #ARE—E7: WAEELEARENMEHRER.

(00:52:33) Jason Feifer
English:

So how do we do that?
FRCEIE:

A ZEAIE?

(00:52:33) Lenny
English:

How do we do that?
R EE:

EAM?

(00:52:36) Jason Feifer
English:

This is where the rubber hits the road, okay? So things not to do, don't call them, if you track down their
phone number. Which is a real thing that happens. People call my personal cell phone number. It doesn't
happen often, but it happens. And | don't even know where they get it from. But | don't like it. And media
people are torn on whether or not DMs by social are an okay way to reach out. | find them kind of



annoying. Because, number one, the format doesn't lend itself very well, right? If you write anything
wrong in a DM, it just looks like this endless thing that | got.

AR ERIE:

XEREENET . 8%, FTEHNSE: NRMEITHNNEIESE, THTEE XENIKE, §
MNTBRBBAF. BAFTELRE, BHILE. REEFNEMIIMEBFR, ERRRE. EEANTED
HREFHIGE (DM) KRBT AEHMEED . RRFLERMAAN, F—, BAFTKEE, WIE? NRIRE
MWERSHEMNARA, EEERMERREIN—KELTRTHRE.

(00:53:13) Jason Feifer
English:

But also, | don't know, my Instagram DMs, | just kind of don't think of as the place to be pitched. But other
people don't care. So | don't know, you can roll the dice on that. Email is just the most traditional way. If
you know somebody's going to be speaking at a conference, that's great, come up, you can talk to them.
But the question of course is, what are you sending them? And here's what you're sending them. You're
really sending them the product of the work that you have done in the previous two steps. Because you
have now spent some time thinking about your story, and who you're pitching, and the publication, and
how they're telling stories to their audience.

AR ERIE:

MmE, HARTFHED Instagram FAEZERWIRERIMTS . BHLEARTEF. FRURAURANHZES. BHEx%
SN MRIMFMERABZEZIWNLEER, BREFT, ELEXRENIE, ERBEIAR: RELLMIIT
A? BRE. REAGMMNNVEBMENRY TFEPSHHNAR. FARELZXENEIRE TIRMKE. (REVRE
K. HRYARAA I ERRZ R RS,

(00:53:51) Jason Feifer
English:

And then the individual person who you're reaching out to, who you now have some sense of how they
write about this. And you're taking all of that, and you're trying to distill it down into a presentation that
they're going to find appealing. Which again, to go back to the thing about how press is not that dissimilar
to going out and raising money, that's kind of what you're doing when you go and meet an investor too. If
you have meetings with 10 investors, the way in which you talk about yourself and the company should
not be exactly the same with those 10 investors, because they're all going to have somewhat different
approaches and different thesis.

AR ERIE:

EHEMFEKZANBIN, FIENMBITNEEFEESE T —E TR, MIEMEXEESER, RENGEREM—
MEMNZRFERSIAHFRR, BREIZFE MR FREFRRESHAIFERMN, JRERKEARBEX
289, IMRIREL 10 MREA, RKEESHARNAXTNZTE—1F, RAINNKRERENESER
EIC®

(00:54:25) Jason Feifer

English:



And you're not trying to scam anybody, but you're just trying to be as customized as possible by building
in your knowledge of what it is that they do, and what their firm does. And the same is true for media. So
all of this is really going to take the form, in its most traditional sense, of a short email. A short email
pitch. And what does that look like? | mean, look, there is literally no magic answer to that. | wish that
there was, but there is not. There's no format. People always ask me, what should the subject line of the
email be?

FROCERIR:

MARERA, MRAZBENBMMITLSMLENTHE, ReTEMHEIES K. FiEth2Wit. FrLL, P
XEFARMIUSSERNTA2I: —HEEAVENMT. — P EEEHRE, EXTAR? TG, XENZE
MEER. HREHR, BHXKE. REEER. AIER%: BAHEEENZEA?

(00:55:00) Jason Feifer
English:

That's is a good question. There's not one answer to that. The closest that | can give you to an answer is
that, picture me. Picture me at my computer. | have a lot going on, and I'm glancing at my email, and 40
new emails are sitting there. And my instinct is to delete all of them as fast as possible, but I'm going to
glance at each one. I'm not going to open each one, but I'm going to glance at it, which means that | see
the subject line and | see the preview text, or just the first thing that somebody had written. What you
want to do is write something that makes it pretty clear to me that this is targeted to me. That's step
number one.

FRCERIR:

XE—NMFRE, BRAH—ER. RELGHNRBINERE: BR—TH. BRALEEWE, BRZE
BIC, HATIREGTE, BEJE 40 TR, KA RAIERMBIEPIEEHG, BRSNS —H, &

I AS—H, BHREA—R, XERERSFITHATNMEXE, HEFZATHE -, MEMHNE
5Lt HBEBMRTEE "XBENRAHN AE. XBF—P.

(00:55:40) Jason Feifer
English:

Because most of those emails that | got in my inbox are not targeted to me. They're mass blasts, and I'm
delete, delete, delete, delete, delete. So which is the one that actually is reaching me? And sometimes you
can do that by referencing something that | wrote in the past. | see people do that a lot. Don't fake it.
People fake it all the time. People email me and they tell me they're fans of my work, they've never read
my work. It's very obvious, right? Don't do that. But if you've read something, or if you're familiar with
something, if you're familiar with the publication in some way, any signals of that are good.

AR ERIE:

EAFZWAREENKRSERMBABABH RN, SMNEEAN, R—EHERBER. BER. MR, BAM—t6E
EIE%EJ?S%WE? BRAE MBI BRI ETINARERKN. REEFIANIXAM. BFIE, AM227E

o BALRBMHRMITEHNMN L, EELRALGRIRNIER, XIEERS. 3 E. BWNRMENRT,
%%ﬂ?&%‘%ﬂ\]@, HEMELRY), EAXAENESHIFN.

(00:56:15) Jason Feifer



English:

Because again, what you're trying to do is just separate yourself from noise to, this is customized to you.
Because If you think about it, this is really an efficiency question. What I'm trying to do is, I'm trying to
spend my time on the things that have the highest percentage chance of being relevant to me. And I'm
filtering out the things that seem not relevant to me, who are wasting my time. So if | see something
where somebody's writing me and they have a sense of the publication and they have a sense of me,
there's a higher percentage chance that the next things that they're going to tell me are going to be
relevant to me. Maybe even turn into a story.

AR ERIE:

EABRERE, MEHBNZMRSREAML, ER “XEAMRERN" . MRIMFARE, XELE—TN
KaE, HIAERREEEREREIEESHEXNER L. REDIEERLEFRRAEX. REBKER
KA. FRUAIRBEBIEAGT ST, RMLNERIMGHROTE, Bat(lEzTRESFRNABTRER
RESHAEX, BEEAJREBER—T#F,

(00:56:53) Jason Feifer

English:

Which is great. | like when that happens. Because it saves me time, frankly, right? It's one less story | have
to find myself. So I'm happy for it, but it's got to be right. So you want to structure ... And then the email
that you're writing is don't go on forever, like three paragraphs max. And you are telling the version,
you're not writing an article, but you're telling me the thing that you are pretty sure I'm going to be
interested in. It's the difference between, going back to the butter dish example, woman sending me a

three paragraph email about the butter dish itself, and opening up, telling me a little bit about the butter
dish, and then immediately moving into this very clever story about the product market testing survey.

FROCERIR:

EAET, RERIMER. BAW, XTE 7 HAEE, WIE? XL T -1 E. PRURREE, B
RBEDAZEXNE. FILURERR - IEHNEBGFEFRERK, &RE=K, MEEHE—TRE, FRASXE,
MESFRMRERSRHNBHNER. EERENMF, KIET: BRAR=ZBXTEHESTIHNGE,
ERARERE—TEHE, ARILZNBTXTmhmizillitiEENERRERE.

(00:57:43) Jason Feifer
English:

That's the difference. She told me the story that was going to be relevant to my audience. She got there
quickly, and it felt like, to me, this is a interesting human being with an interesting entrepreneurial story
to tell, and that's why I'm going to engage.

FRZERIE:

EXMEXA. MEIFT R —PSHHRREXRE. BIARR, WEKR, XBRZEE—TEEHATE
— M EBHEILEE, XMEREBESSHIRE,

(00:57:57) Lenny
English:

So that story actually came through a cold email?



FRSCERIE:
FRUBR M EEN @I —HS BEi 4 (cold email) &FA9?

(00:58:00) Jason Feifer
English:
That was a cold email. Yep. Just showed up one day.

FRCERIR:
=i, B—HRBHt. BE—REMRALIRT.

(00:58:02) Lenny
English:

Amazing. This episode is brought to you by Eppo. Eppo is a next generation AB testing platform built by
Airbnb alums for modern growth teams. Companies like DraftKings, Zapier, ClickUp, Twitch, and Cameo
rely on Eppo to power their experiments. Wherever you work, running experiments is increasingly
essential. But there are no commercial tools that integrate with a modern grow team stack. This leads to
wasted time building internal tools, or trying to run your own experiments through a clunky marketing
tool.

FROCERIR:

KB T AETEH Eppo #Bh. Eppo 2 Airbnb RAENMAIEKAITEN T—HK ABMEFE. &
DraftKings. Zapier. ClickUp. Twitch 1 Cameo X##8I A E# S Eppo RIXENMATRISELS, TTILIRTEMIE
T1F, BITRREHTHURMBEE, EEMNTLEEBIEESHAEKAMNNEARERTEER. XSBAL]
REBNEMERNSTIE, FEREEIFENEHTREGTRERR,

(00:58:30) Lenny
English:

When | was at Airbnb, one of the things that | loved most about working there was our experimentation
platform, where | was able to slice and dice data by device types, country, user stage. Eppo does all that
and more, delivering results quickly, avoiding annoying prolonged analytic cycles, and helping you easily
get to the root cause of any issue you discover. Eppo lets you go beyond basic click-through metrics, and
instead use your north star metrics like activation, retention, subscription and payments. Eppo supports
tests on the front end, on the backend, email marketing, even machine learning clients. Check out Eppo
at geteppo.com. That's get Eppo.com, and 10X your experiment velocity.

