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[00:00:00] Jonathan Becker
English:

There's a lot of different ways that we are beginning to use Al to do more with less, basically. The effect
ultimately that we've seen from a human capital point of view is displacement. We have more people
now than we've ever had, but the nature of the work that they do is more strategic. It's more about
modeling, validation, asking the right questions, being focused around creative levers. And less so the
like trench work of implementation and bid modifiers at the keyword level on Google search, and some of
the really hardcore manual analysis we had to do.

FROCERIR:
BEALE, RIEARBIFZSAENARAFAAIRSEN “FXIHE . MADRENABERE, HNRELEE
BN “UiE” o BMNIMENAREUEERREERZ, BRMNTENEREFEALRKE. EZNEXT

BIE. IE. {RHIEWBRE, URETETIEIT. MABEIRLEAE Google BRAXFIRREEHAITRITM
HNIEE (bid modifiers) Z3ERY “PEtiiy” T1F, S&EBRNTARIDIAMBIBLIEEELHFEI Do

[00:00:35] Jonathan Becker
English:

On our creative group, we can come up with mockups, in literally, 1% of the time that it took. And so you
still have to understand what questions to ask of the Al and be capable of iterating, but these rough drafts
that you might show the artwork of to a client to say, "Do we like this more or do we like this more?"
That's Al generated. It's really interesting.

AR ERIE:

FEHMNNEIZEAFR, HNMEFEREE (mockups) FREMEEIEERBUAN 1%, Flt, RHAFE
BifZm AlIRH AR, AR&EEIEES, EXEFARIBRTRATFEHER “RINEERXNEZAR
N7 HNZARER, WEHRE A ER. XENIFEER.

[00:01:01] Lenny
English:

Welcome to Lenny's Podcast, where | interview world-class product leaders and growth experts to learn
from their hard won experiences building and growing today's most successful products. Today my guest
is Jonathan Becker. Jonathan is a legend and an OG in the world of performance marketing. On this
podcast, we've done deep dives into the many aspects of growth, including SEO, sales, conversion



optimization, retention, product led growth, product led sales. But this is the first episode where we get

super deep on paid growth.
FRERIE:

MIMRE| Lenny HIER, HEXE, REFPHAENFRMSEMLKER, FIMINELMEMEKLSRK
NEEmEEREHREENELEL, SKXWERERE Jonathan Becker, Jonathan 245 E % (Performance
Marketing) SUHRIEHZFAMFITE (0G), EAREEF, HIMTRNRITIEKNFZAE, B8 SEO. HE.
. EF FREMEK (PLG) M~RmERhHEE, EXEHNE—ERNKFIT “FEEK” (Paid
Growth) B%5E,

[00:01:30] Lenny
English:

For the past decade plus, Jonathan and his team have planned, built, and executed more than $3.5
billion in paid acquisition budgets for companies like Uber, Asana, Square, Masterclass, Tempur-Pedic,
and many more. And they've built their agency, Thrive Digital, into one of the preeminent independent
digital marketing agencies. In our conversation, we get real deep into all things paid growth, including
what's changed with recent privacy shifts, why focusing on creatives is the new biggest opportunity
within paid growth. How to think about attribution, and what's changed there. What to look for in people
you hire to run paid growth for you, how Al is already changing how paid growth teams operate, and so
much more. Enjoy this episode with Jonathan Becker after a short word from our sponsors.

FRCERIR:

EEEN+ZER, Jonathan MMtAIEIPA A Uber. Asana. Square. Masterclass. Tempur-Pedic EAEHM
X, MEHRITTER 35 ZETHNHERETE, tiTkFE 2RIENH Thrive Digital ¥ TiERK N & SR
UMFEFENEZ—. TRNBFER, BITRERNRCEIEKNPMEAT, SEERRABERTLH R
0, AtAXFERIEREM (Creatives) BRFIEKAPFHHNERANE, WRIBZEVIE (Attribution) AKIZF
BT, EREHRMEEKNARNNESEFA, Al ANREAEEKAMNNEESR, FF, ERTH
B mEREN ARG, BES Jonathan Becker FUXET B,

[00:02:16] Lenny (Sponsor Break - Brain Trust)
English:

This episode is brought to you by Brain Trust, where the world's most innovative companies go to find
talent fast so that they can innovate faster. Let's be honest, it's a lot of work to build a company. And if
you want to stay ahead of the game, you need to be able to hire the right talent quickly and confidently.
Brain Trust is the first decentralized talent network where you can find, hire, and manage high quality
contractors in engineering, design, and product for a fraction of the cost of agencies. Brain Trust charges a
flat rate of only 10%, unlike agency fees of up to 70%, so you can make your budget go four times further.
Plus, they're the only network that takes 0% of what the talent makes, so they're able to attract and retain
the world's best tech talent. Visit usebraintrust.com/lenny.

FROCERIR:
AETIBH Brain Trust #B), @R ACFANNARMEXBREIHAL, UEERMBITEIH. BAWK,
D —HKABFEMRS TIE. WRIMEREST, MEREBREEBEHIZERISER AT Brain Trust

BENEROMBHIAANES, R UEXBLITRTRENMANRATI . BEAMNEETIR. &I~ o
HEBERAE R, Brain Trust {RUKEX 10% BIBIEZRER, MAGRAENABFUENEIE 70% B9ZRA, FLLiRA]



PUETIE & 1EOERER. o, MIZM—— T FRMAF NP, FLaEsmks | HEEHR L&
TRRBIARAA . 1E1A1E] usebraintrust.com/lenny,

[00:03:35] Lenny (Sponsor Break - AssemblyAl)
English:

Today's episode is brought to you by AssemblyAl. If you're looking to build Al powered features in your
audio and video products, then you need to know about AssemblyAl, which makes it easy to transcribe
and understand speech at scale. What | love about AssemblyAl, is you can use their simple API to access
the latest Al breakthroughs from top tier research labs. Product team that startups and enterprises are
using AssemblyAl to automatically transcribe and summarize phone calls and virtual meetings, detect
topics in podcasts, pinpoint when sensitive content is spoken, and lots more. Visit AssemblyAl.com/lenny
to try their API for free.

FROCERIR:

S RE9TI B B AssemblyAl BB, WNRIRIEF REZTIAM A~ mPHE Al IREHBYIHEE, BARFET ##
AssemblyAl, EREILIREMMANIRIL RIMIPAET . HENR AssemblyAl I—xRZ, RETLLES b ]E £
API i3RI B TRER A 5T SR IR E B RHT Al B, #1181 AR aYI B FFAIETEEA AssemblyAl BapH RS
LHRERENSIN. RUBFFHNER. HEEUBBAETF. 117 AssemblyAl.com/lenny & 22X A fh{18Y
APl

[00:04:46] Lenny

English:

Jonathan, welcome to the podcast.
R EE:

Jonathan, ¥IREEZR,

[00:04:48] Jonathan Becker
English:

Thank you. It's a pleasure to be here.
FRCEIE:

. REMKEIXE,

[00:04:50] Lenny
English:

It's my pleasure. What we're going to be doing with this episode, is we're going to be digging real deep
into all things paid growth, which we've never done on this podcast yet. And normally | actually skip this
part, but | thought it'd be actually helpful for you to spend a little bit of time to give us a little bit of
background on your experience in the space of performance marketing, AKA paid growth, AKA paid ads.
You tell us what the right term is for this genre. But yeah, just tell us what you've been up to in this area
over the past decade and a half, | think.



AR ERIE:

XRHRRTE, EX—KE, RIVERNERGRERKNAERNS, XE2RIMNBZUAMMRMIN, EEHE
B ERNMARWT, BRIUNILGRE—LREENB-TRESNER (XBRNEREK, XBAETS) TR
BRIREFEL. MAUSEFENMNZI MU ERKNEZR 4. B2, BEFFNREIERY 15 FEAEXT
UHEBM T e Ao

[00:05:20] Jonathan Becker
English:

Sure. No, that's a great way to kick things off. And again, thank you for having me here. If | think about it,
my experience goes back about 15 years into this space. | started off as a web developer. And as | built
and structured websites for people, | became pretty obsessed and fascinated with the fact that you could
build landing pages or homepages, or whatever it was. Basically the content on a website, and structure it
in a manner where you had the chance to surface in organic, so SEO results more prominently. And as |
became a practitioner of SEO, SEO really being my first love of marketing, | started attracting attention
and people wanted to hire me on as a freelancer.

AR ERIE:

§FHY, XR—MRFBIFIE. BRREEIER. EEER, HAEXMUINZLWAILUEREI 15 Frl, HEIZ
—% Web AR A G, HENANEMALMIGLETES, HAIBTRHERTXE—1FR: RETUGEEM]
BT, HETAARA, BEFALMENUGE LRSS, HUEMASRAEARE, ILREHNIEBAER (B SEO
ZR) PEZEMBI, EEHMN—R SEO MlkE —SEO HBEERMEHHN “8" —HHAKIEX
&, AMTEEBERMBEBRLE,

[00:06:25] Jonathan Becker
English:

And what | noticed is that as people started asking me questions like, what was the ROl of our SEO
campaign? Or, how do | scale this, or whatnot? The answers to their questions ended up being a lot more
aligned with what then was the biggest driver in the paid acquisition world, which was paid search. And
so | started experimenting with paid search. And what | found was that it was a tangible format and lever
through which we could basically give people the types of results they were expecting from SEO, but that
were obfuscated in terms of Google's analysis algorithm from an organic point of view being somewhat
intangible.

FRZERIE:

BART, SANFFAREFKEN “FA) SEO JEZIH ROl (IRERLEREK) BFA? 7 HE “HIZIEAMELX
BE? 7 ZEMEER, XERENERRAS SRYERETHEANRE I —AELER (Paid Search)
—BEMREG, FTRAARZHANERLER, HAUXB—MLLEENFANITT, Bde, HMNELS LU
48 NMIRRAITERZE M SEO HRIR1SHIABFHLE R, {B SEO 7E Google WA EZHMBARENAEREEFL
HEHA B X LU IR AT

[00:07:05] Jonathan Becker

English:



Google slowly removing a lot of the data early on that allowed you to guess and test more easily. 10 plus
years later, what started off as this freelancer consultancy that | started running in a walk-in closet in my
old apartment, became 130 people. And we manage about $500 million a year in ad spend for small and
large companies, including Uber, Asana, Tempur-Pedic. We've worked with Lululemon. Very exciting
companies, mostly from the United States, even though we randomly happen to be based in Vancouver,
Canada.

FROCERIR:

Google REABIEHIF T —LAELMER S HITHNMNXNHE. 10 2FE, FYKEIHLBNKIEEDER
EMEHRLZ NS, BEERERT 130 AR, HMNEFEANRKIVNNRBERLY 52T &%
i, 8%& Uber. Asana. Tempur-Pedico HTE5 Lululemon &Fid, XLEHBIFESANENAE, X%
REXE, RERMNAFGHESENEMERINESTE,

[00:07:26] Lenny
English:

There's a number of threads I'm going to pull on there over the course of our chat. But you mentioned
Uber and you told me that you had a crazy story about how you actually landed Uber as a customer.
Could you share that?

AR ERIE:

RNV RIER, BIRNFRTEPHLNR. BIREET Uber, fRESFRME-—TXTFTUARS
Uber INEFBIRIERSE, REEDZE—TE?

[00:07:35] Jonathan Becker
English:

I had been running Thrive for a couple years, and it was a very excellent regional agency in Canada with
really cool local clients. In 2013, | got invited to go down to the TED conference, which was in Long Beach,
California. And my friend Andrew Wilkinson asked me to join him at a dinner that night. | didn't know
anybody from the TED community at the time. So we have dinner, and then afterwards as it goes at
conferences, there's an after party. And so essentially | hop into a taxi, everybody else sped off in their
cars, or however which way they were getting there. And as we're talking to the driver saying, "Hey, we're
going to this place, can you take us?" There's a knock on the window and the person outside says, "Hey, |
think I'm heading to the same destination. Do you mind if | hop in this car with you?"

