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[00:00:00] Zoelle Egner
English:

There is sometimes a recommendation or an instinct just like, "Ship things super, super quickly and get
them out there." And I'm not saying don't move fast. Obviously you need to move fast in the early days,
but make sure someone rereads your email so that it sounds good. Invest in having a decent photo or a
decent illustration. If you have sample content, this is actually a big one, sample content for your
productivity app as an example. Take the time to not have it be like Jane Doe 12 times in the name list.
Have it be references to your industry so that people are like, "Oh, hey. That's a joke about Steve Jobs. I'm
a designer. This person is thinking about me."

AR ERIE:

BRMEAMIZE —MENIFE, BF "“RECHRMERABERARBEERT . HARZRAER, 78
MEREATER, EIFHEREAEZER—EMIEMT, ILENERFE. RA—RENFREFRA SHEE.
MRMETHARAE —XHLIFEEE, NN EFHITRAENRA—RRE, 3R REHM 1241
K=" o ILEMMMEVTIAER, XEAEZERF: &, 1B, XBDXTESHX - THHHE. HEMRT
i, XRIKER"

[00:00:35] Zoelle Egner
English:

It's small stuff, but it tells that person, like, "The people who worked on this were thinking about me as a
customer, they built it with me in mind, and that means that it is more likely that this is going to fit my
needs than something generic." And that builds up both the brand trust that we've talked about, but also
the personality of the company, and makes people want to root for you. And frankly, when you are small,
you need everyone rooting for you that you can possibly get.

FROCERIR:

XEMBNAT, BEESFFAR: “AAZINTmNAEZTERZXNER, MIIRARMEN, XEKREE
EEARE B AR RAE FTREREHRBIT R ZANEILT HATKEINMEEE, TEET QB ME, EATR
BXFHiR. BAY, SRR/, (REERAUEFIMEES—ISHFREIA.

[00:01:02] 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 scaling today's most successful companies. Today my



guest is Zoelle Egner. Zoelle was one of the earliest employees at Airtable, where she led their early
marketing and customer success teams, and generally just helped Airtable grow into the legendary
business that it is today. She also spent time in Box. She's advised dozens of startups on marketing and
growth, and is now head of marketing and growth at a startup called Block Party.

FRCERIR:

SRIMRE] Lenny BIEE., EXE, ERIHFHALNBERASEMNEKER, FIMIEHENT EHESR
I AT RBPHEEBNERZN, SRIWERER Zoelle Egner, Zoelle 2 Airtable RRHNR Tz —, NS
T REANEHEMZ P RINERA, FBIF Airtable B ASKIEF R, tIXRGE Box TED, AE+HWE!
NEHRMI EHIE K EZH, BRE—XKE N Block Party HIEI AREEEEHSE KA R Ao

[00:01:32] Lenny
English:

In our conversation, Zoelle shares how to punch above your weight as a startup, the most effective and
impactful growth and marketing tactics throughout Airtable's history, including their use of billboards,
marketing investments that are often high ROI, and those that are rarely a good use of time, why PR and
launches are actually useful to startups, and also when they aren't, and a lot more. It was so much fun
chatting with Zoelle, and I'm really excited for you to learn from her. With that, | bring you Zoelle Egner

after a short word from our wonderful sponsors.
FRERIE:

EBRNBXHER, Zoelle RETHIBIAE MM “LUMEK” (punch above your weight). Airtable [i5 &5
MEREFMARNIGKMNEHEER (SFMINT SENER) . MLEEHRANEEAFTSRELRE (ROI)
ML FFRIRENE. ATARX (PR) MARBEDWNIATHEER (UKRFTAMEEZAE) FF. M
Zoelle MIRIFE MR, HRIMFAREM T EFENRTE, ERTHRBIENEENBE, ILHENRID Zoelle
Egner,

[00:02:03] Lenny
English:

Today's episode is brought to you by OneSchema, the embeddable CSV importer for SaaS. Customers
always seem to want to give you their data in the messiest possible CSV file. And building a spreadsheet
importer becomes a never ending sync for your engineering and support resources. You keep adding
features to your spreadsheet importer, the customers keep running into issues. Six months later, you're
fixing yet another date conversion edge case bug. Most tools aren't built for handling messy data, but
OneSchema is. Companies like Scale Al and Pave are using OneSchema to make it fast and easy to launch
delightful spreadsheet import experiences, from embeddable CSV import to importing CSVs from an
SMTP folder on a recurring basis. Spreadsheet import is such an awful experience in so many products.
Customers get frustrated by useless messages like, "Error on line 53." And never end up getting started
with your product. OneSchema intelligently corrects messy data so that your customers don't have to
spend hours in Excel just to get started with your product. For listeners of this podcast, OneSchema is
offering a $1,000 discount. Learn more at oneschema.co/lenny.

AR ERIE:

Z<HATIEHH OneSchema N&EHHK, E=EEM SaaS WAJEIAIL CSV A2, FFINF S ERIBHIERERE
By CSV XX B4R, MEBFRESASSLBRTIENZFRRNLRR. RAELSNEMINE, TR
AETBERE, NTAE, MEERES— T B RNIASES Bug. AT AREN T REELIBUEME



B, 18 OneSchema &, & Scale Al 1 Pave XIFH AT ETEEF OneSchema, MMRIRIZMHEH S AR
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[00:03:10] Lenny
English:

This episode is brought to you by Pando, the always on employee performance platform. How much do
you love the performance review process? Yeah, it's time consuming, subjective, biased, and there's
rarely any transparency. With the rapid shift to distributed work, it's a struggle to create the structure and
transparency that you want to help your employees have the highest impact and growth in their careers.
Pando is disrupting the old paradigm of performance management, including a continuous employee-
centric approach, so employees stay engaged, see their progression in real time, and know exactly when
and how they can level up. With Pando, managers can leverage competency based frameworks to
effectively coach and develop their teams and align on consistent growth standards resulting in higher
quality feedback and higher performing teams. Visit pando.com/lenny for more info and get a special
discount when you sign out and reference this podcast. That's pando.com/lenny. Zoelle, welcome to the
podcast.

AR ERIE:

AT B Pando 38, EREXRBENRTIENTE. MAZERSRIHLARE? 28, &R T, AR
W, MENFLEEHRE. MERIHANARIRELE, BIUEMMNERERAEY R TLINESHMAIMER
WA KERFIFERME, Pando IETEHEANSHEREN, RAURTAROBFEG A, ILRTHRERA,
SKERIECHEY, HHIMEMLURINAEH, @Y Pando, ZIEAILFAETRENERRKERIMIE
SHEFE, HFR—EKINE, NMRTESRENRIGMESSBIEI. 18 pando.com/lenny T f##E
ZER, HESLNHREIAER LIRS, Zoelle, WMREFER

[00:04:12] Zoelle Egner
English:

Hi, thanks for having me.
FRCEIE:

hE, EHAEIET.

[00:04:14] Lenny
English:

It's very much my pleasure. Something that is pretty cool is that we actually met in my newsletter Slack
community. | actually looked this up of how we actually started chatting, and it was me cold DMing you to
get a discount on Airtable for the newsletter subscribers. And you very happily got me that, hooked us up,
and then you became a go-to Airtable person for advice on what Airtable did right and wrong over the
years. And so thank you for being that person and also I'm really excited to have you on this podcast and

to learn from you.



AR ERIE:

XRHHRE, REN—HFE, HNELZERD newsletter Slack 1t XIAIRK. HFRET —TRIIZRE
AFFIRIIREY, S BHREEMEMR, B newsletter AIITIHE B Airtable 893710, RIFFERIRMEEIKIEE
T, BEIHELT. 25, REMET HXTF Airtable RGNS HEIE. AL, RFHR—ELURAIEERD,
HDIEEHEIREBIR RIS, BIRF S,

[00:04:43] Zoelle Egner
English:

| am super excited to chat.
FRCEIE:

BB IFEHARFORAT o

[00:04:45] Lenny
English:

Awesome. You're probably best known for your time at Airtable, which, correct me if I'm wrong, you're
employee number 11.

FRCERIR:
KIET . RERHBEZHFIEEREE Airtable, MNRFGICHENIE, (REF 11 SRI?

[00:04:53] Zoelle Egner
English:

That's right.

FRCERIE:

R Ho

[00:04:55] Lenny
English:

Okay, and at Airtable you led marketing, you led the customer success teams, so we're going to chat
about all that stuff. But before we get into that, | want to chat briefly about this other project that you
worked on, that from the outside felt like a really fascinating thing, and a really impactful project, and a
really cool team. And it's called Vaccinate California, I think, is that how you pronounce it?

FROCERIR:

Y89, 7E Airtable RIS I EHMEB L RIER, XEHNTFR) LB, BEBZR, HEEENHNFSS5
WE—1ME. MINRER, BE—TIFERA. REZMHEENRENTE. M Vaccinate California
(M) , HEXAEAING?

[00:05:13] Zoelle Egner



English:
Mm-hmm. VaccinateCA.
FRSCERIF:

&, VaccinateCAo

[00:05:15] Lenny
English:

VaccinateCA. Okay. Could you just talk a little bit about what this was? What were you trying to do? What
was the impact you had? How did it all go?

FRCERIR:
VaccinateCA, %89, fREERIBRIRXEMTATMBENE? (RIARBMAA? FET HAafmm? HERINM?

[00:05:21] Zoelle Egner
English:

Yeah, absolutely. So VaccinateCA existed to help people in California find and get a COVID vaccine as
quickly as possible, and that sounds really trivial right now, but you have to wind back to January of
2020, when vaccines were first coming out, and it was really hard. So just as a reminder, because most of

us have blocked that from our memory.

AR ERIE:

LA L VaccinateCA FERAN T HEIMMA R AT gE R B ZMEE R E. WEmERAIERERF &N
4, BfRFEE—T2020F 1 A C£: & 2021 F4)), ZLENHRNEE, BENFEZERE, RE—TK
K, RARNKSBABEIRERICIZHET .

[00:05:40] Lenny
English:

Yeah.

FRCEIE:

=i

[00:05:41] Zoelle Egner
English:

The federal and state systems didn't really exist yet, and so everything was this horrible hodgepodge,
where eligibility depended on not only what state you were in, it was down to the county, and even
sometimes the individual facility. You would be at a Walgreens, and talk to them, and they'd be like, "Oh,
you have to be over 65, and also in one of these 12 categories of employment in order to get the vaccine."
And then you'd go a mile away and they would tell you something totally different. So people would
stand in line for hours. There were phones going off the hook, utterly madness, and really, really scary for
a lot of people who were trying to figure out how to keep themselves safe.



AR ERIE:

LIS R R R KB ERIER, FRU—TIHE—EE, BMERTXBURTRER NN, EHALE
8, BEEENEURTAEGRNEM S, RE—XK Walgreens Zjj&, ffilzix: “MR, RUEFEH65%, BEFX
12 KR Z —7 gesEdd.” ARIRERI—REIMIF—HIE, tISFRBTE2FE. FAUANISHEAGF LN
B, BIEHRITIRY, TE2BRERRS, NFREBFIERBHIARN, BELIFEAIH.

[00:06:17] Lenny

English:

Yeah, | remember those days well.
FRCEIE:

EH, HEBHIZEILERF.

[00:06:19] Zoelle Egner
English:

Yeah. So this organization was founded essentially by a tweet by Patrick McKenzie, for those of you who
are on Hacker News Patioll. And he had basically this really simple premise, which is, "If you call a
pharmacist, and you ask them who they can give a vaccine to, and what vaccine they have, and then you
put that answer on a map, someone else doesn't have to make the same phone call. And that takes lots of
pressure also as a healthcare system and also helps people to match supply and demand."

FRZERIE:

2, XPMALE AR FZE N Patrick McKenzie (Hacker News Y Patioll) HI—ZESCMAII, MAS#]
RIEFEE: “NRMABFIMITEIE, RIS EITEE, Bfakr, ARRERIREE L, FIA
TARBEITRENEIET, XERTETRANESN, WEBANITRMEE,”

[00:06:47] Zoelle Egner
English:
(00:06:47):

Surprisingly, somehow, that tweet, which is essentially like, "Call people, put in spreadsheet, put online,"
turned into an entire, full nonprofit that was mostly on Discord, Zoom, Airtable, and not only had this
entire hundreds of volunteers who were making phone calls in the state of California and eventually,
actually, nationally, we became Vaccinate The States eventually, we were also doing this thing called web
banking. So we would go and scrape all the official sources as they started coming out, and then validate
them because they were not always correct. And eventually we had the most comprehensive database
and map of locations in the entire country, including more comprehensive than the federal government
and most of the states because they had really complicated limitations on what they could and couldn't
publish based on some relationships they had. We didn't have those limitations.

AR ERIE:

PAFFNE, XEEAFRLERE “THIE. ER. £ BEX, EAETHT — 1 TEBWIEEFNES, FEE
Discord. Zoom #0 Airtable Lz, BEITRANXEHBREREENN (GXRY BEILE, & A Vaccinate
The States) ITHEIE, AT —4M “MLEHRIT” (web banking) HE, BISYMEBFAEESREMNES, A



[E#ITRIE, HNEREEHFTEZERN. &E, RNAET2EREEVEM R BEENE, EELCE
MBBFEMASHEMEESE, FAMMNELRGEESRRIASHERXABNRE, MEITLE.