FRCERIR:
YT Airbnb B, REENR—RMERNMERTE, HAUEBERLERE. BR. AR HEE

TUIR 7M. Eppo RMTX—EEES, ERRRERMNER, B#RS AMNEBKIER, HEMREMIK
B LIMREBRAIRE, Eppo ILREBHERN S EERIENN, BMmEAMRAIRETSIR, WHVE. 877 1T
%19, Eppo ZiFFIlH. Hif. HMEFEHEENSIEIZTFPIHINIK, 519 geteppo.com T #& Eppo. Mit=E
geteppo.com, iLfREYSEIRERF 10 15

(00:59:11) Lenny



English:

Is there any other examples that come to mind, of someone doing this well? For people to have more kind
of examples of here's...

FRSCERIE:
FEEMBEFNGIFL? HTIEAREELEE -

(00:59:17) Jason Feifer
English:

Oh sure. Well here, let's see. We'll have to do this in real time here. But | keep in my inbox a folder called
Bad PR Pitches and a folder called Good PR Pitches. We can go through both.

FROCERIR:

Yo TR, RIVFMIH—T. RNRHREER IR, — M MBEOAXRKE” , —M “ft
BHAXRKRE" . HITUEEE.

(00:59:28) Lenny
English:

Let's doit.

A ERE:

RIE,

(00:59:29) Jason Feifer
English:

Allright, | just pulled this up. This is, and | haven't read this in a long time. I'm kind of trying to read ahead
as I'm talking just to see if this is appropriate to read. But | think so. | don't know, whatever. We're just
going to read it and see what happens. All right, so the subject of this was, "Idea for entrepreneur and
Problem Solvers, how the Border Closures grew my business." So this was sent to me in September of
2020.

AR ERIE:

9%, TAEFTH. XHFRAKRT, RAORBLETE, BEFTEGRER. HREFTIU. ECE, BiIHiRE
Bo ¥, XHWMANERZ: "4 (BUXR) M (RFERRE) BEN—TEE BIRXEANAILIEYSS5E
Ko7 XETE 2020 F 9 B R4,

(00:59:54) Lenny
English:

And this is a good or a bad?
FRCERIE:

XEMFHIEZFERLRY?



(00:59:56) Jason Feifer
English:

This is good, this is good. This turned into an episode of a podcast that | do for Entrepreneur, and |
might've also then converted it into an article | can't remember. And so here's what she did. So her name,
| shout her out. So this is Meg O'Hara. And Meg O'Hara is a painter, a Canadian landscape painter. Which
again, a small business. And she writes, "Hi Jason, | have an idea for a story | think would be valuable and
relevant to you, Entrepreneur Magazine and the Problem Solvers Podcast." That's the show | do for

Entrepreneur.
R EE:

XEMHEN. XEREMTHN (BUR) FIEN—HBETE, RUIFEBERERT —RXE, BF75
To MRXAMBY: il Meg O'Hara, Meg B—fUBIR, —UMEANKRER, B, LR/ Nk, 5
B: “B§Jason, HAE—TEERE, AR (BIR) #mEM (REA#RE) (Problem Solvers) &%
FEEMEREX” RN (BIXK) EHHTE.

(01:00:33) Jason Feifer
English:

And then she says, "Here's what's going on with my business. All entrepreneurs had to be flexible during
Covid. This is a story about how one artist in Canada benefited from the border closure." This just sort of
intrigues me. Oh, how? "When Covid hit in March, all ski resorts across North America shut down early.
Skiers are a high earning demographic in Canada. They fall in the top 5% of income." Okay, well anyway.
So she goes on. What she tells me, | remember this now, what she tells me is that her business used to be
being hired by ski resorts to come and paint landscapes for their facilities.

FRCERIR:

EER. “XRRUSHER. ERIEHE, FEEIVRELNRELE XE—TMXFMEAN—MZR
FANAI MR KA PR BIERE " XS T HBFE. B, EARmAY? “H 3 BREBERKE, JLXFPENE
SHMERAIREA T . BEEBEMEARSWNEHE, BTN 5% AR §F, SZMHEEE, FKick
K7, wHiFHE, e SERETESE, MIBLEENRE.

(01:01:15) Jason Feifer
English:

And when the border shut down and people weren't going to these resorts anymore, she had to come up
with a completely different way of doing her business. And so she started to think, well, | can't work for
these resorts anymore. They're not hiring me. But all these skiers who used to work at the resorts who
have seen my work, or who used to ski at the resorts who were maybe familiar with my work, they're not
skiing either. They probably are sitting around wishing that they were skiing. They'd love something to
see of their favorite ski location, and they also have money sitting around because they're not spending it
on the ski resorts.

AR ERIE:

HBEXRHA, MIFBEXLERNEN, aFBh—fee2fENEESN. TRIBFER: RTEBENE
BRIET, WFERT. EMERLEEEERNIAEL. IIRFRNBESE, AEBTERNES. B



BRAERBIA, MNAERZEBET . MIIATERELELRY, BERBES. M —ERBEIEHCKRENRH
BAEHMNSEE, MAMNFELERE, FNgREsSERL.

(01:01:39) Jason Feifer
English:

So then she lists off the problems and the solutions in bullet points. Which | love. Because she has
listened to the show, the Problem Solvers Show, which is structured in exactly that way. Tell me the
problem, tell me the solution that you came to. So she lists it off. Here are the problems: the skiers can't
come, people are spending more time at home. The solution: | create artwork for their homes that
depicts their favorite views from skiing as they were. She goes on and on and on.

FRCERIR:

AEMAER (bullet points) FIH T EEMARG R, RAERX—RT. EAAIRHOTE (EFHER
&), BIHENSHERNL: SFREE, SFRMFHNFERGR. TRMT LK. BEE: BEEX
A7, MIERHBEZESZ T, BRGER. BAMINNREERRE, BEtRERNEEERESR. 5 TR

ZR%.

(01:02:03) Jason Feifer
English:

| read this and | just think, there is something here about what this person did to reinvent their business
at a time in which one marketplace shut down, but it created a new one that | think people would like to
hear. Because at that time everyone was thinking about how to reinvent themselves and their business.
And even though | reach people who have very complex and large businesses, sometimes it's really a
beautiful thing to hear a single individual who does the simplest thing in the world, which is put paint to
canvas, talk about how she did it for herself. Because you can extract these wonderful little lessons about

how to reinvent yourself that | think are going to be relevant to a very broad audience.

FZERiE:

FEFXEMER . XMAE—IHXARMAER N SHESHHINSEE, AMI—ES8R, FANSE
SPABERZMAELE LS, REBNZRPERSZEERABUMA, BENT—MEEHR L

RERERHOA (BHFRATERL) HRNANECHKE, AENE—HREUHNE. EAIRETUMAPIRE
HXTFNAEBBZEER/ N, BINNAXSHIEET ZHRAREH-L,

(01:02:44) Jason Feifer
English:

So Meg sent me that email, | replied and | said, "I like it." And we did it. So that's a good example of
someone who spent time understanding my work, down to the structure of how I'm communicating, and
then sent me a pitch that very quickly and clearly seemed customized to me, and told me her story in a
way that | could imagine telling my audience. At that point, it's a pretty easy yes.

FROCENIR:

FRIA Meg &7 BREHERMF, HEIEW: “HERXTRF.” ARKMNMMT . XB—MRIFNFIF: AR
BT BHRNIE, BEETRBDBENGEN, ARRGH—TEERFEAERRNREFNRELE, HU—M
HEBRAZAARN AN T IFRMEHRE. 2B—%, ZENHREFIFES S,



(01:03:14) Lenny
English:

That is an amazing example. | just took some notes on things that she did right based on things you've
shared in the past. Even just from the subject line or the first sentence, it was clear that she knew you. She
knew you had this podcast, she knew the magazine, and she even expressed this specifically, you're
going to be interested in this. She mentioned how this, she has a story. She starts immediately with a
story. There's not the value prop of the company, here's what we do and here's why we're awesome. And
then the lessons, the mission of Entrepreneur you talked about, is insights and lessons that people
achieve, and she just went straight to here's what we've learned.

AR ERIE:

XEZ—TMRENGF. RIBMZAIDZENAS, FISTT —EMEats. EEREXTRATHE—DE,
FLBEBRBMAEM T R, WAEMERXMER, NMEXARS, WEERHRET “RIWXNEHE” .
iREIE —1iE, MEERMREFIR. REQFRNMEEK, KE “HMNE2MHAH, AHTARIR
B o RRERH—MRER (RIXR) NESEAMRESHRENZIN, MBERTIN “X2RNFE
B -

(01:03:49) Jason Feifer
English:

That's right.

FREiE:

R tHo

(01:03:50) Lenny

English:

So | could see why that resonated.
FRCERIE:
FrAZRREIRAE N H AX = 5 [HEHES,

(01:03:51) Jason Feifer
English:

Yeah, it was great. And the next thing that made it a real success, by the way for her, was that once | got
her on the phone, she was, and | find this, this is a make or break thing for me. Because | can talk to
somebody and then kill the story, or not run the podcast. She was willing to be open about challenges. |
mean, she had reached out because of challenges, but not everyone is. | will get a pitch from someone
who is presenting like, oh, we had this challenge in the business. But then when | talk to them, they act as
if there was no problem. Or the problem was really small and their ingenuity immediately made this a
very successful business. And that's not interesting to me.

FROCENIR:



B, FEE IRER—T, MRR, FETROMINKEET: —BEREMET BIE, WRISREM. &K
RMXMHRREMN . HARAURRADTESEEXITRE, HENBIRBER, tEEQF XKL,
BAMEBEANREABKRRZD, EHFEESMIABERERK. REWEI—EARNKRE, B ‘B, HIELSH
BEIT X" , EHJIBAITIEN, MRNFEFERE—F, HERZRD, MAIIEEEEEA S
bWV SERAEEMIN. BXMHEFREE R

(01:04:42) Jason Feifer
English:

Because success stories are not interesting. They're not interesting to anybody. It's not useful for you to
just hear that someone else succeeded. What's useful is for you to hear how someone else faced
challenges that you faced. And got through them so that you can see. Aha, that's an interesting strategy to
use for me. | hate success stories. | love problem solving stories. And that's why when | talk to an
entrepreneur, | expect them to be really open about that stuff. And if they're not, | basically lose interest.

