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(00:00:00) Yuriy Timen
English:

The only thing that's worse than a channel or a tactic that you tried not working. The only thing that's
worse now is when you didn't give it the appropriate shot, right? And you prematurely were erroneously
concluded that it doesn't work and it's remarkable how often you find that to be the case when | talk to
companies, "Oh, YouTube, we tried it. It doesn't work." I'm like, "Okay, can | see what you've tried?" And
then you look at it and you're like, "Oh, this thing was not designed to even have a shot at working from
the get go."

FROCERIR:

EERZA S RENERRAEFAEEENSEERE— 4. IR —SEENERE, MREALELE—1EE
BHl=, MWIE? AR, HRMETE ST AR, YHRESAFRME, KAXMERLKENMESFRA. it
M=¥t: “B, YouTube, TINAZT, KA. BEW: “UF, BULKBHERINZHATHAL? ” ABRMKF—
B, Mk B, XRAN—FRMAZN T EE/FRMmKITH.”

(00:00:40) Lenny
English:

Yuriy Timen is a full-time advisor to companies looking to figure out their growth strategy. He's worked
with companies like Canva, Airtable, Otter, Whimsical, Hims, Flow Health, and a dozen others. | know a
number of founders who have worked with Yuriy and they all tell me that he transformed how they think
about their growth. Before becoming an advisor, he spent nine years at Grammarly where he led growth
in marketing and helped turn that into the household name that it is today.

AR ERIE:

Yuriy Timen @—fI£ERmE), Z1HEMARGIELKER, B35 Canva. Airtable. Otter. Whimsical.
Hims. Flow Health E#+RATEME. KINREFZ S Yuriy SEEIHIBIEA, tIEBEIREK, Yuriy HIRHE
THIIHEKNEE SR, ERABIRZE], M7E Grammarly TET IE, AFTEKMES, HEMBETE
B% 9 2R 06 PR R B9 dm ko

(00:01:07) Lenny
English:

In our chat, we get incredibly tactical about all of the ways that you can grow your product, including
when and how to invest in virality, SEO, and paid growth. What's changing across each of those channels
and the most common failure modes for B2C startups. This is the most tactical and actionable



conversation | have had yet on how to grow your product, particularly a subscription product. And I'm
really excited for you to hear it. With that | bring you Yuriy Timen.

AR ERIE:

FERNBXEFR, FMNIFERNERN TERTRNAEHRARGZE, SEANURNAKRETRESGE

(Virality) . SEO (ZR3IZMK) FTEERK, HRITEINETXEREEETLENTN, LUKk B2C H1EIAQHE
RE MHAWER, XRZREFMAEHITINXFNMERSR (CEZITHE” @) REMARENTRES
BUXIE. FRAFEHIRSIR(IREINEIXERS. TE, LRI Yuriy Timen,

(00:01:36) Lenny
English:

Hey, Ashley, head of marketing and Flat File. How many B2B SAS companies would you estimate B to

import CSV files from their customers?
FRERIE:
IZ, Ashley, Flat File WEHAT A, RMEITE %) B2B SaaS ARIREMBFFIBEI AN CSV XH4?

(00:01:44) Ashley
English:

At least 40%?

R EE:

Z40% nE?

(00:01:46) Lenny

English:

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

BEHPEZ DRBNEXGER/IE T? BRESEKEFA?

(00:01:49) Ashley
English:

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

FROCERIR:

i, RIFEFANOEBIE, KAO=DZ—MWATZEANRS|IS (Onboarding) IREFRRAEBF—RIERERIALE, MEEE
FHAT, PREL, SIRREY CSVEFNBIBITALEE (XFEEHE, BANTRXHRH T BRI NEBIENS
), iIsERR.



(00:02:08) Lenny
English:

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

FROCERIR:

IFEIXPR—RBAZI B—HINN, RENRGISERESIMEECERNENKABFRNESIIHNEZ
— AP EIRE. EAFEMAREIIRE “WIERZ” (Aha Moment) ERHEEER,

(00:02:23) Ashley
English:

Totally. It's incredible to see how our customers like Square, Spotify, and Zuora are able to grow their
businesses on top of flat file. It's because flawless data onboarding acts like a catalyst to get them and
their customers where they need to go faster.

FROCERIR:

SE21EHfs. BEI Square. Spotify # Zuora X#FHIE FEEISTE Flat File WEN ERRI S, AR AR,
XERAFTENEIBNIERS | SIEEAFTI—E, LM IR P sEE AT B ir.

(00:02:40) Lenny

English:

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

MRTRB T RELEESHFRER, &R flatfile.com/lenny &% Flat File,

(n]

(00:02:47) Lenny
English:

This episode is brought to you by Modern Treasury. Modern Treasury is a next generation operating
system for moving and tracking money. They're modernizing the developer tools and financial processes
for companies managing complex payment flows. Think digital wallets via crypto on ramps, ride sharing,
marketplaces, instant lending, and more. They work with high growth companies like Gusto, Pipe, Class
Pass and Marketa. Modern Treasuries robust APIs allow engineering to build payment flows right into
your product while finance can monitor and approve everything through a sleek and modern web
dashboard. Enabling real time payments, automatic reconciliation, continuous accounting and
compliance solutions. Modern Treasuries platform is used to reconcile over $3 billion per month. They're
one of the hottest young FinTech startups on the market today. Having raised funding from top firms like
Benchmark Altimeter, SB Capital, Salesforce Ventures, and Y Combinator. Check them out at

moderntreasu ry.com.

FRCERIR:



Z&ETIBH Modern Treasury 58, Modern Treasury @ B FAERBohFfIBEREN T —RIZERSK, MIIEEA
BESXIARNATLMA L TENMSRENIML K. BEBIMBLEHTAONBRFERE. WAE. 17
T&. BINGEFHES, 15 Gusto. Pipe. Class Pass #l Marketa a1l K 2B &1E. Modern Treasury 58
KB API s TREF A BT mPMEZ R, mi4sSE N eI U@ BEEICH Web (R Izt gE—
Yo EXRENZA. BoiXK. FHERITMERA RS X, Modern Treasury BNF &8 AL IEEBE 30 123%7T
B3, IR ESHIZ LRATINEREMERMEIATEZ—, BEM Benchmark, Altimeter. SB Capital.
Salesforce Ventures #1 Y Combinator FIREMAESR T #EE. IEIHIR moderntreasury.com T {1,

(00:03:50) Lenny
English:

Yuriy, welcome to the podcast.
FRCEE:

Yuriy, SGORIIEE

(00:03:52) Yuriy Timen

English:

Thanks for having me man. This is great.
FRCERIE:

EHEEE, Wite XKET

(00:03:55) Lenny
English:

It's even better for me.
R EE:
R E A,

(00:03:57) Yuriy Timen
English:

All right.

FASZERIE:

53-8

(00:03:58) Lenny
English:

So I'm going to give a quick bio. Let me know if | missed anything really important. You were head of
growth at Grammarly. You spent nine years there kind of doing all the things that helped turn that
company into the killer product that it is today. You left that | think a couple years ago. Now you're



advising companies mostly full-time. | think mostly on growth strategy. | think mostly consumer startups,
is that about right?

AR ERIE:

HABRENE—TMHNER. MRHFETHAERNER, HEFK. REE Grammarly FIEKHTA. R
AMEIETNAE, MTRSZFER, BPRRXQBDERT SREF—RRFE~m. BEMI/LERBEHFH.
MERNFLIREEATIE, TEHFIEKRE, MEAASZHHITERRICIQE, 5?2

(00:04:21) Yuriy Timen

English:

A couple of super critical corrections. Number one, it was only eight and a half years.
FEiE:

BN EEXEREE. 55—, RB/N\F+

(00:04:26) Lenny

English:

Okay. Usually people round those up. I'm impressed that you get-
FZERiE:

gFig, BEAMESIEEEN. BRITFHREA—

(00:04:31) Yuriy Timen
English:

| think eight and a half is long enough. Yeah, not sure | want to round up. | know, but I'm kidding
obviously. Yeah. That's largely it. Grammarly was a hell of a run and trying to take a step back from that,
and stepping back has kind of taken on a life of its own vis a vis advising.

FRZERIE:

BUER/\FFBELEBKT, B8, RFHMERBFIENEAN. FAE, EREAZTEAK. 20, BEFH
BXt¥. £ Grammarly WEHR—ER T NENHRE, FiXEMNFHE, MXM “B—F" BPRSEBIRI{EHR
BHR T EBENTR.

(00:04:54) Lenny
English:

How many companies have you worked with at this point advised and what are some examples, just like
companies people would know.

AR ERIE:

FERALE, (REEAZORATIRMIE? BERTL N AKATRERNERIFFI5?



(00:05:01) Yuriy Timen
English:

It's now been about, | guess two years and three months since my last day at Grammarly in an operating
capacity. I've probably worked with maybe 15 companies in the last two and a little bit of years.
Obviously, not all at once. It's usually four to five at any given point in time. But some of the ones that I've
been really lucked out with in terms of getting aligned with companies like Canva, Airtable, Hims and
Hers in the personal care space, there is otter.ai. Who else? Flow Health, the world's most downloaded

period tracker.
FR3zEiE:

MEBEF Grammarly FEERAEIIE, ABMEEITRES=1TH, EIENRESNEE, KAIEE1ED
15 RRFl, BRAFERANHITH, BEEEARERESRSENIER, RRZEES—LEREEREE, L
9 Canva. Airtable. ™AIFIESUHAY Hims & Hers, £F otter.ai, EHIIE? Flow Health, 2K THERS
HIRERIB BRI Ao

(00:05:47) Lenny

English:

| used that for my wife. It's handy.
FRCEIE:

BRAEKREFRIRD, BRAE.

(00:05:49) Yuriy Timen

English:

Good, good. Yeah. | was trying to get my wife to try it out, but been unsuccessful.
R EE:

%%, Rif. HBIULEREZFIHIK, BRK.

(00:05:59) Lenny
English:

You're failing in your growth.
FRCEIE:

REVIE KRB KRIL T o

(00:06:01) Yuriy Timen
English:

She was like, "Are you trying to push me to having a third kid?" | was like, "No, no, | swear." This is just
product testing.

FRCERIR:



WU “REFRREREF=TEF? 7 B T, F, HERE XRE2F@ME.

(00:06:08) Lenny
English:

Clever. So I've had Casey Winters on this podcast and Elena Verna. It's kind of like the three of you that it
feels like have worked with the most companies as advisors. | don't know if there's some kind of contest
y'all have or anything, but do you think about that at all? Is there anyone else out there that you think is
in the running?

AR ERIE:

B3BA. Fzal#iEd Casey Winters # Elena Verna RXMER. REMMI=(IZFAMESEIRE QT
Ao BAHEIRZBIRTRE T ALLTEZ LR, BIREZZEXNE? (REFEEEMABEXMTIRD?

(00:06:26) Yuriy Timen
English:

First of all, just being mentioned the same breath as those two is an accolade in and of itself. | mean, |
look up to both of them. They've gone first. Also, | credit a lot of my getting started to both of them
because they've been very generous with their time when | was just kind of considering advising,
especially Casey, if they listen to this. Huge shine out to both of them, but Casey especially. He's such
immense when it comes to just being generous with his time. So no, there is no competition, but had
there been one, | suspect I'd be in lead right now because I've done it. I've done it in a shorter period of
time. I'm much newer to advising than both of those, but no, | have a ton of aberration respect both of
them. They're phenomenal what they do and | learned a ton from them.

FROCERIR:

Bot, ESMIIRUBRALRSME—TTRE, HRBAMI], MIN2xTE. ME, FIBRNESRKIE
ELIFTh T, EASFJINFEE RGP, IR RETtmbaEESk, LHERZ Casey, IR
IFEIXAS, RERMNHE, F512 Casey, ERMHZNELSE, tWENRTRE. I, XERES, BN
RENE, BFRBRIETERL TR, FAKREEERRERATR T XL, FMRpE E 12T
%, BRI HBE. MIIESENTETERLE, BMMBINS EZETRSZ,

(00:07:24) Lenny
English:

| love that acceleration is fastest. Wow, sweet. So we're going to talk a lot about consumer growth
strategies and your experience working with companies and a bunch of insights on things you've learned
from working with companies. Before we get there just one quick question in your advising. I'm curious

how many companies do you work with at once normally?

AR ERIE:

HEXR MBERR XMiE B, XET. BITERNRTERRERRE, (R5RRG1FNEE, UK
RMARZEIN—RFILER. EARZE, XFMARNEEIE, FE—NEE: MEEERNEZDRABE(F?