[00:07:37] Zoelle Egner
English:

So it meant that we became this clearing house, essentially, for this information and we built an API. We
were working directly with Google. And if you ever looked up vaccine locations on Google Maps, that was
us feeding that to them, which was really cool. And we also made maps you could see on county
websites, so it would help you understand what was available in your area. One of the coolest things that

I've ever worked on.

FRCERIR:

XERERINMTXEERN “EEHRL” , HIEBWRET— AP, HIEES Google 51F, MRIRETE
Google #E FEH TR EIEMR, BUIBRAENMINRESIE, XENRES. HINERET TUTERBFAFMN
uh FEERME, FEEIRT BAIEXAHEER. XERSESINEENTEZ—

[00:08:01] Lenny
English:

Okay, exactly. That's exactly | imagined how epic this was. Just to make sure people understand what
you're describing, basically you had hundreds of people sitting there on phones calling vaccine locations,
getting the specifics of who is able to get a vaccine there, and then just giving people a pointer of where
they can get a vaccine.

FRCERIR:

9FEY, K. XIERKBRPEIMILE, ATHERARIER, EXLMEE/LBEALERIES, LB DEM
RITERIE, BINERETERR) LT, ARG AREH—TBBIHEES)

[00:08:18] Zoelle Egner
English:

Exactly. So | came in initially, a colleague of mine at Airtable had been helping out with the building out of
the backend. And they started getting media attention. And they thought, "Oh, well this will help more
people understand that this resource is available." So | got brought in to do some PR help, basically help
them figure out how to get the word out, and then ended up actually quitting my job at Airtable to work
on it full-time.

FROCERIR:

i, RERAMAZRREAIKE Airtable W—IRE—EEBICHEGR. ERMNFESIEERIE, MWi65
B ‘M, XEUEZAMEXNEZENET. FEREEMIBESITMAX, BMIENEER, REREREF
=7 Airtable 9 IL{E, £ERAZXMmMBER,

[00:08:40] Lenny

English:



[00:08:41] Zoelle Egner
English:

Yeah, | was on the board and also managing all outreach and other stuff. So we did lots of really cool
education, helping people understand their eligibility at all. Built a bunch of fun tools for that as well, but
it was a pretty incredible six months, where we filled a really critical gap in the infrastructure of the
country.

AR ERIE:

W, WREFEMA, EATAMENMIMNAEMEMES. BN TRSRENRETIE, EBANTHES
CREENEEMENR, TARFART—RIEBNITE, BRIFERTRBWBATA, HINEHTEREMIZ
TR — N EE X BT R.

[00:08:58] Lenny

English:

It's wild that was the best solution, is just call people and create your own.
R EE:

NRIET, BRREFHNBRALEEAR ‘BCiTBIERERE"

[00:09:03] Zoelle Egner
English:

You know?

FEiE:

E=eE?

[00:09:03] Lenny

English:

I imagine there was, at Airtable, were you using to store the data?
R EE:

FIIBTE Airtable, fRI1ZAEREFEHIENID?

[00:09:07] Zoelle Egner

English:



Oh yes. We built an entire insane database, and then eventually custom software on top of that, to make
the people who are making the phone calls more easily get the information in. It was a whole thing. Very
cool to see, though, not just tech people get involved. We had, in our volunteer base, people from
absolutely every walk of life, not just in California, globally. | remember there was a volunteer who said
that he decided to join, he was based in Israel, and he had had no trouble getting the vaccine whatsoever,
but seen something on Twitter about it, and just decided he wanted to make sure that people were able
to get the vaccine as easily as he did. And he spent dozens of hours calling folks, even though he was in a
totally different time zone. But really lovely to see all these different people, retired teachers. | think we
had a bunch of 12 year olds who were helping out on the code, of all things, all who just really wanted to
make sure that they could keep their community safe.

FRCERIR:

MEN. HRMNELT —MERERERNSIERE, REEELEARTEGRME, iLITBIENARBERMMRANGE
Bo XB—WATIIE. A, BEFMUNBRAARSEHRENRE, RTNSEERBZTEL, FMUE
m, MmEEK. RE/E—MSBEEURY, MEMEETEKBEIRME, B Twitter LHEIT XN
B, REEWREMABREGM—FENET. REAGNE, AR TR MNRITEE, FEXAZR
ENA—RAHN, EEXE—8 12 SHWEFEBILEAN—ENERERA, IHBIRAZBHARTIXHNE
=

[00:10:02] Lenny

English:

What happened with this organization? It's a nonprofit that now continues to run or what's happening?
R EE:

XMAREREAFT? ENEREFENIFEFHREBITE?

[00:10:06] Zoelle Egner
English:

No, we did something which is not common. We actually decided to shut it down after six months.
Partially, that's because the existing system finally caught up. And frankly we didn't want to be in a place
where we were pulling away resources that could be put towards other things that are going to be more
impactful. We always saw ourselves as a stop gap, and once we got to the place where we felt like we
weren't really being additive, we wanted to get people's time back, so they could work on other things.
So it doesn't exist anymore. | think you can still go check out the archive. We found some researchers who
are doing interesting research on it, because there's very fascinating data in there about the equitability
of some of the distribution of the vaccine based on where it was available, but the organization is gone.
We had that beautiful moment in time and have all moved on. Hoping we don't have to get the band back
together, because hopefully it's not necessary anymore.

FROCERIR:

T, BT —HARIENF. RNEFRLERNTBEREXAC. BAREZELRALXLTRLET. B8
W, FMNFAREBEBPEAFTURNIEMEERZMANER LNFER. HN—BHEBSEMLN “NEZI ,
—BRRSABERMIIMNME, BMTMBEETLERE, ILUNEHANNE. FRAEREFREET .
HEMRDATUEEFE, RMNRKU—ERRARZEEMHTEEROMAR, ANERXTEEDERQTFIER
HEFEERAN. BAREBZMHT . BAVBEIMERRIFHIISE, MEMBLEITT. FERKNAFTEBRX
“BARN , RARERFBYLET .



[00:10:58] Lenny
English:

Oh, man. I'm watching The Last of Us right now about this mushroom based disease, and that scares me

Nnow.
FRSCERIE:
W, kit, RREHEE (REETE), HNESHEMERSEMNER, MERTXAREZE SEH,

[00:11:02] Zoelle Egner
English:

Mushroom people.

R EE:

BEE A

[00:11:03] Lenny
English:

Yep. Anyway, on this podcast | try to get to things people learn from these experiences, and so | have to
ask what you learn about forming something like this, just ad hoc, pulling a bunch of people together,
and having them focus, and get things done, or just scaling it, or even shutting down. | guess what have
you taken away from that experience that you maybe will bring to either future one-off things like this or
even just your work in general?

FRCERIR:

=W, B2z, EXMERP, REBZEEAMIMIEZHHZERNARA, FAURGAR, XFIeiHRXE—
MR, B—BARTEBHILMNTEMTRES. HEXTRARUEEXAE, RFHTHA? MK
ZlPHET A, FTUNBEIRFEMNIRESE R SEMEYAE TIER?

[00:11:31] Zoelle Egner
English:

Yeah, I'd say probably three things. One, the incredible power of a simple idea to bring people together.
One of the reasons why VaccinateCA was so powerful and got so many people to help is everybody
immediately understood why it would be useful and how they specifically could be making a difference.
And combining those two things was an incredible way to bring a lot of people on board very quickly,
because from a messaging perspective, messaging, something very important to me as a marketer, it was
so concise. Like, "Pick up phone, help save lives." Really straightforward. People really, really got that. It
allowed them to feel like they had agency in a time when everything felt really, really out of control. |
think there's a lot of opportunities we have to activate our communities and give people that sense of
control that are both going to be helpful more broadly for society, but also just for those individuals as
well to make them feel a little bit more safe, a little bit more like they can actually have a difference in
things.

AR ERIE:



BEAHE=R. F—, —TEENEEFEREACTEESIRANSIE. VaccinateCA tItksEAHAETR 51X
LWEANBTHNRRZ—2, 8TAMELZIEREATAER, URMENEEEDNASETER. BXRRES
2R, BRERSIAEAGMANLESR. NEFEARIFEEEN “EELE" (messaging) AEXRE, E
FEEE: “FERIE, ERES” FEEH. AMIT2ERT . XittiIE— SRR KEN R, 2B
CEB XN, HUNRNBRSNZEZNELX, HSAXIMEER, XENHEED, HELTAREE
Ze, REMtIIERERZEIR.

[00:12:34] Zoelle Egner
English:

| think in tech we often don't jump into these problems. This was not sophisticated technology. It was
phones, Discord, and Airtable mostly being used like a spreadsheet. It wasn't anything wild. Even that
very simple infrastructure was enough to make a huge difference. And we have some evidence that we
saved a lot of lives as a result of it, which is pretty special. | think part of it is also just saying, "We don't
have to be hesitant to jump into these problems. It's important to engage with experts in the field, is not
to say that tech solutionism is always the answer." And again, this is not super sophisticated technology,
but because we were able to go in and talk to the people who are actually affected, get into the system
that already existed, and make something really simple, really fast, it actually did have a huge difference
and that's really exciting.

FROCERIR:

RIHERER, BNVEETLSRXLEAL. JHFRAARBER, EHEBIE. Discord MEBRLME
RaARY Airtable, SR ARUEMATE. EVERKHE LIBMIGHEOR NS EEANEN. RIVE—LEER
0, RIELEHTRSES, RFEREI. BAABSRRET, ROFIRBETENNZEDE. 59
HERNRESR, RATRY RRBATN MERER. BREE, XERSETS, BRARIIES
RNES, SEHMMARZY, BNVEWRS, FOERUEANRT, CHEFEET EANPN, XEE
TAKE

[00:13:24] Lenny
English:

Just to double-click on that one, actually reminds me, some founders of companies I've invested in, |
often hear how much easier it is for companies that have a mission that people are excited about for
them to hire versus companies that don't. And so it's a really good reminder of just the power of having a
mission and a vision that is really compelling to people versus some B2B software that people aren't
[inaudible 00:13:47] excited about, even though there's a great reason to have great B2B software. Love
B2Bs.

FROCERIR:

RANRN—TFE—R, XUEFRBERREN—LEQTREBA. REFERE, AE—MLAXENESHNQF
LR BEMHNARER SR, XE—MREFNIRE: — 5| ANMNESNERNANEEEARN, Bbz
T, R B2B RHAIERAAILANE, RERBMNFHN B2B Rt AT INIER, FHE B2B,

[00:13:50] Zoelle Egner

English:



There are. | love great B2B software. I've spent most of my career on it. But | agree with you. | think if you
have an authentic mission and people aren't just like, "Oh, sure, okay. You're connecting the world." But
really it's some telephony startup. Like, "Okay." If people feel like it's genuinely authentic to what you're
building, it can be incredibly meaningful.

FRCERIR:

Hascylitb. FAZEMBER B2B M, HHVIRWEERE D IS EEEE LH. EERRAEMOEE WRMFE—T
HSLpyfEes, MAZHRF IR, SR, HAVEERHR BLFER2MUEEIFELSHEI AT MRANGE
SERSMAAMENRASERES, BRIFEERX.

[00:14:11] Lenny
English:
Yeah. | just remember a founder who, he is a second company, because the first company did not have an

amazing mission. The second one did. And like, "Wow. So much easier to hire for this new startup." So
totally get that.

FRCERIR:

B, HEF—ILIBA, ZRMBNEZRQE, AAE—RRABRKE—ITAENMESH, ME_RE.
W, XKHREBARREET. MU TEER.

[00:14:22] Lenny
English:

Okay, number two and three.
FRCEIE:

Y, BERME=RIE?

[00:14:23] Zoelle Egner
English:

Number two and three, I'll try and be more brief. Number two, | would say just the importance of
relentlessly repeating the exact same stuff over and over again, even if you feel like everyone definitely
knows. This is something that I've seen play out in every single leadership role that I've had, but it was
never more acute than here, particularly because we had this broad coalition of hundreds of people with
very different backgrounds. Some people coming to the meeting, some people not, whatever else. | think
| repeated the same three talking points about why what we were doing mattered 5,000 times. Cannot
overemphasize how many times | said the same stuff, and so did every other member of the board. It
really is important and people will fill in the blanks with totally wild things if you don't continuously have
that discipline of repeating yourself. You just have to get used to saying the same stuff. And if you do it
correctly, it's super motivating. Even if you're sitting there being like, oh my gosh, "I have to say it again."
it's worth it.

AR ERIE:

BIRNE=R, RREFEE, F-R, HEWE “TREFMEERFNER" NERE, BEMRRESE
PMABEHIET ., XEREEEINEG— M ASRUPHRIEINESE, BEXREHPLARY. Fi=E



HSRIMMAEXE—THBEREREFHNAAMBI ZERER. BEARAZ, BEATRK, TEFKIE "5l
BHNEAFLAER X=1BRREET 5000 B, HLERFRRT ZDBERFNIE, EFHEMMGEHEN
e XEMRER, NMRMARKFEE, MIRIASHERNRERENTH, MOASRTREFE,
RN, EXIFEEHMIER. BIMEMLERILE: X, AXBHR-ET” , EHEERFH.