AR ERIE:

ENBINHEHTE B, MEMARRER LB RINFEHIARD T M2, BRNZERESIANFEX R
HEIERHE, HNARREN, XFEMmERM: “Wis, XR—MHAIUEENEBRE.” FITRHEIH
£, BAERRAFERE. XMEATASHSEWEKIIRE, FAEMITENXLERBEIFFER. MRt
A8, HEE ERIRENE,

(01:05:13) Lenny
English:

The hero's journey. 1'd love to hear another example. But before that, hearing this, obviously it takes a
bunch of time to do this for a founder. | guess, two questions. Just, how many places should somebody
probably try to reach out to give them a chance of being successful? And then do you have any thoughts
on how much time they should put into something like this? | know it's a very broad question. But, any
thoughts there?

FRCERIR:

RifZIRK. RRBBIF—MF. BEMZA, FTXLE, EAWIBARRXRENE, HERDER: —
PARBNZEZRKRZ DN, FERERNPVNZ? Hi, MESHINNZEXFNEE LRASZ D
87 FHEXZ—MREZHEZE, BREHARAS?

(01:05:35) Jason Feifer
English:

Yeah, it's a really broad question. So again, this is in some way why, in a large way, why a lot of people hire
PR. Because PR can just move this along. They can reach a lot of people very fast, whereas you as an
individual cannot. One way to think about it is, you're going to be on the hunt. You're going to try to make
this work, and you're going to take a couple bets and hope that some of them pay off. Another way of
thinking about it is, this is a passive activity. And I'll spend some time when I'm reading media, thinking
about this, kind of developing an idea. Another thing that you can do, follow a bunch of writers and
editors on social media.

AR ERIE:



B, XWEREZ. FIl, XERAEELEBREAMARSARBLIXNER. BARXATEHEXGE,
A IR REZMEIRZ A, MIRTAEBARE, —MBELNR: MRIERE IFE , MLELLXMERD, R
STFJURAE, ZEEHP—LERAOHKR. Z—MEBELAZE: X2—MEEEE. SRFERFEEN, KR
BRE, WE—IMEE. ZF—HRAIUBIER: FHRKERE X E—KREEENRE.

(01:06:20) Jason Feifer
English:

Meg, | can't remember the order of operations here, because | know that Meg follows me on Instagram
now, because she's DMd me many times. And | respond to everybody. | can't remember if she followed
me before, but she might've. And maybe she even DMd me a few times. Usually it's somebody's
responding to an Instagram story or something. And I've seen a lot of people use this strategy with me,
and | think that it's a really smart one. Which is basically, before you ever pitch, just get me to recognize
your name. Just engage in social media in a very casual way, such that when you email me, | think, do |
know who that person is? Meg O'Hara, | think | know who that person is. It just makes it more likely that

I'll open the email.
FRERIE:

Meg B96IF, BRICR/EKNEEINFT , BEHME Meg LT Instagram LXETH, FAMLELIRS
RifE. HRMEFMBE AN, RRNCRUMZAMERERETH, BREAURE. WIFHMEELHAIIURME. %
2B ARIE XD Instagram BhS 2 KM, HRNIREANKEAIMRE, HREGEXIFBER, BELRZ:
EREZ A, FIULHIBEMBIRF, RRU—MEBEEN SN ELREER LER), XFLRATHABH
B, B8 “BIMAXDAL? MegO'Hara, HIEFHINR" XEAKIEMBITAHERHIIATREME,

(01:07:08) Jason Feifer
English:

And | see a lot of people do that. They'll spend a long time engaging with me on social media before ever
pitching me. | know what they're doing, | understand that it's probably calculated. I still like it. It's smart.
Because it means that by the time that they've reached out, | think you have a pretty good sense of my
work. Which means that what you're bringing to me is probably in pretty good faith. And for that, I like it.
It's a good filter.

AR ERIE:

BEIRZARXAM. IIERKKEZH, SHRKNEEHREE ESHER, RAMEMIIEMAA, &
MEXAERET RN, ERMAERZMAN, XRIEA, RHAXZKRESMWIEKRAKXE, FTIANMNRK
WIFELE THIAFNT R XEREMRTLAHNRAAEZETHREN. Nk, HERIMLR, XE—
MREFEIT SRR,

(01:07:36) Jason Feifer
English:

So if you've been listening to this whole thing, and you're thinking, this is a tremendous amount of work, |
have a new product launch, or | have a bunch of budget that | can spend on this, this individual kind of
approach, it may not be for you. You might want to just spend a bunch of time instead interviewing
different PR firms. And find the one that seems most aligned with and understands your story, and your
vision, and knows people in your space shortcuts a lot of this. But even then, even then, | think that



having heard this is really useful. Because at some point, if the PR person is successful, you are going to

get on the phone with the writer or editor.
R EIE:

FREL, SARMRIATXAZ, 5% “XRIMFERKT, RE—MHTRELRST, RERE—EMEAUEEXL
&, BAXMDMAUNGEATEREGR. FAIEBENEEHAARNAXAT, HEBREEREHS.
RIS SEMNER. HRINRIRAIESIRBANRE, XEEERSHMM. ERMEMLL, FIAAIFITXLE
RAFEER. AAEEDEZ, RQAXAGBEIT, MERENEESNRIEEEE,

(01:08:27) Jason Feifer
English:

And it's very useful to understand how they think. That they're not there to serve you. That this isn't a
service that they're providing you. So you better understand what they're entering into this with, and
what they have in mind. When they're asking you questions, they're asking questions, thinking, this is
what my audience is going to be curious about. This is how I'm going to drive this person in this interview
towards the kinds of insights that my audience are going to find gratifying. So the more that you
understand who you're dealing with, the better.

AR ERIE:

ERMNNREANIFEER: MNFRRAFRSH, IAZMINRELIREIRS. FIUIRRFIERMI]E
ETAFRBEBHENIE, MURMINERFA. SMIRIRRE@EEN, MIRER: “BRORRESWNTARELT
B1? HEWMAS|FXRFE, XM ARBEHRRZEFHESEIRME? 7 B, RETRREIENR, &
Rt

(01:08:48) Lenny
English:

And also just having done it yourself, you'll better understand what to ask your folks, how they're going to
work, find opportunities to improve the way they're operating. On that question of quantity, say you're
doing this, say you're spending the time. I'm going to really invest in understanding Jason and whoever
else. Is there a rule of thumb you'd recommend? Try to do this for three publications to get one, or is it
five? I don't know. Is there anything there that you could recommend?

FRCERIR:

me, BIFIFEA, MIBBRZRIFHNAXBAMRTAER, MITFOAIE, HFREBGEMITEELR
HHlS. XTFHREMNNE, RIRIREMXGSE, (RERANE, RENERBENETHE Jason MEHMA. 1F
REEFHNEEN? IR HKAR = RERYIER—K, ERAR? FAME, REHFTARING?

(01:09:14) Jason Feifer
English:

So it's really dependent upon how easy you are to write about. | may just sort of note, if you are some
kind of B2B service, especially in some kind of very niche or wonky space, it's going to be really hard for
you to get [inaudible 01:09:40]. So hard that it might actually not even be worth trying. Because there are
other things that you can do, or things that we haven't even talked about yet. You could say, you know



what? Screw it. I'm not going to try to get coverage for my company. Why don't | just try to position myself
as an expert? Right? It's a totally different kind of approach.

AR ERIE:

XENIUATREES R ZRIRE, HSRE—T, MRIREXRM B2B RS, FiBEIFE/NARIHRHTUR,
REHREZIFER, HEAEREANMERZH. RAMETUEEMERS, HERNELKXEINER. R
W “BER, RTMTEARNABSFERET. AN ARAEIEECEMR— T HRE? ” WE? XZ—
M2 REBTG .

(01:10:07) Jason Feifer
English:

Where instead, what you're maybe trying to do is just hook onto the news, try to get a quote or a
perspective to a reporter who might be writing about something. | get these all the time. Something
breaks, some news breaks, and people start reaching out to me. And they'll say, "This just happened in
the news. And my client," or sometimes just the individual, "I have this insight into this, and here's what |
would say if you want to interview me." It's not going to be a feature about you, You're not going to be the
subject, there's no photo of you. You might get a quote. You might get a quote in a story. Which again, is
all you need to be able to say as featured in on your website.

FRSCERIF:
R, fREJRER SEMHSHE, HEAFESHEXIREMNIZERH—BIISH— IS, BREZWEIXHE

Bo RHEFEBRT, ETMEERT, AMIMAGREKRIK. tilziki: “WEENLRETXHE. ZBEF
(HENAN) MBERZLE, MRFEBRIFR, REXAR.” ZFARERXTMOETERE, (RFAE2XH, 1
REMMHRA, BIRAEIERSTRE K55, BX8E, XBULRENE LS “BRKET” -

(01:10:33) Jason Feifer
English:

So sometimes it's about that. Sometimes it's about you could just be a writer. You might try to just pitch
authoritative articles by you to different publications. Get yourself out in that way. Sometimes, again,
you're not going to be able to be easily written about. And sometimes you are. Sometimes you made
some insane technology that everyone's going to be talking about, and it's going to be super easy for you
to get press. At which point your hit rate is going to be much higher. That's why going into this with really
realistic expectations, and if you're going to work with PR, having PR who can set and hold you to those
realistic expectations, can just save you a lot of heartache.

AR ERIE:

FRUABREX T, BRALNERISFE, SHRAFRNERIKREMREEINEXE, UXMERER,
B, (RAKAEZEEE; EENRRES, WIREBETEMES M ABZKEHRIERA, RESEFRE
SBRBEZ. TR, MIURNREZEFSZ. XMBNTAFENLMNPEHANXMAE, NRFERAX, K
—PMEEREFILIRERIFUSIEN AR, JUBEERZMIN.

(01:11:12) Lenny

English:



Along the same lines, there's always this idea of exclusivity and people want to write first about a thing.
Say you talked about an awesome technology. Do you have advice on, do you just pitch the same thing to
all of them and hope they all write about it? Do you pitch them different stories? Do you offer one an
exclusive, any advice there?