(00:07:43) Yuriy Timen



English:

Yeah, so | play around with different quantities. So a couple of things. So you mentioned, you alluded to
earlier that | advise full time. What I'll say is that mostly the only thing that | do right now professionally is
advising, but it's not quite full time. | hard count my week at about three to three and a half days a week
worth of work, which is a personal choice. And so that is a hard constraint that I'm working with. And
within that constraint, | also feel like for me to do my best work and the work that | also enjoy the most
and find the most fulfilling four to five companies is probably the max. If | try to go beyond that, the
overhead that it creates in terms of the cost of context switching just becomes overwhelming. | feel like
I'm not showing up as best as | can with each individual company.

AR ERIE:

20, HEZHAENHE. /iR, FRIARIKEELRMER, FBRRNZE, RABRMRIIHE—R
BRl7ES, BEARRTEEX LR 27 . HTEREFSANIENEERN=ZEI=X+, X2TAERE.
HXE—MEMOR. AXPMIRT, HUREFTATLEREKF, AEHEER. KREMRBROIE, MEA
ROABAEMZBRRT . MRBEIXNMHE, ETFXNR (Context Switching) HRBIM AL = ZE 13 M LUK
%o ReRBHLEZEESRATHIBRI L RIFIRS.

(00:08:53) Lenny
English:

As early plug or anti plug, depending on how you answer this. Are you looking for more companies to
work with right now or are you just like, "Don't even try. | am so at capacity right now."?

AR ERIE:

XEZ—MEAIN & (ZRATE), WATREARE, MIAEEREIHESHSEARE? B2 “3i
T, REERHETT ?

(00:08:53) Yuriy Timen
English:

I'm so at capacity right now. I've also just been very fortunate to always be at capacity. But | think for
every four to five companies that I'm working with, think of it as a concentric circles, right? There are
another, maybe 10 to a dozen companies that we're actively exploring if we want to work together in the
future. And then there is another concentric circle so maybe 30 plus companies that I'm just friends with.
So I'll take the plug. I'm always up for meeting Austin founders working on important problems.

FRCERIR:

HRMEBLB AR T . HBREZ-—BELTHELTRS. ERRNT, NTFREESENSNEARQE, AU
BENEEREOE, WIE? EESINAL 10 B 12 RQF], HRINEERRIIRKESENRIES. AEEE
S—TEF, K930 ZHQE, HMMWINRIZAER. A, BEIZXN SNE B—ERAESRIPLER
R REE NIRRT LA

(00:09:31) Lenny
English:

Cool. Well, we're in the plug | guess. How do people find you online? What's your Twitter?



FRSCERIE:
B, BMEENTEB. AMTEATEM_LIXFIIR? R Twitter 2472

(00:09:34) Yuriy Timen
English:

| mean, honestly, probably throw Lenny's podcast. That's one, but honestly LinkedIn is really the only
place I'm pretty low key otherwise.

FROCERIR:

WSRIE, FIRERLRET Lenny B, XRB—1RE, BERILZS), Linkedin ERYEME—RIMT, FTFRILLIR
1R,

(00:09:45) Lenny
English:

Okay, great. That was a lot of Meta stuff. So let's get into some meat stuff here. So you talked to a lot of
consumer startups. You help them figure out how to grow, how to evolve their product, something I'm
always curious about and | love your thoughts on is when you look at a consumer startup, | imagine
there's a few archetypes of how they grow. I'm curious if that's a mental model you use when you're like,
"Oh, | see company X. They're probably going to grow this way, and here's what they should focus on."
How do you see that?

FRZERIE:

YFEY, KET. RMIAMTRZMM LKA, RELENEALRART. MEMIRZSEREDNCIQE, HEB
I 1FBRMAE K. NEERHEm. H—ERGFHFHBRIAMBNEL: SIRABE—EBRRVEIATN, I
BAMERNAG AN ZEHERE, RRBNEXEEZMERN—MMOERE, tIISHREER X 27, R
=R, ARIUEMAEK, XRMWINZXEINER.” MEEAERN?

(00:10:11) Yuriy Timen
English:

Great question. | think there are ways to answer that. My sweet spot is subscription properties and it's not
just consumer. | do work with a lot of B2B companies. It's just that most of them, but what they all have in
common is they lean into consumerized type of growth loops and growth motions. So they're very kind of
self-serve nature or have meaningful self-serve engines. So if | think about subscription companies, |
think there are probably a couple of buckets that | see them falling into. If you were able to nail your unit
economics and you have really strong consumer LTVs, think Grammarly, think Canva. The single player
LTVs for those companies are very, very high. They're kind of average S&B LTVs for B2B companies.

AR ERIE:

iR, EUFEIMEZEAR. RNEKMARITRALER™, MERUE EER. KBRS B2B ATE
Fo RARMITPMAZHEE— RS, BRSMNHRTFER EENL BBNEKEIF (Growth Loops)
WEEE, FRUUMIIESRENEBIRS (Self-serve) R, REREEZENEBRSS1ZE, NRREBEITIH
BINT, EREBHBINENABEIUS AL, NRFEERERALFTMaE (Unit Economics), FEIA
EEERANGHEE LTV (RBME), tbi Grammarly 8f Canva, XEATHERA LTVIEES, /LFHEY
T B2B AEIPEEH /L (SMB) HY LTV,



(00:11:03) Lenny

English:

What's a number there just for folks to have a little context?
R EE:

RELATNEFINMFD, FiLARENSE?

(00:11:06) Yuriy Timen
English:

I'm not a liberty to speak to those, but we're talking in the hundreds of dollars. Most consumer
subscription companies that are $5 to $7 a month. Their LTVs typically cap out at 50 to 60 bucks.

FRCERIR:

BRAEBEBAGRT, BHMNKENEHRERERT. AZHWEAR 55 7 ZapERRITHAQE, HLVER LR
£ 50 l 60 EJTE A,

(00:11:25) Lenny
English:

Cool.

R EiE:

Ao

(00:11:26) Yuriy Timen
English:

And so if you have really healthy LTVs, and that usually means that you're attracting a proconsumer
buyer, so they may be single player, but they're using it for work. And so maybe they're dispensing it or
just the perceived value so much higher that they're willing to bear that $120 and $130 a year
subscription. If I'm seeing things like that and I'm seeing that you're converting seven, like five plus
percent of your free users to a paid subscriber, then there is a big opportunity to play paid and lean into
paid growth loops and paid acquisition loops. There is another archetype, which is if there are network
effects for instance, you don't find that as much with single player consumer subscription companies, but
obviously social media, consumer companies.

FRCERIR:

FREL, SIRIREIRERERN LTV, XBEEREMKSINE “TUEEE" (Prosumer) X3, filrIgER D
ARP, EfTSERTIMF. Eit, tiITRKRHEXERA, RERXNEEFNBNNERS, UETFHIE
FAIEEE 120 B 130 RThiTiER. MRFBEXHNER, ARBERE % UE (EE7%) HWRER
PREUANNEITHNE, BARBRANINZEZHANERE, ARANINERERKERNGBRRER/T . &8
S—MRE, MEBNREFEMEBL (Network Effects) s ERANBEREITHQBPRERL, BEHIIEFRNHE
BRATHEREFE.



(00:12:17) Yuriy Timen
English:

There may be a strong referral viral loop angle if the utility increases, the utility of the product increases,
the more users are using it. Another archetype | see are companies that can lead into SEO very heavily,
especially if there is a long tail programmatic angle. Take Canva for instance, their biggest initial growth
loop and I think this is public knowledge was their long tail SEO strategy where any kind of design project
that you could think of would search for designing. It's kind of two categories of keywords, make
keywords and template keywords. So if you're searching for a template of any kind, a wedding invitation,
yada yada, they had incredibly strong SEO and they were just capitalizing on all the long tail traffic. Not
every product is going to lend itself to that, but | always look for that early on, because you can build
incredible mold with that kind of strategy.

FROCERIR:

SNRF mEV AR E AP RERENMIENM, BATRESE—TERANETHRSER (Referral Viral Loop) 1]
AR HEINS —MREZHRLETUEEKRH SEONRF, HIRNREETKERERFL (Longtail
Programmatic) ¥IAR. LA Canva Affl, IRISEANEKRELR (HIAAXZLFNME) BITNKE
SEO JRB&, EMREEREINILIHINE, AR, EXBDAMEXTEE: “HIF XM “RIK”
RKXB|IE PTUNRMAERREMARENER, LIEILEIFREFES, MEEWREN SE0, HE—HEFMA
FIENKERE. HAESMRfEEXMAN, EREZ2ERHIHIMINE, RAXMREAILEIRES
AELLBE SRR

(00:13:47) Lenny
English:

That makes sense. There's kind of like these three engines that you can tap into. | imagine the preference
would be word of mouth reality and then if that isn't going to work SEO, and if that is going to work paid,
maybe just to simplify it for listeners, what are kind of signals you can go after virality and invest in that
and think that could work because every founder would be like, "Yes, virality. That's how I'm going to
grow." Yeah.

AR ERIE:

BEE, XMGRAUMBHN=M5%, RBEENZIOBRMRSINERE, NRITF@EMIE SEO, WMRBE
RTMEN TR, NTLRREU—T, BMEESKRBIRTUERKFENERANEHITRE, BIANERES
M2 ARSI EIRARER: "8, REIEHE, INERBEERHS”

(00:13:47) Yuriy Timen
English:

Yeah. Honestly, the first thing you look for is that, is there inherent product network effects? It's
something that it's either there, or isn't from inception from my experience. | think it's very difficult to
manufacture. You'd only study when... It's very hard to manufacture product network effects if they aren't
there from the get go. So Airbnb from your days, obviously marketplace very strong product network
effect dynamics. You think of collaboration tools, Airtable, monday.com, Whimsical, whom we both know
very strong inherent product network effects, contrast that with a company like Grammarly. It just wasn't
there. It's not an inherently multiplayer task constructed communication. And so you can try to engineer
that, but from my experience, it is an uphill battle. So if you have inherent product network effects, that's



when | think layering on referral loops and viral loops. You think about what Dropbox has done around
file sharing. That's an iconic example.

AR ERIE:

. BL, FELEENRE: EEEENENFTRMERL? RIBRNER, XAAEAN—FBAHRE,
BARER. HIARNBREANGNE, (RRERR - MRM—FEFEE, REGIEH™RMNEMRL, banfR
FEH Airbnb, ERTHFEATFERANTRMNEBRNNES, BEBMHELIR, Airtable.
monday.com. Whimsical (F{1&B27%), eI BEIERRANNESMMERLN. HEEZT, % Grammarly
XENAE, EMFAAEXMELL, BABEHFAR—MRENZRESHE. FAUFAIUSRHERITE, B8
BENELR, XR—IERENE. AL, NRIFENENSRMNERL, ABEFKIANE LS MNEEFBIFFR
H1EIf, 1848 Dropbox EXHHEZEFEMEY, ABR—MEEMRFEIF.

(00:15:02) Yuriy Timen

English:

Then it's really powerful. | think that there is another case where referral and viral loops could work even
when there are inherent network effects. If you have a really beloved product, beloved brand. There's a
company out of Australia that | have opportunity to invest it called Laika. They do fresh dog food
subscriptions and incredibly beloved brand, a premium product. And so they're able to lean into a give

one, get one referrals, even though there isn't inherent product network effects, they're still able to
generate meaningful results off of the, and incentivize referring program.

FRCERIR:

BENEERK. HINAEES—MER, BMELERENNEYE, HENRSEIDERN. BRIWR
ME—TARREZNTmMmhiE. REBENSKRE-REN Laika BURARFILAE. WIMEHEDRITE, @
BRREER, FattRek. FElt, BELERENmMERN, thilthEdd “E—E—" XAHEEITL
FERZNMR, HAMEFITN.

(00:15:45) Lenny

English:

When you talk about network effects, what does that mean to you? How would you define that briefly?
FZERiE:

HIRKIEMBUREY, EIMRERENFA? MSWMEATEEEXE?

(00:15:45) Yuriy Timen
English:

Yeah, to me, | mean, honestly | define it | think probably a pretty quintessential way, which is for every
individual user, the utility that they derive from the product increases the more users there are on the
platform. The expanded version of that is in a case of marketplaces. It may not be the bore users broadly
speaking, but the more users in the markets that you care about, in the case of collaboration tools, it's
not the more users in abstract terms. It's the more users within your team, the more users within your
company, right? That correlates with your kind of the rise in your utility curve.

FRCERIR:



B, WEHKR, ELY, RNEXAREELH: WFES—NMEAAKR, BEFTS LA HREREN,
I~ mPRFHMALSEN. EHHFENERT, ENT RBRER: "X LAEAEAF S HIT,
MeERX O ETZFNAFEZES. ENETAENBRT, FRHMKEX ENAFEZEY, MEiRE
FPAA. fRNABANAFEZEE, ME? X5RA&RN _ EABREX,

(00:16:50) Lenny
English:

Awesome. So if you have network effects, AKA if the product becomes more useful with more people or
there's amazing word of mouth already, or there's collaboration, probably a good sign that you could
lean into virality or maybe referrals. What about SEO?