[00:15:22] Lenny
English:

This reminds me, | don't know where | saw this, it's just in my head right now, that the CEO and founder's

job, their actual title is repeater in chief.
R EIE:
XA, HAICREW LEEINT, CEO MEBANERLENZE “BREEE" (repeaterin chief),

[00:15:22] Zoelle Egner
English:

It absolutely should be. I've worked with some leaders who never wanted to. They're like, "No, this is
going to be boring for people." And you just have to be like, "Honestly, most people are never listening as
much as you think that they are. We wish that they would. But you have to say it 12 different ways in
writing, and out loud, and all this other stuff. You're never as important as you think you are,

unfortunately, when it comes to that."
FZERiE:

BN ZE. FEFI—LERFE, MMM FEEE. MET: “F XFURREFLEI.” RREESIF
1. “TXKR, REBARHENTREMEBRIBAZ HNEHEMITA, BRETA 12 ARG,
BIPRE. OXFEMERENR. F=NE, EXHHE, FKEKARERNBAER."

[00:15:51] Zoelle Egner
English:

I think my last learning was really about the power of having a laughably small MVP for something. By the
end of this, we were covering the entire United States. We had an API, we had custom software on the
front end, this whole behemoth of stuff that we got to in four months or something. In the beginning it
was truly, basically, a spreadsheet, and phones, and that was it. Even that, for the first few weeks while
we were getting the rest of the infrastructure really going, not only had tremendous impact at one of the
most important parts in the pandemic, but also gave us so much information about we actually needed
to build that was going to be helpful. And | remember having all of these assumptions about what was
going to be necessary to manage this coalition of people to make sure that we had really good data

quality.
FRSCEiE:

BEREENREEXTHE— YMSEX” ®IMVP (BETHEFm) MO8, BMBLREN, a0
SBET X, &I1E AP, BERIBRIRRG, EENBEGHREIZEL TXANEAKRY. BESKHTS,
EENEREME—NEFREM/LEEE, M. BMENL, ERMO/LBRNTEEMIREIRN, ©
MRAEZBRIBONZFET EAFM, EARIMEHRTAEXT “RFELGEHATER" BHES. &
IERERNEEXTIKE. BRIEREFMFBIRAM T SFRIZ.



[00:16:41] Zoelle Egner
English:

Because one of the most important things you can do if you're trying to be a trusted source of truth is
actually have the correct information. Sounds trivial, it's not at all at that scale. And | was totally wrong
about all my assumptions. | thought we were going to have to have totally different types of oversight. |
thought we were going to have totally different tooling. And it turned out we could do something way
lighter weight that would allow us to move much faster as the regulatory landscape kept changing, as all
the rule making at individual places kept changing. And that agility, that willingness to do just the
smallest possible thing is obviously a little bit of a trope in the industry.

AR ERIE:

ENMRIFBEA—NMEREHNESR, KREENZBZ—MEWEERNES. INEXRHARE, BEER
IR T — SR EE, MENAERIETEET. KUARNFERLTEXRENGE, UAKNFERS
AENIE, SR, FATATUAERERMAIURM, XitF(EEEF RN SN R BT ERT
BER, XMEEEN, XMARM “SNAITZE WER, EARTIAN—TMEEEKRT.

[00:17:15] Zoelle Egner

English:

People talk about it a lot, but it's never been driven home to me so much, because we're talking about
something that had incredibly high stakes as people's health, and we're still able to do it in that context.
So if we could do it there, you can imagine that the applications of that in other industries are just

tremendous. So yeah, if you're listening to this, and you were thinking maybe you needed to add more
stuff, | bet you could prune.

FRCERIR:

AMIZERILE, EMKREXIRXFLRZETHRD, BABRMKICHEXRFANBROSKEEMS, MK
AREEXMER THEIX—<. FILL, MRBAVEEBEME, MAUEREEEMBTUINNANREZAE
Ko FRLL, MRIRIEFERXEREM, FERSAIETERMESINEE, REHTHIRE LA LSEE,

[00:17:39] Lenny
English:

And it's nice to have the forcing function where the world is changing so quickly and the team's probably
small, where you are forced to build small. Which | think is why this reminder is so important. Oftentimes
you have more resources, and you end up building more just because you can. And yeah, what you're
saying is oftentimes, "It'll shoot you in the foot."

FROCERIR:

MEB— “SBRING" #iFs, BIREARR, AR, MFIEREMN. HIAAXMENFAX
MEENLEEE., BFAMAEESHRN, RIEN "GOl MEFSESZ. ENRR, XEES &
feakimE 2RI .

[00:17:56] Lenny

English:



Amazing. | didn't expect to get into this much detail with VaccinateCA and so I'm glad we did. Let's zoom
out a little bit, and just fill in some gaps on your background, briefly. Can you just highlight some of the
other wonderful things you've done in career? Airtable, we talked about, VaccinateCA, just broadly, what
else have you been up to?

FRCERIR:

KiET . HRBEISWIXAZXT VaccinateCA VAT, REXENI T, iRMNBEHIIZ—R, BEHT—
T™RNER. fREEMB— TRERUAETEREMBERAVEZAMG? Airtable FA M T, VaccinateCA I T, Bt
ZIMIREM T A2

[00:18:13] Zoelle Egner
English:

Yeah, absolutely. Okay, so I'll try and be brief. | worked in tech for more than a decade, mostly marketing
and customer success, a little bit of ops. Before | got into tech, | was a little bit of a dilettante, so some
non-profit, healthcare, dying big box retail, because | graduated right into the recession and | was certain
no one would hire me. Turns out that was actually wrong. But on the plus side, now | know what
dysfunction looks like at great scale, which is actually quite an education and very useful. But | always
knew | wanted to get into tech, partially because I'm from the Bay area, and partially because | had been
obsessively power mapping the industry, and looking at its flocking patterns, and who had what types of
influence, because I'm a nerd. And | really wanted to see if | could get in, in the first place. Because-

FRCERIR:

@By, RREME. REMKTUIFET+Z2E, TEREHNEFAKY, TE—REE. THARKEZ
A1, WERED “BKN7 , MIFENER. ETRE, EETERHLNARSEELED, ANl
EFHE EEFRR, BMERASER. ERIEBHRET. EMNFHNAEE, RIAENEAMENINERES
ratEFry, XEXZR—REBEANEE. EXR—BEMERBEHANREKTL, BrREZHRKEIEIX, 7
RERH —BERERT X MTI#HTT “WAEESR , MRER “BEREIN” (flocking patterns) LUK
Bt agmA, RARRINBRF. RENRBEEECRIERESHE. BhH—

[00:18:59] Lenny

English:

Wait, can you talk about this, which, what is it you did? What did you call, a flocking pattern?
R EE:

FF, (REEWMENXNE? {RET A7 RIUERA? BRIER?

[00:19:05] Zoelle Egner
English:

Sure. You can imagine in any community, there are nodes of influence, people who know a lot of folks,
they have money, whatever it might be. And they're able to direct how that community or that ecosystem
evolves. In the tech industry, typically VCs will often play a role in this, but so will certain types of
executives. And you can follow how they move between different companies, and who they worked with,
and then see that influences who gets investment in the future. It influences the different partnerships
that evolve. It influences the assumed wisdom in various different careers. And because I'm a big old



nerd, | was literally drawing diagrams based on reading people's blog posts of who was influential in what
way? Because | was non-technical. | tried programming, and | hated it, frankly. And so | was like, "Okay,
it's 2010, it's 2011. There's not clear ways to get into the industry as a non-technical person. | need to
figure out how to do this with people. Because otherwise I'm not sure why someone would take a chance
on me with what | have done historically. And that sounds a little insane, but it's very effective. And |
ended up getting my start in tech basically by identifying a company where | thought | had a unique set of
connections or understanding of the space that they were working in, where | thought | could maybe
email the CEO and be helpful.

AR ERIE:

A MAURBKRETAHRPHELZMAT R, PLINARZA. BRIERBEMIRNIA I16E%
SISHKHESRAFRET, ARKTIL, B8 VCamEX AR, REXRMNSENEMNIL. RILUBER
MNEFRARZERRED, WIES5ERE, ARURXMAXIMRRIKRARD. SEKRFXRIEE UK
B FE “QWNEE . AARENBRABRF, RENIREANNBEENEEER, DIMEERLES
EE®. AARRIERAETR, HEHIRKE, BARKITRE. FAURHEE: “GE, WAL 2010,
2011 F, fEAIERAAGHENZMTILZBERBHNRRIZ. ZFEEL A RBEEXHE. SN, RFHEN
FABASREBERIENZHLATNE.” XFERERRIE, BEEEN. RHAANBKENE—F, BEFLE
BET —KQE, HEGHRIMIIPTETIREIRGFHE R IR, FIFIATLUL CEO RERMHHIRHAER,

[00:20:29] Lenny

English:

And did this connect to that diagram you drew? Did this help you point in that direction?
R EE:

XMRERFBTEREXKLE? EBEHEIRERT AM?

[00:20:34] Zoelle Egner
English:

Yeah, absolutely. So | was closely tracking YCombinator and that whole ecosystem. So | knew | wanted to
find a smaller company, where they maybe were having more difficulty hiring, because they were less
well known or a little bit less, | don't know, sexy. But while they were still connected into that broader
group, because it has with a pedigree that people would take you seriously if you had worked at a YC
backed startup. Anyway, | got really pointy hat strategic about this, but it was effective.

FROCERIR:

TR, B3H. HYRBEYIXRE YCombinator REBNMESRS. HAMEBREH —RMERNNRE], M=
RERRELLIRAEY, RAMBERSHERBA MR . BMIINASHBIRBEEREERR, AAPRHER
(pedigree) BIREMRIRTE YC FHFEIAR LA, AMISINEXNRHFR. 22, REXHEMISIFEEER
B, MERE.

[00:21:00] Lenny
English:
Do you still have this diagram, by the way? It'd be so funny to look at it right now.

FROCERIR:



IRfER—TF, REBERITERD? REE—EREE,

[00:21:03] Zoelle Egner
English:

No, | don't think | have it anymore. | might be able to dig it up, but alas, | think it may have been lost in
one of my many moves since then. It's been more than a decade.

FROCERIR:

T, BREKET. ZWIFEBLR, B, RBEARERERNSABRIPFET. FRELEIEZ+ZF
To

[00:21:18] Lenny
English:

No problem.
FRERIE:

K R

[00:21:20] Zoelle Egner
English:

Yeah, ended up using my studies of the space to get into a role as employee one at a developer focus YC
backed startup. And the funny story on that is that | got that role by cold emailing the CEO while | was still
in college. And then he actually followed up with me almost immediately, because I'd offered to introduce
him to some professors, which was useful for the type of business. And then I ignored him for two years
because | got busy with my thesis, and got other jobs, and whatever, came back to it and wrote this
ridiculous apology email, being like, "I promise | respond to emails faster. | see that you're hiring. Would
you give me a second chance? Please, can | come work for you? | have no experience that's useful, but |
work really hard." And | figured he would either laugh me off of the internet or give me a job, and very
fortunately for me, he gave me a job. So thanks, Ryan. Appreciate that. That was how | got into tech.

FRERIE:

2, BRLMNAMXMUENHAR, E—REAFLREN YCHEIATRET “1SRI” WR(L., G&HN
2, REAMR@EEL CEO RABEERE (cold email) BEIBR-MNRMIM, L FIZIEETH, FAKEL
AN B—EBIRAMINR, XMt SRESEY. RERER B THHE, BARTETIEX. HH
tTIEZ KM, ERBETLRE T —HRENERE, % “BREIUGEHBERMRS. REIRINIER
A, BEARERNKMG? RRT, HESAHRIELD? RBALEERNER, ERIFEEEH” FKiEft
BASBREMKE, BEASKKR—MIMF. FEFEE, MATHRIME, FLL, 415 Ryan, FEEER. XHME
E#HA\BRENEE,

[00:22:11] Lenny
English:

Thanks, Ryan.



AR ERIE:

151357 Ryan,

[00:22:12] Zoelle Egner
English:

Yes, we appreciate it. So that startup got acquired by Box. And when | went over to Box, they had never
had paying developers before. So we were bringing over seven figure contracts. So | started developer
success programs there. And then in a totally wild shift, | ended up moving over to run their social media
editorial and internal comms, which doesn't sound related to developer success, but | had always been a
writer, and | wrote this blog post about what it was like to be an early stage non-technical employee.
There was a little spicy, talking about some of the challenges, and | didn't tell anyone | was going to do it.
And | got this email from PR being like, "We need to have a meeting." And | was like, "Oh, they're going to
fire me. | went too far." | thought | was being circumspect, that | went too far. And in the meeting they
were like, "Hey, we really think you should apply for this job. We would love to have you run social
media." Which is not the outcome | expected.

AR ERIE:

=8, BIERE. BRYCIABGHRKM Box W T . HIMAN Box B, MIIUBIMKEIHEFAE. i
FETEUHNER. TREEBERT “FEREMIN” (developersuccess) itk REEAET—1MIER
RENET, BRAHEHFMIMINMREERRENAIEE, XIFERMALERNEXR, BE—EHE"T
R, HET7T—RBRXTEANRHERARIRHARZNEE, NEER “FE , K37 —LHkik, mE&K
REFREAAREES., ARFUWEIT AXEBIIINERG, H: “BINFEATR.” HE: “M, MIIEAFREK
T, BEBRIANT. BAUNECREE, ERESIANT ., BESEMINE: “IB, HIWEESIREIZERE
XA, BAVTRBILLIRRASTHRIER,” XE2HFERNER,

[00:23:05] Lenny

English:

That's a cool learning, there. Just like, "Do stuff." You know? "Don't be afraid."
FRCERIE:

XE2—MREEI, mE “EME" , NEH.