FRCERIR:

BEXTRR, 258 “MRKE” OB, AMBEE—MREEAS. RIRIFIKHEHZE—TREREA.
MBEMLARING? ZRERNAERELFMEAAFTEMNENE? ERRETANHE? HELEP—FIEH
JRER?

(01:11:29) Jason Feifer
English:

Everyone has a different approach to this. The number one rule here is just, don't do it in a way that the
people in media feel like you're playing them. Because they won't have tolerance for it. | would rather
walk away from something like this than do some funny dance with somebody. So my favorite version of
this goes like this. Actually, there's a founder who recently, | met him years ago. So when he reached out, |
recognized the name immediately. And he reached out and he's like, hey, we did this really interesting
thing and we haven't told anybody about it yet. And I'd love to see ifit's a fit for entrepreneurs.

AR ERIE:

BPABERENGZE. B—FAMNZE: FELFEERARSMEZRMIT. BAMIIHEZSER. ZTREBEFX
MIRE, BABEREAIMEE, RRENORAZXFL: RIEE—MEBA, RSFEadM, RS
EXRIET, HIAIZIAHTRF KRR 1%, BT —HIFEEENE, DeHFERAA, ZEE
BEXEERES (Bkx).”

(01:12:10) Jason Feifer
English:

So | hop on the phone with him, and he tells me. And I'm not going to tell you what it's yet because we
haven't run the story. But after 15, 20 minutes, | say, yeah, you know what? This is a really interesting
story. And frankly, | know other media outlets are going to be interested in this too, particularly because a
finance element to it. So | think the Wall Street Journal, and Bloomberg, and those kinds of places are
going to be interested in this. He wants to go to Entrepreneur for whatever reasons he wants. | mean, |
think probably two. Because number one, he wants to position himself towards that audience. And then
number two, there's a trust factor. He knows me in a way that he doesn't know the editors over there. And

so he feels like I'll probably treat the story more carefully.
R EIE:

TFRZABMBE T HBIE, thEIFTH. HMELEFRESFRRHA, BAREERE. BYT 15220 /5,
i “BH, XE-TIFEEBNKE. BHAE, FNEREMEABIMILEME, ¥ BeHEEZRIT
Fo BT (B RERR). ZEAZRMMAZRNE,” 8L (RIR) BECHIEH, REARER
B, AERHNRNINRRHITENMN; =, BFERR. WikiRZ%, ERFINRBENRE, PRUMERER
FJREREIE IR TN E.

(01:12:49) Jason Feifer



English:

So we worked out a deal, which he proposed. And the deal is that we'll get the exclusive, and there's
going to be a three-hour window after our story runs, and then they're going to start responding to
everyone else. And then they're going to start talking to other people, or maybe they'll even line it up and
reach out to some other media. And that's fine with me. | understand. And we're going to create a little
embargo window. And we'll go first, and then they're going to talk to everybody else.

FRCERIR:

FRUAFATBER T — MBI hie thilE: FRMNAFRRRENR, FHEMNVRELBEE=ZMNEHED
Hl, ARMNAFREERMA, FEMINSFHESEMRERRRE, REEEELHT TIAEBRAR MR,
XX FKGLED, HIEMH. BRIZKE—NEREN “BIELHH” (embargo window) , i1k, Gt
MNBEREMAK.

(01:13:21) Jason Feifer
English:

Sometimes you can offer an exclusive to someone in that you are going to release the news to everybody,
but only one media outlet is going to get the interview. Which works really well if you have a big
personality. So for example, recently a company that Mark Cuban has invested in offered us that, right?
They're like, we have this news. We're going to reach out, we're going to send the news everywhere, but
we're going to give you the exclusive interview with Mark Cuban. He's going to do one interview and he'll
do it with you. You can parse it out in any way. You just want everyone to feel like you're being upfront
with them.

FRCERIR:

BERAI AR AREXFMK: (REEPMBALRHHE, ERE-KEFRERERIIN. NRFE—IK
BAY), XBIFEER. B, &E—XR Mark Cuban £ZNRRRABITRM T XM S, Mwilw: “FEiIE
XAHE, BINSXRAGFAEA, BEINKLIR Mark Cuban BRRIFN, thREZ—REKIE, mMELMMR
o IRA]LUMERARIFD, REBEULS ARSI MITRERIT.

(01:13:57) Lenny
English:

And that they're getting something special, as much as possible. That makes sense. You touched on this
relationship piece, and that's something | wanted to ask. It feels like in tech, a lot of reporters end up
writing a negative story, because a lot of times that's what people want to read. Why is this destroying the
world? | actually had a fast company do a thing on me, and | talked to the reporter, and | had no idea. Was
he going to just completely tear me apart, or is he going to be really friendly and positive over what I'm
doing? And | have no idea, and it just comes out. It's not like | look at it before it comes out. So do you
have any just advice to give you a set, help if this is going to turn into something positive or negative? |
know you have no idea.

FRCERIR:

HER\RILMNREEE SR THINARE, XREEE, (FRE7T “XR” X—x, XEERERN. &
RERKSR, REZIEERZXSEHEKE, BARSHEAMIMEBEXD: “AHTAXKAEERAER? ” L
frE (RQE) BWEMBIRE, KRICEWNT, ERT2FNEMIBEMSETLTR, TSNP



FFEREMER. HTE2FHE, REMXAERT HAARERGBRIEEE. FRUMRETARING, &
BATHIXZZERIEREEAREBIRE? FHAEREZERE.

(01:14:34) Jason Feifer

English:

What happened, by the way? Was it positive or negative?
R EE:

IRfER—T, £RE? BEEAEZHNERN?

(01:14:35) Lenny
English:
Super-positive.
FRCEIE:

IFE EHE,

(01:14:35) Jason Feifer
English:

Great.

R EE:

XIFTo

(01:14:37) Lenny
English:

| was very happy with it, yeah.
HRCERIE:

HERE, B8

(01:14:38) Jason Feifer
English:

Okay, good, good. I'm glad to hear that. So part of it is the publication itself, right? Entrepreneur, and |
would say Fast Company, are just sort of not in the business of running negative stories. And the reason is,
it doesn't serve our audience. My audience is coming to me to learn things for their business. Tearing
somebody apart just doesn't help them in any way. So part of it is just what ecosystem are you dealing
with? You can also look at the past work of the writer. And if you work with a PR person, it's funny
because occasionally somebody has accidentally forwarded this to me, and I'll see the dossier that a PR
agency will put together on me.



FRZERIE:

%, REF, REXAEXTD. BRRETETERIES, HE? (RIXR), &8 (RA7), EX LA
g, RERET, IFAFEHNZRHER. FHHORAKEHENTFEIELAIR, BRAMEHIIMITE
BIEAER. FrLL, SoREETRENNEAAFNESRS. MEAUEEFEIENFm. WRMEMNAQ
XE1E, BBNE, BREBATNMERX QB HIESRE "HE" BELT.

(01:15:17) Jason Feifer
English:

But a PR agency, if they set you up with an interview with someone, they'll usually do some digging. And
they'll find, what does this person usually write about? What kind of stories do they do? What are they
generally interested in? So you can have a sense, right? What kind kind of thing are they doing? And past
that, there's also a question of, well, what are you doing in the world, right? | mean, if there is something
somewhat controversial about you, and especially if you're engaging with an outlet that is interested in
that kind of stuff, there's a halfway-decent chance they're at least going to explore it with you, and ask
you about it. And if you're weird and cagey with them, they're going to think that there's more to it, and
they're going to start digging more.

AR ERIE:

NRATMBAMELHET R, BESM—EEZERE,. IR IPIAEBESHA? MINEBERE? ]
BENTARE? XFRMER NAB T, MIE? FRibzsh, -1 R REHF LT HA? 0
R EHEE LR, H5REMER—SMIERBTREREE, MIRETESMIFRITHE
Bl WMRMRRIMVSHIZEEERE, WNINEEEERER, HHBRNEZE,

(01:16:03) Jason Feifer
English:

But the ultimate answer here is that every part of this, and this has come through, I'm sure, in our whole
conversation, every part of this process is really out of your control. Does somebody pay attention to you?
What do they write about you? When do they write about? All of it is outside of your control, Which again,
is the reason why it's not smart to think about press as a primary strategy for driving growth. It's a good
add-on, but these people are going to do what they're going to do. And the best you can do is read the tea
leaves.

FRZERIE:

ERALNERZE: INEENE—THT (FEGERMNNBENMBEPELEIMUERT) HILEAERNERZ
5o BEBAXREMR? MITEATIR? HARMERS? FrEXEREIEHE AT . XBRIRAT N ARERRE
EARENIE KV EBRRBEFCREN, ER—MRIFAIH T, EXEAZRECHRATSE. (FAIEEMBIRLT
HYFL R ARk 22 S

(01:16:37) Lenny
English:

Yeah. It was a very weird ... | don't get press often, it's not like something | pursue. But it was just like, this
is wild. I'm just going to talk to this guy, and then something will come out. | have no idea what it might



be. He might have things wrong, because | didn't get a chance to review, and might skew things. Butiit's a

strange experience to go through. But it all worked out great.
R EIE:

B, XZ—MREIRN- BRABRBEEKRE, BFREZRERNARA, BHRRERRIE: HMEBRXRN
W, AEMIBEFRALK. 2T ESEF4. MAERZEH, RAREINEEHZ, UAgIEHS
Ko EHXEHIREFE, BERRE

(01:16:55) Jason Feifer
English:

Yeah, it is. It's very strange. It is, it's strange. And | find that people often don't ... In business, people
understand the structure of what's happening. They understand that we're a business magazine, we're
going to write a story about a business. It's going to take a certain form. But I've done a lot of different
writing, and | have had the experience many times over my career where | will spend a lot of time with
people, and they will have really no understanding of what it is that I'm doing at all. They can't
conceptualize it. And then the story will come out and then they'll always reach out to me and they'll be
like, oh, now I finally understand what you were even trying to do. It's fascinating.