FRCERIR:

KET . FIUMIRIFEMERE, WMBRMNRTmEEABESERESAH, HECEH TRENDOHE,
BEFEDEYE, XARE—TMRIFNES, REBMRAILUAR T RS EERHER, 3 SEO IE?

(00:17:10) Yuriy Timen
English:

Oh, that's a good one. It's a very timely question because | actually in a process of helping a couple of my
companies figure out if it's the right time to invest in SEO. So I've been sort of a forefront of taking
exploratory meetings with agencies and SEO consultants and things like that. | mean, | would say the first
thing to figure... | mean, there are a couple of pillars, because obviously we all know that SEO has a
different return horizon than say paid acquisition. It's longer out. It's maybe six months is the earliest you
can see results. Even then it's going to be a small trickle that compounds over time, if you're successful or
you may spend three to six months leaning into an SEO strategy and then realize that it's not going to
back out typically at least in historically a company probably isn't like Series B before it starts feeling like

it passed a luxury of making these kind of medium to long term investments.

AR ERIE:

B, BSF. XB— M EFERNMER, AAKRERF LEEFEEDEN/IRABFERINEEEERE SEO MIIE
MBSl FRUER—BEATENG, SRENMM SEO MpETRAMR M. HBY, BEEFFENE - XE
B X%tE. HASRARKNENE, SEC NEKEARSHBRERR. CERK. MREAEENTREAEE
BER, BMEMLL, MRIRRINT, EFHIRIRAKKR, BENEREEM~EER, HEMITERLT =
ANTARAN SEO 5B, ARAXMERETEZWRERAE. BEBRT, BELEREL, —RATAIAEEE B IEH
R2fE, ZRRF/AERTHTEMA KRS,

(00:18:54) Yuriy Timen
English:

But | think that's shifting right now, but that's maybe a topic for later or even for another bot but a lot of
the strategies that | think we're reserved for Series B are trickling down to Series A companies because
they have to diversify way for pay, but maybe more on that later. So I think with SEO, it's like the first
pillar | would say is, do you have a unique angle when you take a look at the SEO landscape today, you
look at editorial, the landscape, which is to how to searches and who are the players there and what kind
of information is being offered? Do you have something unique to contribute to that conversation?



Another thing if | have to do an audit checklist, another thing is, do you have a unique programmatic

angle, right? For instance, Canva did dealt with templates. Who else is programmatic?

R EIE:

BHRINNAXMBERRTEETLEZN, XAURESHEEES—NER, BRZSHIANEERET B R AFRIRE
EETREARRT, AAMEMNETMAERERLASEN. FIXAIUFEEER. FUAXNTF SEO, AN
BE—IXHER: HMMURSKH SEC BN, RERHFRIFHNYIAR? MMRFELXAS (Editorial) AN
B, BN “40faIf” EMER, WEBRENHRR, RETHAENGER? (RESHIRSHIRER LUSTIEA IR

B? IRFEBH—IEHITER, 5—HFER RESHEMRHREF (Programmatic) YIAR? 40, Canva
WENZERR. THIEREFY?

(00:19:00) Lenny

English:

Saint Pier. (Note: Likely referring to Zapier)
R EE:

Zapier,

(00:19:01) Yuriy Timen
English:

Saint Pier, right. So do you have a programmatic angle and then understanding the competitive
landscape or the other one is, do you have a unique data angle? So for instance, a company | work with
called Monarch Money, which is in the personal finance management space. Think of it as a new and
improved version of MIT. There is a lot of users are connecting accounts and you have a sense percenting
patterns and things like that. Clearly there is a unique data, and so it's a question of, can you turn it into
some kind of valuable organic search experience?

FRCERIR:

Zapier, &, FMUMREEBREFUNIAR, ARTRESEE, HES—1 2. MESHERFHBIEIA
=? i, HEER—ZXKR N Monarch Money FIAE], ERFMNAVS BRI, IBEBRK Mint IFAHK
fRo BIRZAPERKS, RAIBANEIERENZLNERS . EAXEEIREFNHE, FAIUREET: fE
DRERERUAEMENENBARRERE?

(00:19:39) Yuriy Timen
English:

| won't go into too much detail in terms of what we're thinking of there, but that's another checkbox. If
you can check two of those three boxes as a back of the envelope framework, you may be in good shape.
And then it's a question of like, "How can you lower the cost of experimentation SEO as much as
possible?" | think as a rule of thumb, if you can time box it to three months, what can | do at the end of
three months? Is this likely to work or not?

AR ERIE:

BAZFMRARNERLENEGEE, ERRS— M. FA—EBIER, NRFEIEX=1
IR, BAMRKNBERAEERE, ARREMRE: “WNERATEERR SEO SRIRRIAA? 7 FIAA—



LUENZ, MRRERFENEIRFIE=TARN, EE=TAERBEKXEMEITA? XBEFTEREN?

)

(00:20:16) Lenny
English:

Awesome. Couple follow up questions. One is SEO feels like this dark art where you need some SEO
wizard to come help you through this. Do you suggest companies find somebody or work with an agency
or something else? What's your general feeling on SEO versus some other route?

AR ERIE:

A#ET. BTN ESAH, —=2 SEO BEGRE—M “REE" , (REE—L SEO KIMKHE(R, MEMNAELT
A, EEMAREHMETE, SHEHEMSIN? R3] SEO SEMRZMALHNESARERTA?

(00:20:33) Yuriy Timen
English:

| think SEO is pretty specialized skill set. There are some basic principles that always hold like best
content wins and don't do shady back linking and make sure that you're on page. SEO is good and your
pages are easily crawl, but | feel like everybody knows that. And where the winners are determined are
between the lines. Better than a sports' analogy? Maybe you can.

AR ERIE:

AN SEO B—UEHFE T pIRcEE. A—EERRMIBLER, thil “WBENE" | FERMARBAI R EHEHE.
HRIREYDIE SEC REFAZ TMEY, EHR/AKEIMEXL, MEATERETAMZL (Between the
lines), LLIABELELFIL? hiFIRATLL

(00:21:10) Lenny

English:

Between the lines. | don't know what that comes from.
R EE:

“Between the lines” o HAFEXMAREEHE,

(00:21:15) Yuriy Timen
English:

But anyway, what | mean is that there is a lot of more nuance, SEO developments and angles, where |
think is where the opportunity really lies to differentiate yourself. And that requires keeping up with the
latest algorithm changes. It's very hard to do that unless you are specializing in the art where the black
magic of SEO, and so that's why | think getting an outside resource at least for an audit is really helpful.
Now, whether it's a boutique agency or a solo consultant, | think that's more circumstantial, but I've
found at least with the companies that I've worked with, if we wanted to quickly vet the SEO opportunity,

I can doitin a very kind of amateur, at an amateur level.

AR ERIE:



BXiewf, HHERBE, SEOWARMUINRBRSAMES, FIAANXABEIERILIRERAM LT =R
o XFRBEREMNEELW. BFRIFREIIAR SEOMZEARE “BEE , BUREBIIX—=. XHEN
FARINAIRIMNER R (EO#TREIT) FEEEY. ETERBERAENEERMRIIMR, FINAX
BURTREER. BRAN, ELERGEINQTHR, MRBAVERETE SEO M=, FAILUA—TIEE L
R

(00:22:02) Yuriy Timen

English:

Plug things into similar web and try to figure out the right option is there, but you can get these relatively
inexpensive audits done from companies that you can then choose. Do | hire them to help with my SEO or

not? But | think that audit is usually a very good use of time because they have templates. So what they
can turn around for five to 10K would take you many, many human hours to try to pull together yourself.

FROCERIR:

AR SimilarWeb, HEHHEEEI, ERETUMN—LEQBIERSENEENEHITIRS, AR
PR . R RMMIRERM SEO XERAFR? EHINNEHIHERZIFEETTHEN, RAthiTERiR. t
{i19€ 5000 %I 10000 ETHEERERN AT, MRIRECEF, AREFEEELTHRIASILN,

(00:22:35) Lenny

English:

Are there agencies that you want to name that people can go check out or would you prefer just to keep it
from having-

R EE:

BREMMERBNRENMLARETHR—T? ERMERBRRE—

(00:22:37) Yuriy Timen
English:

I'll give one plug. | think one of the most innovative, disciplined first principles SEO thinkers and | have
met is Ethan Smith from Graphite. It's not for everyone. It's a pretty high end SEO shell. So | wouldn't
send the Series a company there, but Ethan also produces a lot of resources and what they've been
focusing on at Graphite lately has been actually automating a lot of their work and turning it into SAS. So |
don't know how far along they are, but you could probably already get into some of the betas from the
tools that they're offering.

FROCERIR:

HHEE—T HANBRINREFH. &RME. REFFEIERELN SEO BRKRZ—FHKH Graphite B Ethan
Smith, EXRNEEFREA, B— M EHESHA SEO HH, FAURASIE AR ATIXEIAE, B Ethan tiH(E
TRZ%EIR. Graphite E—EZEFEMINNEFLITEEmL, HEHEWNA SaaS ™. FRUAERARAMEM
MHBRITARRET, BIRAIEEEA XA HREN—LTRENIRART .

(00:23:18) Lenny

English:



Sweet. I'm going to try to get Ethan on this podcast.
FRZERIE:
AET ., E21AEEIE Ethan RXMEE,

(00:23:20) Yuriy Timen
English:

Yeah.

R EE:

§¥89

(00:23:21) Lenny

English:

I've seen his stuff and it's awesome.
R EE:

BREIMAARRA, FEH

(00:23:23) Yuriy Timen

English:

Yeah. He is a math scientist when it comes to SEO. Yeah.
R EIE:

EM, 7ESEO FmE, fEERET “NERFXK" .

(00:23:28) Lenny
English:

We need those. We need math scientist on ship. Okay. So we've talked about virality talked about SEO,
paid. Imagine that's pretty straightforward if your LTV are high enough and you can pay back ads on
those, then that's where you go. Imagine everyone can try it. Doesn't work for everyone. What if yeah,
anything you want to add there?

FRZERIE:

HMNBEXHEOAN. HMNBERFEREM L. 77, RITRITHRSAEE, %I T SEO, MERKMER. &K
BINRIREY LTV B85, HERBEI SWEIME, BAXMEMRNSGE. TR TABAUTH, EHFE
MEPABER. XTX—R, FEFTAEHTERE?

(00:23:43) Yuriy Timen

English:



| mean, there's a lot. There's a lot. | mean, | don't know how deep you want to go down the paid rabbit
hole because it's changing. It's probably the most affected growth bucket in light of the market
turbulence, the venture sentiment shifting. I've seen paying acquisition strategies at budgets. They are at
the brunt of that fallout. And so the question is where do you want to go there?

FRCERIR:

HER, XEEERZAT. RFMEMBENERXD “RFE" BHhER, ANCEREREZ K. £THH
AN IR EENRTE, XARERERFMRAMNIE KL, HEFNRATRBMINE EL T XMHHHIRE
Ho FRLARIERZ, (RASEMR73mEN?

(00:24:16) Lenny

English:

Yeah. That's a really good topic. | was saving that for later, but let's chat it better right now.
R EIE:

B, XB—MEBIFER. HAKITERIEEBR, BIEIIELT,

(00:24:19) Lenny

English:

| imagine part of this is Apple's tracking changes too.
R EE:

BEXEF o RRAEEERVBIRERE K,

(00:24:22) Lenny
English:

So | guess my big question is paid still lucrative and a good path for many companies is like 50% of the
time less effective. How do you see that shifting recently? And how should people think about paid in the

consumer subscription startup?

AR ERIE:

FAUEREARNREE, FRREMFZSARKRESNABFATEAR—FIIFREIZ? BEFE2E —FHNERE
TET? RNAEFRIENXMEE? HERZITEAVE AR NZINAERIERE?

(00:24:38) Yuriy Timen
English:

Well, I think in the short term, let's break it down into phases. | think in the short term paid acquisition
and just paid media dollars are contracted and we're seeing it already with Metas advertising revenue,
Snaps advertising revenue. There's clearly a global contraction happening to paid media budgets. A big
part of it is because all of a sudden the definition of efficient acquisition and good payback windows is
shifting. So before for a consumer subscription company, 12 month payback was decent. Now it's like,
you better pay back your paid media in six months or less. That's the sentiment.