[00:23:08] Zoelle Egner
English:

Yeah, it was definitely not the expected outcome, but one that was very exciting. So got to go run those
programs for a couple years through the IPO, which is a whole education in and of itself, to see how
comms changes when you become a public company. And then | was on Hacker News obsessively at the
time, and | saw the beta for Airtable come out. Immediately signed up, and became obsessed with the
product, and evangelizing it to everybody that | knew and ultimately ended up figuring out a way to
finagle my way into that role as employee 11 there.

FRCERIR:

BHY, XEWNFEMHNER, BEELAME. FTERART/LEXETH, £/ 7 IPO, XEAGME—R
TENHE, LREENN EHAREDRARNEN. HRIFEEFE TR Hacker News, FEIT Airtable #Y



Mtk & e FHILZLEMT, HAMNXPNTRETE, AFINRNE—TAERE, REEHIE “B” #7774
8, MATHBENE 11 S5 T,

[00:23:43] Zoelle Egner
English:

And it sounds like we're going to talk about Airtable more, so | won't belabor that, but marketing and
customer success stuff, ended up leaving for VaccinateCA, and then the last little bit here is just when that
ended, | really thought | wanted to start my own company. So | gave myself a certain window in which to
try out different ideas, and at the same time was advising and consulting. Ultimately didn't end up
finding anything that | felt so much conviction that it was worth blowing up absolutely everything else
about my life in order to go heads down on a company. So eventually decided to go in-house with one of
the companies I've been advising, Block Party, and now | run marketing and growth there.

FROCERIR:

IFRERFENFS)ILZZWE Airtable, FRTUERMARRT, AREHENEPRNESE, HBFEMT
VaccinateCA, &ia—RE, S MMBELEREN, HENBIB L. FAUKSLECE T—ExEETIETHEz—xEtT\H
WAL, ERBHEL. RRFLKERIEMILEE EBESE/AUEEFTREM—IEZLBO0RNNTR,
FRASRZLREMANTK —EIBERRIN—R AT Block Party, IEREAEHNTEHMLK,

[00:24:19] Lenny

English:

Can you just explain Block Party briefly?
R EE:

REE EREE—T Block Party 137?

[00:24:21] Zoelle Egner
English:

Absolutely. We're an online safety company. We help users have more control over their digital
experience. And our first product is anti-harassment and anti-spam tools for Twitter.

AR ERIE:

B BINR—RELRERF. RANFEBAF EFIEHth 1A F A, KRB -~ mIB X Twitter
Y R BRI SR B R T B

[00:24:30] Lenny
English:

So you've worked at Box, Airtable, now Block Party. You've advised a lot of companies around marketing
product growth. I'm curious if there's a thread that has maintained through all of those experiences in
terms of what works well for marketing, and growth, and things you've learned that just consistently-

FRsCERF:



FRLARE7E Box. Airtable TfE, IFETE Block Party, {RIENRZ QBRI EHFEN~RIEKAEVEN,
RiFay, EXELHT, BEEE—FEFRANTL, XTEHEMERPPLEZERE, URIRFEBARLLR
KYN—pIRAE?

[00:24:52] Zoelle Egner
English:

A few pieces that go into how | choose companies that create that thread. And part of this is about me
wanting to match what | think I'm really good at with what will have the greatest leverage for a company
that | work at. I've mentioned I'm a writer, really care about telling stories, and helping people to
understand new or novel things. | also really care about product quality. I'm a little bit of a product snob.
And one of my strengths is enthusiasm. So if | can't genuinely go to a customer and tell them, "This
product is going to solve a real problem for you and it's going to be amazing." | can't do my job. So all of
the companies that I've chosen to go to have had this foundation of an incredible product experience that
maybe people didn't fully understand, and where | could come in and help connect the dots between that
amazing product that's going to be really, really helpful and the opportunities for a much wider range of
people to benefit from that.

FRCERIR:

FEREFQFN, B/LRMRTXFEL. BRRESRHFERFEBRORASENATFHREAITERR
RAMELE, HRISHREMER, FEREHNKSE, BPANERHTZNEY. RUFEEFE"mHRE, &
FmAEAER “BRRT o HHBIZ—B/ARE. MREFEERMHEZFFR: “XTT@ERRERA—TE
SRR, ERIFEEF , BEMIELF. FIUFRERNFIEQRHNE— T HENEM: BE<LARKRN™
miA, BEAMATRELTLEREE, MBEAUNN, BBAMTE “XNFEEEAN~m” M "B ZARR
mANR" ZIEEIIEX R,

[00:25:46] Zoelle Egner
English:

So in practice, what that means is | often end up working at companies that are in a position to really
punch above their weight from a brand perspective. They're typically much lower headcount than you
would ever expect. They're typically way earlier stage than you would expect, but I've been able to put
together a brand or an experience that allows people to invest themselves into the company with a high
level of trust, | guess. I'll be more specific because that's really ambiguous. Airtable, it manages mission
critical workflows, highly sensitive data. It's super important. You only use tools you can trust for that
type of thing. The same thing is true at Block Party, online safety. You have to trust the company that
you're entrusting your safety to. In my experience, people, and especially founders really underestimate
how much every single touchpoint a customer has from word of mouth or the ad that brings them in the
door, landing pages, signup flows, customer service experiences. Every single one of those moments is
building a brand that is adding or removing trust.

AR ERIE:

ALEF, XERERFXEETSEBLEEREBMAREABE “WNMEX" HATTIMRE. EfNRIABERLLMR
MRNELRFE, MERBLLRTENERRFS, BREBITEH T mEsEi, ILANEBEESENGEE
BANEXR QB R, HEKFEBEA—T, EAXIMERREKERM. Artable EEEXBESHITERNEESRM
HHE, XIFEEE. MRASERMFEENTRRMIEXLEE, Block Party tBEHlt, FARE, RUAEE
BRIENLZEHIATE. REFEZVER, Af], THELIBA, ENRGTEFERINE—RINERER



— MO, HTEN &, Fn. EWREIEF RS G, S— 1 BRESENEmRE, BAEMNE
£, BaRMEE.

[00:26:48] Zoelle Egner
English:

So for me in the early days, that means thinking about like, "What are the signals that | can provide to
future customers that say, 'We understand you specifically, and our solution is designed for a person like
you." And two, that will say, 'Hey, we're actually operating on a much higher level than you might expect
for a company of our size or our stage. We take this really seriously. We have all the things in place to take
care of you. So you shouldn't be afraid to spend six figures or put your safety in our hands because we've
got your back. We're doing this the right way."" Has tremendous dividends when you're in a business that
is often driven by word of mouth. Because if you take care of people and you follow up that brand
experience with a product experience that is really powerful and actually does the things that says it's
going to do, then your word of mouth can become a huge driver of growth for the company.

AR ERIE:

PRAM RN, ERHMER, XEREERE . “HEARRNBFLAREHEAAFENGES, SFMI): il
AT RRIR, BITBRABEREAMRXENAIZITE ? BR, R T8, RITIEEKFEEILIRR
AR RN ATRNTHESRFZ. BREBANEMNHXME. RNE—IEIBERERRIIR. Frld
RAGERENMIEARERFNL2RXAHA], RAARIMNEBHRNERE. FMNEUEBYARME” SIRLTF
— M REROBRKITILE, XEHREKRBIH. ANNRMEREAGAR, AA—THEERK. ST
A9 mn AL RERE b AL, ABAOMMI A R EHE K EREENIT,

[00:27:40] Zoelle Egner
English:

Of course, the outcome of this in practice is really funny. So | remember really distinctly having to invite
customers to go out to lunch with us when they would come to San Francisco back in the Airtable days,
because we had 15 people in a teeny tiny office. It's not that | wanted to mislead anyone, but | didn't need
to reinforce the fact that they were spending six figures with us when we had 15 people. If they had gone
to look on LinkedIn, they could have figured that out, but we didn't need to remind them that we were so
small, and they were running some of their most important processes with our product. | think | was on
the phone with Slack at one point. And they were like, "Oh, well you guys are probably about the same
size company as we are, right?" And | was like, "Not quite. A little smaller, just an entire order of
magnitude, no big deal, it's totally fine. We're all smooth. We'll take care of you. It's going to great." But it
really makes a difference, all of those little things.

FROCERIR:

LA, XEERPHNERIEEEHE, RBFBMICSTE Airtable RHI, HEFRIIBEWLN, RFEFZIFEMMI]
HEIZFIR, EARENEHRE 15PN, HFE—MUNNDRIER, BHAFRZRIRSEM[A, EFIVEER
£ “RMIE—KRE 15 PANRR S LT/ XNEL. RMIIEE Linkedn, ffJgEELE, B3
I ZREMZNMEZ A/, mEMNHERRNN~mIET - EREERRE. Hic’SE—XHM Slack
BWEIE, IR 1R, RIOIAFNMRAHENENERZE? ” HH: T2, h—x, #RET—1
HERE, "AE, TEREAH. HNETRR, SRBUFRIIN, —IHBSRE” EXENATERNESE
AEZMEo



[00:28:31] Lenny
English:

That reminds me, | heard stories of very early Airbnb days where they had to take meetings in a
bathroom, or in the hallway, and they did interviews, | think in the hallway because there was no space.

FROCERIR:
XL AT Airbnb 2RSS, MITAR(FAEAFRNERERS, EETEREMER, RARE

B =E,

[00:28:41] Zoelle Egner
English:

We did a lot of calling from the hallway at Airtable, also from this weird internal patio you could only get
to through climbing through a window. The window kept breaking. And so I, at one point, remember
someone getting stuck outside trying to interview someone with the windows closed. Utter, utter
ridiculous nonsense. But you know, that's all the fun things that happened in the early days before you
become bigger.

AR ERIE:

£ Airtable, RIVEEREEMRITRIE, TH—HENNSBE, REREATE. BPIEAERA. B
BEE—R, BABXENE, FEXLNEAREEASIA. BERRBEN. BIE, XEFRTAZ
B AN B 4 OB,

Nk

[00:29:06] Lenny

English:

Yeah, | love those early day stories.
R EE:

1, BEMXLERNHE,

[00:29:08] Zoelle Egner
English:

Yeah.

FRERIE:

=i

[00:29:09] Lenny
English:

| really love the concept of punching above your weight as a startup. What else did you do at Air Table or
other places that help you do that? One is just don't let them see how small you are, necessarily. Are there



any other technical things you recall that like, "Oh, here's things that really worked really well for

punching above our weight as a small company at that point."
R EIE:

BRIFEERWEIQE “LUNMEKXR” XMER. 7E Airtable SiEM 7, REMT HARBHEIMNX—=? —1
EAZILMNEBRRE S/ MEBFSEMAIARKGAEG? il "B, XEFENTFIREA—K/NIAQ
BBK P RIFIEEEN.”

[00:29:29] Zoelle Egner
English:

A couple of these things are very unsexy, but very useful. One, make sure that your landing pages, and
your emails, and other things have a level of polish that makes them feel a little bit more done. I think
there is sometimes a recommendation or an instinct just like, "Ship things super, super quickly and get
them out there." And I'm not saying don't move fast. Obviously you need to move fast in the early days,
but make sure someone rereads your email so that it sounds good. Invest in having a decent photo or a
decent illustration. If you have sample content, this is actually a big one, sample content for your
productivity app as an example. Take the time to not have it be like Jane Doe 12 times in the name list.
Have it be references to your industry so that people are like, "Oh, hey. That's a joke about Steve Jobs. I'm

a designer. This person is thinking about me."
R EIE:

BILHEER TR , BIFEER. $—, HERIMeCEMIT. BHENEMREE—ERRE, iLteflEd
ERETE, HIANERMEANE—FRINEAELE, TF ‘RECRMIERBEBERAZBHEMT « BF
BRAER, MLIMREAFTER, BFHEREAZR BRIV, LERERSHE. RA—RBHFKE
EORA SR, MRMERAANET —XHEHLIFEERE, RNEFNDTARNTRA—EREE, 3t
BREBEERM 1240 K=" o ILEMREITIAEX, ZEANIERF: 8, 1R, XRPXTEEX - FTHHH
o HEMRII, XHRUIER.”

[00:30:20] Zoelle Egner

English:

It's small stuff, but it tells that person, like, "The people who worked on this were thinking about me as a
customer, they built it with me in mind, and that means that it is more likely that this is going to fit my
needs than something generic." And that builds up both the brand trust that we've talked about, but also

the personality of the company, and makes people want to root for you. And frankly, when you are small,

you need everyone rooting for you that you can possibly get.
R EIE:

XEMB/NAT, BERSFAR: “AAXNT@HAEZTERIITER, MIIZAKMERN, XBKREE
EEARLE BRI AR E AT RERERBITE R XANEIL T N NKEINmEEE, TEET AT ME, LANE
BXHHR. BAY, HIRERSE/NEY, MFERAERFIEE—NZHFIRBIA.