AR ERIE:

2H, EEFR. HADATBER - EBLR, AMEREERENERHEN, tIIERNR—FH
WHE, RMNBEE—TXTFHULHEE, ecBEMT. EERNRIEEFR, RMIRSFRANEE, &K
ZRBEXMER: RETRZNEISAEL, MENTE2FERRERTA, TEER. ARMELET,
IS BEARN: B, NERLTHAMIAKREMOHAT.” XREHE,

(01:17:40) Jason Feifer
English:

It is a vulnerable experience, and you have to know that. And the more you try to control it, the more the
reporter is going to be annoyed at you. And the more, in fact, the reporter might try to take a shot at you
in the story as a result. Because they found you too controlling because they felt like you had something
to hide. This is not a comfortable thing. You have to go into this being vulnerable and you have to know
that there's a chance that it could blow up in your face. That's the price that you're paying for reaching
their audience.

FROCENIR:

XE—MiLEH A THEENER, MBFBAX—R. MERITHE, EEMEsREM. FELE, EEMEE
SEEEIREFREMR, RAMINREFRERRARE, REMEERE, XHRTR MOHHEXMAET R
HN, FEMEEAESRE. XIMEIMA T AR RF T HBIR

(01:18:19) Lenny
English:

Great advice. How about we do just one more example of an awesome email pitch that you got and then
we get to our very exciting lightning round.

FRCERIR:



RERNEN. BMIBE—MRREIMMFERERED, AREATNIFEBEEHARRIET,

(01:18:26) Jason Feifer
English:

I'll tell you about a pitch. | don't know that I have it in my inbox still, do I1? No, it's not there, sadly. I'll just
tell you about it. It leads to something that is another way of thinking about getting press, which | think is
really important for people to remember. So far, Lenny, we've spent the majority of our time talking
about press in the form of some kind of feature on you, writing about you or including you in some kind
of prominent way in a story that's basically highlighting the thing that you wanted to get out there, your
product or something about your business, something.

FRCERIR:

HAGMA—TRE, HTIRECEERERNBAREE - FET, AJlE. HMEZHE. 5087 5%
BEARIRENEE AR, WANXNARIEZEE, Lenny, FIBFINL, RITAEHEEIZEITIEN “EHR
B ERAHRNEERE —SXTHRNEE, AEERSFPUEZANRIR, BFERREMBELRNAR
78, LbnfREyF meklk S5,

(01:19:18) Jason Feifer
English:

Then we talked a little bit about another way of doing it, which is sort of putting you out as an expert in
authority. There's another way of thinking about this, which is that you can either create or present
context in which you just happen to be a part. Here's the story pitch that | got that leads into this. This is
years and years and years ago. | had just started at Entrepreneur. | hear from a guy named Fred Ruckel.
Fred Ruckel has got a cat toy and it's called the Ripple Rug. It's basically, imagine a rug and then another
rug kind on top of it, but ill-suited. The rug is lumpy, there's a lot of lumps in and there are holes. This is

for a cat to kind of crawl in and out these spaces and bat and do whatever cats do.
AR ERIE:

REHENMNERRA TS -, BHBTREERNEER. FEE=MBEHFX: FAUEERER—1TE
=, MARTFREFHN—9. XRERKEINSIEHXIMMANBERE, BEREZRESER, BNFRE
(A =xR) TE. FHULEI— M Fred Ruckel IABEE, Fred B— Mt E, MY Ripple Rug, B4k, &
—RE, TESES —RAXTFENE, MBEIEEN, EREZFEIE. XBA T IHBEXLTE R
R, 1817, MIEEMENERE,

(01:20:16) Jason Feifer
English:

I don't know. | don't know a cat. He wanted to tell me about the sales of this Ripple Rug and about how
the sales are skyrocketing and all the things that he thought made it special. It's made out of recycled
bottles and whatever the stuff, made in the USA, all cool stuff, but not relevant to me because we're not
cat toy monthly and we're not reaching a whole bunch of cat owners, not that | know of. I replied and |
said, what | usually say, "Congratulations on what you've built, but it's just not a fit for coverage." Now
Fred stumbled his way into this, but he did really a very smart thing because what he responded with was
he said, "Totally understand. If you're ever interested in learning about a gigantic scam that's happening
on Amazon and eBay that we've been caught up in, let me know."



FRZERIE:

HAEN. RS IFI Ripple Rug WHE, WEEWMAMA, URMINNILEFFIMERA: E2BEUR
FHEY, ZEFNE, XLHREE, BS5HLX, AAENFR CEREAT), R FEMAENEEAN (B
A . HEIETEERHAE:  “VIBRIRFIEVSHIR, EXTEGIRE.” Fred IRITIRIEMM T —HIFE
BREARYEE, MtEEH: “T2EfR. MRMFENILIHM eBay FIEFEREN—MERIIRDZNE, MEINEE
ANEAFT, BEFH”

(01:20:53) Jason Feifer
English:

| was like, "Oh, well, yeah, | guess | am interested in hearing about that." | said, "Tell me more." He sent
me this long email. Fred loves long emails, and | got him on the phone and had him explain, and finally |
understood it. This is, and maybe people are familiar with this, but this is sort of known as Amazon to
eBay arbitrage. Basically the idea here is that Fred is selling his Ripple Rug on Amazon, or at least he was
then, | don't know if he still is, but he's selling his Ripple Rug on Amazon. There are a lot of people who
are copying the listing for his Ripple Rug and making their own postings for it on eBay. They sell it for a
slightly higher price.

AR ERIE:
RO M, B, RAARBIAENGEIAN.” R ‘DT MARE T —HKMME, Fred EXREHE
. RIBMET BIFILMERE, REERATHEAT., X (WFAMTRHE) ®iFAh “TI3#E eBay WEF)"

(Amazon to eBay arbitrage) . EZABEE: Fred 7L i E =AY Ripple Ruge BRZ AEHIMMETL S
B MIFE, H7E eBay ERAHEHCHERER, NEHEHRE—=.

(01:21:47) Jason Feifer
English:

Let's say that, and again, I'm making these up, but let's say the Fred is selling his Ripple Rug for $30 on
Amazon, so somebody will sell it for $40 on eBay. Then somebody buys it on eBay, they find it, they buy it
on eBay, they pay $40, that person gets $40, takes $30 of it, goes to Amazon, buys the Ripple Rug, and
then just has it shipped to the buyer. It's arbitrage. You might think, "Well, why would Fred care about
this? He still gets the sale." The reason he caress about this is because the Ripple Rug shows up at the
customer's house and it shows up in a Amazon box, even though they bought it on eBay. They think,
"Why did that happen?" Then the next thing they do is they go to Amazon and they discover that it's

cheaper on Amazon and now they feel ripped off.
FRERIE:

Rig (FPEEZNETF) Fred TS E3E 30 75, BATE eBay £35240 Xjt. AT eBay LRI TEH
247 40 %5, BIMAZEER 40 %/, FH 30 ZTELSEXET Ripple Rug, AREEFTEER. XMz
EF, fRAJge=t8: “Fred AT ABRTEF? IEBREETWN,” MAEFHRERZ: Ripple Rug EXEIZEF R
B, RETIHNEFE, REMITET eBay X8, IS “AtAazXtF? 7 HEMNEZLDSH—F,
AMIONEEE, FRISEHCHIN T

(01:22:21) Jason Feifer

English:



Who do they feel like they got ripped off by? Fred, because they don't know about the arbitrage. They
don't know that they exist. This person who has at this point opened the cat toy and probably had their
cat roll around in it, now shoves the whole thing back in a box and returns it and Fred gets dinged and
that's why he doesn't like this. He has tried and tried and tried to get Amazon and eBay to stop this, but
he said, "Nobody seems to care and all these small businesses are losing tons of money on returns
because of this." | had never heard of this. | thought it was fascinating. It's like a problem small business
owners are dealing with. | was like, "Fred, do you know other people who are dealing with this?" He's like,
"Yeah, | talk to them on the line all the time." He sends me off.

AR ERIE:

RS ERENT? Fredo AANMINIAMEENENEFE. XTELITHHEIA. AIRKELRI—EN
A, BEBRAZERIZFRET, Fred AR EITHK, XMBMENHNRER, MR T EHORILIT S
eBay RIEXF{TH, EftH: “MUFRARD, FAAXENRIEEANRERRT AERE.” IMRFHT
XME, HEEXKSIANGET . XB2—MhELFEEIERE. FiF): “Fred, fRIAREfBEIIGEX AR
APG? 7 i AR, REBER LM

(01:23:15) Jason Feifer
English:

| reported this whole thing out. | wrote this three 4,000 word story on this thing, and Fred was the main
character because he was the way to understand this problem. | did all the reporting and | contacted the
platforms and | contacted the people who make the arbitrage software. | did a whole report, but Fred got
his press because sometimes, and here's the lesson, sometimes you are not the story, but you can be part
of the story. Sometimes that means if Fred stumbled into it, but I get plenty of people who've reach out
and maybe they have a real estate startup and there's something really interesting happening in the real
estate space and they reach out and they tell me about this really interesting thing that's happening in
the real estate space and the role that they happen to play in it. Now I think, "Oh, well that's interesting.
Maybe there's a story about that."

FRCERIR:

BRIEBEHFRETHFK, RE T —R=-ETFHHE, Fred BT A, EAMEEBEINRENTIAR. BIET
FRERFRG, BRRTFE, BRRTHEEFRENA. FMT —1MTEHOLTHE, Fred RIFTIRE. HIIZ: B
BMRASREHE, BIRFILIRAREN—E, Fred BiRTIRIE, BRKEIRS ANBKR, tbantilE—
KEMTACI AR, BT IRAET —LEFREEBNE, MIRARASFRXME, Ukt(]laFEER
wENAE. W B, BREE, BIFAIUEIEE"

(01:23:58) Jason Feifer
English:

My wife, the freelancer, Jen Miller, she's done this many times where she once did this story about there
was a bunch of startups that were all related to helping people prepare for death in some way or another.
She's not going to write about one of them, but when somebody reached out and said, "Hey, here's a
trend happening and we are one of them." Well, great, that's an interesting story. She wrote that and the
company that reached out to her got kind of prominent billing because they were the ones who reached
out. You know Barbara Corcoran from Shark Tank?