AR ERIE:

i, HINAEER, HMTUBED NI, EHA, HEREFMMEREHIETRSE, HIMEEM
Meta 1 Snap B9 SRR EE T X—R. TREATEEAEERELKENNSE. RA—ESDREARZ, R
RziE, “BMRE M ‘REFLXEE” WEXRETEN. UAINF-SEERITHABRGR, 12 A/
E#EH (Payback Window) EHEA . M, BIRBIRKIFE 6 MANEIERIR BR[O BRIRIABL A
Xt BRIk,

(00:25:23) Yuriy Timen
English:

So the thought is reaction is like anything that's more than six months we're well board of six months,
we're cutting that and so there's that. Then there is just less tolerance for ambiguity and attribution when
the sentiment is like, "Let's grow at [inaudible 00:25:38]. Grow at all costs." If you can't attribute things
perfectly, that's okay. Now it's like, especially with venture back companies, you have to have two plus
years of runway, managers burn a lot more diligently now. And so whatever you can't attribute to sales
sue like, "That shits got to go." | don't know if we can curse on the pod or not.

AR ERIE:

FRUBERNRNE, EMEd 6 MTRRESHARRE, HMEBERE, Lo, AMMYFE (Attribution) RIFHERY
BAREMERT. URHEER “FME—IAMEK" , MRIRFETEMIGR, BReXxR. WE, Hi=2
HFERNKRERNAR, MBTEREU LIS REE (Runway), EEREREXNARERE (Burn) EHH
5%, Hit, ERATERHIIRAFEENRE, MER: “BRBIERE.” HANEERZTEETEHE
o

(00:25:59) Lenny
English:

Only available-
FRCEIE:

[BE—

(00:026:03) Yuriy Timen

English:

Well, I've been holding back for the last 30 minutes. No, I'm kidding.
R EE:

g8, &K 30 DR —EHERG. N, FIEr.

(00:26:03) Lenny
English:
At least.

FROCERIR:



(00:26:04) Yuriy Timen
English:

All right.

FRSZERIR:

g,

(00:26:05) Lenny

English:

We're not kid friendly, but nobody's cursed yet. So this could be okay. So you'll be the first.
FEiE:

BIXTHEAZEH ) LER, BEAIESARIRE, FILUSKER, RElLUEE—"

(00:26:09) Yuriy Timen
English:

All right. Way loud. All right. But anyways, yeah. So | think there is a short term contraction. However, that
opens up an opportunity for smart kind of attribution investments. So you're seeing an emergence of
some interesting attribution related attribution for incrementality related products. A couple that |
personally started exploring and looking into, and then you just see a lot more heads of growth, heads of
user acquisition, thinking about attribution in building their attribution stacks. And so | think that once
we settle into some kind of new normal, which is going to be a combination of just better attribution
stack on average for companies combined with just the level of acceptance, that attribution will never be
as good as it maybe once was. We're going to probably get hit. Come out of that and you'll see paid
budgets start making their way back. But even right now, during contraction, there are going to be some

winners.
Fh>CERIE:

YFIB, KEWRER, TIeWA, FIANEHRASERLE. AT, XAEERPAEREITA TR, 53—
BB, SHEEM (Incrementality) #BXEVIR~mEIR. FTABFRREMAREF/LD MEBIE
ZHEKATA. APRIASTAFHRRBZNAEEMIINIAER AR (Attribution Stacks). FiAA, —BEFK
MBENEM “HES —HRRFIREEFNARRARE, RERIFEKEAZGURIRFTE —K
NArge=Knh—AE, ARMESBINETMEAGLOA. EEERNE, TWEHE, 3 —ERK.

(00:27:26) Yuriy Timen

English:

The companies that had strong cash positions, have strong unit economics, strong paid back periods
already like Grammarly, Canva to name two that | know personally. A couple of others or many others

probably, they're going to be winners because all of a sudden, if previously they were competing with
companies who were nowhere as efficient as them, but for whatever reason had the green light to keep



spending, now all of those are going to pull back their budgets. And so those that have been disciplined,
have the instrumentation to track things better than average. They're going to benefit from decreased
competition on app platforms, decreasing CPMs, et cetera. So they're going to do winners for sure.

AR ERIE:

BERERAMEXT . BARULFVHMRFOREHBAT, LT AT B Grammarly # Canva.
AREEHMRS AR, TR ARK. RARAZE, MRUFMITEESIBERRT AN, EHF
KRERRESSMEN AT RS, NERLEQBHIBIRTE. Hit, BE—ERFRE. HELTIOKTE
BIFNERFENAT, SN SEERZERL. CPM (TRETHEAE) TEAZHE, FAUMITEESKAR
%o

(00:28:09) Lenny
English:

Wow. Haven't heard this perspective. It's so interesting that the fact that it's gotten harder, it's creating
new opportunities for companies to do it better and more intelligently. You said you mentioned a couple
tools products that you found to be potentially helpful in this. Is there anything you could mention there?

FROCERIR:

B, ERIFIRXMRR. REE, MRLHT, RMAPLEMISEGF. BEEENARCNETHIR. MR R
BT LA REX A EEEMNTASN m, EEARITIE?

(00:28:22) Yuriy Timen
English:

Yeah. Yeah. | mentioned a couple that I've kind of connected with in the last couple of months. So first of
all, Media Mix Modeling is making a comeback, which is something that kind of got popularized in the
math meant kind of advertising era of the fifties, pre-digital, and that's how that was the piece of the
methodology. | can't speak of the specifics there. The science is a little bit out of depth there, but it was
basically a way to use some data to determine a budget allocation across channels at the time was

probably newspapers and billboards, et etcetera.
FRERIE:

. BRF TS ELNAERIRN. 8%, ENASEKEE (Media Mix Modeling, MMM) [EZE+E
Fo XTE 50 FHRRFURANT SREBERIT. RLEFRAT, BENHNFREERARR, BEEcELLE
— M BEIERBE B REMBE RN E, SAREERREN SEES,

(00:29:03) Yuriy Timen
English:

It was leveraging data to some extent. You would were doing it maybe on a quarterly basis. And then you
would only update it every quarter. There was no way with media mix modeling. There was no way to
adjust budget in quarter because you weren't getting the data feedback loop that frequently. But media
mix modeling is now making a comeback because there are so many offline channels that are part of
folks channel portfolio today and that plus a lot of the online channels are becoming less trackable like
Meta for instance, with the iOS 14 shift. And so Media Mix Modeling is going to comeback and the



company that's leading the charge of bringing the Media Mix Modeling methodology of the traditional
advertising era and ushering it into the digital world is a company called the Recast.

AR ERIE:

EEEMEE LAMATHIE. MuUgEsSFEM—R, AEETEEH—R, FREANENASER, RLE
EZEENRAEME, AATREHERGEFANMESIHBAT. BENMASRENEEERLT, RASKALN]
HRELHSHFERZETRE, MERZEZ LRETHHREELUEE (LI035 i0S 14 THFMA Meta) o
b, WNASEREE=ET, MeIMX—EE. BERT SFHAHN MMM 5 ERSIANBFEANATRE—KE
79 Recast (IAE,

(00:29:48) Lenny
English:

Recast.

FRsCERF:

Recast,

(00:29:48) Yuriy Timen
English:

Recast. Yeah. So I've heard really good things. | haven't tried them with any of my companies yet, but
there are a couple that are on the horizon hopefully.

FROCERIR:
Recast, &, HIAEITRZFIT. HELKAERNEASELATFZHT, EFERRIBILRABZER.

(00:29:58) Lenny

English:

Double click there for a moment. Is that still useful if you're not doing TV and other forms of advertising?
R EIE:

RN — T MR AHEBMBEMEKNT &, XARAEEAL?

(00:30:04) Yuriy Timen
English:

| think it's still-

FASZERIR:

HIAAMAR—

(00:30:04) Lenny

English:



You're just doing-
FRZERIE:
RREBEM—

(00:30:04) Yuriy Timen
English:

Yeah, | think it's useful if you're spending a considerable amount, what's considerable, I'd say worth of a
hundred thousand a month update media. And if you have some level of channel complexity, so you're
not just like a Google Go or a Facebook, but maybe you're on three plus the channels. Then | think it still
makes sense. The other ones in the incremental space, they have very different methodologists actually,
because at end of the day, this might be obvious to folks, but maybe some will find value.

AR ERIE:

B, FIANMRMREANERSTHER—EMER (tbilEA 10 AETUL), EMEEAN. MBWNRIRE
—ERREEZM, LR RRER Google 5 Facebook, MEKR T =TULMERE, BAKINAENAER
Mo HEf7EIEEM (Incrementality) UHMIAREFF EBIFEARNSGEIL, FENIIRERK, XIFELLE AR
AEEEMS N, EHiFEEAZILKRMENE,

(00:30:34) Yuriy Timen
English:

Click based attribution or the digital attribution were all fawning over cookie based and click based, a real
parameter based attribution. It never demonstrated a causal relationship between our media spend and
business results. It was only good for correlative insights. And the only way to determine causality is
through real controlled experiments, randomized control experiments through incrementality testing,
which is typically really hard to do cleanly and also companies have always been often wary about doing
it because you have to turn off a channel potentially in a key demo and you're like, "Yeah." The benefit is
to learning of whether it's actually incremental, but the cost or the sales that | will lose today. But the only
way to really know how effective your paid media is through ongoing incrementality testing. So there are
two companies that are addressing that. Two that I'm excited about. One is measured, can be found,
measured.call, amazing domain name.

FRCERIR:

BETFSHNEARSEHFIETRE, AREBELRTET Cookie MAHH. BEFELSHHITR, BT MKIEHTHA]
HRFESZHSWVSERZENEARXR. ERMEXENBEER. MATERXAZANE—FEZEBIEINZ
FXL, Bh@E g EMNXHTHMMEBXR, XBEREHET 2%, MEASFENXFEHIFEES
E, BARARESZSEXAENXBIZIARBEANRE, T8 “UCUAREFITEETENGIEE, BRANERK
SREMKHER, BEIET RO BREAURNE—SERHITIHEANEEMH NN, BRRLFEEBRX D
IR, FIFURE. —NE Measured, FILATE measured.com 3, B EE,

(00:31:44) Lenny
English:
Amazing domain name, go with that.

FROCERIR:



RiEpYES, HE,

(00:31:45) Yuriy Timen

English:

And then the other one is incremental, but incremental-
FRCEE:

S—1=& Incremental, {B=& Incremental—

(00:31:50) Lenny
English:

Outcome.

FRCEIE:

Outcome,

(00:31:51) Yuriy Timen

English:

... no vows except the last A between the T and the L.
R EiE:

----- BT TH L ZEMRE—TAZI, RBETE.

(00:31:57) Lenny
English:

Excellent, great job.
R EE:

KET, TR

(00:31:58) Yuriy Timen
English:

So many free plugs today.
FRCEIE:
SRMTXAZRE o

(00:32:00) Lenny

English:



Yeah. | love it. That's great. This is what people need. They're just like, "Okay, what do | actually do"? And
so the more it's clear what to actually try and how to solve these problems. The more people can actually
make change. | had a couple questions here that | wanted to follow up on. One is founders might be
listening to this and they're like, "Amazing. Okay, we're going to grow. There's three ways to grow. Let's
do it all. Get someone on SEO to get Jane on paid. Let's get Fred on virality."

FROCERIR:

2H, HER. XREF. XMBANFTEN, M8 “GFIE, HERZEAM? ” AL, EERE=AM
AR AR R, A(pRE EIEMHAE. FBE L RERRH, —eART XERTERE:
KET, ¥, BNBEK, B=ZMERKAN, iLFK(2M. DA SEO, ik Jane 7a5fH8E, it Fred A%
mEILE.”

(00:32:32) Yuriy Timen
English:

Yeah.

FRSZERIR:

=0

(00:32:32) Lenny
English:

So in your experience, is it smart to focus on one and then expand down the road or try them all see

which one works best? How do you advise companies think about these options?
FRZERIE:

BARFERNEZLE, BATET—IMARERSY RILREERE, E2£MEZHXEBEWMUREE? MUOARNA
5] B E Xk R?

(00:32:44) Yuriy Timen
English:

I would say focus paired with rapid iterations, right? With limited resources. Naturally you have to practice
some form of essentialism and ruthless prioritization, but at the same time, the clock is always ticking.
You can not burn. That there is a finite number of tries that you have at finding what works, right? What's
going to help you unlock the next level of growth, get to the next funding round, extend your runway. And
so | think either one taking to an extreme focus or trying multiple things is not a good thing. And just in
case, it's not obvious if you focus on one thing and it ends up being the wrong thing, you've wasted really
valuable time and now you have so much less time left to find something that does work. Spreading
yourself very thin oftentimes in the early stage companies, it's one person who's in charge of all of
growth, but they also have some other kind of responsibilities like maybe ops and customer success.