[00:30:45] Zoelle Egner

English:



Those little bits of polish that don't take a ton of time are absolutely worth it. The last thing | would say is
making sure that in your public communications launches, if you ever talk to press, which some
companies can and some companies can't, having more of a point of view than just about your product,
you can try and say, like, "We are part of something bigger. Here's the broader circle or movement that
we are a part of." It makes it feel more inevitable and more like you're not just self servingly talking about
your tiny corner of the world, but that it's actually part of this much bigger trend. It will be more
compelling and it feels like you're operating at a different level of sophistication that can be really helpful.

AR ERIE:

XERAFERBAENEF/ M N EXNZERN. REERBRNZ, EMOATAERLMEDTD, MR
EMFEATRE (BEQTAL, BERT), BERAEBEF ISR MAIEER: “HNNREXRE
WEI—ERD . XRIAIFABRIE ZHIEFHEE.” XL~ mESERYUAN, LIREERAREEE
FAIRIE B OB—/ R, MBABEN 0. XSFAWRS, LARBRNEEKTES, XFEEH
#5Bh.

[00:31:28] Lenny
English:

| love that. On the first point, basically, it's attention to detail and obsession with quality is what I'm

hearing.
R EIE:
BERE—R. XTE—=, RAZNENATHR I FRENRE.

[00:31:34] Zoelle Egner
English:

Yes.

[00:31:34] Lenny
English:

Just to make it clear, this isn't just a tiny team just pushing the stuff out. | imagine most founders would
be like, "Yes, | would love, we are going to focus on quality. We'll make sure everything looks great." In
reality it always is this trade off against other things they could be doing.

AR ERIE:

BBif—T, XRMMXUNEB—NNEAEEIMERT, REBRASHEBARRE: “BH, KRR, RI1&%
ATRE, BNESMR-IBEREBRE.” BEHRLH, XSERESMTAIUSBEMERBHITRNE,

[00:31:50] Zoelle Egner

English:



Yep.
FRZERIE:
o

[00:31:50] Lenny
English:

What do you think folks can do to help keep that level of quality high? Is it just one person being obsessed
and just reviewing everything like a founder? Is having someone like you that's just very detail oriented,
just review everything? How do you actually execute that when you have 1,000 things to do?

FROCERIR:

RANKREKALUHEN ARRIFTSHEKT? BR—TAKEBA—IFREMEERERSTIE? E2H—M5&
RZFIFEITEATIARFEE—Y)? SRE—THEERE, MUOAKFRITI—R?

[00:32:05] Zoelle Egner
English:

100%. 1'd say there's one of two approaches and you articulated them here. One is you can have the
founder that is the avatar of quality, who is just relentlessly being like, "Hey, we're going to do the 15
minute check. Yes, we're going through it. Yes, I'm going to send you a copy of this email, and someone
else going to click every link in it, and make sure they're not broken." Or, you can have someone else be
the avatar of that who is in the company. | would say in many of the companies | have worked at, that has
been me, because I've been the marketing human who cares. But it doesn't have to be a marketing
person, it can be someone on product. It can be, honestly, even someone on customer success if you're
willing to let them provide their feedback on the way that you're showing up in the world, which you
should because they have fantastic insight. There just needs to be someone.

FRCERIR:

BAZBERR. RSWEARWEE, MUAERET. —FEiLeARA “RENKS” , MAREMME
B R, BANEHT 15 oHHIRE, B0, RINEI—E. 28, RRGIIRXHBANERIE, AFiLS—
MARTEENS— R, BRLENE.” HE, FALULARENEMAZIXMEE, ERIFEIF
ZRAE, PIARREHE, BAREBITEFIENEHBAR, EF—EFFEEHAR, BAUZETmA
Ro EXLY, BEEAUREFMIAR, NRMEEILMWITN AR MG RS URHERIGAIE— RN Z
X, RAMNERENRRE. 22, UAEEXA—MA.

[00:32:50] Zoelle Egner
English:

And | think building that into how you interview can be very helpful, as well. So finding people who
understand those trade-offs and that balance, and who are willing to put in the extra 15 minutes, but
aren't going to spend an extra week trying to obsessively QA everything. You don't want to go that far.
Just who has that bent towards detail can be very helpful. Also, just make yourself a checklist. It doesn't
have to be complicated. "Every time we put out a blog post, these are the three things we're going to do.
Every time we send out an email, it needs to be seen by at least one other person." None of this is rocket



science. You just need to make a little process for yourself, and then it can be very fast and lightweight,
but the dividends are worth it, | think.

AR ERIE:

FHANNEZ—RBANIEAPERIFEETER . SHBLEEENENFEIA, EESE 1529, BF=
E—EAREERIHPAERATHIT QA (RERID) . MABESHARK. RABEXMIEATIMEM
=IREER. i, KESINER. FEFERER. “BRAGER, RINBMHN=M4F. SRS,
BAELRAZ—PAEL.” XEHFZFARRE. MRAFENECEI—NMIRIE, EFUIEERENS
£, BRIUANFROEHRZERFT.

[00:33:31] Lenny
English:

| like how simple this is, just to look like a bigger company, is just pay attention and focus on the little
things. It's not a big, whole thing.

FRCERIR:
HERXMERNTTE, ATEERG—RAQE, RAJFXEIARETNE. IAFEHFARANIRE.

[00:33:39] Zoelle Egner
English:

There are some bigger things you can do if you really need to. My favorite silly example of this is Airtable,
back in the day, got roasted on Twitter for having billboards that were not super specific about a specific
problem or whatever. They were just billboards that we had out. And everyone was like, "This makes no
sense. Why are you doing this? We don't understand." They were actually super effective for us because
we had a different goal than everyone thought that we did.

FRCERIR:

NREMFTE, FEIUH—LEERNEE RERERH “BNR” FF2Z Airtable, HEFK(TE Twitter EF
NI SRR, RABRBE SEALEHNENEGKRR. SITMEBHNHEEREN S, AR
W "XEEERN RIATAEXAM? HIIEFE.” EXHFLENNENEEER, BAKRIMNNERMIX
e SR S Sy = 8

[00:34:03] Zoelle Egner
English:

For us, it was all about signaling to some very large companies that we were a legitimate and large
enough company that they could trust, and we had geographical concentration in specific areas, because
we were in the fashion industry, the media industry in New York, we knew exactly where all of their offices
were and we knew if they saw our billboards, walking to work, and then got the request to IT for the
budget in order to pay six figures for Airtable, they were more likely to be like, "Oh, it's not just some
weird startup we never heard of." Like, "Oh, I've seen that billboard, they must be legitimate." And that
sounds really silly, but it wasn't actually that expensive.

AR ERIE:



MEAEKG, XTEEBNTE—EARTLHES, KARNB—REZEMREBKR. ESEHNQE. &K
MR E KA IR FRVEPIRM, LLNALRIRSE AR, FNBDMEMIINDAZEEME, 1A
8, WNRMIE LR ERRIIRNNT S, SARUKREIR IT BRI JHIE/USFIEME Airtable BYIERET, ]
FEEARERRT: B, IRRARNRMRINFENEIQE.” mE: 18, RNIBWIT &6, til—E=R1E
MATE.” XIFERRE, EEHLHRAAS,

[00:34:40] Zoelle Egner
English:

We got mostly remnant inventory, which is at the end of a particular buying cycle. Sometimes they
haven't fully sold everything, and you can get the slightly less good ones that are still maybe where you
want them for really cheap. And everyone thinks that you only buy billboards if you're huge. So that small
signaling thing was a way for us to make sure that we remove some of the risk of not being able to close
deals because we were so small. So you can get creative about it. Most of the time you're not going to do
that. Most of the time it's like, "Reread your emails." But you could also push it even further if you need

to.

AR ERIE:

HIMNEWKZR “®REE" (remnantinventory), Il EEIFEMN X FEAL RN T, BEMERM(1&SE
58, REIIBIEREEMNNIEZIBLEAEHECRATSIRERN S, ARBRFREELARET &

o FRURZMVINNESEES I, ERITERTEAMERNMEERRZBERD K. FiAfRE] AL EE)
Bo REVIMRIMAFTEXAM, RSVIHRRAFE “BRMH" . BNRFE, (FEIUHMESEHE—D,

[00:35:12] Lenny
English:

What is that full rough cost of billboards like? Because | think people think about billboards and it's hard

to even know what they cost. What's a number?
FZERiE:
[TERHABERARZD? RARESANTREI SHEE, REERENZIRELS Dk, LM aFn?

=i

[00:35:20] Zoelle Egner
English:

It really, really depends, so I'm hesitant to give you a number because which metro you're in, it ranges
vastly. | would say you can expect that some of that inventory is in the low thousands of dollars, which is
way lower than you might expect.

FRZERIE:

XENIFEBRTREBER, FURFARBAFR—THINT, BATRETHERER. HERNE, RA
PR EEENMRE/LTETAES, XHRBRNERES,

[00:35:34] Lenny

English:



For one billboard.
FRSCERIF:
=N ERENIEE?

[00:35:36] Zoelle Egner
English:

Yeah. So you don't need to get a million. And I'm not suggesting you go get one on 101. Good luck to you
on that. That's expensive. But you can get one in a reasonable neighborhood in New York for way less
money than you might expect, if you're willing to do remnant.

FROCERIR:

Bl FILURAREXE—B . HAEBRINURE 101 ABBE—1, RiRifz, FBIFER. BUNRMEEELR
RER, (RA]UEALN— N FENMER LR TFFER N EE—1

[00:35:52] Lenny
English:

Are you hiring? Or on the flip side, are you looking for a new opportunity? Well, either way, check out
lennysjobs.com/talent. If you're a hiring manager, you can sign up and get access to hundreds of hand
curated people who are open to new opportunities. Thousands of people apply to join this collective, and
| personally review and accept just about 10% of them. You won't find a better place to hire product
managers and growth leaders. Join almost 100 other companies who are actively hiring through this

collective.
FRSCERIE:

RIETEHRREND? HERIIR, RIEFEFHFVIRE? TieHHHER, 1EEE lennysjobs.com/talent, WRITE
BRI, RO LUEMHEMIIMERESTATINE. EEIEANSNAA. BT LEAHNABRBMAXTA
ZE, MBENAREZHIEZHEDLY 10% WA, (FIXF X BRI 75 RIBE= RS BN KMSET. M
NI 100 RIETEEIT XN AA EFRIRIBEE A F] 0,

[00:36:22] Lenny
English:

And if you're looking around for a newer opportunity actively or passively join the collective, it's free. You
can be anonymous and you can even hide yourself from specific companies. You can also leave any time
and you'll only hear from companies that you want to hear from. Check out lennysjobs.com/talent.

AR ERIE:

WMRIRIEFEEDHR M I NS, BIMAXNATE, ERREN, RUURSER, EEATUMFER
FfEE B C. R UREELRY, HERSWEIRBBIATRES. 1E1AE lennysjobs.com/talent,

[00:36:41] Lenny

English:



Following this thread a bit, my next question is, and this may be the answer, is when you think about
Airtable's growth strategy, growth tactics over time, what would you say are one, or two, or three of the
most impactful marketing or growth tactics that work best over time? And maybe billboards are one of
them.

FRCERIR:

IEXN B, HNT—NEEE (WLIFNAIIMEES) . HIRET Airtable FHERAVIE KRB EARY,
MEEH—FH IR =NEE/EKARTRKBARRERS. FMEKR? BF SEMEEFZ—

[00:37:02] Zoelle Egner
English:

| wouldn't say they were the highest ROI, but they're certainly one of the more interesting things that we
did. They were useful, don't get me wrong. But | think maybe some other ones are more interesting. The
boring answer that | will caveat this with is that one of the pieces of our acquisition playbook, it was very
standard, that did work quite well, was some unconventionally targeted Facebook ads. That era is over.
So don't expect that that is going to work for your B2B business now because that that's totally changed.

FROCERIR:

HAZRENH ROI &=, BENBERRINMINEEBNERZ— 3iRE, EIMREER. BIFIANHM
—ETREAR. HBARP-—THENER: BRMATFMTE-NEBREERSNRRIFNE D, B
B “EEREM” B Facebook [ Ho BMINBELERT . FIUREREXIMETIEEEEIRAY B2B Ak 559
=¥, AABREET2E T,

[00:37:29] Lenny

English:

And when you say unconventional, what do you mean?
R EE:

RURY “IERR” BIEHA?

[00:37:31] Zoelle Egner
English:

We spent a lot of time thinking about a psychographic profile for our users. So the challenge of Airtable is
that you can use it for anything. It can be used in every department within an organization. It can be used
for personal stuff, you name it, it has a use, because you're functionally building your own software and
you can build software for anything. Unfortunately, if you go out to the market with a message of, like,
"Build your own software." The vast majority of people are like, "I want to do that. That sounds hard. That
sounds stupid. No."