FROCERIR:

YEIHEE Thrive BEE/LET , EANMEAR—KIEBRMFIMXERENM, BE - LERENSHES,
2013 &, HRBSMIEMMKHEITH TED K=o FAIAAK Andrew Wilkinson BiEF B —iEizB R, ZHBS
FAINR TED HXBIERIA. FiTzTiRfE, REIIWEGRH, B—1EERY. FRZEBH T —MEHE%E,
HMWABABCHE, BAMEMANETE, HRMNERIVIR TR, FMNBEXMMTS, (ReesIi13? °
B, BABTRER, SMEAAR: IR, HBHBEEE-—TBERM. (RAERBMRHEL? 7

[00:08:25] Jonathan Becker

English:



And so we're like, of course. And | turn to him and I'm like, "I'm Jonathan. | run a 10 person agency out of
Vancouver." And he says, "Hey, I'm Garrett Camp. | started a company called Uber." And so ironically, |
meet the founder of Uber, the company that is in the process of disrupting the entire taxi industry
worldwide in the back of a taxi cab. And what happened next basically changed my career forever. We end
up at this party. At the time | was spamming Uber's referral program. Kind of a long story, but essentially |
was using paid search to camp out on their branded keywords. And as people would sign up with my
confusingly similar snippet to Uber's organic snippet, | was essentially siphoning off referral credits. So |
would get $20 every single time someone signed up.

AR ERIE:

B, HATLL RERAMBENABY: “FE Jonathan, TERFEZLE—XK 10 ARRIENME,” ik
‘IR, FZE Garrett Camp, 17T —XRM Uber IATE" WRIKZ, FELBENEEREERT Uber B84
A, MERABDEHNELTFRBESKEEETIHNIEF, EIREENFR/ER LXIZLE TRV E
Eo H&BETIRN. HBYKIERE “TB° Uber EFITRIBNFE, WREK, BEFLREFANERRTHE
I mhEXEIE Lo HAMNKREIEEIBNS Uber BAARER A ERRFEABMABI SHEMEY, KR EREWRER
FRE. SHBENEN, BMIFE 20 X7,

[00:09:18] Jonathan Becker
English:

And | ended up making tens of thousands of dollars doing this. And so fast-forward, I'm getting a drink at
the bar next to Garrett, and in my head I'm like, should | tell him about this? Maybe | can land them as a
client. This would be really interesting. And essentially | tell him, I'm like, "Hey, I'm doing this. I'm adding
zero value, but this is a loophole in your marketing system, and someone should close it." He essentially
is like, "I need to report this to the board, but here's my card, write me what you're doing and we'll
contact you." And so | get contacted by a bunch of his lieutenants. If you've read the book, Super
Pumped. All the people that we dealt with at the time are in the book.

FRCERIR:

Bomd XM AT JLAET. FRNEENREY, REWEINIBE Garrett IEESE, FOREM8: HizEiFfiiX
HEE? WFRELMIRARNER, X2REB, FTREEZSFM: 92, REETXE, HEAEHE
fAiNE, BXBIREHEAAN—NFE, SEABTEEL” HEXLERHR: “BREERNESFSREXGE,
BEXEENER, BESFRMAGRIEAMN, RINNKBKRM” BEXR, MR TFHRAT K. MRMmEL
(EB&EFE) (Super Pumped) BBASH, FHTHBITRERNFTEABERE,

[00:09:58] Lenny
English:

| watched the show.
R EE:
HEIHBERRE,

[00:10:00] Jonathan Becker
English:



Yeah, exactly. And they were like, "Hey, this is bad, you have to stop doing this. But can we hire you to
solve the problem?" And so what started off as me running projects for local bars in Vancouver, or
clothing stores, or whatever it was. Turned into me landing early stage Uber as a client, and really
graduating us from competent professionals to leaders in our sector. And so it was a fascinating project,
and we worked with Uber for 10 years.

FROCERIR:

. i1 IR, XRIERS, MBIELEXAM. BRINERERBMEBRXNRER? ” F2, RER
BREHE S EIL S ARSI B AV, T T E TR Uber (FARF, XEELRINMMERBEIALTE
ARTUNFSE, BR2—TIFEERABITE, FAIH Uber 5FT 10 &

[00:10:32] Lenny
English:

That is an incredible story. | love the arbitrage game you're running there. It's basically siphoning VC
money out of Uber. And | guess the lesson there a little bit is just sometimes it's this interesting
combination of hustle in terms of just make some money, and also taking advantage of this opportunity
you were plopped into.

AR ERIE:

XEZ— MR RNISTE, RERMRBBNEF . B4 EZEM Uber B EIRENKR AT, HEXER
2, BMERIIMEXMEBNES: —HEHESNIEEEK (hustle), Z—HEREFBIFIRIGLTFiEH
A=

[00:10:53] Jonathan Becker
English:

Yeah. | think people often talk about entrepreneurs who have been successful and they comment that
they're lucky. Whereas, | actually look at that situation and | think that you have to make your own luck. |
could have been like, oh, cool, | met this guy in the back of a taxi and that was it. But | decided to take a
risk, being that | could get embarrassed or nothing could happen, or they could shut down this referral
gimmicky thing that | was doing. | had very little to lose, | guess, ultimately. But a lot of people just don't
make these moves in life because they're nervous, or they're worried too much about what the downside
might be. And so | very much was like, I'm going to shoot my shot here. And you put yourself in situations
where everybody has luck, but you have to capitalize on it basically. And so that was an example of being
willing to take a risk, and it paying off pretty big time | think.

AR ERIE:

Bl HIANANBGERIIBI B RIS ERMIREIZ, ERERMBERE, TIANMBALEBCHES.
RARTLUR: B, XET, RELEEREBE TR, ARMETXT. BRREEN L, REKAER
REMEN, HEMABAZLRE, REMNATERIXIERIERMBIBEFREBIMEN. BERLXR/LFR
BHARRERN. BREAREEZPMEAEEEX—F, AAMINEK, HEXBORERGR. FrAFIEH
AR BB, (MEECETEMERN, SPABEES, EMUAFBEFE. BR—TBEEK
R EXRERIAIF.

[00:11:46] Lenny



English:

Also, being at Ted, that seems like a good move. Networking, paying off. Love that he was in a taxi, that's
hilarious. | was going to ask you about that. And clearly, he's doing some research.

FRZERIE:

MmE, =200 TED FHBEMREZE, ABKZERITHER. RERMELEEEXNET, KBXRT. &K
IEREHRX N, A, fth =SB,

[00:11:58] Lenny
English:

Let's start diving into the world of paid growth. And if you think about just paid growth.. And again,
actually, what do you refer to this area as? Paid growth, performance marketing, paid ads?

FROCERIR:

IR NRI A ERIE KA R, MRIRBEMERIZK - INER—TF, MBEEAFRMXDI? (J2%
14 (Paid Growth). $%4E% (Performance Marketing) X2{I#& & (Paid Ads) ?

[00:12:08] Jonathan Becker
English:

There's a lot of interchangeable terms. Performance marketing is a common term. Paid acquisition is a
common term. Some people think of those two things as growth marketing, whereas | see growth
marketing as a bigger practice area within which paid acquisition sits. And then of course there's subsets,
there's social ads, there's paid search, there's programmatic. And so there's a lot of different ways of
saying the same thing.

FRZERIE:

BRZIUERIARNE. SHEHE—TNERE. H8RE (Paid Acquisition) 2. BEAEBXREHEF
1EKETH (Growth Marketing) , MEBEKEHFEF—NEANKREM, AEREIZHPN—E7. HA
BEEFE, LR & ABIER. BFEUT &, FIUBERSFRNRERTEF—HS.

[00:12:31] Lenny
English:

I'm going to use performance marketing. | like that term because it really describes what it is. It's like
marketing with you can measure performance. Let's see how that goes. As a channel, it's such an
interesting mix of, on the one hand it's this incredible growth lever that allows basically any company to
spend money and understand the ROl and acquiring the users. This thing that never existed before.
Essentially Facebook and Google created these platforms. On the other hand, there's this sense that it's
this drug that you start and then you get hooked on and you can never leave. And there's a lot of advice of
just, avoid paid growth. That's just not a good healthy way of growing, especially as a startup. And so my
question to you is just, how do you think about that element of it? And then even more specifically, what

products do you find paid growth as a channel is right for and not right for?

AR ERIE:



2 “GREHE XNME. AEUNXNAIE, ANCEIMERTENARRK: MAUEESRNERH, L&
MNEEXMEH. FA—1RE, ER— M FEEBINERER: —F@E, ER— 1M ARUEFINEKATH,
BEXR FAFERIABEEH THIREN ROl XTELURIRAFEN, E&RLRZ Facebook #l Google BIliE 7 X LE
TE. 5—AHHE, AMIREBesk—M “S@° , —BEFERELRE, XELEiBHF. B RSENHEEF(TEE
BEK, ANAXFAE—MERIEKAR, CHEXMVCIARMS. FMUENREE, MUIAEHFX—@E? BEAK
Wi, FRAANNEIEKEAREBESHLE™R, NMEEHLE~m?

[00:13:33] Jonathan Becker
English:

Performance marketing can be seen as a drug, | suppose, when you are entirely reliant on it to fuel the
revenue of your business. The analogy that | try and use here is that it would be very dangerous if | was
advising you with your life savings and | told you to put it all in a single stock in the stock market. Stocks
can be volatile. And as a result of that, your net worth would fluctuate quite a bit in the short-term and
the long-term based on a lot of things that you don't control, like the external markets, or things that are

happening within the performance of that particular company that you invested in.
FRERIE:

A, é’lf’]‘?‘?:éﬂ\zﬁﬁén?‘SI%“%;E?’E?#MQHQ)\N, EWKAURAA—M “Sm” . BRERHABRILE: WX
HREWREFRENREBDRARDEN—RRE, PHRIFEELCHLN. REJEIKM. B, fNSFE~=
TEAEHAM KA KRR B YEY/J&:_F@;T’]"?E/HI%JE’JI%E, teansh Ry, SEMRKRAMNBR AR ER
Mo

[00:14:15] Jonathan Becker
English:

When | think about all of the marketing mix, so email, direct mail, linear television, performance,
marketing, whatever it is, | think about it as investing capital with the expectation of a return. And in the
same manner that | would not take all of your life savings and dump it into a single stock, | don't
recommend putting all of your money into a single performance marketing channel, and then somewhat
exposing you to the volatility of fluctuating CPCs or changing market conditions. | would agree with you
that it is a drug, in a sense, if you have all of your eggs in one basket, and that basket takes you on a very

intense rollercoaster in terms of performance.
FRERIE:

HRDEMENEHAS —BFHM. Hif. LMEA. SUEHSFEF —HIBEEFRHFELRMANSA
FIgE, AFH, IR RERA-IRE, RBFEVEIRAIANERERERE —HSWEHER
8, AAXZILIRE|EE CPC (RREMAE) KB ZHWREUBXET, REBMIEZE, MEHEX
£, MRMIEFAENBEHRRE—NEFE, MATNEFESRLEILREL ETRIZIILE, BEHKLGS

=]
ARo

[00:15:00] Jonathan Becker
English:

But when | think about the fact that Thrive manages $500 million a year, | think of myself to a extent as a
fund manager, we are managing people's money with the expectation of a return. And part of the strategy
is to diversify across channels. And so we decrease the reliance of any individual project on a singular



channel and its performance. And similarly, | always say to people that the first rule of performance
marketing is not to forget about offline marketing and the classic marketing that works for organizations.
In other words, direct mail can really work, email marketing works beautifully, SEO can really work.
There's all of these wonderful things at your disposal.