AR ERIE:

W, TEREGREENR, WE? FRBFEROBERT, (MEACALBEEMEN “BEEX
(Essentialism) MEFEHMTLHARF. ESLEN, N —BEBEFEE, RTEABERE. FIWERS
ARNRIREZ AR, WIE? FARFEMABR T —MERAER. #NTIERME. ERMIVIATRME? R



UFKINN, TRRRIFEZEIERZAXRSE/HABH S, H—FHEMNIE: MRMETETFT—MHE, ERIEA
BRI, MEIURERTIREESRHEE, REFRIWERGEZNNEMELDT. ERHARE, BHDHERE
BE, BEER—TAMFEAERNERK, EMIEEREMIRSE, tilEEME K.

(00:33:54) Yuriy Timen
English:

If you get them to try five different things, they may not try them anyone individually fully enough,
because | like to say the only thing that's worse than a channel or a tactic that you tried not working. The
only thing that's worse now is when you didn't give it the appropriate shot and you pretty much surely or
erroneously concluded that it doesn't work. And it's remarkable how often you find that to be the case
when | talk to companies, "Oh, YouTube, we tried it doesn't work." I'm like, "Okay, can | see what you've
tried?" And then you look at it and you're like, "Oh, this thing was not designed to even have a shot at
working from the get go." So to answer your question, | think it's focus with some guard rails so that you
know exactly when it's time to move on to the next thing.

AR ERIE:

MRMMLAENZREHRENER, WAL ENEFREA— HTRONZH. AAKRER, LIRS
REWRBENEFAERRNE—0S, MEMEELE—TSENIR, MIFRHHRMETEET R E.
REQRRMET, KAXMERLZENRESEIRA. “B, YouTube, HMNXIT, KA.” HRRW:
“9F, BULRBEMNZRTHARE? ” ARMF—F, kM. ‘B, XRAN—FEMAZEN T EEEER
MigITEY.” FRUAEIEMREYEE, FHIAANRHE “P1=" (Guard Rails) BY%IE, XIF(RRUBEHADE (+4RHE
122 Il N =

(00:34:51) Lenny
English:

This episode is brought to you by Eppo. Eppo is a next generation A/B Testing platform built by Airbnb
alums for Modern Growth Teams. Companies like Netlify, Contentful, 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 waste of time building
internal tools or trying to run your experiments through a clunky marketing tool.

AR ERIE:

TETEH Eppo #EBh. Eppo @ H Airbnb RE NI KHEBAITIERN T —HK A/BMLFE &, Netlify.
Contentful #1 Cameo HEAE)EMH Eppo KL IFMIINLL, TILIREMEILIE, BITLREBTEHURHEE
Z, EEFEER LT HESIAEKAMNNEARER. XSRATRENEWERNSITE, HELEE
WREBEBMERE T ERIEITLR,

(00:35:21) Lenny
English:

When | was at Airbnb, one of the things that | love about our experimentation platform was being able to
easily slice results by device, by country, and by user stage. Eppo does all that and more. Delivering
results quickly, avoiding annoying prolonged analytics 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 you turn north
star metrics like activation, retention, subscriptions and payments. Eppo supports test on the front end,



the back end, email marketing and even machine learning clients. Check out Eppo at geteppo.com.

Geteppo.com and 10X your experiment velocity.
FRERIE:

HIIE Airbnb BY, ERERFKNHVILRFEN—RE, EBREMMIZGE. BXNBAFPMEBEXERETIAD
#. Eppo HEEMEIXL, BEEFL, ERRRERMNER, BRNAREKSMAER, HEBIRENRIKEIA IR
EAEENRARERE, Eppo iLffEBHEARNSTEHRIENR, BFMXEHE. BEF. TRMNZOHFIRERET.
Eppo Z¥Faiim. fGim. BFHMGEHEEENBEIZTFPIHHINIR. 15I5R geteppo.com &EF Eppo. 419
geteppo.com, iHREVLIRERRFA 10 1Fo

(00:36:01) Lenny
English:

This might be too hard to answer in a chat like this, but do you have any guidance for how to know when
you've gone far enough? | imagine there's a lot nuance and detail there. Is there anything that you could
share?

FRCERIR:

EXFRIIRF, XAIRERERE, BMELBETAESRI, SFRMNNENEFARRELZHSEBS
T? FEXEPBERSAHENNAT . BHARTUSENT?

(00:36:12) Yuriy Timen
English:

Love the question. It's very thought provoking. | think with some tactics and some channels you can fairly
objectively create some test guard rails where it's like, if it's YouTube, we know kind of minimum number
of impressions that you got to get. Try two to three creative angles. Here's the click through rates range
that you're looking for. If you get within these ranges on these KPIs, keep going. If you don't, abandon.

FRCERIR:

RERZNEE, FERARE. AN TFRERBNRE, RAIMELEMMSIR—ENE 4P o b
g0 YouTube, FHATAIEBRLIRENRLETAE. SHRE=MEIRAE, XRMMPENREXRTE. WOFR
fRIEXLE KPI L3RBT XEESEE, mAksr; MRKE, mMEF.

(00:36:48) Yuriy Timen
English:

| think that's important to also know that abandonment doesn't mean we will never revisit it again, right?
It just means that because every time you're evaluating, the concept of sunk cost. So you have these
periodic, | think periods of reevaluation where it's like, "Okay, did we try enough? Is this more art than
science frankly." It's like, "What's the incremental lift for us as a team to try to experiment with the next
phase of this channel or this tactic? What is the opportunity cost of that? What are the other high profile
things that we could be trying?" You were right and save this topic too hard to answer in this format, but |
would break things down maybe into two types. There are some channels or tactics where you can
objectively figure out som guard rails for when it's showing promise or not, because you can pull
benchmarks on good click through rates and things like that. Then there are other tactics where you just
have to exercise more judgment outside of benchmarks.



AR ERIE:

HANEREENRERD, BAAFFTERERNKZFAEBER, WE? XRZRASRITHEISEEEETN
BA (Sunk Cost) . FRLAREAEIMMERITMEE, (R “@E, RNFZATBSTE? B7%H, XE
ZRZAEZENF? 7 bil: “FNFAZSHERRXNMREHREIY T, BEHHRSMEERA? HilS
BAEZL? BIETURRAPLEEMBNENSSE? 7 FREXN, XMEEEXMEA TRERZ, BFKA
RESRBED AL, BEREHRBMAUZFWHFEIE—LiPt=, FHERSHENR, BNRAUSERIFR
HRZENEE (Benchmarks), MXFHMERES, REFEREEZINEAEZHFIET,

(00:37:54) Lenny
English:

Yeah. Yeah. That was actually really valuable and very challenging question to try to summarize quickly
so thank you. One more quick question along these lines. So you talked about these three broad ways
companies grow. Oftentimes a couple of them work, something I've seen and I'm curious if you agree,
usually one is like 80% of your growth and then you layer on a couple more to optimize. Is that what you

(00:38:18) Yuriy Timen
English:

Yes. | think companies that we know and admire and reference in case studies or in podcast, such as this
one. From the outside looking in, you oftentimes assume that it's a highly diversified growth engine. |
have to say it's often not the case. Definitely the 80/20 applies. There is a kind of strategy that's working
overwhelmingly well, and there is a scramble internally to minimize reliance on that one thing. And on
the discover slash on the walk, the next step function, the next growth horizon. In the case of Grammarly,
it was performance marketing kind of over reliance on performance marketing during part of the
company's life cycle. And so it was like, "Okay, this thing is working." It's efficient so you don't want to
stop pouring fire on it, but you're also thinking months and years ahead, what kind of risk does it open
you up to?

FREiE:

M. FIANNILEIATA. RMHETRGIARIUEBETRSIBNAE, MINBE, MEESRIREE—
EEZEMIEKEIZE, BFRAMN, FREFHIFMLL, 80/20 ZNLEITEM, BEHE RIS RIS, M
AENETF RN X —MHA LR, HREFT TR KR. T—MEKMFL, U Grammarly 7
B, ERABIEGMARNENE, @XREHE (Performance Marketing) , EEB S ERKH, HERER
B OWE, XRABM.” BREM, FIUFRREELRAN, BRESBERKNDPBMLE, XRLIRHER
T+ ARFRIXES?

(00:39:35) Yuriy Timen

English:



And so there is a scramble to fight and at Grammarly, it's been successful there. With Canva, it was the
SEO angle. So for them, that was working really well, which is more defensible than paid. That's sort of
long tail programmatic SEO angle, but look, you're always susceptible to Google algorithm updates and
so how do you derisk yourself from that? But to your point, yes. And | think that surprising thing to people
probably is that it's also the case with some later stage companies. It's not just early stage companies that
are kind of one trick pulleys. Sometimes it's later stage companies as well.

FROCERIR:

FRIARRSBHERE, £ Grammarly, XAEBEMEREMIN. 3FF Canva, NE SEO BE. IR,
SEO M RIEELF, MAELTEREFE AR, BEEMKERZEFK SEOMWAE, BFRE, REERRZZE
Google B3R BTN, BARMAMREXFHXILIE? ERMONEMS, 0. FIAIEANRINFZFHA
BB, —LEEHEMENARNENL. FMUNERIARRE “=RE" , GNEHEQARHE—#,

(00:40:11) Lenny
English:

This makes me think about is there's kind of these three phases to growth. There's the kickstart phase
where you're just doing a bunch of stuff, trying to get things moving. Then there's that you discover your
first main growth engine and then there's layer on additional engines because you want to diversify.

AR ERIE:

HiLEREERABE=TER. BEARBIMMNE, MRARHESEE, RELFBEERIER. ARRIRAIN
TIREIE— P EREKSIE, REREMIFINIGIE, AAREELINSHF K.

(00:40:25) Yuriy Timen
English:

Yep. And one interesting, what | believe is an interesting period and a lot of it is gut feel, right? And | try to
direct companies. | encounter sometimes early stage companies is when one thing is working well and
they're already worried about over reliance and they're starting to talk about diversification and | come in
all the times and | see showing up in their OKRs. | come, "No, no. Too early. I'm glad that you're such a
forward thinker. Put all of your energy. Sure, this one tactic is accounting for say 80 plus percent of your
new user acquisition, but your user acquisition is still small. So don't get distracted with diversification.
We'll get there. Lean more into this, hit this growth rates, stand this up. Build this into a real strategic
advantages thing that's working."

FROCERIR:

wiE. — M EBINE (RAEELEENR) ERENSBE—LERHAAE, S—HFHEMFE, tilme
ZFFRIEOIERS, HARKIESEF . REEFIXHIMEMIIB OKR . HRH: “F, £, XET,
BIREHMXABIEL. EFEFRERNEBREX LE. HA, X—M=RI&S T IRAFIREB 80% UL, B
RAFREVEEMARN. FIURBRSHADECER . BT ERZFIMMNERD. MEBMAKN, KE|
EMEKE, IBERBITER, BXMEMNRAITISREERNSEMLE.”

(00:41:17) Yuriy Timen

English:



So | actually have to talk them out, focusing on diversification too early. Contrast that with some later
stage companies for who are... At scale, | know 50 plus million ARR, 90 plus percent reliant on a single
acquisition channel, which just mire with risk and diversification is a blind spot for them. And then with
those, | have to be like, "Hey y'all. Here's the risk that you're carrying. Let's start carving out bandwidth
resources to try to go and explore these other channels with tactics."

FROCERIR:

FRIAFRSEFR ERRAWR M ABES R RE S . BELZT, —EFHAQE- - EMR L, HAEFLEAT
ARR (FEZEMWAN) B 5000 5%, {890% MU EEHTFRE—RERE, XFTH 7 XKL, MSFEEIH
MRAB—TER. WTXERT, HLHTR: TR, &, XERIIABIXER, iEHIIFREHEMEA
R, ERARREMREMRE"

(00:41:49) Lenny
English:

That's such an important point. It reminds me Casey has this hilarious line that he uses that the money's
always in the banana stand or there's always more money in the banana stand from [inaudible 00:41:59]
development. That basically your growth is probably going to come from the same place it's already
come from.

AR ERIE:

XE—TMEEEENMR, XiLFHAAHE Casey BARIBERAIE, Mt5IH (LKEZFME) (Arrested Development)
BMAEIEN “BREEESEME” (The money's alwaysin the bananastand), BEEREALZE, REVEKRER
BENFARBEBEFE/IM A,

(00:42:03) Yuriy Timen
English:

Yep.

FASZEIE:

R o

(00:42:04) Lenny
English:

And that you shouldn't take that for granted. And you should put most of your efforts into continuing to
optimize that versus being distracted by, "Oh, let's do SEO now."

AR ERIE:

RANIZIAAIBREFF AN, M ZBEABDBARERSMLLE L, MAZH "B, LIAIMEM SEO
IE” ZENEBDBEE

(00:42:11) Yuriy Timen

English:



| see that argument for sure.

FRSCERIF:
R IBMAR ML S,

(00:42:13) Lenny
English:

So you mentioned at this point about how later stage growth strategies are starting to move earlier into
growth strategy planning. I'd love to hear more on that.