FhaCERIE:
BETRZHEZEZHAYN “OIBSTEER” (psychographic profile), Airtable BBk TE T IRAT LU E M
FAE, EAURTHLRNENE], AIMBEFIAES, REMRERINGEERH, AARERFRLEEEMRE

BRI, MIRAUAEREERENRG. F=0E, MRIFFE “WEIFESHNRE XENEESERT
17, BRSBANRNZE: “BATBHIA, FERRE, FERRE 77



[00:38:01] Zoelle Egner
English:

And we couldn't really use super generic messaging, but to go really specific into verticals, which we did
end up ultimately doing, didn't give us the broad coverage to go find new opportunities. You go really
deep into one particular vertical or two particular verticals at a time with a small team, but then we
weren't surfacing new opportunities that might be even more important. So we tried to balance that
vertical specific work that we did with also trying to find this type of person who we had discovered was
going to be the best champion for us.

FROCERIR:

HNTEERBRBEANGES, BUIRESAEE FHNRLWHIXAMT), XEEREHZNBEEEAETX
FZ. MRRLLE—NNAR—RRRHM—AMIEEETN, RNMTELKMPBLERREEEZNFIN S FR
UBNMNSETEEETRN TS I BN EKMEABANRERPENAN" ZEESE T,

[00:38:33] Zoelle Egner
English:

And this is a tinkerer persona, someone who likes new technology, they like putting together the Lego
building blocks of things, and you couldn't really find Tinkerer's Magazine. There's not like a place those
people hang out. They don't just have one title. It's a psychographic profile as a type of person that could
have many, many different roles. And so instead-

AR ERIE:

XE—M “BEE” (tinkerer) At%, XMAERHEA, EXIERENA—HFNREHEE R, (RHTE
(BHERS), RE—MEINHXEARENMG, AR E—Tkb. XE—MOESTEE®R, XMAR
REEEFZAENA®. FIL, HITRE—

[00:38:56] Lenny

English:

And Facebook doesn't let you do that anymore, right?
R EE:

Facebook ERILIFXAMT , FFIE?

[00:38:59] Zoelle Egner
English:

No. You can't target based on-
FRCERIE:

0, RFEEETF—

[00:39:01] Lenny



English:
[inaudible 00:39:01] go.
FEiE:

(FAR38)

[00:39:02] Zoelle Egner

English:

... like, "They have a tinkerer mentality," unfortunately.
R EE:

----- FEMZE, MARET “MIIEHRELT REM.

[00:39:04] Lenny
English:

Okay, got it.

R EE:

4F89, BART .

[00:39:05] Zoelle Egner
English:

It's so sad.

FEiE:

KIERET o

[00:39:05] Lenny

English:

Okay. | see that it's not possible.
R EE:

9y, FHEABIMEARATRET -

[00:39:07] Zoelle Egner
English:

Yeah. But what you can do is you can say, "That type of person often likes these types of media. We've
heard that they often are really into these podcasts, so they're really into reading about this type of
personal development." And often that is associated with people who have these broad set of roles but
have this typical mentality. So we would find clusters of interests that people might have, that often were



shared by those people, and do targeting around that. And then when that worked, they'll look alike
based on it.

AR ERIE:

B, BIRAILUR:  “BPEANBEEVOXLERBMER, RIMRMITEEREXERER, REREWIEXE
PMABEKNXE,” & Y‘E)‘(L'ﬁﬁﬂ’“‘%ﬁr‘ ZABEAESXMARLEHABXEE, FIUEINISIFHANAT
EERENNEER (XEXNBBERITEARR), HERXEHITER. —BEK, METFLHHTEMZAX
(lookalike) ¥ .

[00:39:38] Lenny
English:

Did not expect Facebook ads as one of these answers. So that's interesting.

FRSCERIE:
ZH8E Facebook TTHEEBERZ— XEEH,

[00:39:42] Zoelle Egner

English:

No, and it's not a good idea anymore. Don't do it now.
FRCERIE:

B0, MEREXFEMFERT . REHIXAM.

[00:39:44] Lenny
English:

Disclaimer.

R EE:

THREH,

[00:39:44] Zoelle Egner
English:

Back in the day, it was great. Now | would not recommend. But | have some unconventional ones that |
can suggest that are not Facebook. There's a few different things, but | want to give some context first for
people who are not as familiar with Airtable's business, because | do think these are really helpful pieces
of context. The first is because of the types of industries that we are often very successful in, had a very
similar network effect that we would see, where basically it was within specific professions, we would see
people who, in order to distinguish themselves in that job market, would build a brand around the tools

that they used, essentially.

AR ERIE:



LETERE, WERTHEE. BHATLUEIN—LEIE Facebook WIEESH A E. BILHERENE, BRBELAB
LA R Airtable WSHIARM—ET R, BARIANIXEETRIEEEEH. £—, BTRINELEREAL
AT SR, BRI T —MIEEBEMHNERN . BEAEEFENRLS, ENSBIANATEMLTS
PRiAmL, SESMIERNTIAERILINAmbE.

[00:40:46] Zoelle Egner
English:

We found different ways to accelerate their process of identifying those roles, where it was really, really
helpful to build a brand for yourself so that you could hop around to different jobs more quickly,
accelerate your process, et cetera, and thus bring along a tool with you and evangelize for it a lot. So
that's one set of things we were trying to achieve. The second set of things we were trying to achieve
that's also useful context here, is although industry virality was really important for us, even more
important was inside of company virality, that was the real superpower of Airtable. We'd go from 10
people to 1,000 people a year. And so we were always looking for ways to make that happen within

companies in more and more efficient ways.
R EIE:

BHAEIT AERGERMEMITARXEAGBRERE, EXEREH, BIUNARBIEEERE, R
AL ERMBMERIRER TIE, MERMMEERHREES, MMTESET T TAHAKREERE. XEFK(NEHE
SSMW—AEBR. FZHBNR (BEREANER) & BEATUFRSAFENRITREE, BEEEENE ‘A
BIAERBREIVERER , AR Airtable HIEREBAES]. FKATEM 10 DA—FIEKE] 1000 M A FAAFAN—E
T FH RS T AR AEP SRR E KA %o

[00:41:08] Zoelle Egner
English:

And then the third piece here is no one had a good generic explanation of Airtable that worked for
everybody. This is perhaps partially my fault as marketing, but it's also the fault of the fact that the
market was not ready for the good, generic explanation to mean anything, like | mentioned before,
people just did not care about the generic explanation. And the magic of Airtable was always seen in its

specificity.
FRZERIE:
BERE, REASRGSH—MERTHEAN. FRBRMBERE. XEHIEREAEHEARNGE, BHAR

T REEIFERERNER, RERZAREN, AMRERTFBAERE. Airtable WENERZME
WECHAERFE L.

[00:41:32] Zoelle Egner
English:

So we knew if we can get to the right people and we can connect the dots to them to the correct use case,
so they want to go and evangelize to improve their careers, they will do that both externally and within
their companies, and more importantly within the companies, they'll be able to go to their friends and
say, "Hey, I'm using Airtable as a content calendar, but you have a UX research problem. And | understand
Airtable enough that | can help you build a system. And now I'm a superhero internally because | helped
you build this whole new thing. Look at me, I'm amazing." And they suddenly have fully done a sales



pitch for Airtable without us having to do any work or understand their use case, which is great and very
necessary when you are as horizontal as we are. So we had to figure out essentially, "How do we catalyze
that word of mouth and build champions at scale?"

AR ERIE:

FRUAFRAIAIE, WRIAVEREIEBBIA, HAMMTERIERONERDS, LT TRARIVEENRERE
EER, MIEIBHNATARBBIAM. BEEENEEABTARE, MEEZARR: 1R, KL
Airtable SfEABBHA, EBMENAFEEMRTHREE, 3T Airtable BT #, AJUEBMRERILI—RS.
MERTELERNER T EBREE, RARBRRILT —E2HNARA, EREHE.” WIIRARRA Airtable
TR T —REERHEET, MEMNAFRMERNLE, BAFETHMNOERDR. SMGERINIFET
“#mm” (horizontal product) BY, XZRIFEHEELEN., FIUENBAFERE: “BITOAEEZMHO
EHAMEEFFIFE (champions) ? 7

[00:42:21] Zoelle Egner
English:

All of that is to say the two interesting things that we did were all around that. In the very early days, what
that meant in practice was we literally had a Slack integration that we pulled in a whole bunch of
information about anyone who signed up for Airtable, including their title, the company that they worked
at, et cetera. And literally would sit there and had a little button in each of the records that came in that
would allow us to email them immediately if we had decided that they might be someone we want to talk
to. And we set up this whole automated system so that it would take two seconds to reach out to a ton of
different people, being like, "Hey, we'd really love to get your feedback and help make sure you're as
successful as possible on Airtable."

AR ERIE:

FRrEXLEENTHA, HIMBNREEBNEHEERX—R B, TIFEFH, ERPNHOEE: i)
BB Slack &£/, ESMEBVERDEM Airtable WARNKERFER, SFEMINNKE. AEQARFEF. i)
FALTERIL, SFHENEREBE—NMEH, MRENEFXATEIINVEIIEIA, mATLILEL 1%
B, FMNBILT —BEBMURS, IFRVHMERRE —ABEARNA, REXRMZE: 1%, &HI1ER
BRI IREYR 5, HIBIRIRTE Airtable ERAJREFRIG AT,

[00:43:02] Zoelle Egner
English:

This is not scalable in the long term because there's a whole bunch of sending emails and doing
meetings. But what it meant is that we were able to start building our mental model for what these
champions looked like in practice by finding the patterns across them. And building the foundation is
what ultimately became our customer success motion very early. And then we were able to say, "Okay, we
found five people who have a content calendar use case with this type of title. And now we'll be able to
go run an ad campaign based on that. We can build a bunch of templates based on that. Here's all these
different hooks we can use, because we know this is what a champion can look like," in a way that was
not going to be obvious if we hadn't talked to a ton of people. So it seems really unobvious as an
investment, per se, but tremendous number of human hours going into just having an efficient way to
talk to as many people as possible to build those mental models. That's number one.

FRCERIR:



MKHARE, AT R, BATRAENBAELENZIN. BENEXET, HiIEBEIIRERFE
L, FFEWEXTXE “WirE” ERBRPEAAFFROEERE, BUXTEMRLNN T IHIFE R
‘BRI ohif. AARBITBEER: “GE, HIVHRETHEMIEXMLE. EARSERZROA. WE
VR AEFUIIETT &7, AJUETFMEERIR. XEEMEHNTUEAN BF , AR
BE—MBIPERTRER M AN.” MRAHAENARYR, XERFAZEMBNHN. I, (FA—TIRE, EXE
BERATRHE, BATRIUXEOEERE, HNRATEANANIN, RATHE-MHESRHNAASRA

REZHARK. XBHE—Ro

[00:43:57] Lenny
English:

That is fascinating. Essentially, you weren't even sure who would be excited about Airtable. Part of this is
like, "Figure out the personas and groups of people that we believe are the right target to encourage and
help support.” And then part of that is, "Get it spreading within a company once you figure out these folks
within a company." It's such a cool idea to just have a feed of ... | imagine the squad had certain attributes
of the person, like, "Here's the company they work. Here's how big it is." And then they talk about, there's
a mention of what they're using it for. Is that part of this?

FRCERIR:

XKEANT . AL, (REERHEIERX Airtable BeXil, XA TEMEGERZ: “HHEBEINANERRHN
SENERBREGIAR.” AES—HDE: “—EEQTREHRIXLEAN, MLERERARRIBERFR”
EMREXRET, E—NMEER - BB NNARBIXTANKERMSE, il “X2MIIITEHIQ
8, MEBZK.” ARMNREMMBERBT 4. XREPHN—EEDF?

[00:44:31] Zoelle Egner
English:

Ideally. Though we were always very privacy minded, so we couldn't actually get much information about
what they were doing in Airtable. We could never see their data, because that would be a tremendous
failure of trust, to go back to what we were talking about before. So a lot of this, we would have guesses,
and maybe we could see that they'd use certain templates but we didn't otherwise really know. And that
was part of the reason why we wanted to talk to them in the first place.

AR ERIE:

BRBRTRXF, BARN—EIFETER, FRUERNKRETERFKS X FME Airtable FEKIER
ERNER. BITXZEREMNBEE, RABRKREENEXREE, BN ZAKIERNIER. RS
RN IZHN, WIFHRIERIMIER T REER, BRIEZIMENENAAE, XBER1&EMt
N=R%BER 2 R RA

[00:44:54] Zoelle Egner
English:

The second reason is that if we could talk to them early, we could help them build their first space, and
from there, if they were successful, they would have the tools to go and help other people within their
organization. So if we catch them at the beginning, make sure one person was successful by over
investing in them, then they essentially became support for everybody else. | should also clarify, these
were not necessarily people who were going to be the buyers. The buyers and the champions here look



very, very different for Airtable, which is a really an interesting dynamic that many companies do not
have. But for us, the person who is going to sit down with a glass of wine on a Friday and build an Airtable
base was not the person who had the budget who was going to pay for this thing.

AR ERIE:

BNRAR, MRENERESMIZHK, HITMEBEBMIIRIIE—1=E (base)s MABEFIR, MRt
MY, ilmE T ZEBBALRANEMANTER, FRUMNMRBAIEEFIBRMEMT], BIIERNHER—
TARY, BAtMNAR LA T HURAEANSZFE, RENZEF—R, XEAFT—ER “EXR" . ##
Airtable, ERMBIFENTRIEERRE, XR—MHRSQBMLENERDS. HENKE, BIEALKR
LinE—MLLBEYLTHRME Airtable ERIA, HABINEERE. EFNXHRENEBIA.