FRCERIR:

BE7E8E] Thrive BFEE 5 ZXThIXH, RERXMEE HIBECEF—REREE, RINEEEAMINES
HEIZRIBER, REHN—MIBEREZ . Eit, HNERTEAEITIENE—RERERILK
Fo R, ZRERBHFFAMN, FHEFENE-—FMNBRAETIEA TEHRNNARBEHRNEHEN, HRaI1F
W, EHFEIREIRERRN, HMEFEHEMRRE, SEO LIFETA. FERSBEMTATTUER,

[00:16:19] Jonathan Becker
English:

The real crash and burn scenarios that I've seen are these, not fly by night brands, but brands that figured
out... Just like with Uber, | figured out this weird tie-in where | could make free money from their referral
system. Sometimes people find shortcuts, hacks if you will, to scale rapidly because of one specific
nuance of the Facebook ad platform, or something like that. And what they fail to see is that those
loopholes come and go. And so if they scale massively and their entire business is predicated on the
performance of this one loophole that they found, or investing everything in a single channel, and then
the conditions change, they're not going to be very happy and the business will suffer dramatically.

FRCERIR:

FIEMEE “ERAT” NHREPLE—FEPMHIEFAE, MERLELI T —L-FEFIS Uber A7
B, WERMT —PEFEHXEK, JUMBIINEERATRIZZNE. BERANSAUERSN “REF
ER” , # A Facebook " &F &R MIEAMERIES K. EMITLEINRE, XERFRSHERN.
NRMITAMEY 3K, MBEDWSHRIAMITLIHIX—NERZ L, EFL—IHRE—TREL, —B
BREREZK, MilzEERS, WSUIEREL,

[00:16:48] Lenny
English:

What about the second part of that question of when you think about when companies come to you.
What do you look for to help you understand this is going to be a really good fit for performance
marketing and this is going to give them a lot of opportunity to growth, versus maybe not, maybe it'll be a
small sliver but it's not going to be a massive success for them?

AR ERIE:

ABIRIBRIE —E3E? SABRIKIRE, (FRBEMRA, KAMXETIFEEGENEHARELMINHFREX
BE RS, TRRAIEREMKERH, FamREARBIKIN?

[00:17:06] Jonathan Becker
English:

Yeah. | would say that the answer to that question is different at different stages of a company's life cycle.
Early stage, look at what the company is doing, look at your own company. Have you established product
market fit? Is this an idea that has yet to be tested, and are they entirely looking to performance



marketing to scale everything? Are they at risk of it becoming an over-reliance on performance
marketing? At a later stage we look at certain criteria that they might or might not possess. Typically, that
will come down to resourcing.

AR ERIE:

Bl HRW, XPMRFENERELDEMFRNTRMBREFAEAN. ERHMER, BEEQSEMRMTA, &R
BEHNARE, (REREERILT Fmmipiic (PMF) ? XREE—MHARSIVINNEE, MtiIEE5%
ERESHEHRMEN—T)? RS EIERMSNERNINIG? ERHAMER, RIIZEMINIRETAERE
. BE, XAENHFREE,.

[00:18:00] Jonathan Becker
English:

The question at a later stage is not, does it work? But, to what scale can it work? And so we are looking at
things like, do they have adequate creative resources and buy-in? Does creative resourcing tie into
performance, and can we create a feedback loop there around testing? I'll talk to you about that in a bit.
Do they have professional marketers on staff? Are there people who have experience doing what we do,
that speak our language so to speak? Or is part of this an organizational educational, and creating buy-in
through stakeholders process that needs to take place? Do they have technical resources? If we say, "Hey,

tracking and attribution is broken, here's how to solve that." Can you implement it?
R EIE:

[EERRN AR “EBME? 7, e “ERRIZANME? 7 . FUEKRNEE: w2587 ERE!
ERBMAMZR? SIRRFRSSESMEN, BMNESESNRABILRGHN? HEHIIFEXXX . it
MNEEELTUINEHEAR? BEAKEFE. ERIMNTIENHA? HEXZDT IR —THRASHEIH A
XRERBIULREIE? MBS ERAFR? MRRK(R R, BERMPERLRET, X2ERGE , 7]
RERITIS?

[00:18:27] Jonathan Becker
English:

There's no one magic formula for what works or what type of company will be successful on performance
marketing channels. Just as evidence of this, Google, which | think had a down quarter reported sales
this week, and it was $70 billion in three months. And Facebook similarly just recorded yesterday evening,
and it was $32 billion. That's $100 billion on just Google and Facebook in three months, and the majority
of that revenue is from ads. This works really well for lots of different companies, it's just a question of at

what scale.
AR ERIE:

MNFHABR, HEMMRENATIASGUEHRE LIGRT, FREE—HNRAYE, (FRIEE,

Google AEHRENHET (RERIANBE—NTENEE) E=TARNKET 700 125%7t. Facebook FFHE

HIRET 320 1257T, XX Google # Facebook FE=1HBAFE 1000 {Z=THIKRN, MEFAREDAKE
Ho XAAEMFSARNABEHIFEEN, R2MEAR/EIE-,

[00:19:06] Lenny

English:



Just to pull an thread a little bit more. Something I've heard from other guests is that paid ads are best for
products where you get basically payback really quickly, basically to feed the flywheel of spend so that
you're not sitting around waiting for someone to buy something in the future, or it's a small trickle of pay.
How important is that, | guess? Do you find that you could just do paid growth for any company, it doesn't
matter their business model? Or is there something you're like, okay, this needs to exist for you to invest
serious resources? And even hire that team that you just talked about.

FROCERIR:

BRNRN—T. EMEMEREBEREE, {HBS&REGILELZE (payback) IFERN™m, BEFLE
ATRFZHE R, XFTMARLERREALERA, AERBEZTENVRN. MEBXBESEER? RIAN
HHRERKEGEAQATNE, TICHBWERNE? E2RMRESOAAZFRERMG, TERFRAAERR, &
ERHEIRRNA 12 2B EIBA?

[00:19:37] Jonathan Becker
English:

It's always nice when there's a quick turnaround on investment and return. And that's wonderful for like
D2C or e-commerce style businesses where they're essentially taking the revenue to fuel additional
inventory and operating costs. However, not all businesses work that way. And so, in a B2C or B2B lead
generation scenario, we have to undertake pretty sophisticated modeling around these abstract
concepts, like lifetime value. Which is difficult, because most businesses are relatively new that we work
with, and so the idea of lifetime value is a misnomer. They don't know what that is yet.

FRCERIR:

RAMEBIRAEREE L LARE. XTF D2C (EEEEE) HEHXISZIFERE, FAMIERLZRAKRA
KNI EFENIEER S, AT, HIFFMBLSEXFIE(E. Fitb, 7 B2C 5 B2B WEER A EM
(Lead Gen) HRH, HMOAESR—LEMEMSHITHEIERER, LHNKSHNE (LTV). XRE, EX
BATEENARZHL SERX B, FILl “RBNE" XTMSERIFERISE, MIIEFRERZMT 4.

[00:20:15] Jonathan Becker
English:

But we have to model things like LTV to CAC, so cost per acquisition costs versus lifetime value and the
period within which the payback occurs. You end up getting to a pretty sophisticated place where you can
build out things like a lead scoring model, which predictively can determine in a statistically significant
way the likelihood that one lead will convert to revenue over another. And so there are ways around the
slower payback period that still end up being pretty accurate based on what you're bidding on today
versus the latent revenue that will be accrued to those campaigns through attribution.

AR ERIE:

BERNBTX LTVS CAC (REMA) WELERHFITEER, RERESEZENEUREEER. REMSFAN
—MEHBRBMER, (REILBINEWNBERFPIFO1EE (Lead Scoring Model) ZZEMARF, BEEUSAITF
EFEENAXTN—NEEZFHAEHBANN Y. B, BMERIRERRE, bEMNERR, BIIFTED
W, RIBIRSKEVEN 5 XEFRDRFRG = EBBEWN, LERDHFART LIRS R,

[00:20:58] Lenny



English:

Do you have any just rules of thumb for someone listening and trying to decide, is paid a real model for
us, either on LTV or CAC, or payback period? Or something just like, here's what you probably should
have, especially early stage for you to feel like paid growth is going to be a great lever for you to use, and

maybe a primary lever.
FRCERIE:

MTEFERTEHRERE “NHREAZRTEGHN]) BIA, MEFAKREZENGE? LiLeRXT LTV, CACE
TOIAEH? HEFREFAmE, LEENTREHEMENQAE, ittIRESMEERKIE—MRIFBIIT,
BEERFEM?

[00:21:18] Jonathan Becker
English:

Product market fit. If you know that your business sells into audiences. Let's say you are a social media
influencer or you had a really strong email marketing game, or organically your content surfaces within
Google search results. Or, you did a lot of direct mail and linear television and billboard advertising and
that worked. If other things work, it is highly likely that paid acquisition will work. The issue for most
companies is in this incorrect assumption that the data that is provided through paid channels allows you
to have full end-to-end understanding of attribution. Which is wrong, it's never been that way.

AR ERIE:

FEammiptic, MRIRFEIRRLSZEERLR R RIZMB—MERFEEHLIAN, HEME —EIFERBAIERH
EHAR, WEMIATEBAMBINE Google BRERHR, HE, (RMITAENEBL. AIEBUM ShEr
FEENT . IREMAXER, BANBRBREAEEZEZN. KSEQFNRAT T HIRAIRIL:
IR B RBIRMNEUERE LA ARE BRI HIER. XEHEIRA, MREBREIEN.

[00:22:24] Jonathan Becker
English:

And the other aspect of this is the patience to understand that every business is unique, and these
metrics that we know are important are different for every business. Lifetime value, like propensity to
repurchase, ROAS, which is return on amount spent, CPA, CAC, all of these different things are different
for every business. Even if | worked with two hotels in the same city, they would have different results
based on the nuances of their budget, their brand, the market that they sit within, the services that they
offer, and so on and so forth. | think that everything else, the main problem here is that nobody should
expect an overnight turnaround with performance marketing. It is a very difficult channel to manage, and
that's why people hire experts like us to help them with it because it's a never ending problem with

constantly changing issues.
R EIE:

S—AEEMND, BERSRISHEIREN, RITANERZNXEETNERA[NHFE. XEMHE. EW
fim. ROAS (I"EHXZHEHREK). CPA (BRITEIAA) . CAC, FIERENERABERE. BMERSRFE—EE
WHHNMEKBEESIE, BTFRE. M. dmE. BRENRSFANES, SREETE. HIANGLEZ
5, FBRAFERRANZIEESHEHETR-—RZEEE, XZ2—TMFEHUEENERE, XmENta
MTBIBGEENXFNLTRREIC, EAER—TTREN. KELLRER,



[00:23:07] Lenny
English:

| have this framework of there's these four growth channels, basically growth engines is what | call them.
There's paid/performance marketing. There's SEO, there's virality in their sales. And essentially there's
some companies whose growth is almost primarily paid. A few that come to mind are booking.com,
which we know well at Airbnb, which is almost all paid growth driven. Credit Karma comes to mind as a
classic paid performance marketing. | keep coming to paid growth as my term, so I'm just going to stick
with that. TikTok initially was very performance marketing, paid growth oriented. Wish was another one |
think about. And | want to talk about how much things are changing within this realm. But before we get
there, do you think there's still an opportunity for startups to emerge where they get to scale almost
exclusively through performance marketing?

FROCERIR:

BE—MESR, BIO-MEKEE, BMZEKSIE: (H8&/50EH. SEO. BEXNEENEE. ~Kt, &
LNFRE K FEEe B BRE, FKEeBEI/L1MFIF: booking.com (FKA11E Airbnb R T #EE), BJLF
2EMEIEKIEA, Credit Karma LREMMESHEHER. BE—EIRA “NEIGK” XME, FBREH
Tl TikTok R¥IBBIEETESHEHMTEIE KN, Wish BB —MilF. HEBBEEKXMUILET ZAH
T, BERZE, RARNREVCIARREERENR/ | EFREBISHEHERLMMENILK?