FRCERIR:



KEF Jen Miller FEA— 1 BEHERALZRXEM, MEEIT—PMXF—HILIQRNKE, XLEATELL
EMARBIAMNARCHES, MFPMEEP—R, BUEARRME: 12, XEF—NEE, i
BHPZ— XF7T, XR— M EBHNKE. 5 TBRIRE, MEKAMNBRARRE THEEEENRE,
HABMMIECNEXRN, REE (BIERK) (Shark Tank) EHY Barbara Corcoran 137?

(01:24:14) Lenny
English:

[ think so. | think so.
FRCEIE:

HRFAE,

(01:24:15) Jason Feifer
English:

Yeah. She's been a regular Shark Tank since the very beginning. She made her fortune by building a real
estate company called Corcoran, realtors, buy and sell property. The way in which she built this company
is fascinating. Barbara, before she was Barbara Corcoran of Corcoran Realty, Barbara Corcoran was
random New York City realtor Barbara from New Jersey. She was trying to figure out a way to distinguish
herself from the masses. She came up with an idea which was to take her own sales data, the only
window she has into the Manhattan real estate market at that time is what she is what her clients are
buying and selling, which she's facilitating. She has that data, is going up or down relative to last year.

FRCERIR:

BN, M—HIETE (AIERX) WEHER. iBidE—3KE7 Corcoran BT AR AR E. HiE
UXRATARIEEE A, TER A Corcoran #17=# Barbara Corcoran Z /i, th2E— M REFEA. T4
HHTIENEBEEL A, tiEEI A LB MNARPBAME. BHT - MEE: FBAMECHHE
iR, SNt T RERWEMTHIINE—EOMSHE A NIEFEL, mifEXEHE, MEENTFEER
KT IR T o

(01:25:18) Jason Feifer
English:

She puts all this data together in what she calls the Corcoran Report, and she starts sending the Corcoran
Report out to the New York Times and the New York Post and whatever. Because nobody else at the time
was putting together a report on the health of the Manhattan real estate market, everyone started
reporting on the Corcoran Report as if it was an authoritative thing. It's produced by Barbara Corcoran,
which immediately put her in the position of being an authority in this space. That was so smart, and | see
it happen all the time.

AR ERIE:

SIBFRE X LEHIERESE—#E, Rz (Corcoran IRE), HARIBE AL (ALNIR). (HLYMR) FiE
K, EASENEEEMAHNERWEMFHIZNERIKELGIRS, A AFBENSNEXE—1FiRE
{Corcoran k). ©=&H Barbara Corcoran FIfERY, XIZZIILMERA T ZUHHINE. XKEET, BEE
BIXMERLLE,



(01:25:37) Jason Feifer
English:

My inbox will also be filled with, for example, a company that specializes in remote work consulting.
Especially remote work consulting, you can hire them, it's a B2B service. It's hard to get press for that,
here's what they do. They pay a surveying firm to find all sorts of things. The top states for remote work,
the top companies for remote work, the top whatever for remote work. They produce all these surveys
and they send the surveys out. The surveys get covered because now they're creating a piece of news.
They're creating some context in which they just happen to live in. Hard to write about them, this random
company, but you write about the survey, that's interesting stuff. Oh, it turns out that Utah is the top, |
don't know if that's true, is the top state for, that's something that people will write about. You're giving
people things to write about. Then once they do that, you are a part of the story. | get those pitches all the
time. | occasionally bite on them and Fred from Ripple Rug got himself a big feature as a result.

FRZERIE:

BORAHREBEEERXELRA, LI—XEIHZENRIFEINAE. TEAQETE—M B2B RS, R
HRTHRAERE, MINEXAMEY: IUTRLERERATNEREZHER, bl "REGTRED QBN |
‘REGEENDANAF FF. MNHEXERAERSHAELE. FERSRETRE, BAiILIET
—&HE, SIET —MEMEFIAEFNE R, RESTXR/ADEZENAE, E5SRAEREREE, b
MMNBIZEDAEEN , AMIZEXD. REESANRHREEEM. —BEMET, MMEREN
—&fD. REBWIXMILE, BRIWERY, Ripple Rug B9 Fred RIELLIRE T — M AER,

(01:26:38) Lenny
English:

That's an amazing other strategy. | imagine if | was a founder, I'd be like, "Hmm, what trends can | think

about that | can tap into?"
FR3CERiE:
XEZF—MEWHHRE, RBMRKZCNEA, B2E: B, KEBIILaTd BrE%s? ”

(01:26:44) Jason Feifer
English:

Yeah. Sometimes you have it in your own data. If you have a lot of data, you might, Zapier. Zapier is a
great example. | get a pitch from Zapier every single year about the fastest growing business apps of the
year based on Zapier data because they see what people are using and they just compile that together
into a top 10 list and people run it. It's very smart.

AR ERIE:

. BNHEMEMRFE. WRIRFEARERIE, MIAIUXAM. Zapier MB—MREFHHIF. BREFEH=
W Zapier B93%3%, XF “BTF Zapier IENFEEKERNEUWNA" , EAMNEFEIAIERLA,
MRAFTFHEEMF 10 B E, BERSET. XIFEER,

(01:27:09) Lenny

English:



Amazing. We've gone through all three steps. Is there anything else that you wanted to touch on that we
haven't touched on? Anything else that you think would be really valuable for founders or product
leaders trying to get press that we haven't already shared?

AR ERIE:

KiET. HNNEBEEHTTRE=ZTTE. TR ATNNKRIEMRBHRNG? B8 +AMIANNF KEEHK
BREIBAS T~ RASRAFFEENENARE?

(01:27:23) Jason Feifer
English:

This has come up in different ways, but I'll just put a point on it as a maybe final way of thinking about
this. Be human, be human. Press releases don't work because they're not human. | don't like interviewing
people who are on talking points because that's not human. You're ultimately engaging in a human
business. A subjective decision is being made about how to serve an audience of humans. There's no
right or wrong. There's no way to know. Media is a sort of barely data-driven industry because every story
is kind of different. It's like it's hard. It's hard to optimize the product because the product changes every
minute. You're dealing with humans and the more that you can be human in every step of this process,
when you pitch, write a human email, don't write a thing that looks like it came off of some marketing
copy. Write a human email to another human and then when that person engages with you, be very

human with them.
FhSCERIE:

X—REFARAZEEHEIY, ERERBILEFARE—HREAARRER: EM—TEELHNA (Be
human). FERZFAUFEER, EEANEITRBARBRK. HASRFIHBLERE “OREAE" BIA, EX
BABEAN. (FEREMENZ— X FARNTIL. —MEMRREEERML, BREANTRSFALERZR.
BN, TETM. REERLFAZR— M HEEHTL, RASNEEHRFR. ML~ mRE, Bh-msE
DHEER. (REMAIIRE, EXNIENE—F, MEGTEAlLT, SRREN, 5—5H8 ABKEHER
, FTEERBEEEXE. L5 —TEAST—HERNEME, SEPASRERN, RIFEIESEHA.

(01:28:26) Jason Feifer
English:

| mean, Lenny, the reason why that fast company reporter liked you, | am very sure was because when
they got on the phone with you, you were just like a normal nice guy. If you presented yourself differently
because you just wanted to frame yourself in some way or you felt protective or something or whatever it
was, the reporter would've thought, "This guy is a dick," and he would've written a totally different story.
Be as human as you can and you will be dealing with a human who will receive that.

AR ERIE:

Lenny, BEBE (RAF) WICEZFIUENRMR, ERASMNMIMERIEN, RRIFMEDEEN. K&
IR MRIFENBEEREMHLR, HEXABEHOEMRAF[AR, EETRIRT “XRUZNMER
&, ARSH— M2 FENHE. RAURKIGES, MENHER— T IEREIXMESSRNEA.

(01:28:59) Lenny

English:



Amazing advice. With that, we've reached our very exciting lightning round. Are you ready?
FRERIE:
RENEN. ZEit, BIMTHENTIEBRENANRRIT T, FEEF 75?7

(01:29:04) Jason Feifer
English:

Yeah.

R EE:

HEE T

(01:29:05) Lenny

English:

Let's do it. What are two or three books that you've recommended most to other people?
R EE:

FHamg, REAMERSHR=TBEMHA?

(01:29:12) Jason Feifer
English:

Andrew Chen's, The Cold Start Problem has come up over and over again for me because they're just
really great lessons about network effects. I've been having a lot of conversations about anxiety and
perfectionism with entrepreneurs lately, and a book by a psychotherapist named Katherine Morgan
Schafler called The Perfectionist's Guide to Losing Control, is, | think, just a really great read.

FROCENIR:

PRE>¢ (Andrew Chen) B9 (4BEBhiRIRR) (The Cold Start Problem), BRERIIE, EANE@mXFMEN
RIVEGIHEE R, REREEMEWRIBCEEMEREN, LIEAITIH Katherine Morgan Schafler B9 (583
FENEMKITIERE) (The Perfectionist's Guide to Losing Control) FIANIEEEEF—I%,

(01:29:34) Lenny

English:

Super cool. What is a favorite recent movie or TV show that you've really enjoyed?
R EE:

B, REEARIFEEREFHEMATRE?

(01:29:38) Jason Feifer

English:



Movie? | don't get to see a lot of movies these days. | have two little kids, but | took my eight-year old to
see the new Teenage Mutant Ninja Turtles, which was great and a really nice way of, | loved them as a kid,
and so it was cool to see the modern version. Then my wife and | just finished Better Call Saul like years
late, but it was just perfect.

FRCERIR:

BR? RRDKEARRT, HRERMNNZ. BRHER/\SHRFETHN (BEHR), FEE. TR
RENRMA], PAABRIMARRE. ARRMEFRET (NIRRT (Better Call Saul), RAKTHF/LE,
BER‘HETX.

(01:29:56) Lenny

English:

| haven't watched that series yet. | loved Breaking Bad.
FRCERIE:

BIEZERERE. HRER (LaEIh).

(01:29:59) Jason Feifer
English:

Oh, it's worth it. You got to.
R EE:

B, ERF—F, T—EEE,

(01:30:01) Lenny
English:

Okay. Another series | got to get started on. | usually ask this next question too, like product leaders and
growth people, but I'm curious what the answer for you would be is. Do you have a favorite interview

question you like to ask people you're interviewing? Usually it's about people you're hiring.
FR3zEiE:

8, X—EBFIRENEl, RBEESRFRAFEMERERT MR, EREEFSFMESRE: REX?!
ARRERRNEBZMA? BEZEIREEBA.