[00:45:36] Zoelle Egner
English:

And so we weren't initially looking for buyers, we were looking for champions, in part so that we could
then go to IT six months down the line and be like, "Look, you have 500 people using this product, it's
been very useful for them. It is time for you to pay now." Not sure IT loved those conversations, but they
were really effective for us and meant that it was very, very easy to sell.

AR ERIE:

FRUAEANRA I A EER, MERFE. SPRERATATARRNTUELKITEI R “F, (1A
500 ATEERX N m, MtIiFEER. MERMIMIERNIHET " HAHE IT IS SRXME, 8
MENKIAEEER, XBRREHELZFER. FEEH.

[00:45:57] Lenny
English:

Fascinating. It makes me think a lot about the product led sales movement and how this is essentially
that, but even earlier, because it's people just signed up and they're just helping them be successful,
versus like, "This company's got 14 people using it. You should go try to sell them on an enterprise
contract." Essentially this was a tool to help you figure out how to, basically scaling customer success and
helping you prioritize who to go after, and being very hands-on with the strongest potential future big
buyers.

FRCERIR:

KEANT . XIUBBERSXTF “PRIREIHE” (product-led sales) EEHEE, XAR LRI, BE
EBER, RAANNARGER, (RIMEREBMIILD), MARK: “XRAFE 14 MAER, MNZERESE
GptEWREam.” sit, XBE—NMEPMFERMAMRLETL R, HEMRBELCRHINKHNT
8, iIHMRENREBNIRRAELSHITIERERNIIES.

[00:46:24] Zoelle Egner
English:

Exactly. And | think what's interesting here is it helped us bootstrap two things. One was, to your point,
building out the personas, and champions, and so on. And ultimately there's more scalable ways to reach
those people in the long run. But secondarily, it also helped us deal with a real product education
problem that we had in the early days. Because it was really complicated. Airtable, unfortunately, has two



education issues that it needs to solve. It's not just, "How do | put the Lego blocks together?" It is also,
"How do | design a piece of software and a workflow?"

AR ERIE:

K. WIANEBNE, EEMINLBHTRASE. B—_UMFANR, WETHAFE&. BiIFEESF. MK
mRE, RASEERT BENAARMEXEA, BHR, eXREHRINOET RHBENELEN~REE
B, RAANEENRER. F=HE, Airtable FEFRAFNMEFTINH, FUNXZE “BRNERRSRABE—
£? 7, ®F “FOt— M RGN—EIER? 7

[00:47:01] Zoelle Egner
English:

And unfortunately if you're selling to content marketing manager or a UX researcher, there's no guarantee
that they know how to make a workflow. Most software is opinionated, and it does that work for you, and
you're like, "It either works for you or it doesn't." And maybe you're frustrated about what it forces you to
do in order to work, but you can't really control it, which means when suddenly, you have the ability to
create whatever workflow that you want, there's actually some education that needs to go into it in order
to be able to make that successful.

AR ERIE:

FENE, MRMELGARTEHRLENALAFEMRR, FREIEMENANENFABIEIER. RSHRHEBE
“BERR” (opinionated), ENfRMELF TAREDILIE, MRERRT “BAEGMR, BARESR” . HIFRE
MEREMFMBEFREIAR, BMTEREEERIE. XEWESMRARE TR EMAMEERN TIERAYEE
718, KR EFEHITEHE A EEERSHI.

[00:47:28] Zoelle Egner
English:

It's not enough to just make an Airtable base that's pretty or that functions. You can't get your team to use
it effectively if it doesn't fit into the broader context of the organization. It's still going to fail. And so a lot
of this was us figuring out, like, "Okay, how do we help these people not only use our product but build
something that is going to be durable, so that we do see that growth, so they don't see it as a failure, so it
doesn't fail at that second order moment when it starts to get spread out to more people?"

FRCERIR:

RNFIE—NRRETNEETT 2R Airtable ERABH. MREATAARNE ZER, MMLELEANEXN

WERE. EMASIKK. FMURSIERRIERR: “iF8, HITAEXEARERRIIN~m,

MEMBERFANKRE, NMiLFMNEIEK, LENAREXZ2NERY, ILEAFREBRLAES ANBD
TS RzERiE? 7

[00:47:53] Lenny
English:

It's a really good tactic for any SaaS product that just is hard to understand and needs, Airtable had both
problems. Like, "I don't know what this is for and | don't know exactly how it's going to fit into my
workflow." Imagine most companies still have to deal with both those problems.

FROCERIR:



N EAELIEE A FES IS SaasS FmKifl, XEB—NIFEIFAIRE, Airtable M NREHE: “FK
FHEXZTFHABN” Uk “BAMECHRZDABAZNIER » HBASRARNATELEXRK

Al

[00:48:05] Zoelle Egner
English:

No, hopefully not. Hopefully not.
HRCERIE:

T, BEFE, FEF=Z.

[00:48:07] Lenny
English:

Yeah.

FRCERIR:

=0

[00:48:08] Zoelle Egner
English:

But once you actually get in with folks, it's very difficult to remove it. So suddenly your retention rates are
incredible, your word of mouth is incredible, if you're willing to do that initial work. A lot of people think
that Airtable was a pure product led growth company, and missed that huge customer success
component that was always very, very important in the early days. And that helped us ultimately move
more towards that PLG motion for a while, but was essential to getting it set up in the first place.

RS ERIE:

BE—BfREERNFAPS, MRERIAT. FAUNRMEEHBLENBRIE, RARFNEFXITRFIR
A, OBBRTRFIRA. RZAIAA Airtable B—R4AWEH “FREHEK" (PLG) 18, ARBKRTEH—H
IFE. FEEENERN “FAMIN EE7D. XEHHNREXE—RIBEINES M PLG R, BT
RYNEIEXEE,

[00:48:35] Lenny
English:

Fascinating.
FRCERIE:

KIEANT o

[00:48:36] Zoelle Egner

English:



The other one that we did related to this champions at scale was we spent a hilarious amount of money
on really fancy swag. | know this sounds silly, but branded AirPods level of fancy swag. Admittedly more
people were in the office back then. Now they are more remote and this would not work as well. But back
in the day, if you gave people something really good, not a pen or a sticker, really good, they would show
it off to absolutely everyone that they talked to, because they were so excited they got branded AirPods.
People would ask about it, walking by their desks. It sounds so like trivial. But for that couple hundred
bucks that we spent knowing like, "Hey, this person's already a champion and if someone asks them,
they're going to give a really good pitch." Totally worth it. Sometimes better to not skimp on swag. Hard
to measure, very effective.

AR ERIE:

-5 “RIEEFRIPE BXNER, RITEESHENEL (swag) LT ZEEIENK. RAEX
IFEERIRIE, EABZENEmiE Logo BY AirPods R3IMIER. A, BEHRESATEDAE LM, MAEAREM
BFIZEDR, XAEKBARMT ., BELE, NRMAENT—EHEEFHNRA—FEEXMWLE, MEE
ERIFRA—MISAS—TRRBIAZEE, EAMIIASEIENE Logo B AirPods TI{ERE. AfIEI M
MNP RRISZEE. XITERRBE, EXNFRIOEHBRILEERTRE, HE TR, XTABLKZRIFE
T, RBARE, MM —RIFEENEN" , XT2ER. ANERRFAETRAL LER. RAMUY
£, BIFEEN.

[00:49:27] Lenny
English:

That's a great tip. And it connects to the general idea of find your champions and just do a lot to make
sure they're successful, excited, want to evangelize, and an AirPod here and there feel like a really good
ROl investment.

AR ERIE:

XE—MREFNVEN. ERET “IFHWMORIFPEHF RIS HRERMAIIARI. ME. BEER” ER_RK.
fB/RIE AirPods D B — IR R ORRIFE SRR E.

[00:49:40] Zoelle Egner
English:

Was for us.

R EE:

FAIHK GRS

[00:49:41] Lenny

English:

Anything else along those lines?
FRCEIE:

B E AR5 ?



[00:49:42] Zoelle Egner
English:

| think those are the big ones that | would highlight. The only other small note | would make from a
process perspective is if you are going to overinvest in customer success, which | recommend, make sure
that you have also set up a process to take the insights that your customer success people are coming up
with and turn them into as much content as you can. Because that's where you're going to find scale in
the long run. So for us, what that meant was we would talk to a bunch of customers and then customer
success would have helped them build bases, and then we would create templates. So were not exact
copies, because we're not trying to steal their intellectual property. We would say, "What is the
fundamental workflow here, that other companies might have? How do we make a template that is useful
from this?" And some blog posts that explain it, whatever else, that we can then put out into the market.

FROCENIR:

HEXERREBRANER. MREAERE, HE—EBHRmN—R2: IRMITEESTFR EIERA

(BIEFEXEE) , BFHRIFBRLTY —ERE, BREFPRNWAGRESRREZCAIRAESHAST. RAAEZE
RKHISSIIAR LRI T, WIHATRN, XERERNSM—BRTFARIK, EFRNARSEPMITELE,
REENZLIRRR. XEFBTENES], EARNFEGERMIIAIRF~N Fi1=E: “XERNEMT
ERZfta, HthRAFAREIAED? RITNARIE— T ETIRNERER? * BNEL—LRECHEEXE
2R, AR,

[00:50:25] Zoelle Egner
English:

And the next time a smaller company that's not a Fortune 500 wants this sort of thing, someone can just
email them that template and we don't have to go through this whole build process, they have something
to start with. If you can find those insights and put them genuinely into use as a little conveyor belt, it will
be much easier to scale. It will be much easier to come up with genuinely compelling content because it's
coming from your customers, so they already care about it. You have strong signal that's going to be
valuable if you already built it for them. Use that to your advantage, make that into a little machine. And it
makes all of the go-to market that you need to do later easier.

FRSCERIF:
T—R, Y—RIEME 500 BAVNVABEEX AR, B ATTUEZAMITLIBMERME, RITMAHBE
EMNMIEDIE, MITBETRSIMAEAR, NRMELAMXEARABEEAEERNER, G—F/IMEEFHF—

¥, MEURZBERR[/Z. FHEEIANBENABTHERZESE, RACKBMRNER, FUBIIELETF
T MRMELZAMITERTE, (B TEIFTENEIGRIES. FMBAXMIE, IBEZER—a/ Wik,
XRIRUEHREMBAE “#ATE” (GTM) TEERERZ.

[00:50:57] Lenny
English:

| know that you have the strong opinion that customer success and marketing are basically the same
thing and should be maybe one team. Can you speak to that?

FhSCERIE:
BAMBERE—NBINME, INBPRAEREARLEER—EE, BiFRZEHFI— P E. REERIXX

g2



[00:51:05] Zoelle Egner
English:

Yeah. This is my spicy opinion, but both of them have to do the same things. They have to identify
customer needs. They have to help the customers see your product as a solution to those needs. They
need to remove friction from the process of getting value. They are hopefully both encouraging those
customers to share with other people, and both of them should be engaged in translating insights from
those individuals into resources that can help everybody. They use different tactics. Marketing is going to
use more scalable tactics. Customer success is going to be in the weeds, really talking to individual
people, but all of the things they care about are actually the same thing. They just use different ways to
doit.

FRZERIE:

B, XEHN “FH MR, EREMHLIMEMEFENES. NLIURFIETFER ML AEHZFF
R mAL X EFROBRSG R, MFEEFRENEIETNER. REMNBEXMEFSHARD
E, #EREMNZBNTHENARREZUAERREBPIEANZ R MIERFENGER, EHIERAER
T RIEREAR, FRPRNZANET, EESMARE, EMIIXONAESELRLEEE—HE. tiRE
ERFRAIS REI,

[00:51:31] Zoelle Egner
English:

And if you, as a marketer, are not pretty confident in being able to say, like, "What I'm doing is getting the
right people to get genuine value from this product,” so much so that they want to tell other people
about it because it's going to make them look good, then maybe figure out if there's ways to bring more
of that to your process, because it will make what you are doing more effective. And frankly, there's not a
better evangelist than a person whose career you have materially helped to improve based on matching
the right person to the solution so that they can have more impact at their company. So much said, one
of my unofficial metrics for both marketing and customer success at Airtable, unofficial, was how many
people we'd gotten promoted for using the product. | had a running tally of those people, and | knew if
we were getting those at the major accounts we were trying to win, something good was happening and
we were going to be successful with really large deals.

FROCENIR:

MRIMEA—TNEFEAR, FREBEEOME: “BWEEBNZEBRRIULERHAMZINFmPRSEENN
B" , UETHINESFIA, BEAXSFLMIZFRMAS, BABIFZBENEEREREFIEMEZXIF
BT, RARZILRAAENSEEEEY. BRI, KA —TMERNMEERRRS RLELERIA. M
ME/BTEEARNS. RIEESHILAERANABFNERE T, RTXAZE, KL Airtable BFIXE
HNEARN—PMEERER FFERN! ) M2 AZLARAMERZFRMRETEF. RE— XL
ABSREIZ TR, HAEMRFNEETXERNNEBAZFAFEIXEAN, BAFHFETLRE, HIVEHL
ETHEIENKE,

[00:52:36] Lenny
English:

So curious how you tracked that. | guess you just check in with them occasionally?