[00:24:06] Jonathan Becker
English:

I'll put it this way. Every unicorn from the 2010s era that scale did performance marketing, but not
everyone during that time who did performance marketing scaled. So | want to remove the bias here that
just because all the successful organizations did this didn't mean that it was a magical channel for
everyone. We had plenty of projects that we worked on that flatlined during that period. And so the sense
that there was a period of time where this was easy or it worked on any project is not correct in my
opinion. With that said, we see companies that are spending millions of dollars a month on performance
marketing channels like Google and Meta still, despite all the ups and downs that they have faced and
they do so profitably.

FRZERIE:

HX AR, 2010 FAE—MLMMRLIE KEVIRASEM T SWEH, BHIFBMIRAEMSRNEHEIA
LI T MR FRUFIHRFRX MR . (IR ARINBVAREBXAMT , AAERECENTPALREHE
BIRE, AN, HMNEZFHRZMBBEEHAR. AL, NANBEXE—RNEXREZHE N EAHE
HEY, EREREFERN. REML, HNBRMENERRESHTE Google Fl Meta FHLWEHRE LR
ABEL%ET, REERSMER, tilkARRSET.

[00:24:55] Jonathan Becker
English:

And | think there's some really great examples of companies that have scaled in relatively recent times,
almost exclusively through paid. Grammarly is a really good example of this. They have been good at
solving for this problem that exists around understanding the cost per acquisition versus lifetime value,
how sticky customers are, predicting how much revenue can come from a customer and backing out into
therefore how much we can pay per click and per lead and so on and so forth. Athletic Greens is another
good example.



AR ERIE:

FANNSEE—EFEZFNGF, AR/ FeB8INERELMMRL. Grammarly FiE—MREFEIFIFo
I ERKERRERAESEFMEZEINRE, THREFMENE, -1 ZFEERSDIRN, KNMmEHL
FATAIUABRRERENEERTF TSV, Athletic Greens 25— 1MFHIF

[00:26:07] Jonathan Becker
English:

Athletic Greens is actually a pretty old company. | think they've been around for 10 years. | think they
have retail distribution. | think they have done a lot of the more classic marketing things that are
important in terms of developing that channel mix. But | think the amplification of that brand really,
really gained traction quite recently where now everybody knows what Athletic Greens is, and that's
because they're buying loads of ads on TikTok. They're buying loads of ads on other social channels like
Facebook. They're investing in podcasting partnerships. But this is all digital paid acquisition. And so it
had a wonderful effect on this really interesting business that they had already built. So yes, it's still
doable. We still see people doing it.

AR ERIE:

Athletic Greens SKfr ER—ZEHENARE, AHE 10F7, MIEZERE, M TREZSLHENEETIF,
XN TFRIUIREHGREE, ERINNZ@EHBRARNNEREAFBERLAN, WES D AZHNIE Athletic
Greens, ABERANMAIE TikTok LI T KEI &, £ Facebook FHMHRREMKR THRS, TRATHEE
BIEMEXR, BXLEHERHRFAERE. XAMIIELRINEBUS=ETREFNR. AL, B8, X
MARAITH, FIMNABEE AT,

[00:27:08] Lenny
English:

| was definitely going to ask about that, and | love that you touched on it, just clearly a lot is changing in
paid growth/performance marketing recently. You talked about the privacy stuff, you talked about COVID
kind of shifted the way people spend and kind of dropped and then came back. So my question is who
are you finding has the most success these days in performance marketing? And | will plant one seed,
which from the examples you just shared, it feels like it's mostly companies that are very efficient. | think
Grammarly, they're just super efficient as a business. And then | think Athletic Greens, they're a sponsor
and their negotiations for sponsoring is just like, okay, here's the number that makes sense for them

financially, and they're not going to go anywhere above that.
R EIE:

HIEREXT, REXFRET. B, ABREK/SNEHERIRETRAZ N, MKEITRAMEE, %KET
COVID tNfaed L7 AMMIIBUEEA R (B TREERFA). PRURNREE, MARAERESHEHFIETRX
HIRRZH? FREMEES|E: MRNIA D ERFIFRE, BERSZIFESMHIAF. Grammarly B9l SE(ERR
HE%o Athletic Greens B2 fTREBNE, MITEXRBEDRNSERE: XBRMS EXHNSENERT, &K
MNBEF=ZH—7%.

[00:28:18] Jonathan Becker

English:



I'm not going to really be able to point to this company is really getting it right and | think that you can do
that, but it's like saying, a friend of mine who recently on Twitter tweeted this funny thing where he was
like, this is the number that | used to win the lottery said every successful founder ever trying to give
advice to other founders. And so in other words, just because they won the lottery doesn't mean you're
going to be successful picking the same number. To that extent, there is a bit of a playbook around
modern day performance marketing, and that includes everything from really stringent and rigorous
creative testing and thinking about that correctly to understanding the subjectivity of attribution and its

strengths and weaknesses, doing a lot of work around validity of these campaigns.
R EIE:

BREZEMEHEMHRABHSEXN Ef. RBATTUEM, EXMER—TARRIEE Twitter EXHBE: 1
IHESHMIB AR MBI ARBER “XMEBRFEENSE  #aER, XNEAMIFTESR,
HABRKEMER— P SBEIMI. MIMS, ARSGKEBEBIE—FE BIEX" , SENER™ENGE
MAHERRBE, FIRRARNEMERERRS, URESRXLEENNERMEMAE T

[00:29:39] Lenny
English:

When you were giving your intro, you talked about how you initially started doing SEO, that's where you
started, and then you moved to paid growth. Well, how do you think about those two investments as a
founder trying to decide which direction to go? What would your advice be of spend your time here
versus thereif X, Y, Z?

FRCERIR:

REBRNAIRE, RERYZM SEO K, MEIFMER, ARMRERT NEERK. B4, (FA-TRERE
REAEBCIEBA, RINAEFXRIIRE? MHNERNSEMNA? AT AR TRIZEHETEREXE, 4B
T EERRE?

[00:29:56] Jonathan Becker
English:

When I'm asked a question of should we put money into organic search or paid search? My response is
often that they're actually not mutually exclusive to one another. So it's a great idea to do both, and that
backs into my strategy of diversification of channels. So don't build up exclusively in one area and create
volatility within your marketing mix essentially. SEO is a wonderful marketing capability when it's built
out correctly. | think the issues that you run into are cause and effect related.

AR ERIE:

HEARE ‘BITNZIEHREBARTEZRMNERR? 7 H, BHEZEEER: EMNEFLHFTER. RE
HYRTFER, XTERRESTUNEE, &KL, FRERE-INIEHLS, UREEHRASFTER
&fle SEO MNRMERY, B—IRFHNEHREN. FINAMBEINRTEESEHRXAZEX.

[00:30:52] Jonathan Becker
English:

Search engine optimization is different in that the attribution can be tough. It's difficult to determine
whether ultimately the actions that you took contributed to a rise in organic traffic. You have to



essentially correlate that. And the reason is because when you build clusters of content and it's grouped
thematically and you're targeting buckets of keywords, whatever it may be, you can publish all of that on
your website. Google still has to crawl it. They run it through their analysis algorithm, which is comprised
of 200 different signals, of which maybe 20 to 30 have been publicly disclosed. So it's a bit of a black box.

FRCERIR:

BRSIZMUNTEZRETIETRREY. REREMRIIMNTHREAZEIRM T BARENEK, R
FHITHRXED . RERIMMBARER. REFADAFHN—RTIXEIEN, (RATLUBXLEE L BTN
5 £, {8 Google IFMENE, @I ESE 200 NMRESHOHEEREITE, MEFAIERE 20 F 30
PTRAFHREN. FMAEEREITERETF

[00:31:37] Jonathan Becker
English:

We don't really know ultimately what ROI comes off of that unless you're very sophisticated, like probably
one of your other guests, Ethan, in terms of measurement. Whereas paid, the ROI is still a difficult
problem to solve, but there was a lot more of a linear relationship as it relates to attribution. And so paid
being tangible was the reason why | leaned heavily into paid and ultimately away from SEO. But | do think
that if you do SEO properly, the payoffs are indisputable and it is certainly an important part of a modern

media mix.
AR ERIE:

BRAERRIRAY S — (IR E Ethan AFEGELEIEE T, BNHRINRENERELRN ROIESZ D, MAET S
B ROIMNAR— TR, BERPARSEEESHAMXRR, Eit, 58 SH AN ERECHHEHA
RAIZE SEO MRE, BRMWIIAN, MNRIREMMM SEO, ERELAIFINN, ELNENAFEFAESHNE
BHEMER

[00:32:18] Lenny
English:

You mentioned this earlier, I've heard this more and more recently that one of the biggest levers these
days in paid growth is around creatives. It's not tooling or smarter data, or you tell me if I'm wrong, but
it's just getting better creatives. And so I'll let you actually explain, what are creatives? There's a term
creatives that people outside the industry don't really necessarily get. And then broadly, what should
people be doing to optimize the way they approach creatives?

FROCERIR:

RZAREIE X —m, REITBHRKESMIAE: NSRS KPRANITITFZ —HMELIZHEM (Creatives),
FRIR, UAEEEENMIE WRFKETIRYIER), MEEFHEITHEM. FUKBISREE—T, 4
= CIEEM ? TUISMIAR—EEEX M. X EWH, AMMZNARCLEIEREMIISE?

[00:32:46] Jonathan Becker
English:

Certainly. So when we say creative, we're referring to the assets that power typically visual programmatic
or pay per click campaigns on social channels or display networks. And so literally the motion graphics ad
that you see on Facebook, the user generated content that you see on TikTok or a static ad that you might



see that has a pretty picture in it or whatever. And so | think that when we talk about creative as a big
lever around efficiency and optimization, the underlying conversation there is that over time our industry
has been heavily automated.

AR ERIE:

HAT M. HEMY “QEEREM B, BRIENERIHREEHRTNE LM RREFL SR EIET
HHA, AR, BEIRTE Facebook EHEBIMEEER &, £ TikTok LEFINARERARS
(UGC), HEMBINHEESERNSHS &§5FF. HiAN, SRIMMKICEEEMBREMMUBIERITH
B, HBERNERE: MERERHER, HNONTLEESEBMEKT.

[00:33:57] Jonathan Becker
English:

So a lot of the levers so to speak around performance have been automated by Google and Facebook
over the last seven to 10 years. That's because originally when you ran these campaigns, you needed to
have a rocket scientist in front of them. It was so complicated and there were so many different things
that you could get wrong, and their solution, the channels like the big tech company solution to this is
figuring it out for you. So eventually Google wants you to say, hey, I'm Google, give me your credit card
and I'll take care of everything else.

AR ERIE:

FEIENTH 10 F£E, Google 1 Facebook ELFF ZFMBNESMAIM BN T . XEREANRVIBITXLE
Y, MRBEGAFHRER—BFZTUNAS, EXERT, EREMASHE, MXEARRATNBRALTE
MEBMMIRE. &2, Google MEMWF: MR, FE Google, BIFNEARAEK, RITHEKNMAZE”

[00:34:00] Lenny

English:

And the URL to point people to, and then we'll do the rest.
R EE:

BiE—15ISHAFR URL, FITHAMI.