(01:30:16) Jason Feifer
English:

Interviewing a job candidate?
FRCERIE:

ERXKERED?



(01:30:16) Lenny
English:
Yeah, that's the ideal, but take it either way.

FRCERIR:

EHY, BRRERBER, BIREARMRERT,

(01:30:19) Jason Feifer
English:

I'll take it a little bit different because we've been talking about press. This is a really great strategy for
interviewing people, and I'm going to tell it to you because | think that it's also good in any other context,
and it might be a thing that somebody will do to you in an interview. My favorite strategy for interviewing
people is to throw a theory at them, and | don't mean a theory of the world. | mean that maybe 10
minutes in after they have told me a couple different things and answer some different questions, I'll
make a connection in my head and I'll say, "I want to run a theory by you. Do you think that the reason
why you are really interested in this or you made that decision is actually because of this other thing that
you told me a little bit about?"

AR ERIE:

BREMTERAENAEREDE, FARMN-EERCEERRT. XR2— M IFEENEIARE, RS FREEN
EAEAEMERTHRER, MEERANIIAEATENMAX—E, ZRERNEIXREERM S HH—
LT, RAREHANIEL, HNERE, ANARTUHEHEZET/INEEY 10 pHE, REERF
BRI —EKER, ARR: “RERERIT—NERL, MESMRNXGFERHE, HEMEBNIRENRE,
SKhr EREARRIA R BN S —HFEE? ~

(01:30:59) Jason Feifer
English:

You're listening. It's really active listening, and you're combining things together into some theory. The
reason why the theory works so well is because it forces people to think in real time in front of you. | like
that because | often interview people who have been interviewed a million times before. | interview
Jimmy Fallon and The Rock and whatever. They've been interviewed a million times before, so how do
you get them to think in front of you? The answer is to ask them the thing that they haven't been asked.
What | love about the theory is that it shows them that you're really listening and you're trying to
understand them. "It's so interesting that you did that. | wonder if it's because of," X, Y, Z thing. That gets
them to react in a really earnest honest way.

AR ERIE:

fRIEM, XEREENRIRMEN, MESMEEAGH—TEIL. XTRBZFAUER, BERANEEREAE
MERERNEE, HERX—R, EAREERFRLELWKIHTITEORMA, bl Jimmy Fallon 5 “E
a7 BH. NERAEI—BART, MEALMIIEREREE? ERZRMITLREIRENT, FEWX
M EIR” A, ANERMNARRTIRENTER, HEESHEREMWI]. “FHREERER, REEETE
EAX Y. Z0R? 7 X MLIFE R, WSERIR A,

(01:31:49) Jason Feifer



English:

| would say for what it's worth, as a job candidate tactic, it's not that bad either. My favorite job interview
that | ever did as a candidate that | didn't even get the job was years and years ago, | interviewed for a job
at New York Magazine. | interviewed with Adam Moss, who is not there anymore, but he was the
legendary editor in chief. He made me, on the spot, drill down specifically into an idea. He was like,
"What's your favorite section in Strategists," which is one of the sections of magazine. | was like, "I really
like the real estate section." He's like, "All right, what would be a good neighborhood that we should
feature in the real estate section?" | was like, "Oh, | don't know," | named a neighborhood. He's like,
"What would be three good elements of that?" He just kept pushing me, drill down, drill down, drill down.
There was no right or wrong answer. He just wanted to see how | thought. | found that to be incredibly

powerful, and | do a version of that when I interview people.
FRCERIE:

HRY, FARREOKRE, XUAF. RENBEASNENRERNER (BAREEIBHIE R
ZERTE (HH%E) (New York Magazine) @I, EIXER Adam Moss, MIIERERILT, EME(
FHFEHRE. MLERHEIDRNRNT— ML, fte]:  “REREW (REEXD (Strategists, ZFEIRE) ERIH
MhRR? 7 Hi: “HIFBSWEMARIR” M. “F, BN ZEBHFRIRAABNEX? 7 Fix:
‘B, HAFNE,” REMORT — MK, tiEER: “BMEHN=1EREAA? 7 t—EETRA. &
A BRN. ZREMEEZR, MAZBERUNMEBE, BREXIEERA, REARANBSBEMNS
7o

(01:32:48) Lenny

English:

Awesome. | love that. What is a favorite product you've recently discovered that you really like?
R EE:

KET, BERXD, FREAAHEFEERNENTREAA?

(01:32:54) Jason Feifer
English:

| use BIGVU, | don't even know how to pronounce it, BIGVU, B-I-G-V-U, all the time. It's a teleprompter
app. | spent like $150 buying an actual teleprompter because | make a lot of video and that teleprompter
is, it's actually for people who are just listening to this, I'm pointing at another desk across my room
where it's sitting there and I've never used it. The reason is because then I discovered BIGVU, which is just
a app that runs a teleprompter very close to the camera, either in horizontal or vertical mode. I've tested
it out in a million different ways, and it really works like you're reading it and it really looks like you're

looking directly at the camera. | love it. It has saved me so much time.

AR ERIE:

B—HTHA BIGW (REEFRMEEARE, B--G-V-U), ER—MEIFRNA. HEX 150 XX T—1MEILE
AUiRIARE, EARBRSWM. BMEARMNEMERE RS —KEFL (WAKRRE—T, REREE), B
HEMERAT, RERHRLMT BIGVU, ERR—TNA, JUHRRSREERERGLE!T, TieERE
BER. HHAT IR, MREBE, mEAEERRT, EEERMEBEEMRE.. HAERET, F
HTET KERE,



(01:33:33) Lenny

English:

That is cool. You basically put your phone on your screen next to the camera or wherever your camera is?
R EE:

BIRES, REX LRBFNRERELEBGAEN, HERGKAENLE?

(01:33:39) Jason Feifer

English:

No, no, no. This would be for if you're recording, if you're recording on the phone.
FEiE:

AR, XERATHIRBFIIREIES,

(01:33:44) Lenny

English:

Got it. You're staring at the phone and it's telling you what to say. | get it.
R EiE:

BAAT, REJEFN, EEFMRT4. HIET

(01:33:44) Jason Feifer
English:

Yeah. Yeah.

R EE:

=0,

(01:33:44) Lenny
English:

That's awesome.
FRCEIE:

KiET o

(01:33:47) Jason Feifer
English:

You write a script and then you just import the script and then you choose the speed and you can fuss
with it, how many words per minute, and then it'll run the text very close to where the camera lens is.



FRZERIE:

MEFHIZA, SAHE, BERERE, MAARESHSONEE, ARXFRIEIBEELEREGLFRXNM
TRz

(01:34:01) Lenny
English:

Amazing. All right. I'm going to check that out. What is a favorite life motto that you'd like to repeat
yourself, share with friends, something that comes up a lot,

FROCENIR:

KB T 8, REEEEH. MREXVAERSTZEMHA? MEWBECEE. SPERAE. RELERIN
o

(01:34:10) Jason Feifer
English:

Something that I've been repeating a lot to people is something that | heard, so | recommended
Katherine's book, The Perfectionist Guide to Losing Control. | met Katherine because |, we've since
become friends, but | interviewed her for the podcast when her book came out. We were talking about
feeling overworked and being stretched too thin, and she gave me this question, which | think about
almost daily, and | repeat to people all the time, and that is, "What's the point of building something if
you can't maintain it?" | love that question because I, like probably everyone listening to this, pushes
themselves really hard, and at some point you have to step back and think, "Am | building something
where at some point there is sustainability for me here, or is this unsustainable and what's the point of
building something if you can't maintain it?" It's a great reminder for why you're building something and
how you have to build it.

FROCENIR:

BRREZENAEZEEN—GIERRITRE, HHEET Katherine W (EEEXENREER). FKIAIR
Katherine REIAFFKIA T, EHRFENMT AR, FNNENEWNTIEIE. AR, e T IH—1)
B, ZUELFERMBIAE, BEENIALR, B “WRMLEERE, BABSEHEXMAE? 7
HEBEERX R, A (FJEEFEERATENENAN) SREBECERRE, AEMNZ, REFE
F—2R%E: “REABRSHRABERKNERAEAIFEND? TEFAFEN? MRMLTEERE, BE
ENEXAE? 7 XR—IMRFMAFABEREURINARISAEEIRE,

(01:35:03) Lenny
English:

I have a very similar quote that my sister's partner once said that has stuck with me forever, which is, "Life
is maintenance. Basically everything that you buy or bring into your life, you have to maintain." We got a
new air conditioner. Now, we have a guy that comes every year to check it. You got a generator,
someone's got to check that thing all the time. We got a toy, now | got to think about where does it go and
do we throw it away? Do we keep it? Everything that you bring into your life, you have to maintain
basically for the rest.

AR ERIE:



BE— TN EBEENUNGF, EREENHEEZRN, —EXRRNEHHREE: “"EEM2%EF. BEX LR
EHHHENEETNESHERA, REBALER." HNXTMHTE, RESFMEBARLE, (REXT KB
M, S—EBARE. HNET I R, HERGEERERN, BINEEEEE? MEANEENEHRA, &
& EREMERLER

(01:35:17) Jason Feifer
English:

Yeah, it's really true.
FRCEIE:

[y, HSEutt.

(01:35:33) Lenny
English:

Yeah, so it's really, | think specifically for work, it's like you start a new project, you're going to have to
maintain it, like this podcast, right? It's like, do you want to start a podcast and do it forever? That's a part
of it. Part starting something is you have to maintain it.

FROCERIR:

28, TANRRIRELFES, mEAEFR—NNEE, RRMORERE, MEXNMES, WIE? REFE—
TMERHKTMTED? XREPH—ED. RSN —BOMIIMBRLIFE,

(01:35:49) Jason Feifer
English:

| know we're in the lightning round and we've defied the logic of lightning rounds, but I'll just add one
other thing to that, which is that I interviewed Michelle Pfeiffer for the cover of the magazine, and one of
the things that | thought was most fascinating was that she started this fragrance company, and it's called
Henry Rose. She said the major difference between making movies and building a company that she
found, was that when you make a movie, all the work happens in the beginning. You make the movie and
then the movie is out, and then you are done. You don't have to work on the movie ever again. She was
not really mentally prepared for a company being the exact opposite, that the launch of the company is
actually the start of the work and there's an endlessness to it. She said that it took her a solid year to
adapt to that reality, and then it became fun. | think it's the thing people forget.