FRCERIR:
RNIA 2R, EEAEKERBSIIEF AR AT H A REIE KRB, RRBAIAES X TFXAENRS.

(00:42:22) Yuriy Timen
English:

Yeah. Let me expand on that in the world that we lived in last 18 months, or let's say up until say three to
five months ago. We were living in a world where funding was abundant and plentiful, startups were
conditions to think that they could raise twice a year. Valuations were quite toppling within a year. You
raise in January and then you raise in November and your valuation five X. And so companies were
coming off of these ridiculous Series As of 15 to 25 million dollar As and they were like, "We got to grow as
quickly as possible. What can we activate to give us immediate return?" And the answer is almost always
paid. That one going to give you, especially if you're think you want to go back to raising less than 12

months later, that forces you to focus on very kind of short term tactics, short payoff tactics.
FEiE:

B, UERIFMRA—T. EIX 18 1A, HERI=ZE1AR], BINEFE—ITASRETHROER. 78
RE BT NN —FRAILUMER R, HET—FRBXEM. R 1 BHRE, 11 BNHBR, EEMETS
& FRLLABIEEER] 1500 5 2500 HETXMEEN ARRAE, 28 “BITBARBRER, KiTERE
FARRBEEHR? * ZERNLFLEMNERE, BLMRER, FHRMRIFITEERE 12 MARBKRE
%, XRBEREETIFE AR MBI R,

(00:43:28) Yuriy Timen
English:

And so things that SEO, there was no room to think about that for early stage companies. Because payoff
is going to come maybe in 12 months in terms of meaningful payoff. We care about getting to the next
round and maximizing our valuation between now and then. SEO is for the grown up companies. When
we're that we could think about it. And they were getting the reinforcement from everywhere, from peers,
from VCs. It's like it's growth, growth, growth. The growth at any cause.

FROCERIR:
Hit, NFREABERN, RIKETEEZE SEO ZEXNEF. RABRXHIEIRAIEE 12 MAEA =E
Fo HMNROBBHENT IR, HAEBZAIRAUENBMGEE. SEO B4 “HME QEMHBY, FHRITKKX

THBZE. MEMIMNELFEXMEE—KBRTT, KEXRK. MEE HK. EBK EBK , FE-]
(RGAY: RN



(00:44:02) Yuriy Timen
English:

| think what happened now and we'll see where things stabilized because | think we're still in the midst of
a little bit of chaos. What's happening now is the same VCs are saying, "Okay, it's now survival." You have
to extend your runway, minimize burn, high burning if you have to. And all of a sudden growth, whether
explicitly or via inference becomes kind of a secondary objective, especially for all these companies that
are far from being cash flow positive. They have to figure out how to stay alive, but not have to go back to
the market and be sort of a victim of shitty terms. And so | feel this is me extrapolating because venture
capitalist didn't actually tell me this, but I'm extrapolating that growth is a secondary objective now. It's
really focusing on sustainability due to economics, accepting your runway control your destiny, getting to
default life.

AR ERIE:

HIAANMELRENFR (RITEEERBSAEMERE TR, BATAARIMNATF—rORBELZF) 2, FF
B—HXUR IR OB, MEREFEN” FOTGERMEMPE, B, CEMELEER, RA
zZi8l, K (TILERMIERET) TR TREBR, FiEXN FRETRERATREDN LS, i)
BAFBRMEET L, MAGEEITHHRNERFRNREE, RATXEHHEL, RANKHEER
MEIFRXE, BREMEKIERREZBT. HENERRRULFTNGAFENE, 26 8 CHIERE
8, ZEiFECHE, RE “BIAEE" (Default Alive) BTIRES.

(00:45:00) Yuriy Timen
English:

And all of a sudden it's like, "Okay. Plus paid is a lot less attractive now. Can't afford to be acquiring users
at like LTV cap one to one." That's now a no-no. And so SEO is now becoming more attractive because
once you got your burn under control and you're thinking, "Okay, we saved all this money by reducing
our paid budget. We're cutting it entirely. How do we put some of those resources back to work?" And all
of a sudden SEO starts looking a lot more lucrative because it's almost like you took the urgency of grow
at any cost in the next six months, you took that out of the equation. So now it's like we're in a position
where we don't have to go back to raising 12, 18, 24 months. We have 18, 24 months worth of runway and
now companies are starting to think more in terms of building more sort of sustainable and defensible
growth initiatives.

FROCERIR:

RAZIE], “GFIE, M ENBRRERERSIDAKR. FINAIBREL L1 TV EEFIRERBAT.” XIMERE
To Eit, SEO MEXBEAWSIN, AN—BREH T, (RE8: “FE, HiTEJRIRMETEET
TRAZH. HiTeiET . RN XERFERLEER? 7 RAE, SEOFBERERFAET,
ERRE “RFATARMERNMER” HRBBMENFZIRT . FIUIRENERZE, BINIAFEE 12, 18
24T AARBREE, &6 183 24 NARIME, MELRFRESMEEREILEAFFLEMBEMERIEK
il

(00:46:02) Lenny
English:

Fascinating. And as much as people may want to do SEO, like we talked about earlier, doesn't mean they
will be able to pull it off because there's these things that have to be approved for your type of company



and-
AR ERIE:

SIANEE. REANTAIAERRM SEO, RGN ZAKEIR, HABWEMI]—ERRY), RABTEFBLATT
BIfNRERE, HE—

(00:46:12) Yuriy Timen
English:

Yes.

(00:46:12) Lenny
English:

Yeah. Going back to point you made earlier about paid being a really interesting opportunity right now
because it's become harder. Would you say generally you're kind of like pro, tri paid, go paid be in this
time because I'm finding a lot of startups are like, "Oh, we can't do paid anymore. We're trying all these
other approaches to grow." Is that like alpha right now? Start thinking about paid in a creative way and
maybe this is going to be a huge advantage.

FRCERIR:

2. BIERZAREINMS, BIYERENER— T EEFENNE, ANCERERT. (RRRMEEL
EBXFHEXTHASHGRRENTG? AARKMRSMIQBEER: "B, HNFEBMEET, KIE
AZRHPIEXEREMIIERTTE.” XERERE—M “BFm” (Alpha) =137 FRULISENAES
THRRE, BIFXSRA—TEXRBNLE,

(00:46:35) Yuriy Timen
English:

So there are two pieces to do paid. | mean I'm oversimplifying, but | think people will hopefully
appreciate the over the oversimplification. Number one, because it actually drives returns at efficient unit
economic, whatever that may mean for your company, your business, your industry. The other way to do
it is because it's a very quick way to get learnings on messaging and positioning on designs on features.
You're thinking of launching et cetera, right? It's hard to get faster learnings at scale than A/B testing
headlines, Google search or whatever. | think the problem that I find is when a company can't have which
camper in or where they try to say that they're in both, but really it's like, "Okay, you're funneling a
hundred K a month." It's super inefficient and they're not even running experiments to actually get the
learnings. | can assess the company, even if | don't download the industry as well, based on just seeing
their funnel performance, their conversion rates, their retention curves, their LTDs, understanding their
churn.

AR ERIE:

MABRREEM AN D, RRRFEIERNL, ERFEAREBEEIME L. F— FHNCHLEES
MEV R e THRER (TIEXMRNAE. USHITWEREFTA). F—MAEXE, EBRMXTH



B, Efl. KItSIRTEHERAINESE A ENREN—FIEERENS I, WIE? RIEFLLTE Google IBHR
B E T a EHITAMIERE A/B MIHATEERNFEIFNT . HWUNARKANEEZ, S—RAFDFAEBCRE
FHANEE, EMITZERECRERD, BXHFLER: “UE, MERKRAN 10 HET.” XBREY, M
BMEERBIETRERAEERFIMR, BERRTERNMTL, ZBEEINEMIIARFR. %
LR, BFghL. LTV BN T FEINESRRF R EXR Q.

(00:47:43) Yuriy Timen
English:

| could say whether they stand the chance at making paid work as a former strategy. So not just the
learning mechanism, not just the kind of a feedback engine, but actually a profitable at delivering
acquisition channel or strategy. And if | see that they're not there because the funnel doesn't convert well,
the users don't retain the LTDs are too low. Then | say, "Hey, it's not time for paid. Maybe car on a little bit
of budget if you want to quickly test positioning and things like that. But it's just too soon." But instead |
encounter a company that's really healthy conversion rates, strong LTDs. | do a little bit of competitor
research and | can see where the opportunities are, which channels are less saturated than others. Then |
may say, 'Hey, it's worth it. It's worth a go." And also just seeing the bigger picture of their financial
health, how much runway do you have? What does your monthly burn look like?

FRCERIR:

HAI LAt IR S BN B REM N —THER R, FIURNUXZEA—FFEINGHRIFEIE, mE
EAN—TMHEIERRFHNRATRENREE, MRFEIMMITELEEINKTE, BANiRHEERE, BREES
£, OIVKIR, BAKIR: 8, WEEFZ2MAENIR. WRIFEREVXEMUZ LIRS, BIFFIUE
—RRWE, BREENKRET.” Bk, NRFEI—RELRIFEER. TVERHNAFE, AW —RR
EWFHR, EENERE, PLERELLEMBEERMM, ARKATESE: %K, EF—H.” FANHE
Bt SRKRNAE: (FEZLVIEREE? (MEANAREHESL?

(00:48:41) Lenny
English:

Right? Because paids like cash going out the door and it will return hopefully at some point might be six
months might be a year, and so that's a real constraint. You mentioned onboarding and funnel
conversion. Two questions there. One, do you have a heuristic of here's good for conversion rates? Is
there something that you think about there that you could share or is it very case dependent?

AR ERIE:

MIE? FAAMEMGIEREIIN, FECEERITHERER, AgENTA, BrAgE—F, UXE—
PMEEHAOR, MRET NRSISHFE R BRIMEE,. £—, MERKEXT “TABRFHREER" NE
WEN? BB AMAUSENES, ERRXIFEBRTAKIER?

(00:49:03) Yuriy Timen
English:

| think it's case dependent, but yeah, it is. It's not case dependent. It's category dependent. So it's not
that every company is so case, but it's like, we got to know about what buckets we're talking about. | will
say that... Let's say we talk about prosumer premium SAS, ala Grammarly, ala Canva, Whimsical, InVideo,



things like that. Yeah. | can confidently say a healthy website visit to a free user, a free account creation
conversion rate. It's probably in that 20 to 35% range.

AR ERIE:

BINAZXBURTFEKER, BHFRREELE. ERIRTEIN. HFARERATFMTLRRE, BRIVEFERK
TN IEW N ERl. e RIREIMITIEHNE “TUHEE” Sin SaaS, tbdl Grammarly. Canva.
Whimsical. InVideo 22£M, 8, EAIUBEMR, —MERN “MisiAmBEERAF" (BI%R2EKFEIE)
BEALER, KBETE 20% % 35% ZiEl,

(00:49:43) Lenny

English:

From landing on the site to signing up?
FRCEIE:

SNVt Dadi g

(00:49:45) Yuriy Timen

English:

From landing on site to a free user at scale. Earlier stage, you have strong product market fit with some
kind of small audience segment that conversion can be 40 to 50%, but as you go broader, it'll probably
asymptote at like 25, 30%. What about a conversion if you're premium from a free user to a premium
account or paying account? | think anything under 5% is not going to work long term, regardless of how
big your top of funnel is. You may get the soft point, but for you to remain an independent company

continuously growing pre IPO, | don't think it's going to happen. It's got to be north of 5%, ideally like
more than 7%.

FRCERIR:

FEARMRERT, MEANNEEIRARERF. ERME, NRMERNEDRARBHEAPRERAN~ @™
ZHILERE (PMF), $¥%EALLEE] 40% 2 50%, BEEMEE ZNHIZYT &, ERESIZFMIZET 25% 2
30% EH. B4, RMRESHR (Premium), MEERFEIBEWKF A BRMKA A LERIE? FIANEMA
T 5% BV WERMKIIREHBEITAEN, TEMNFITNBEZ K, MARSRIENTFER, BRI
BRFHEAN—ZIRILATTE IPO BIFEIE K, FOANIEARATEN. ELABT 5%, EEERTEEI 7%,

(00:50:39) Lenny
English:

Wow. Super handy. On the onboarding point, what's your thoughts on investing in onboarding and that
part foe of how often is that a fruitful area of investment?

FROCERIR:
i, FEXH. XTFANREISX—R, MHRENRSISERNAER? BIETIENRETE, Hpin?