[00:34:03] Jonathan Becker
English:

Yeah. | don't know if that's a great idea for consumers, by the way. But in the meantime, there's certain
things that have just been fully automated. In the context of creative, it's still one of these things that for
now is not auto-generated in the world of Al and all the changes that we're seeing. Maybe that's
something that will change. But for now, essentially creative directors and their teams are concepting and
producing different types of assets. And so there's a bunch of problems that we typically see when people

come to us.
FRSCERIE:

Bl IRER—F, RFAMEXNERERREFAZTHER. E5IAN, AEEEHLELTEEHNK
T HRIEEMAE, REAMBERETXAZEL, BEMEMNATETEEMNERN. HIFUEEE. B



Bril, B2 EEEHEIEEERERAMERBRMGIFERERENE. JAMNKRENN, BMTBEZERE—
ZFa)E,

[00:34:48] Jonathan Becker
English:

So number one, performance marketing and brand marketing in a lot of organizations are two different
things. And the designers that occupy brand teams bandwidth and whatnot often don't have a sense of
how paid acquisition works. And so one of the pitfalls of working with certain companies or the mistake
that they make is the design team will hand off a file full of random assets for paid acquisition without
any sense of how the channel works. And what | mean by that is these days we're using the analogy, the
classic analogy of the funnel to organize our thinking around creative assets.

FRCERIR:

$—, HRZARP, FHEHENREEHEREE, SEREFANFENIRLERITITEERTBYERREE
SAEIER. Eit, SREQFTEERHN—MEHASMIIERNEIRZ . ’RITENERE—ERTARRTNME
MEF, MR THRZRENEEAN. BNERE, WERINEREZHN K" RLERARBINNEZ
BERRE,

[00:35:56] Jonathan Becker
English:

So you can think about this as generating intent at the top of funnel and capturing intent at the bottom of
the funnel. When I think about an experience that | want a consumer to have on Facebook, audience
targeting and creative, | think about us beginning a conversation at the top of funnel creatively with an
audience, having that conversation change as we say different things, and the audience that we're
targeting ultimately graduates through different behaviors on our website from one to another, and then
ultimately it resulting in an end to the conversation where they take an action hopefully that the brand
that we're working with is looking for.

FRCERIR:

RA LG EAAERSIRE “FETR , ERFEE Wesn” . SRBERFEHEEEE Facebook L
RRNGEE. ERERAMITEME, ZRBENERRNERITNEELE TSR ARFIEMNE, BERMNRER
ERIE, MERBHESILEZL, MENEBNRRRLEIENE EHNFRITAMN—TMEEAES—MH
B, mALMMIIREITE) (FERmhEFTIIZERITE)) RERXEXIE,

[00:36:30] Jonathan Becker
English:

And so there's a clear beginning, middle and end to that. And one of the major pitfalls that we see is that
certain brands just dump one homogenous message into all of their targeting. You see the same ad over
and over again. It creates banner blindness and it's a total lack of efficiency. The antidote to that is to
have resources dedicated to paid and essentially iterate upon the creative assets themselves based on
the data that we see coming from ad sets and campaigns in various channels. And so what that means is
that you have to experiment.

AR ERIE:



FRLUXA —NEMBI . RENER, HMNEEN—ITEBRHEHE, RERBIRAZEFMENERFRKE
—. BREHNER. ME—BX—EHEIRER—IT &, X2SH “HEEEX" (bannerblindness), FT£R
ZHER, BALERRAAERTIIRATARRENZR, HREZNIMNZSNREN SHNEDFERNHIE, X
IRAFEFHITER. KBRS RATFHITHRI,

[00:37:11] Lenny
English:

Is there a specific example that comes to mind here as something we did that just dramatically changed
the impact of a change to a creative? Or if you can't think of one, are there just specific tactics that you
can suggest for people to improve the way they approach creatives?

FRCERIR:

fREEFBEREEI— DN EGAIF, HEARINMHF R EEMANRAMLE THR? HEMRIFEFEE, B
=B B AR RIS A BRI A K AR ARSI TR A ?

[00:37:28] Jonathan Becker
English:

Yeah. So | think from a testing point of view, let's say | was running ads on Meta, beneath the campaign
level when | create a campaign, the structure that my testing might take would be that | would have an
audience, a single audience at the ad set level, and then | would have two nearly identical creatives
within that ad set. The only thing being different across those two creative assets is a single variable. So it
might be the copy, it might be an image or whatnot. That allows us to isolate a lot of variables and really
test into one singular change across two creative assets.

FROCERIR:

9FE. MIKEYBERE, RIKHTE Meta LRI &, ELIZET S5 (Campaign) B, FREIMIXLEMATRE
XN EE4E (Ad Set) FHNRE—TE—RRX, AREZR SEAFBRAR T/ LF2EENIER
Mo XMPMEMZEIE—HNXFIMB—TRE, HIIXRE. BREEM XiLR(TUREAEZE, HIEN
HR NIRRT 2B R —E K,

[00:38:31] Jonathan Becker
English:

There's a lot of nuance to this. So sometimes the ad-serving algorithms, even when we set up a test
structurally in that way, we'll serve one ad a different number of impressions than the other ad, in which
case we then have to say, what is a leveling factor that allows us to look at these two ads equally, even
though one received dramatically more impressions than the other? This becomes where it becomes
subjective in terms of how you want to determine success. But a good example is looking at the click-
through rate, which is essentially a ratio or a metric like impressions until conversion, which is a leveling
metric that allows us to determine, even though in a scenario where two ads facing the same audience
within the same campaign received different numbers of impressions, we can still measure the efficiency
or effectiveness of one ad over the other using metrics like that.

AR ERIE:



XHEPBRZAMER. BREERIMEXIMEMLENR, MERBIEZEILEF T SHELES—
BEHRERTA. AXMERT, RNMSTIHRE— “FEHEF" , UBMIEBQAFHEFIRNT &, B
EEA-PREHNRTABZR/Z, TREWAEXKINE, XREFELEEN, E—NMrHFFRERTE
(CTR), EAXRBLR— X, HEKR “BURHNETRE XHENEN, XB—DTFEER, LHI)EBE
BT EEMN TR SRR IERL,

[00:39:26] Jonathan Becker
English:

And so from a testing point of view, | think that this is one way that we might look at trying to assess ad
performance so that we can gather learnings, send that back to a creative team and say, hey, it turns out
that when this copy is used at this stage of the funnel, it converts 50% more frequently than this other
copy. So let's now take that copy, use it as our base copy and challenge it with a different type of copy and
see if we can continually iterate and refine. So that's a very practical example of how ad creative testing
might work on a channel like Meta.

AR ERIE:

FRUMMAB A ERE, BIANZXZTE SRAN—ME RN, XEFNTTURESLY, RIFLEIEENR:

IR, FRIERA, ERIBIXNERERAXERNE, HRUMERILS —ERES 50%." BAMERNTMEXE
NEFENEMNE, BAS—MXERRLE, BERINESTEERNTE. XE—MXF SEIEMAE
Meta XMRiE LNz FRYIES SLFREIAEIF-

[00:40:00] Jonathan Becker
English:

You asked for specific examples where we've seen an unlock. There's two that come to mind. Several
years ago we realized that highly produced ads from brand teams, and there's nothing wrong with brand
teams, we work with them all the time. They do amazing work. | think we're just trying to work as a
singular unit as opposed to being fragmented. But a lot of the brand guidelines of different companies
would end up yielding these highly polished assets. And when you launch those on Instagram back in the
day or something like that, what we found is that they would always underperform next to user generated
assets.

FRSCERIE:
RIE2) T BB R REHISTER Fo FREEBEFD. JLEMRKNEZIRD, REHAFIENBLEERT S (A8
FABNEIRIER, FAIREE1E, tiHMEERE, RINREREN—INBEAMAESERE KT E) FEE7EIEE

REBEF, BEIRURITE Instagram ZEHF & EAHXET S, ZMNEAMENNRISEDETHARE
BRE (UGC).

[00:40:45] Jonathan Becker
English:

So a brand that essentially has an influencer in front of it that says, | tried this product, | love it, I'm
filming this ad from my iPhone. Look, check it out. Here's the product, here's me, I'm better off for it.
Whatever it is that they're talking about. The unpolished iPhone, mobile phone creative, suddenly we
realized massively outperformed these other channels because there was an authenticity to it. And rather



than the brands themselves saying, hey, trust us, our product is great, here's a third party essentially
validating what is so great about these brands, basically.

AR ERIE:

EEON—auh@i T MWL, WAR: “BAIXNTm, BRER, KIEMAER iPhone XN &, &, MM
XA, XETm, XEHk, BTEHBREEFT.” FEMITNRTA, XMKREEHRY iPhone FHIEIEEHEM,
RABRNAMERNTBEMERE, ANCEHELR. SHitmEESH T8, BERI, &N~
BE" , FEE=7AREIEXEmEEIRFERE,

[00:41:21] Jonathan Becker
English:

Another example is we worked with a furniture company several years ago, which scaled dramatically,
but they were having difficulty early on thinking through how to scale social ads. And so paid search
worked really well for them. Social ads, again, they had these highly produced styled rooms and one of
the owners had their dog in the office all the time, and so they have these models sitting on furniture or
whatever it was, and they would take these beautiful styled shots of their furniture in a room and one of
the art directors was like, put the dog on the couch and let's take some photos of dogs on furniture, which
made it more playful and approachable. That one change resulted in a total unlock of their performance

on paid social channels. It would double or triple the ROAS that we were seeing type thing.
R EIE:

S—MIFRILEMANEEN—RKERQT, MIIRY KSRR, ERMERTNAYT R SR
BEITEME, FERERMNMIEEN. EERR &L, MIIEEABERORERNFRE, HP—UERS
RE\FIDAE, MIIARBILRGLERE LRPEEENRA. BR-MZEAZBREN: “BRERED
RE, HERERALNRAR.” XiLREEEEEHE. EXR. mX—1HE, HRITAFT7TIEMELR
RIE LRI, ROAS (EXZHENRE) EEETH=1f4,

[00:42:04] Lenny
English:

That reminds me of Airbnb. The photography team found, and actually the photography team was
initially including people in the photos of listings, and that was the images of listing photos. And it turns
out when there's no people in the listing photo, much higher conversion. And the theory basically people
don't want to see other random strangers in a place they're going to sleep, and that was not expected.

FROCERIR:
XIS T Airbnb, BEFIMRIERRRAERRT AR, SREI, SEEFERAEELEAN, BEERR

Mmei5%. Bt LRRNANTEEMNEZET M S ERIPRERNBIERA, XEISNZHFEHE.

[00:42:29] Jonathan Becker
English:

That's a really great example. And so the question becomes, as a company and as a brand, do you arrive
at those learnings anecdotally by accident? Is it the brilliance of one person on the team that the whole
brand is predicated upon in terms of performance? Or do you put a very rigorous structure around testing



and the iteration of assets and how to determine whether something works over another thing that is a

process that yields the outcomes that you're looking for?
R EIE:

EXER— M EBEENGF. FRUREET, FA—T28MmE, REEEANFEREXELENG? B m
NS ERIERFE—TANA EZ EI5? ERIRAESNIRAMEZEREIL T —EIFE™IENSN,
HE-—EMERAEFALLHTAERY, MM~EMBERNSER?

[00:43:28] Lenny
English:

Getting even more tactical with that idea of testing a bunch of creatives makes me think about a story
from chatting with a guy from Wish who's had a growth at Wish about how they uploaded hundreds of
variations. And | think Wish is the epitome of the opposite of brand highly polished ads or it's just the
most ridiculous looking product with just banners and numbers and prices and crossouts and all kinds of
stuff, just anything that would take to get people to click. Is there a tool or process that you can point
people to to help them do this testing on creatives or is it mostly built into the existing tools now and
there's nothing really fancy about it?

AR ERIE:

KEMIRAELIZEREM, XILFBEES Wish IERKAFTANIX, iz EEHENER. KT Wish FLZ
PEEREE NRERE —2EEHERBRENTm, BLEE. BF. Mg WEANFIMELE/\
BAA, RBEILANKREMT. BREFTATAIREFALUEFLAR, BHUIHTUIERMUIA? &
ERRMEXLERAZEENEENEILAFT, KTAKHIN?