FROCENIR:

BAMEHRNMNEANBRIAT, MEARINNELFTE T HERNZE, EREEMT—S: HEAREHERIHI
Michelle Pfeiffer, FREREBN—RE, MelHT —REKLAEIW Henry Rose, i35 ith & IN1H BB #2 A1 6170
NERAHXFET: BB, FENITERLEEFH. MATER, B LM, fMxET, BtFA
AMEEETIET . MOEESERF D RRREER —ABNEHEMG ERBIENFIE, MERKE
IEER, i thie T —EENEIAERXNNE, REAREEH, BASXERANESSIEHN—R.

(01:36:42) Lenny

English:



Mm-hmm, Well, that story, it's cool that you got to interview Michelle Pfeiffer. Final question. | was
reading your profile line and you said that the only reason you were able to achieve what you've achieved
in life and got to where you're today is something that you called the opportunity set B. Can you just
explain what that is and why that is so important to you?

FRCERIR:

id, BRMERZERIE, BEXKIB Michelle Pfeiffer ERRES, &E— 1R Bk T IREIEST, RFIRZFRLARE
BORBITL, W—RINFETIRFTIBRY “VI=8 B”  (opportunity set B) . fREERER—TAZMHA, UKhA
A RILEEED?

(01:37:02) Jason Feifer
English:

Oh, yeah, sure. In front of you right now, you, Lenny, you everyone listening, watching, there are two sets
of opportunities. Opportunity set A and opportunity set B, opportunity set A is everything that's asks of
you. If you have a job, it's what your boss expects of you. If you have your own company, it's what
everybody expects of you. Doing good at those things is really important. That's a measurement of
success. That's opportunity set A, everything that's asked of you. Then there's opportunity set B and
opportunity set B is what's available to you, even though nobody's asking you to do it.

AR ERIE:

MR, 2% MEEEMEA (Lenny, BEB—IARMMRK) BRANZ: NIEANIZEB. NZEAR
FREMRIER, MRFE—HIE, BREBRNIREHE; WRIMEEHCHAE, BB A REVER
2, MIrXEEFEEER, BEAHNEETE. IMEVZEA, FIERERMBNE. AGRIIZEB, €
ABEAREIRER). BMERABRIFEMBE,

(01:37:38) Jason Feifer
English:

That could be, again, if you have a job, that could be taking on new responsibilities or joining a new team
or something. Personally, it could be pursuing a hobby. It could be starting a podcast because you like
listening to podcasts, anything. What | have found throughout my own career is that opportunity set B is
always more important, infinitely more important. The thing is that if you only focus on opportunity set A,
then you are only qualified to do the things that you're already doing. Opportunity set B is where growth
happens and where you push yourself in different directions.

FROCENIR:

MRIRE—HIIE, BARERAEMROTZEIMAN—THER. EPARE, FAIEEBER—TEYF, HERN
ENIBEEMABE—MESR, £FF. ARNRUVEEFR, RRINSEBLIEEEE, TREE, REAE
F, MRFEIAXFINEEA, BAMRABEEBIRELETMNE. NESEBABEKLENMS, BIHIEES
HEEARE GRS,

(01:38:21) Jason Feifer
English:

| have always found, always, that engaging in these things of what is available to me, what's available to
me right now around me, and nobody's asking me to do, leads to the next growth either because it turns



into an actual opportunity or because it informs some future opportunity. | got to Entrepreneur
Magazine, zero, zero people, when | became editor in chief, zero people said, "You should hit the speaking
circuit. You should get really good at being interviewed on podcasts. You should write a book." Nobody
said any of that. My job was to make a good magazine and direct the editorial of the brand, but all those
things were available to me, and once | recognized that, | realized that | can pursue them and in doing so,
also think differently about who I am.

FROCERIR:

BREERI, SEXEREERER. MEKXRFA. BERABKRBEMNSE, STERTREK, BEARENER
T —TREENIS, BARRANEARKNEMISREETES. HRE (BUXR) #E, SBMRAEHKE
B, REEAANEGR: “RRIZEKEERH, REZFFEZBEEXRSE, MEZEERR.” ZARE, BT
ERNMFRE, ESmENRmIBES M. EFfEIRENSEERRER, —BEXFIREIX—x, HHMEERERE
1, AELEIEPERBREHLEH.,

(01:39:27) Jason Feifer
English:

Am | a magazine editor? Not really anymore. That's one of the things that | do now. | think of myself as an
entrepreneur, as a person who is now in the business of helping others. I'm an entrepreneur who helps
entrepreneurs. That's what | think of myself as. | only got there because | was thinking, | am here and
therefore | can get there. Nobody's ever going to ask me to do it. | have to do it myself. It's the thing that |
always think about, and it's the thing that keeps me up at night. What am | doing now that is leading me
to something else? I'm the only one who can figure it out.

FROCENIR:

BRER M RERED? WEFRTERET . BRAZRIUEMNEFRZ— FIBBSEHF—TRUR, —MRER
NFEPIMABAN. RR2—MEPEURHEIRK, XMERNECHEML. RZFAUEEINX—F, Z2EAN
BER: HEXE, FIUKATUEERE.” RAZBERHEM, HOTECHF. XRR—HEREZNSE,
BRI FHBRFERNE: RUEMHITAFIESISHEDHNL? IEREDEFFE.

(01:39:59) Lenny
English:

Beautiful. It reminds me of a recent podcast guest's advice, which is the best way to track your progress in
your career and in life too is just measuring how many, "Oh shit" moments you have because those are
the moments where you're growing, you're doing something. | think maybe it's an example of an
opportunity set B where it wasn't the default path that's like, "oh, | think I should do this, even though it's
really hard."

AR ERIE:

AEPT. XUFRBERI—MIBTEENEIN: BERUEENEETHATHRETSE, mEEMREHTZLD
A ‘MR, f8FE” (Ohshit) BIESZI, FANMLERZERMMK. EMELENNZ, HBXBIFMENZE B
—MMF, EFREIRINNRE, M2 B, RRERNZHXT, RECRE” .

(01:40:20) Jason Feifer

English:



Yeah.
AR ERIE:

=i

(01:40:22) Lenny
English:

What a beautiful way to end it. Jason, not only do | want to start working on press, it feels like very
achievable to get press now. That was really energizing, like, "Holy shit, | could do this. | could just find
some people, pitch them. Here's how | do it." Not only that, I'm going to look for some opportunities set B
routes for myself too. Thank you so much for being here. Two final questions. Where can folks find you
online if they want to reach out, maybe pitch you on their story? How can listeners be useful to you?

FRZERIE:

ZATENERE, Jason, HIMERNMEFBEFREAEKE, MARSREREZIFETITHN. XEMNRILAIR
&, BB R, FEEME, RRAF/ERLEAN, RAMWIKRE, XMESZE. ML, HHEHNBSIFH—LE
M= B BUERIZ. IFERBGREER. REM TR MRAZKBEKAIR, NEMMKREMITARSE, U
EHEUR? IRARBENIRIREHA?

(01:40:47) Jason Feifer
English:

Oh, so Lenny, thanks for all the work you do, which | just really love, and for creating the space for me to
share all this insight. How can you find me? Well, I'll offer two things. An opportunity set B, like a good
launching point for both of them, | wrote a book, it's called Build for Tomorrow. It is meant for anybody
who's going through any kind of change in their lives or their work. There's an audiobook version that |
read myself, but also hardcover and eBooks, just find it wherever you get books. Again, it's Build for
Tomorrow. Opportunity set B, that whole thing, is actually a chapter in the book, so | go into a lot more
detail there.

AR ERIE:

IR, Lenny, EHSRFRMEY—), HERRERMIINE, WEHHRARRHIZNRITE, EAKEIFK? &K
RMEMIFRA. (FANSEBHN—IMREFMER, RET—4H, W (NBAXME) (Build for Tomorrow)
ERNEMAERZHEERNIFRENNESN. ERECMENENBRE, BERERPNBEFH, EEF
SEPRIM G ERREIRE]. BRE (NWBAXME). XTHEE BHEHARKMLEZRRN—IET, HAEREH
B,

(01:41:20) Jason Feifer
English:

Then if you want to get in touch and also get those kinds of things, | have a newsletter, which is called
One Thing Better each week. One way to improve your work and build a career or company that you love.
Again, the kind of opportunities set B, that's the kind of thing that | put out. It's very much about the
personal and emotional side of work. You can find that by going to the web address onethingbetter, that's
one, O-N-E, onethingbetter.email. Just plug that in. Onethingbetter.email. | said that's a good way to



reach out to me because if you get the newsletter and you reply to it, it goes to my inbox. | guarantee | will

write back to you.

RS ERIE:
MBMMBBRARHFEXEER, RE—TREER, I (EAHDS—=5) (One Thing Better), SERM

— MBI, BIUMAENSUHATNAE. B, XUENEE BHN—ME . EESXTIENTA
MERBHE. RAILAARMLIE onethingbetter.email (O-N-E-T-H-I-N-G-B-E-T-T-E-R.email) s X2— T EXRFEK
A%, EANRARKEINEENHES, E2ERHAENKGE, RFRIEISAMREIE.

(01:41:56) Lenny

English:

Inside track. Jason, thank you again so much for being here.
FREiE:

NEBRE, Jason, BRZBGHREER.

(01:42:01) Jason Feifer
English:

Oh, thanks Lenny. This was so fun.
R EE:

M8, 414 Lenny, XAXB#ET

(01:42:03) 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.

AR ERIE:

AREBN. IFBRHKIT. MRS XEATEEMNE, AILUTE Apple Podcasts. Spotify SIREIRAIREZ A
FITHE. thoh, BEERABNMNTIXE TR, XEEEEHHEHMARLNEAEERT, MAIUE
lennyspodcast.com #EIFIEEHITTER THRESZES. THTEWL,