(00:50:49) Yuriy Timen

English:



Almost always. A lot of my work is in that sort of a prosumer space. So the products tend to be more
complex. Airtable, whimsical, Canva, InVideo. They're very robust products. And so it's very easy to get
lost in their editors. | think what all of those companies are trying to do for their respective verticals and
use cases is they're trying to democratize access to fades that previously you have to rely on professionals
for. Maybe in the case of bayer team bot, it's your engineers. In the case of PM bot, it is professional
graphic designers. In the case of a video, it's professional video editors. So when they're trying to
democratize access, but they're also trying to make the products robust enough to be comparable to a
professional great quality. And it's a very difficult place to play it, right? It's like, how do you make it
simple enough where a nonprofessional can use it, but robust enough where they go and say, "Oh yeah,
this is as good as if | would've hired a professional fill in the blank."

FRCERIR:

NIERREERN. ZENBRLZITHEBERXM “BAHEER" ME. FIULTRETEE R, Airtable.
Whimsical. Canva. InVideo, EfIHEIFERBAN™ M. Hit, AR RASZEECNINEESRFEREFA. &
INAFTBEXLEATES BNER TS BEIFFRHE, MR2IXER LTSI T L AT ETHRNESE ‘B
FH o EREERT, UB{REBEIRIN; £ Canva WIERT, URIEEE I FEI&HT; EMSRME, MU
ASER L ASMEIET. FAAHSMi BT RREE.N, tiTBifELIFREBRA, LUARIERIRIR
2, XB—MIFEHFEHNSA, WE? &R MUl RBER, LETIWATHEFH, EXEBRE
K, iHAIEE: ‘B, XMBE—DB AT R R—1FLT.”

(00:52:19) Yuriy Timen
English:

And that's where onboarding, sorry for the long answer. That's where onboarding is really, really
important because there's such a huge difference between landing someone on that initial editor page,
be it Airtable, Canva having that left to their own devices versus getting as much information or as much
relevant information front and then customizing that landing experience for them. So that if they're there
to do X and we know XYZ about them, we're able to guide them and not expose them to the robustness of
the product all at once. So the short answer is almost all the time onboarding is a big opportunity.

FROCERIR:

XAENRSISHER, BREAEFERK. NRSISZAUFEIFEEE, BRENMLIEABRH#NIGRE
#200E (TLILR Airtable I£2Z Canva) FHILIBEBXR, STARMRAESHEXESHAMIIEREM
Al zie, FEEEANER. X, MRMITREATHX, MINTRENXYZES, KiMES St
i1, MAR—REETmIFIEERINEHHERIIIER. FAUERNEIER: LFERERE, ARSI
BT EXREZR.

(00:53:04) Lenny
English:

Awesome. That's what | was expecting to hear, to give folks some context. What's kind of an order
magnitude that you've seen improvement on onboarding and maybe impact on a company improving

onboarding.
R EIE:

KiET, RERKMBMPZIAEN, ATHAR—ESE, RIIHLENRSISHAHRIVEASERATZ
Z? FEWRAENREISH—RABFNVEMESZK?



(00:53:15) Yuriy Timen
English:

Earlier stage companies where still haven't really approached the local maximal, but you haven't
experimented with a ton of things. | mean, you can two to four X activation rates easily through
onboarding. | think later stage companies like maybe Series B beyond, | think you can still probably get to
20 to 30% lift at activations. It depends on how many low hanging fruit are left to tackle.

AR ERIE:

MNFEHARBEEXRBEHEAE BEREHIXSHRANTRAAE, BINRSF, RETUBEMREHER
(Activation Rates) 12 2 2 4 &, HIAAWNFERARR (Ebal BKRUE) , RETEEIZAR LAIRTG 20% &)
30% BURUEREF . XEURTFIER TS “RENRE” (BZERMNER) AT,

(00:53:46) Lenny
English:

That makes sense. Yeah. Till the onboarding, there's always money in the onboarding banana stand. On
that kind of same idea, do you have a general feeling of investments in this stuff often pays off and helps
you grow and is often higher ROl and investments in bucket B are rarely successful. What would those two

buckets be?
AR ERIE:

BEE, 20, NIRSISELZEREER GIRAEERNE). ETRAFRNER, MESE—MEENRE, B
ATRETHBESERRASEIIER, B ROl (RALKREK) E5, MRAT “BE" FTURMIRIDIN? XK

eyl =1

(00:54:07) Yuriy Timen

English:

So thinking of investments rawly, right? Not just monetarily.
FRCERIE:

FRUARI X R, WE? NMUNEETR L.

(00:54:13) Lenny

English:

Yeah. Yeah. Time and resources.
R EE:

0, BHEfE IR,

(00:54:15) Yuriy Timen

English:



Yeah. | mean, | would say that getting to know your customer always pays off. So it's user interviews and
getting to know your market, your customers, and your prospects always pays off. Customer research,
inside surveying, interviewing panels incredibly useful. And | found that to be very especially early stages.
The amount of clarity at momentum that it can create inside of a seed Series A up to Series B company
when you first do some proper research push. The way it can galvanize the team and give them focus and
clarity and purpose is remarkable. So that always pays off. What doesn't pay off? | mean, | think over
reliance on paid, it comes to bite you in the rear end. When | think about tracking an attribution, | think

it's a question of the right level of investment at the right stage.
R EIE:

B, BRI, TRENZEFASEZBEEN. L, BRITK. TRANTG. MNEFMFNEERR S
EERN. EPWR. AMFE. HRNABREER. HAUIERHMBLHER, SRERHITEY
RURRSHEREY, CRENThFIE. AREE BRATRNEE)EH EXRMBMEMSI . SHBEN. BFbi1E
A7 BEWEMBRRNARNEEEN. FAUBRESEEERN. tAKERIR? HINNBIERTERE,
ERARIFERAER. SHEZEBENITREN, FIANXE—MEERMNRHITERKTRENRR,

(00:55:19) Yuriy Timen
English:

Rarely do companies get it right. They usually fall into one of two buckets where they underinvest in
attribution and they are now, their budgets are up high. They have a broad channel portfolio and they
have a hard time figuring out what's working, what isn't and they just get into this inertia. It's like, "Well,
overall, the company's been growing and it's been growing roughly over the same time that we've been
increasing our spend. We're scared to break it. So we're just going to keep spending." Or companies that
read horror stories about other companies overspending. They sometimes try to invest in attribution too
much, believe it or not where they're trying to get everything perfect and scientifically pure. But what
they don't realize is that the payoff may not always be there. And so how do | fit this into your question of,
| think tracking attribution incrementality is definitely a worthwhile investment arena, but it could both
be a good or bad depending on the level. So you got to make sure the level investment is appropriate for
your stage when you stand to aim for-

AR ERIE:

ROUBAFREMN. MIBESIIEARIMRZ— BARNARKARE, MREANNFRERS, REHS
R, tMREFBERBHTARBUL, A2, FREAT MR, mEE: B, SHKRAT—HEE
K, MEEKERABMBANEMSERE BRI G, BAISETREMRTS, FrAmMABLEERE” HE
ERLITIHMARSIEXHREENLQE, MINERESIERATEAR (EREHM), RELL—EERET
XEAEERZFAEE. EMITLAERIRE, ERAFSEFEN. FRAUADEZIMRNEZR, FIANERAENIEE
MANE—MERKRANIE, EREFERFKFHFR, EAIERFEARER, FIUREABRKEKTS
REF AL BB ERAB LA

(00:56:35) Lenny

English:

Awesome. You're such a good interviewee that you come back to the question.
A ERiE:

AET, (REAR—MIBNRIAE, SaERLIFIREES,



(00:56:39) Yuriy Timen
English:

No, that | promise.

R EE:

T, HRIE

(00:56:40) Lenny
English:

That was great. Okay. One last question. Before we get to our very exciting lightning round. I'd love you to
get your thoughts on advertising on TikTok and YouTube and broadly is there any other tactics, avenues

that you think are kind of underutilized or emerging that folks should be thinking about?
R EIE:

KEFTo 8, E—TEE. EHMNEANFESAXEHNARBR (Lightning Round) Z#l, FHABIFITIRIITE
TikTok #1 YouTube LI &8IEE, MUK XL, RIAAEEHERRESHETHAVREEMRERARNILZEE
AY?

(00:56:58) Yuriy Timen
English:

Yeah. So TikTok, one thing I'll say about TikTok is I'm seeing it come up more and more as a channel that
works well. And sometimes even the most efficient channel, most efficient digital channel for some
brands. But | think that the thing about TikTok that oftentimes | was surprised about is you often hear,
"Oh, TikTok that's for the 15 to 22 year olds." I'm bad with my gens Z and oh, my audience is different. So
I'm just going to ignore the champ. TikTok has so many users and it's still so relatively unsaturated with
advertisers that your audience is on there. You'd be surprised.

FROCENIR:

EH. XTF TikTok, HRBRM—RE, REICHRESHEAN—TERORELI, RN TFREREFK
W, CEERRSVNRE, REMNHRFRE, BHIAAXT TikTok, £EILFHBRIIRINZE, MEERE
MiTi: “BE, TikTok 248 15 %122 SWIAIA.” HX Z AR K TR, HERE “BRHRAXRFRE, P
HRZBRXNERE o TikTok IEIMLZHAR, MAr SEERRMATERM, MAZRMEIRE, R
ZRRENFFRY.

(00:57:46) Yuriy Timen
English:

I've worked with brands that their core demo is like 40 plus married making 200K plus in household
annual income. And you wouldn't think that demo is on TikTok and it is. So what point about TikTok?

Other channels, | think out at home is still not getting enough love. Podcasts? Okay. Yep, yep.
R EIE:

REEIN—EmE, HZO0RRZ 40 5L, BE. REFWAN 20 HETULBAS. RAJRERFIXEA
B A7E TikTok £, BffITMEE. FRUAXEXTF TikTok N—=. HMEERE, KNI & (Out-of-



home, OOH) HAREREIEBIEM, BE? ¥R, 2, R

(00:58:14) Lenny

English:

Spots through this one. I recall you heard it from Yuriy.
R EE:

BEXNTERR. KICFIREM Yuriy BBEIREIRY,

(00:58:17) Yuriy Timen
English:

Direct mail, what has happened? They've gotten better with attribution because before a lot of those
channels were written off as sort of attribution is just too hard on there and attribution is so good and
reliable on digital. So that's that gap that canyon that existed in attribution capabilities of online and
offline, deterred a lot of people from offline. Today offline has gotten better and actually positioning
themselves as being able to do attribution, but also online attribution is deteriorated. So all of a sudden
that argument kind of slimmed out a little bit and I'm seeing offline get a lot more traction and in
podcasts, especially are actually very, very performant for a lot of brands. Those are a couple of things
that come to mind.

AR ERIE:

EH#F (Direct Mail), RETHAZTWK? tIINAEMISEEF 7. EAURIREXERERKFT T, BHEITH
M, MEFRENFRNGFXAIEE, &ML TIIREDZEFENXMIER, LRZANL TREZMAD
o R, A TREEEHEF T, KrLMNEECEMNEBEHITIAR, MELARMNERK. FRUARAZ
8, BMEFAMEREAERTY, HBEINATRERFTESHXE, LHERE, WREEERRLR LR
HFFFBHE. XEERHERIIN—E=,

(00:59:11) Lenny
English:

Those are great. Happy to hear the podcast piece. Excellent. And then | actually, I'm an investor in a
startup that Databig at a home campaign and they just told me that it was a 10 to one positive ROl on the
deals that they got out of it. So I've been seeing that too, and that's such a good point that the
measurement and attribution online has come down where it maybe makes more sense to try stuff like
that. Amazing. All right. Are you ready for our very exciting lightning round? I'm going to ask you five
questions I think, and then just, yeah, let's go through it quick.

AR ERIE:

XEERE, REMFEXTREEFNED. XiFT. KFFLE, BRET—RMIRE, M7 —RAHMNE

yEBh, SR, MEBERFIRENRZ ROIZ 10:1. FIUEBER7TX—R, RiEN% EEEMTEEE

AT, EREAXEFRAZFEEREN, ZER—MREFNUR. KiET. §7, MESFHNRIEES
HERRHBRTIE? HIEMFARLENEE, AR REI—E.

(00:59:44) Yuriy Timen



English:
Let's do it.
FREiE:
FHHEE,

(00:59:45) Lenny

English:

Let's do it. Okay. What are two or three books that you recommend most to other people?
FZERiE:

TR, 8, IMREFELINANR=FBEMHA?

(00:59:50) Yuriy Timen
English:

Ooh, that's something that | think is very wrong to recency bias, right? It's like, what are some of the
books you've read recently that you've enjoyed? But | would say there are a couple of books that stuck
with me over the years. | think on the business side, where on the business side productivity side, it's a
book called Essentialism. | forget the author's name. | think his last name is McKeown or something. And
it's basically the book about cutting out the noise and finding a singular focus and doing that really well.
It's a book that was a game changer for me at Grammarly being sort of new in my career, having really
aggressive goals, not being scared to say no. Taking on a lot, just feel it thinking like, "Well, I'm only
working 12 hours a day. There's 12 more left. | can do it."