[00:44:04] Jonathan Becker
English:

We get asked this a lot and | think there are tools for different types of functions that we undertake in the
process of running paid acquisition for different brands, but these days most of the testing that we do is
within the channels themselves. So Meta ads, Google Ads, | keep touching on those two specifically
because they're the most advanced in my opinion. They're really powerful. The good news here is that
you don't necessarily need some exotic tool to do sophisticated creative testing. You can do it in platform
and you can use the structure that | just kind of outlined as a starting point.

FROCERIR:

REARBANIZNENE. BAEANRE@REETHERENIESD, SHARMEEFEANIR, BINSH]
MEIRSENA MR AR BRI, b0 Meta ™ &, Google ™ &, H—EHBEAXHET, ANEREKRE
MN&fE. KEK. WHER, MAFT—EFEFATHOIARHATERNLITNIR. (RAIUEFEAR
B, FHIAFRIA BRI TR A Ro

[00:44:59] Lenny
English:

You mentioned Google and Facebook. What is your take on TikTok and YouTube and maybe Snap? Do you
recommend people go there and there's a big opportunity? Do you think it's overblown? Do you think
people should just take Google and Facebook basically at this point? What's your general advice?



AR ERIE:

12217 Google M Facebook. ¥t TikTok. YouTube i£% Snap FEAE? REBINAREBENLD? BEE AW
2M3? RRBEFTEBWEKRT? MREBARMERTENZRETE Google 1 Facebook? REI—AZREINZ T
A?

[00:45:20] Jonathan Becker
English:

So when | say Google and | say Facebook, I'm talking about the Google ecosystem of channels inclusive of
YouTube. And when | talk about Facebook, I'm talking about Facebook, Instagram, and probably
eventually WhatsApp, which | think will probably launch ads later this year. With all that said, some
interesting opportunities these days really exist on channels like Amazon and TikTok as well as a number
of other challenger channels | think. Snap I'll talk a little bit less about because I think really there's just
fewer and fewer people potentially using Snap.

FROCERIR:

LI Google BY, FIEHIREIE YouTube TEARM Google REEB RS, LI Facebook B, FHigH=E
Facebook. Instagram, FIRERLZXEEIE WhatsApp (FIANS FRLRHRAIGERIEL &), IERMLE, WE
— BNV SMEEET Amazon # TikTok HFRE, UNEM—LEHEERE, XTF Snap iRl —
=, EREREMEA Snap KA TTREKH LT,

[00:45:58] Jonathan Becker
English:

| love TikTok. I'm a consumer of content on TikTok, not a producer of content on TikTok. Their ads
platform kind of reminds me of where Facebook ads was like six, seven years ago. It's not super
sophisticated and attribution is not great yet, but you can get cheap CPCs because there's just fewer
organizations advertising there. Fewer companies have figured out how to make that work. And same
thing with Amazon. Amazon is a bit of a bespoke channel. It doesn't work for a B2B SaaS company. It's

more specific to D2C | would say.
FRCERIE:

FEX TikTok, 32 TikTok WRBEHEE, FREFE. WK S FaiLI AL -EERIRY Facebook T~
Ho EXRAZRHHIKE, IRBMIERBYL, BIRAILERBERNE CPC, RATE)LRMT SRARIELLIR
D, BREVATRBREATZE. Amazon BE—1F, ER—MERERKHERE, FES B2B SaaS 2

[00:46:53] Jonathan Becker
English:

And so the question becomes, will TikTok become as prominent as a social ads platform like Meta Ads?
And we just don't know yet. What we see working very nicely on TikTok, by the way, are these founder led
brands where the founder is the ambassador and they're doing those handheld videos with their iPhone.
They're talking about the merits of the products that they make. They're talking about the problems that
they solve. They are great at cultivating a following. Their content is highly engaging. Those types of

organizations crush it.



AR ERIE:

FRIAPIEAE T, TikTok B@ESESE Meta T SBHEMA TRV EFE? HNEFHE, IRER—T,
FANEBETE TikTok EXMRIFEFHIZILE "SI AR Hmh, SIBAMRRE A, 1A iPhone AABL
FHRAM, HRMI~RONR, B RANEE. MIBRIEFNLE, AFS5ERE. XRALARE
TikTok EIFEIZHE

[00:48:05] Lenny

English:

Just broadly, would you say TikTok advertising today is underrated, overrated, or just right?
FEiE:

BRI, RHARS KRB TikTok I EHE2RIEML T a7, XENINILTF?

[00:48:16] Jonathan Becker
English:

If you are e-comm based, if you're wholesale, retail based, anything direct to consumer, you have to
investigate TikTok and try and figure out whether there's a way of promoting your products there,
basically. It's a massive, highly engaged audience with somewhat specific demographics. It's a very
exciting opportunity. Other brands need to pay attention to this and figure out what their entry point is
going to be. And just because the innovation hasn't happened for B2B SaaS yet on TikTok doesn't mean it
won't.

AR ERIE:

NRMMBMES. A, SERTMEEEEENLS, ROTAR TikTok, HEIHRLERERE @7
o cHBARAESESSHRR, BABRKENAOSLIHFHIE XR—1MFESAXEINE. HmEd
FEXEIX—R, FHRHTIAR, XA TikTok LiE&HE HIME IS B2B SaasS Hg)H, HAEKREUEFRS
B

[00:49:15] Jonathan Becker
English:

The other problem with TikTok is that it's extraordinarily creative, asset dependent, and heavy. And so
you are launching net new assets several times per week, it is hard for creative teams and brands to
produce that much content. It takes a machine, and that's expensive, and so that all factors into the cost
of not only just the ad dollars, but the creative resourcing and investment that's required to power that.
So it can be done in a more nimble manner if you're spending less, but you can't really get to a million
dollars a month on TikTok without having a huge amount of creative being pushed to that channel.

FRSCERIF:
TikTok IB—NRER EREXRFLIEERT, MEBEEEEKR, RERAMELGF/LAESHNEM, SIEHA
MRBEREETHXAZHE, XEE—E “WEVR" , MERKRS, FAIUXRUIRTEE, TP RIK

HEPMBREIRRRNRE. MRIFTMERLD, JURFREE, BNMRIRAE TikTok LiAZIEA 100 HET
Bz, REEENEIERMFERNEREEN.



[00:50:20] Jonathan Becker
English:

So I'm agnostic here in terms of where people should be spending money. | see this world in terms of
impressions and clicks, and does that conform to the marketing economics of a project that needs to be
achieved in order for it to grow. It's less about where to place your money and how to think about the
placement of those funds. And so the common mistake that we see as people build out a funnel, so to
speak, for B2B lead gen projects, or B2C lead gen projects, is they'll be overly reliant on the first of a

sequence of metrics that ultimately yields a sale.

AR ERIE:

FEAMNZEBERZNAE L, BHAATHL. IMBETRENRLTENAERERXI TR, BEEETS
HEEKMAENEHREFIEE, ERFETIERRENE, METNAREXLEREHRM. KINEANA
B2B 8 B2C BT AT EMERIHNEIN—TERHRE, MIISERNKRASEHEEN—RIHEIRF
BIE—

[00:51:24] Jonathan Becker
English:

And so if | think about this world of lead generation on performance marketing platforms as a function of
cost per lead in that sense that | just described, then the tendency is always to want to drive down the
cost per lead, thinking that that's the efficiency, | can get more cheaper leads and that will yield more
revenue. When in fact it turns out that if you flip that conversation on its head and say, not all
opportunities and sales are equal, and instead of focusing upfront on a cost per lead, | now want to focus
on what is a high value customer, so the cost per lead is actually higher, but the ROI of targeting those

people is also higher.

FRERIE:

MRFEBEHEH TS LNBERZPEREEERNAERNAM “ROBEEFEA" (CPL) IR, A
i SRR CPL, INAXMERXE —HALIRBESEBENEBERFR, MMFEEZWA. BEX

£, MRFEEBXNEERIRE: HEMEONSNEERRTEN. SHMZXE CPL, FOXEFARE
‘BNERFR . BAXLEARN CPLOIREER, BH 118 ROIBES,

[00:52:15] Jonathan Becker
English:

The antidote to this, it's interesting, so Thrive developed an ETL tool, an extract transfer load tool called
Thrive Stack. It's not commercially available, but if you wanted a commercially available version of this,
you can use something called Supermetrics. Basically Supermetrics is a data connector. There's a world
of different data connectors out there, but it allows you to pipe, via an API, revenue data from your CRM
into a third party database that can then be joined with data from the channel itself.

FROCERIR:

RN OB EREW, Thrive F&AT— 1 ETL TR (BEX. . MEITH), W Thrive Stack, ©EE
FIARXINE A, BNRFEBE— 1 ERMRA, BJLUER Supermetrics, &S E Supermetrics @ — M IEERE
2R, MELERZAANEES, TAFMET AP CRM FIKNBIESNE=ZSIEE, AE5RELS
HEIELE B



[00:53:08] Jonathan Becker
English:

And then you can build upon that what is known as a lead scoring model, which allows you to bid in real
time on the audiences that have a higher likelihood to convert to high revenue generating customers. And
so the magic there, we talked a little bit about rates of return and instant gratification in the performance
marketing world, lead generation inherently is a slow gratification process. And so the problem is that if
my pipeline is full of opportunities that yield revenue in two months, six months, sometimes 12 months,
how do | determine how heavily to bid on different leads today in order to predictively have an outcome
where I'm maximizing revenue? And a lead scoring model basically solves for that.

FRCERIR:

SAETRATLALAER ST FRIBR) “BEFFTORE” |, LR KN BEER AIREREABRAZT AR R
THft. XMBHEFZL. HATAETHNEHERPHORERMESHE, MEBEFFERNETRTLEE—D
GERER" B, MEET, IRENEEE2ERTA. XTBEE R TARAEFEVANNE, 3K
SRIZIVAREN FERBEZP LN Z LD, FEFTUNMEMSSIMBANRAN? BEZFITOREERR LERT

XA,

[00:54:06] Lenny (Sponsor Break - Miro)
English:

Today's episode is brought to you by Miro, an online collaborative whiteboard that's designed specifically
for teams like yours. | have a quick request, head on over to my Miro board at miro.com/lenny and let me
know which guests you'd want me to have on this year. While you're on the Miro board, | encourage you
to play around with the tool. It's a great shared space to capture ideas, get feedback, and collaborate with
your colleagues on anything that you're working on. Head on over to miro.com/lenny to leave your

suggestions.
FRCERIR:

SRBTEH Miro 218, X2— M EAGIIXENBILITHELSIMEER. EE—MIVEKR, BIHREN
Miro &# miro.com/lenny, HIFFHRSERILFBIBEWLERZE, HIRIAIE Miro BIREY, HEHIRIXE—TX
MNILE, EB—NMERUE. FRRBEHSESEHELBEEAMIIENSLELZSIE, &5 miro.com/lenny
BTRIVEINL,

[00:55:06] Lenny
English:

You talked about attribution, and | thought this would be a great time to get into that. So the way | think
about this is oftentimes the biggest challenge in driving growth isn't the actual work you do to drive
growth, it's measuring what impact your work is having and understanding where dollars are spent
effectively. And things are changing heavily in attribution land with privacy shifts and ATT and iOS 14.5.1.
And so my question is, what changed, is one, in terms of being able to do attribution. Maybe even explain
what attribution means for folks that are just like, what the hell are you even talking about? And then
finally, what do you recommend people do now to do attribution well in this new environment?

AR ERIE:

frEZE)TY3AA (Attribution) , HEBMERRNRIIX MERNFIN.. HMBEER, EKEKERIIPL
FEEFRELMFIIBERIE, MEWEMNIFFETHARHE, HTREESERE T 17 L. BERLBER



Tfe. ATT (MAIBERBERAE) Fi0S 14.5.1 B, JARMIAET ERLWN. FIUENEAZ: $—, £)3
KEENFERET HAZN? BIFRIUARNBERTEFNEMRERTANABE-—THAR “"HE" ? &fFE,
REINAK AR MRITEX MR T er)3EA?

[00:56:15] Jonathan Becker
English:

Attribution essentially is how we determine the relationship between what we did and what happened. In
the context of performance marketing this means what ads did we serve, what campaigns did we launch,
and generally what was the revenue ultimately that was derived from these campaigns? And so there's a
funny quote that | love, someone named John Wanamaker in 1919 said, "I know half my marketing
dollars are wasted, | just don't know which half."

FRCERIR:

ARER LRHRNNMEHE B THA” 5 “RETHA” ZENXFR. AEHEENERT, XEKE
BB T HAr &, BETHAED, URXEENREAFET ZDIRN? RIFEERIH - RPIER
(John Wanamaker) 7£1919 £ —ARE: “RAERNEHRBEE—FRET, ERAMERHP—F."

[00:57:00] Jonathan Becker
English:

He said this in 1919. The world was a very different place there, but oddly enough we still have these
types of problems today and it's because the world of what | did and what happened because of what |
did is very complicated. There's so many variables, some of which we know, and then some of which we
don't know that we don't know, type thing. And so attribution, as it stands in our industry, is still an
incredibly subjective art and somewhat of a science.

AR ERIE:

1’@7‘ 1919 R 7 Xk, MEHHRIEERR, EHFENZ, HMNSKRDAEIGXERR, EH “HET
47 M RAARETHAMERETHA” ZENHEFRIFEEER. BEXZSHNEE, BERNNE, BERINEE
FHEECAHE, RAlt, FRERMNTUPDAR—TIREERNZAR, EEMEE LHE—T1RF,

[00:58:02] Jonathan Becker
English:

There's no one way necessarily of approaching attribution. The most classic and commonly held version
of attribution used to be a cookie-based form of attribution called last click attribution, meaning that the
last click in the sequence of clicks that yielded a conversion would be attributed with all the revenue from
that conversion. Other models in a cookie-based world involved first touch attribution, so it's actually the
first click. And then there's multi-touch attribution, which can take several different forms, but essentially
is saying it's not one way or the other of the two first versus last click options, it's somewhere in between.

FRCERIR:

PRHFZEE—NLEAR, REH. REANIEFERETEZET Cookie B “FKRXREVARA" (Last Click
Attribution), BMRESERUNKEFTIFHRE—RREFRE T IZE UL UNIIZG. EF Cookie BY
HRPWEMEREEIE “BRAXYIE” (First Touch Attribution) , BIAThFE—RREH. BF “ZA)3



&” (Multi-touch Attribution) , EBZMER, BEARLERIFALEE—THRE—T, MEEREZ
E1

[00:59:34] Jonathan Becker
English:

So there was something called an IDFA that Apple allowed advertisers to use, and essentially what that
was, it literally means ID for advertisers, and it allowed Facebook, Google, and other advertisers, Snap,
TikTok, whoever was essentially selling ads that were predicated on being displayed on a Apple mobile
device or a desktop device, it allowed the advertiser to provide attribution metrics and certain types of
customer match metric metrics in their own platforms. And so when Apple ultimately launches its privacy
changes, | believe in mid-2021, overnight it allows users to say, "Well, | don't want to share that
information, I'm not going to share my IDFA anymore."

FROCERIR:

LART Apple AT EEER—M UM IDFANARR, FEERBME T EBRIRF o BRI Facebook.
Google. Snap. TikTok Z7E Apple i&& LB &HTE, EMIIECSHTFERRMETRIEIRNREL LN
B LECIER. 3 Apple JRER7E 2021 FEEFHHRFABRT A, —&2ZiE, EATAFEE: “BABESD
EXEERE, RABSEHMIDFA T,

[01:00:43] Jonathan Becker
English:

And so what you see as a result of that is less of the core data that Facebook in particular would've
required to make attribution more airtight and ultimately validate its advertising. So because we can no
longer validate attribution on Facebook as seamlessly, we are in a situation where we're not sure any
longer which audiences to target, and we're not sure how to run all of our creative testing, and ultimately
we can't even determine the degree of revenue that's coming from particular campaigns that we've
launched, and whatnot.

FRCERIR:

ZERFE, ILHZE Facebook FRRHVABLAELL TR E 2. RAWIEH SHMRIZOHEELZE LT, ENEA)
TEB BRI LM TE Facebook EIIEYTR, FHMIBATHIR: FEBWEZINMLERZR, FNHELM
HITEIENR, RAEELTEHERNBIRREENHERT Z DN,

[01:01:25] Jonathan Becker
English:

So the cookie based attribution, which had been probably the most popular version of attribution in the
2010s, really up to this point, is now one of the ways that we would look at this, but we would also
include things like various forms of statistical modeling, customer surveys, population surveys. Statistical
modeling, by the way, one thing that's very popular these days, which | think was originally created in the
1950s, is a form of statistical modeling called media mix modeling (MMM). It's essentially regression
analysis, and it is trying to determine the causal relationship between, again, what you did and what the
effect was on revenue.

AR ERIE:



i, £ 2010 FRKARITHET Cookie VAR, MERBRMNEFRENANZ— HITESMASZSMHAIR
Mgt EER. ERPAE. ADBRE. MER—T, REFERTH—MEHTERUS “EHHGERE”
(MMM) , FINAERIERT 1950 £, AR LEREADH, HEHWE “RETHA" 5 “WRNBT
" ZIEBRERXR.

[01:02:42] Jonathan Becker
English:

The advice is that there's no single source of truth. Anyone who claims that they are a single source of
truth, whether it's an individual, a model that they've created, or a tool that they've created, is not being
accurate. | believe that the approach that works to attribution is that it's an ongoing investigation and it
never stops, and essentially what you're doing is looking for evidence that validates the outcome of your
performance marketing campaigns one way or the other.

FROCERIR:

BBINE: REW—M “EMERIR” (Single Source of Truth) . EAEIECEH—EERENA—FIL
BT BEZERTA—H#ENERN. FHANBRNEARGEZRRERA—TUKMELENFLREE. &R
£, RRESHIEHE, UEMANRIE RS EHENER,

[01:04:29] Lenny
English:

How has Al in any way impacted the work you're doing today, or the work of paid growth, performance
marketing, and then where do you think this will go in the next few years?

FRCERIR:
Al FELERERM T IRSRNIIE, SEMBIEK. SUERNIE? MANRK/LEXSERDRS?

[01:04:43] Jonathan Becker
English:

Interestingly, and | think | alluded to this earlier, but our industry has been influenced by Al for over a
decade. So Google, Facebook, even Microsoft, these are some of the organizations that historically have
been at the bleeding edge of artificial intelligence, and their goal was always to automate as much as
possible within these platforms. And so the effect ultimately that we've seen from a human capital point
of view is displacement.

FROCERIR:

BEBNE, BZaREE, FEMNNITLRE A EMELBI+H7T. Google. Facebook HEZE Microsoft, XL&
HAEHE E—BELAFATESENREG, MINEMBEERIEMINTEERNNESK. Eit, MASIHE
TNAERE, RINRLEFINRNE “E” .

[01:05:19] Jonathan Becker

English:



So we're actually, we have more people now than we've ever had, but the nature of the work that they do
is more strategic, it's more about modeling, validation, asking the right questions, being focused around
creative levers, and less so the trench work of implementation and bid modifiers at the keyword level on
Google search, and some of the really hardcore manual analysis we had to do.

FRCERIR:

EfRLE, RMNAENASZLLUEEMHEES, EMNIENERESEALRKLE, EZNEXTER, 1
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[01:06:00] Jonathan Becker
English:

And so on a practical level, though, some of these conversational Al models are very interesting for us in
that when | think about creative testing, for instance, we can have ChatGPT come up with all kinds of
variants of copy that we would not have necessarily thought of. It can do a lot of drafting of things like
RFP responses, so we can feed ChatGPT 100 previous RFP responses that we've done and have it spit out
net new responses to net new questions in a net new RFP, and it's like 80% good and still requires 10
hours of work to massage to the point where we can send it off to a client, but that replaces a week of

work with five or six people that it would've previously taken.

FRERIE:

ERFREEREE, —EMEN AR IR IFEEB, F, FIRNIRFP, FHITETLLL ChatGPT £k
BMENRGEEBRIHIXETR, EEFTLUESR RFP (RAFAZR) MR, FHATATLUERI#IZ A 100 13 RFP Fg

RZPREG ChatGPT, iLEFHX# RFP BVHEEE RSO E, MRALIEAE 80%, RAMFE 10 /NEFHY
ATHBARRAER, EXBRATURENNA—ANIEES.

[01:07:13] Jonathan Becker
English:

Some of these Al-driven organizations that allow you to type in a prompt and it spits out an image, on our
creative group we can come up with mockups in literally 1% of the time that it took. So you no longer
have to draw the initial mockups for art. Suddenly what might have taken one person a week of work on a
campaign takes an afternoon, type thing. You still have to understand what questions to ask of the Al and
be capable of iterating, but these rough drafts that you might show the artwork of to a client to say, "Do
we like this more or do we like this more?" That's Al generated. It's really interesting.

AR ERIE:

EE—EAIRHNTR, REANRETE (prompt) ERMEEERE K. EHMNBEIZRAMNS, HiFIFREE
FREREEIEER B AN 1%, MABFEXEFEFNZANR. KAE, UBI— P AE—TUEE) LA REFE—
BBIEE, ME—TTFFIERE. FMNATEERZA AREARE, HASERNEESD, EXERE
TABRFEBNZAERIEERE Al EH. XENRER,

[01:08:00] Lenny
English:

What's the tool your team uses for that, is it MidJourney or Dall-E or something else?



AR ERIE:

{RESEIBAR A T EHX? MidJourney. Dall-E iX25IA9?

[01:08:03] Jonathan Becker
English:
It's Dall-E and it's MidJourney, so you got it.

FRCERIR:

2 Dall-E #1 MidJourney, fREXT,

[01:09:16] Jonathan Becker
English:

Now that person theoretically can use Dall-E to output what is inside their head, and they can refine that
easily through subsequent prompts in Dall-E or MidJourney, or whatever it may be, and then just say, "Do
you like this? This is my idea." And so in a way it's helped humans connect more easily in that context
than we were capable of doing before, and then in the context of pitching a client on ideas, we are
capable of generating more ideas faster and iterating upon them live. So | can have a Zoom call with you, |
can present my screen, and if you don't like the output of Dall-E that | just prompted, | can re-prompt
based on your feedback in real time.

FROCERIR:

WE, — A LAILUER Dall-E FisFriiaiad, FEdESnRTARMNETTE, AREER:
YREIXNMG? XERIRE” EEMIEEL, XEPAXTURABLLUANERZEIKR, ERAZA
HEHSIER, FHAEBERMENREZSREAHHTIGER. FHATUMIRF Zoom 2, HERE, WRIRFR
EWMFHNA ERRY Dall-E 58, FrIURIEIRR R RS BN,

[01:10:04] Jonathan Becker
English:

How many scribes do you know? Zero, | believe zero. Because we invented something called the printing
press, and the printing press took over what was a cottage industry for very specific individuals that
allowed them to control the flow of information. Yet today it's not like we have fewer writers or creative

thinkers, they're just using different tools to arrive at the same place.
FRZERiE:

RNRZDHER? FEE—TEEE. RAFKNKBE TR, EMRTIZRE T BLBRk DESEARERIE
BRSHNKEF I, AMSK, RINVEXRFZBRBKFIEEL, MIIRBREEAFRNIAERKAERE
BRI,

[01:11:47] Jonathan Becker
English:

This generation of people will be upset, and then there will be a subsequent generation that never knew
anything different. So the way that | think about this is the people growing up these days have always



had the internet, whereas you and | probably remember a time before the internet existed. Al is a
platform like the internet and just as when the internet was launched, you couldn't conceive of
amazon.com or all of these wonderful or social networks or whatever it was.