FROCENIR:

B, RESXREZRE “HERRE" BT, WIE? MERMFSEERTBEERNH. BERIHBNEES
FR-EFMEHK. EHWMESNLE, B—FBUY (FEEXX) (Essentialism). HETIFENZF, &K
Bt McKeown 289 (£: Greg McKeown), XABEA LZXTHIFRE., FHE—SRHICEMET
B XABTE Grammarly BYHACRE 7 HAVERAVAETE, HBRNEY , BEIFENHNER, FETAFNHR
Ko UEBREFAERSZ, 85 9B, H—RRAIIE12/08, EF 12/08, HEETT.”

(01:00:45) Yuriy Timen
English:

And then when you end up stepping into a leadership role, which happened for me, | mean, that
happened prior to grounded, but really | was able to grow into that role at Grammarly. That book was
incredible and | used it a lot. | pretty much got copies for everybody on the team, like 40 plus people. So
that is a book | swear by. | read a lot outside of work and business. So | don't know if it's appropriate, but
I'll say that. It's Frankl's, A Man's Search for Meaning is just a remarkable memoir on perseverance and |
think that biggest takeaway is you can't control what's happening around you, but you can control your
reaction to it.

AR ERIE:

ERYUFBH NS KN (X7E Grammarly ZEITFAEALE T, BEMAEIEE Grammarly EIERK AN EE
1), BEABIEETFE, REERIE. BNFLAANENEDABBET —4, K40 2D A. FRUBER



FEERN—EH, ELENBHLZIMHBRRZSH. BFNEXREEE, BREY: #=m=/RH (FHE
AR XY (A Man's Search for Meaning) &— ﬁﬂ%ﬂ:?f“ﬁﬂﬁéﬁ@’mio FIANNERKRBWIRZ : RIS
BRERENER, BRI LUEFIIRNERN R,

(01:01:50) Yuriy Timen
English:

And then I'd say the book that | read recently, because | was very affected by the Russia invasion of
Ukraine. I'm originally from Ukraine. | believe you are as well. So it hit very close to home and there have
been a lot of references drawn between the President's Zelensky and his response in the war and Winston
Churchill's response in 1941 when Hitler started marching through Europe. And so | read a book called |
think The Splendid and the Vile by Eric Larson.

FRCERIR:

AERBH—ARFIOENT, AARRZRTZHINERER=NEMW,. REESR=, RBGEMHRERE. UK
MERFARAMER. AMIEBEFBEHESZAESFFNRE SR - EE/RE 1941 ERSFEHEEPRONRTRY
REZAERFHIE. FIUARIRT —A% B - RS H, HEAW BFRS5IBE) (The Splendid and the Vile)o

(01:02:02) Lenny
English:
Yeah. | read that. | read that.

FhSCERIE:

(01:02:03) Yuriy Timen

English:

Did you also read it since the invasion?
R EE:

MERENRRERFIRG?

(01:02:06) Lenny

English:

No, it was before that, but | totally get that now.
FRCEIE:

T, BERZA, BRINETEEEIRMRER,

(01:02:09) Yuriy Timen
English:



Reading it right now because I've been following the conflict very closely, but for people who haven't
followed the conflict or maybe have only followed the rush, the war kind of in a cursory way, you can put
what's happening into historical context remarkably well. So | feel like that book accomplishes two
things. Number one, it's like you learned something about not so distant history that maybe you didn't
know, which was about Great Britain and Winston Churchill kind of courageous response in the face of
Hitler's invasion of Europe. But you also can draw so many parallels to what's happening today. And
hopefully that helps us understand what's at stake, not to end on two grandiose of a note.

AR ERIE:

BROFELERER, AR —EEVXEZZHR, BNTFRELKEXIAR, HEIZEINE T BREFHIAK
W, MRAUIFEHEMEEERAENEBERANALEERH. RABXEBLIATHAES, F—, MTET L
fRAEJREARAIER . HAEBZASE, BEXTREMEFW - EEREENBRINEHNTRIMENEE R
Rz, BIRBAILAIMRSZSSRAENEHBERMUNMS, FEXEEHRMNEREPNFEXR, FTEUKER
PANGRE=SIEE S

(01:02:57) Lenny
English:

We'll go less grandiose quickly, but | will add one thing that stood out in that book that is also true in the
Ukraine is how during the fire bombing of Britain, people are just going out every day, going to clubs, still
having-

FRCERIR:

HIMNZRREFKPBARAIER, EREBNE—RBPIULKENRRZBBMS, XESR=HEEER: R
EERAENFE, AIEXREFEH], XBRFREE, KAIE—

(01:03:09) Yuriy Timen
English:

| know. Steal them their life.
FRCERIE:

BAE, JEMIIESHERE.

(01:03:11) Lenny

English:

And same thing even today in Ukraine is.
R ERIE:

BMEES KN ER=tME

(01:03:14) Yuriy Timen
English:

And not just keep, but it's very life.



FRSCERIE:
MURZRETE, MRELMEE,

(01:03:17) Lenny
English:

| love that. Okay. We'll move on to less, less serious stuff maybe. What a transition to, what's your favorite
other podcast?

FROCERIR:

HERE—Ro 7, RIEE—LEEIBATRIER. XTTEAREX: MEEROEMBEZEMHA?

(01:03:27) Yuriy Timen
English:

Honestly, there's only one other podcast that I'll listen to right now because I've just been so consumed. |
listened to a lot of live streams and read a lot about the conflict, which has taken up so much of my head
space. That's not work related, but | would say that the All in Pod. | feel like it's a cool way for me to just
catch up on everything that's going on through their unique filter.

FRCERIR:

LW, RMERAS—MER, AARKILT. HRETRZER, BT RSXTHARNRE, XHETHX
ZHIEN. METELX, EREHRRZE (All-In Pod). HEFEIMIVIRIGHIMART BETRKEN—Y), &
— M IREGEI S o

(01:03:50) Lenny
English:

Yeah.

FRCERIR:

=0

(01:03:50) Lenny
English:

| learned a lot from that one. That's so much drama on that show. Okay. Great. Favorite recent movie or
TV show. Anything stand out.

FROCENIR:

EMBMEEEFETRSZ. BITEEOREMEIRIZ T, i, XFT. RERERVEFZHEATE?
Bft aBFmtaIng?

(01:04:00) Yuriy Timen

English:



So that's another thing. Since February I've watched nothing. My Netflix skew just keeps growing because
they keep emailing me saying this new season is out. I'm like, "Oh yeah. | used to that show. Let me add it
to the queue." | mean, recently | had some downtime. The kids were with grandma, so | watch movie
Hustle with Adam Sandler.

FRCERIR:

XURE—EE, BZAMREHAWEE. KW Netflix RFEEYIR—BEEIGM, RN RELETL 45
—Z=F4&7. HEE: WX, RUEERD, MHAFIRE.” HEWR, RERE—RTHEE, &FIIEDNT
K, FIABRETILY - REHHBF (DHIKIR) (Hustle).

(01:04:22) Lenny
English:

Love that. So good.
FRCERIE:

EXHBER, IFEE,

(01:04:23) Yuriy Timen
English:

Yeah. It was good. It was it's very light. It's not like a movie that's going to make you think a lot, but it was
just good old entertainment. Yeah.

FROCENIR:
28, RA#E. cREMR, FEIAMIILRESRSHVES, EMSPMAFNERS. 8%

(01:04:31) Lenny
English:
| like that. I like that summary. Yeah, it was so delightful. Maybe one more question. Who else in the

industry do you most respect as a thought leader? Maybe someone people may not know or if anyone
else comes to mind.

FRCERIR:

BRERBNEE, B0, FELTARR BiE—Na@: ELRTEREHRNERAMEEIE? HIFRARTAR
BHIAN, SHEERRBRRIA.

(01:04:43) Yuriy Timen
English:

That's a very good question. So | would say first off, | do believe that some of the brightest minds,
honestly, in any craft are people that you never hear because it takes a certain personality, energy, and
probably a lot of other circumstances to invest in your personal brand. And also it's very hard to do that
while still staying relevant as a practitioner. | mean, when | think about myself two years ago before
starting advising, | was just kind of living in my Grammarly cave. And | felt like | was probably at the top of



my craft, but | didn't have time to pick my head up or not, maybe not even just tie, but I didn't know
where to start to pick my head up and do something like this. | would say some people that, | mean, |
mentioned Ethan in terms of SEO. SEO and just organic growth loops and content as a growth engine, he
is best in class.

FRCERIR:

XE—MEEFHEE, 8RN, RENAGEETANE, —ERERNARAIEERIRMKRITIRIHIA.
EARAN AmEFERENER. BOURRSEMFRRR. ME, ER/EAMLENT I IERIFER MY
AX—RIFEEYE, HEY, RERERRFEBMRZE, HRBEEKR “Grammarly BR” B, T
HENARATFLIEGHE, ERLKERERXE, EEFTNEMNBEABIBLEMEREXIFNER. KR
W, FIREIRY Ethan 72 SEO /7H, MUNKBAEKBEHFMLURNBTNIEKSIESE, IR,

(01:05:49) Yuriy Timen
English:

Who else? So Mark Fisk, he shows up in the Reforge chats a lot. He was leading growth and marketing at
Credit Karma for a while. And right now he's an investor | think at the HRG Capital, but he is a really, really
strong thought leader on all things, performance marketing attribution, and just kind of paid acquisition
at large. Those are two people that | make sure I... And there are others of course, but those are two who |
make sure | stay in touch with at least on a quarterly basis because any casual catch up just yield so many

unique nuggets.

FRCERIR:

HHIENE? Mark Fisk, fth42E HINTE Reforge BUITIEH, B 1E Credit Karma ARG KM EH, WEFHEM
& H.I.G. Capital B9& & E, BMERRESH. FEMUKR XMMERE AEE—IIFEIEFER AR LG,
XEMARHE—ES - HAXEHMA, EXANTAREHREVSZTEFRFRAN, EAEABEENMNA
#BRET RAR ZIRFHIE R o

(01:06:25) Lenny
English:

Where can folks find you online if they want to reach out, learn more and how can listeners be useful to

you?
R EE:
MRAFKBKAMRETEES, AJUEMERIIR? IRARITTEESIRMEA?

(01:06:31) Yuriy Timen
English:

Honestly, | don't have a very strong online presence. | would say LinkedIn is probably the only place
where | seek things the recent, so folks can find me there. They can also find me inside of Lenny's
Newsletter. I do. | do. | do, but you can appearance there once in a while and on that's odd.

AR ERIE:

ELY, FKBRBIMEBFER. I LinkedIn AJgERME—REREITORAIM G, AKBETLE Lenny BY
BE@EH (Newsletter) B#ZFIF, HERSEBEEME,



(01:06:53) Lenny
English:

True.

R ERiE:

R Ho

(01:06:54) Yuriy Timen
English:

How folks can be helpful to me, honestly, promote and shout out of Lenny's Newsletter and Lenny's Pod
and that if you're building awesome things, come talk to me. | always carve out some amount of time in
my life just for noncommercial things, just to have conversations with founders and spent 30 minutes
with them on a phone, expecting nothing in return and maybe save them some time from making some
of the mistakes that I've made and help direct them on a more path. So it's about it.

AR ERIE:

ARBEELATEIR? EXY, ZERMZS Lenny WNFEENNBESR. Hib, MRIREFITERENARA, Kk
HE, HESEEEPEL—LEMREMAFR I IERIER, RRATHMEIBAIR, %30 D@ EBiE, K
O, WIrgeRMl ) E—LREINER, 5ISMINEREERIER. AEMEXLE,

(01:07:27) Lenny
English:

Amazing. You are awesome. Thank you so much for making the time to do this. | learned a ton. | can't
wait to get this episode out. There's just so much meat to this thing,

FROCENIR:

AET. IRAHBT. FERGFFMEEHX D, RFETRSZ., HEBFARFREAHX—KT, ATKELRR
KT

(01:07:36) Yuriy Timen
English:

Dude this was good.

R EE:

i+, XERE,

(01:07:37) Yuriy Timen
English:

| feel like my nervousness was unfounded. This was super organic. You are just as welcoming as you are
outside of the pod. So yeah. Thanks for having me.



FRZERIE:

BRI EKEZ R, XAMNFFEER, MERFEMERLP—HFTZEA. FIL, 289, BHEE5E
o

(01:07:50) Lenny
English:

Thanks Yuriy. 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.
R EIE:

HHE Yuriy. JERERSTAKEIURIT, WNRMREEXLERNBTENE, 7JLTE Apple Podcasts. Spotify Si{REIXHY
BENEETRAATE, i, BEZEEABITSHE TiFie, XeEEEREBEMITRILEXMER. fRATL
7£ lennyspodcast.com ¥ EIFEFITEX THREZEE. THTHEM.