AR ERIE:

X—RAARZREFR, ET—RAFKZAINERLZINEETFA. HNEER, REMRKERIA—
BE#EEEW, MIRNKAIEEIZFERMERZANNE. Al B—MRERKM—E#NTE, AN
HEY, REERRAEE amazon.com FFHXLERER AT ZME—FE,

[01:13:03] Lenny
English:

There's always this question when you're starting to invest in paid growth, performance marketing of
should we work at an agency? Should we hire someone junior to figure it out? Should we hire someone
senior? What's your general advice for, say, an early stage startup when it makes sense to work with an
agency versus bringing someone in-house?

FRCERIR:

YIRFHAR AN BRI KNS EHN, SElE—NRE: BIIZRARENE (Agency) 13? BN IZED
MRAGRRERR? HERNERAL? WTREHDLIRF, MY—MRBNEHA? FAMRZHAENG,
LBHEZAEEEE?

[01:13:33] Jonathan Becker
English:

We need people in-house to do our jobs properly. Agencies are not mutually exclusive to personnel in-
house. If we don't have a point of contact, for instance, at an earlier stage company and we're supposed
to report to the CEO, CEOs tend to be very busy people and we often just can't get the information and
approvals that we need to be successful. If you think that growth marketing is an opportunity and that
performance marketing is a subset of growth marketing that you want some focus on, the reality is you're
going to need expertise and you probably should start in-house and then hire an agency.

AR ERIE:

BINFEABARE S A BEMF TF. RENMMAMAZHAER. i, MRERHMAIBFRILEIEZ
AN, TBERM CEO L, CEOBEIFEIL, BAVERETEZRSHIIFAFENEEME M. WRIRANERE
HE— M2, MENERRMBBEERXINEREHFE, UREMBJEZT LA, RATBERZITMAER
BEFG, ARBEBERENE.

[01:15:39] Jonathan Becker
English:

As agencies, we're constantly solving people's problems in the market and as a result of that, | have a
fairly large team of 130 people that think about performance marketing all day long. It's the first thing we
think about when we have our morning coffee and it's the last thing we think about as we're leaving the
office kind of thing. We have very sophisticated and built out capabilities as well as all kinds of software
and processes and capabilities, | guess, that we've created that most in-house teams just don't have



because they're smaller or newer or someone might be really sophisticated but they don't have the

resources to implement it and stuff.

FRERIE:

ERRENM, FIREERTZ ENEMRE, B, HE—1 130 AWEAREI, BRETEBEZESGNE
Ho XEHNSEMMENENE—4E, UREBADLREMENEE—HSE. HIBEIERRNEES, UKk
HNCIBNZMEF. HIEMINEE, XERARZSHNEHAFAFAEEN, EAMINIAEBNRRIIREE, &
BMEB ARE L, gEHRRERIT,

[01:17:09] Lenny
English:

When you're looking to hire someone full-time to drive the paid growth channel and/or work with an
agency, what do you recommend people look for specifically, especially things maybe they're not likely to
think about when they're hiring someone that people often miss?

FRCERIR:

SMTEREERARRRHGRIERKRE, HESNENWSEN, MEBNAREFEFENA? THERLE
MTERENTEERZE. FXEZEENR?

[01:17:39] Jonathan Becker
English:

| became a web developer and as | transitioned into a performance marketing role, | realized that being
technical and having technical aptitudes was extraordinarily helpful in terms of being on the front line of
what we were doing and solving problems. If you're making your first hire, you probably want them to
have the ingenuity and capability to solve a lot of the problems that you're going to run into within the
context of tracking, attribution, data visualization, and then campaign management. Number one, do
they have a technical background?

FROCERIR:

HERE—8 Web AFAAR, SREEISHEHACH, ARRFASEAE RMBRAREN FOF 4R
RFAIFE BT, MRREBE—TA, (RETEFLEMIE RBERIEAA BMERFRIRTEIEE. 1TE. &
EA MU R E R RBEINEMEE. F—R, HNEEERARER?

[01:19:29] Jonathan Becker
English:

| actually borrowed a Jeff Bezos question from early stage Amazon where | asked people without much
warning in an interview, I'll ask them whether it's okay to do a bit of a thought experiment together and
whether they are comfortable responding to a logic question. I'll ask the question of, "How many
windows are there in New York City?" There's two things that | look for in this scenario. One is can they
think on their feet? I'm not actually looking for the correct answer. It's a pretty difficult question to solve.

AR ERIE:

HLPR LER T 28 Amazon 28k - IR (Jeff Bezos) MI— 1 HEIHE. EHIAF, RESELMEMIEN S
EERE—REM— N EEXE, EEREEE—IEEH. BReE: “AHEZIORER? 7 AXMER



T, BEERR: —2HIESHEINE. BREXHFEFEREE, XB—MREFRAYD,

[01:20:33] Jonathan Becker
English:

But also from a client services point of view, I'm trying to see whether in a scenario where I've asked them
something that they obviously probably weren't prepared for, that is a strange thing to ask and probably
makes them feel a little bit uncomfortable, how they react in that situation. Do they remain composed or
do they lose their composure and get frustrated or even angry that | asked them something that's pretty
weird to ask? Their reaction there is often a good leading indicator of whether or not in a client scenario
working with our clients, they can compose themselves in a difficult situation.

FRCERIR:

ENEFRSNAERE, REEFIARP T —MUNEARESRF. REFZEFEILMITREFERNEZE
B, S ARN. fIEFRFLEE, ERAEST. BEVAK, BEERAZKE T MERAMES? M8
@R R—MRFHLITIER, MREEENEPNEMBEE, MisESRIFHEE.

[01:23:23] Lenny
English:

Last question. We started with the story of how you landed Uber, and | know you also have an interesting

story which I haven't heard of how you landed Snap/Snapchat as a client, so maybe tell that story.

AR ERIE:

EE—NME#. FHIUMRMAEEZET Uber WIEFR, RMEFREE —TMEREMINXTFUMAET
Snap/Snapchat fEAZFIEBHRE, WIFaHHB,

[01:23:38] Jonathan Becker
English:

The RFP process for Snap was somewhat complex and they asked a range of different questions and we
find ourselves in LA at a hotel the night before, it's 2:00 in the morning, my business partner and another
team member that we had brought down are sweating and we're like, "How are we going to build a
presentation out of this? They're asking so many well-meaning but difficult questions that are zigging and

zagging."
FRCERIE:

Snap BY RFP (EtR) IEMBHEZ, i1ET —RIIFEMEE, si—XKkERNERCINN—BIEE, %
RRR, ANESWANMS—REAMRRHRAT, 08 “BINZEAREXLEMETXR? MR TXA%
HFFEEREI. RAMAHRE,”

[01:25:54] Jonathan Becker
English:

| stand there in front of about 20 different executives from their organization and | say, "You have
thoughtfully curated an RFP for us to respond to today, and you have asked us to respond to about 20 to



30 different questions. With the utmost respect, | am not going to answer any of your questions today. I'm
standing here because you are looking for a marketing partner and you need expertise in this area and
instead of telling you the answers to the questions that you asked, I'm going to tell you what | think you
need to do to get where you want to go and if you agree with me and my logic and what | talk to you
about here today, then you should hire us."

FROCERIR:

HIGTEMIN QBN 20 REEEAIN:  “RMIECEST —0 RFPILFRISXREIR, fRIERENEEKRLY
20 2 30 NMEMAE, HFRANEE, RSRFTRELRIZMRIEMADH, REEXERRNRITET X
EHAFEUNHE, MIFEXINMMENTWHIR. SESFRMNBERNENESR, FITESFRRIBOIANMRIIE
WA AT EEIBT. MRIMARKSRIZENAS, BAIRNMIZEEBRK]”

[01:27:12] Jonathan Becker
English:

Then about two hours later, | get a phone call and they were like, "We loved your approach.
Congratulations. You're hired." Essentially the lesson was that you have to trust yourself and understand
your strengths and weaknesses. In situations where someone is well-meaning but may not understand
what they need, be brave and tell them what they need rather than just conforming to what they're

asking for because sometimes inadvertently that leads you down the wrong path.
R EIE:

ROWNMNEIE, FRE—TEE, R “BIEBERMNTGE RE, MERAT.” AR LEHEI
B, MEIBEES, THRECHMRR. ERERRT, ¥ARALTEEENRAFTEETRECHEM
4, XREBERERMENFZENA, MARNRMEIIHNER, EAENBRETEREIRHENKIE,

[01:29:05] Lenny

English:

Okay, great. Okay, first question, what are two or three books that you've recommended most to other
people?

AR ERIE:
XHET, I, F—NEE, FANABERZNR=ZEPBEFA?

[01:29:13] Jonathan Becker
English:

As a marketer, Storyworthy by Matthew Dicks is a wonderful book. As an entrepreneur, | love startup
stories, so Shoe Dog, which is the startup story of Nike. Then a book by Nick Bilton called American
Kingpin, which is the story of the startup of the Silk Road. It honestly should be a Hollywood movie. It
reads like a Hollywood thriller.

AR ERIE:

ENEHAR, Matthew Dicks By (Storyworthy) (EH) B—AREFNB. EARLK, BERILK
%, btk (Shoe Dog) (#¥1), HB=Z Nike BB #E, £ F Nick Bilton B9 (American Kingpin) (EEH
%), WHNR “AZE WILMeILHRE, BXH, EROZEAKITRISEE, EERMEGIFRSIRIEN.



[01:30:32] Lenny
English:

Favorite recent movie or a TV show.

[01:30:35] Jonathan Becker
English:

| don't know how recent it is, but | love The Big Short. The reason why | like it is because someone found
truth in the data they were analyzing and then capitalized on it, which is really an analog for what we do
in performance marketing. Then recently | have fallen in love with White Lotus.

FRCERIR:

BTAMEXBABEREN, BREEW (K=%) (The Big Short) s HERENRERE ATEMI1DREVEGEE
RARMTEME, #AFBETE, XEMREMEBRINESKEHEPAMMITIEAZELL, RIAEHER LT (BEERERN)
(White Lotus) .

[01:32:12] Lenny
English:

Speaking of tools, final question. What is your favorite most underrated tool for performance marketing

work?
Fh>CERIE:

REITE, &E—1AE. E5EHEIESR, MREXESRKRENIAZRTA?

[01:32:18] Jonathan Becker
English:

It's Thrive Stack. It's a tool that we built in-house that allows us to pipe third party data and anonymized
customer level data into a database and then ultimately visualize it in a format like Data Studio. That has
been a profoundly powerful platform from which we're capable of delivering insights that are built upon
the data as opposed to just regurgitated data.

FRCERIR:

2 Thrive Stack, XZHNAFHWEN—IITE, EATRINEE=ZFHENERZALABIESNGEE, &
£} Data Studio FMA#HITAIN M. XB—MIHBANTE, LHNEBRUETHENRE, MARIN
T EEFRREIE.

[01:33:23] Lenny

English:



Jonathan, thank you so much for being here. Where can folks find you online?
FRERIE:
Jonathan, FFEREIIREER. AZREILATEHIETLINEIR?

[01:34:12] Jonathan Becker

English:

Thrivedigital.com. Personally, I'm on LinkedIn under my name Jonathan Becker or Twitter, JZBecker.
R EE:

Thrivedigital.com., N A A ®E, B L7 Linkedin L#F & F Jonathan Becker, & TE Twitter L1
JZBecker,

[01:34:29] Lenny
English:

Bye, everyone. Thank you so much for listening. See you in the next episode.

il IFEREUIF. THATE o