FRSCERIE:
BEFHFMEBEABEX M, REMEEEREF—T?

[00:52:40] Zoelle Egner
English:

No, | had my CSMs literally, they had really strong relationships. We were actually tracking it. It was a little
embarrassing, but it worked really well.

FROCERIR:

A, HILFB CSM (BFFMIZHEIE) RiRdE, MINBIFEFENXR. RNENTER. BAERTEER,
BMRIFET.

[00:52:47] Lenny

English:

I love it, with the great KPI. It's like dating apps and how many people get married, | guess.
R EIE:

HERZT, HAKKPlL, HEXMENSRHEREZ DALET

[00:52:52] Zoelle Egner
English:

Exactly.

FCERE:

R o

[00:52:53] Lenny
English:

Zooming out a little bit, you advise a lot of companies on marketing, customer success, growth, and
things like that. Maybe there's a two part question, and see where you want to take it. One is just what are
activities that marketing, and growth, and customer success teams often do that are impactful and
consistently impactful, things that you think startups should invest in that maybe they aren't, or they
already aren't and they should definitely keep doing this. And on the flip side, things that don't work,
things that maybe they should avoid. So maybe let's start there and there's going to be a followup.

FROCENIR:
WHADE—R, MARSAERMEER. TPRY. BKEFAENEE, HIFXE—HEREDEMRIRE,
BIRREARE, £—, . BKNFFNEANEEHNMLENEAEEEMANBERFEEMET? (RIAN]

BIRBNIZARNERREEZIRANY, HEELEMELMMNIZEF TENZAHA? RIRY, WERNEFR
B9, MPLEE M TRIRER 208 RBY? MM XEFIE, HERFRH,



[00:53:26] Zoelle Egner
English:

Cool. Okay. I'm going to start with things to avoid, because | try and not to make too many blanket
statements on this, but | have a couple that | am willing to make. So this is all with the caveat that
channel market fit is really real, and sometimes these things might work for you. Don't discount just
because | say that they don't work for me. There are certain types of flashy event marketing and
sponsorships that you will get relentlessly invited to do, that will seem like they're going to be really great

for signaling purposes, or for leads, or whatever.

RS ERIE:

B, 7M. FRAMRMIZEBERMNEBFAL, BEABRREFANXLEEMAZ—EMICHER, ERENLIMNEES
=, YR, FRE “EEHHEAE (channel market fit) REREEN, BNEXEEBETLEMNIRE K.
FAENERERENNBELTRRLEBE T, METESIESIMELRBNENITHEENEE, 5L
RN FHERES . KATHEMATAIEEFTFL,

[00:53:55] Zoelle Egner
English:

And they're almost always a waste of your time, unless you are in an industry where you desperately need
to get to a trade show, because that's where everyone hangs out. At that point, yeah, of course you're
going to have to go do that. But if you're in more standard B2B SaaS, or that's not really a thing, there are
better ways to get in front of those people than having your logo out there. That doesn't tell them
anything. Maybe you get a branded session at the conference or whatever, but who's going to go to that
branded session? Probably not that many people. And then you will have spent so much money and
gotten nothing for it. Go to the event, do not fund your money on the sponsorship. It's stupid. And then
the second one, which is definitely a very spicy opinion, but I'm going to go there.

FRCERIR:

BEMNNFL2RENE, BRIFRAENTLEIRESNRAZE, BARIREARENMSG. TR, B
B, REATE. BUNRMEEEIMERN B2B SaasS (s, HEBFRERMHAKE, ABARRTIBIRE Logo HE1EHB
L, BEEFHNGEAHIAEREATR. Logo HIFATHIMEMRES. MIFRESNLETE T —TRETHZ
KE, BESESMBTmEETEH? AJEEZ DA ARRIETRSRAN—FLMR ZSMNER, EFER
BEERB L, BREBE. £, XENZ—TNEEFHRNUR, BREZER,.

[00:54:40] Lenny
English:

Go there.

R EE:

i,

[00:54:41] Zoelle Egner

English:



A lot of people think that the epitome of product marketing is creating your own category. And while |
agree that it is useful to have strong differentiators, because it is, | think creating a category, getting a new
thing in Gartner or whatever, is often a waste of your time. It is a huge lift, absolutely enormous,
particularly in B2B Saa$S, and I'm not always sure that it's helpful to have your super teeny tiny, little
niche over here where you're like, "Oh, we have no competitors." That's not actually how buyers work.
It's not really worth it.

FROCERIR:

RENAANFREENRBEZE “CIRRECHE . BARRATRERANERUERRER, EFRIANE
B—1E5l. 7£ Gartner iREFH/E—MHFRAZERN, FERRENRE, XE—HMEARNIRE, EHEXK,
F55I27E B2B SaaS dilFl. MERTHERE—NBRMNNFIEDT AER ‘B, RITKEREFNF) &
BENEER., XXEFLEFARRFEEN. XENFES.

[00:55:21] Zoelle Egner
English:

That said, there are things you can do that feel like category creation that are actually effective, and that |
do think make more sense. And specifically if you can elevate a profession instead of a category, that can
make way more sense. So the great example of this is that Gainsight creating customer success or many
companies altogether carving out DevOps, or rebranding DevOps, to be a thing that was suddenly a sexy
job to have.

FRCERIR:

ERILL, FEERMERRITGRECIEES, MEABKERN, HWANEERN. BFERE, WNRIRERA
— N “BR” MAR—1" “K5” , BEEARN. —MREFHAIFZ Gainsight 82T “FFIL” XA
Ak, HEWFZAEHEFEFT DevOps, HEEZEMENX T DevOps, EHRATM T —H1REHILIF

[00:55:47] Zoelle Egner
English:

And | think that's valuable because a job is an identity and people will fight for an identity. A category of
software is a line item on your budget. No one is excited about that. But people are very excited about
their job being meaningful, and their job being important, and being taken seriously. And so if you could
hold up either an existing or a brand new job and say, "This is really important for much broader business
metrics, whatever else. We're going to create community for those people to come together and it's all
about the job," and not about you. That can be very powerful and they'll take them with you. You become
part of the identity of that career. Amazing. Do that, for sure. But like the Gartner Square, there's some
opportunities for that where it makes sense. A lot of the times it doesn't. Don't do that.

AR ERIE:

HINAXBENE, BA—DIER—MEH, AMISAEMDMEE. M—TREXNIZBIRFAERN—1F
B, RASAHLRENE. EAMNSHECHIFEEX. EEHRINENTFREIFFENE. L, RIREE
HE—MINENREHNIEHR: “XNEMZELSEGRFEEER, RIBAXEACBR—IRE—EN
HX, —UEESEXGIERA" , MARELM. XSIFFEB'RA, MISERIR. R TIMERILSHE
—8B7e KHET. —EBXFM. BIR Gartner BARMRAM, RBEERDEIBERTABERN . RSHHH R
BEXo BIBRHEMS.



[00:56:34] Lenny

English:

Amazing. | love that. Is there more you wanted to add, there?
R EE:

KIET . HERXD EEHABHTTHG?

[00:56:34] Zoelle Egner
English:

No.

FEiE:

BT

[00:56:39] Zoelle Egner
English:

| think that's enough on not to do.

R EiE:

BEXTF “FEMALA" HXEmRBE T,

[00:56:40] Lenny
English:

What this reminds me of broadly is just, "Stay focused on the customer and their problems. Don't obsess
with who you are, who are you selling to and how will you make their life better." Reminds me of this old
idea from Kathy Sierra. Does that ring a bell?

AR ERIE:

XitHSZMAER: “TETEPREAE. FERRTIREHE, MBXEIRERSE, URIRFOAILA]
MATETSELF,” XiLIHIEE Kathy Sierra W—PNEM =, RBEIRIG?

[00:56:55] Zoelle Egner
English:

Yeah. Oh totally.

R EE:

=, TEH.

[00:56:56] Lenny

English:



Where you make your customer a superhero, you want them to feel like a superhero. And if they feel like a
superhero. And yeah, that sounds like that's essentially what you did with Airtable, a lot of these
companies you worked with.

FhSCERIE:

P BIREIE P R pBR R, RBRILMNREFE SR MBRRE. MRMIRESE S HRERERE 26,
I fERX 2 B1 LR IRTE Airtable LIRS 1R RIITZ AT FAMBIEIEE,

[00:57:05] Zoelle Egner
English:

That that is always the goal. Like, "How can you make them the hero of the story and not you? Because
no one cares about your company, what they care about is themselves, frankly."

FRZERIE:

PBIRR B BT thol: “IRIEHLABMIRARENER, MAZRMR? BANEBAYR, KRAXOIRBIATE, Milx
DHIZMEC.”

[00:57:12] Lenny
English:

Are there any products or companies you think of off the top of your head that are really good at this, that
are just like they nailed this?

FROCENIR:
{REE R ZIB R L~ MR ABEX S EMSIEREY, BEEERBRIE?

[00:57:18] Zoelle Egner
English:

Yeah, that's a good question. Certainly the two that | mentioned, that helped rebrand some of the
professions, so like the Gainsights of the world. I'm blanking a little bit on the ones that have done this for
DevOps really effectively, but there's certainly some that have.

FRCERIR:

TR, iR, HARRREIINEHE, SIIEEEE T LRI, byl Gainsight, H—IFENEMLEQTE
DevOps JUMSIFEEN, EEEE L.

[00:57:32] Lenny
English:

Maybe Datadog?
FRCEIE:

¥ 2 Datadog?



[00:57:33] Zoelle Egner
English:

Yeah, Datadog has done a pretty good job of that. | think where | get excited is when the companies do
this in a way that feels less self-serving, or less obviously self-serving. And that means that sometimes
you have to be willing to invest in things that will not have super obviously immediate ROI for you, but
they will for the community, and for building the community. Oh, actually one really good example, |
think Notion has actually done a pretty good job of this. People are really, really invested in the templates
that they create, because it feels like you're not pushing Notion, you're pushing the beautiful creation
that you have to solve a problem. | think they've done a really nice job on that process, and several of
their competitors, | think have done a pretty decent job as well, but they certainly come to mind.

FROCERIR:

EHY, Datadog AXAEMIFIFH. HIANLIHBEHENRZ, HATRU—MAIPBA ‘B HFIRAHES
BB R FER ., XRREFRMRONBERATILENRLEELAE. B ROI, EXTXMEEX
BIgHIFANER, B, HRE—PMEEFN6IF, FKikJ Notion XA EMIGIEEF. ATIEERNTFMA]
BIERIIEIR, RARIRRZIEHE Notion, MRETEHERIMA T FBRREMMLBIEELIE. FIANMIITERR
MR LMRIEEE, NI TREXNFHIANBESFHE, B Notion BEEBIELBEIR.

[00:58:18] Lenny
English:

Thinking of templates, | know Airtable, known for templates, and you've mentioned this being a big part
of the success, and | imagine a lot of companies now are just creating templates left, because they
imagine that's the core, what helped a lot of these companies, Notion being an example. What is your

take on the power and importance of templates for software?
FRERIE:

IR, FAIE Airtable BURIRETR, FBRFIEXEMINBRA—EDEREE. HBIUERSQABEERIE
BIEENR, AAMITANRXZZD, SEHXLEARE (Ebi0 Notion) MZHEIXE, (RIRAERMNDEMNEE
MEFAEXR?

[00:58:38] Zoelle Egner
English:

| think they can be tremendously helpful if you are horizontal because they help to narrow the surface
area for a user, so they understand how to connect the dots between their problem and your product.
And if it is not obvious to someone how they can solve a specific problem, they're going to be like, "Oh,
hey, that seems really cool. When | think of something I'll definitely come back." And then you have lost
them. And so if you can be like, "Here are three templates that a person you might be excited about."
That can be really helpful. Where people sometimes get confused about templates, or have the wrong
expectations about templates, is when they think that templates are going to be an acquisition
mechanism, and they don't build in the foundation that is necessary for that to be true. So a lot of people
think that templates were what drove Airtable's top of funnel. That is not the case.

AR ERIE:

HIANNMRIFBIREE ™, RIRSIFEEEY, RANENEBTENBFE “AFNER" (surface area),
IR R MG B SN RES R~ MK RER. IR—MABFHNABRGERZR, thilzit: “&,



12, XEERRE. FHRBUAMAN, B—ERERN.” REMRMEAEMITT. FALMNRMREER: “XBE
=MRAIRE R BSBIIIEIR” , BRIEEEER. AMBENSMERS-ERXRFFE RO, SEAMITAR
BIREEA—F “RENG , BH{IAESERIELIMX—BRMENEM. BZAAAEREKET
Airtable BUR MR (GRE) , BRHIFULL,

[00:59:27] Zoelle Egner
English:

| was having a conversation with someone who worked a lot on SEO at Airtable in the much later days,
and laughing over the fact that people thought that was a big source of traffic, because it was not. We did
not optimize them for that. Good luck finding them in search most of the time. Not at all useful. Where
they were helpful, narrowing that surface area, helping with matching patterns, helping people
understand how the product worked, super helpful. Expansion within companies, tremendously useful.

FROCENIR:

B 5—{I7E Airtable FHAf1 5T SEO WAERIK, FHEER, BNANZAUNBERENETERKIR, HE
BRERZ. BITFHFLKERNRRATHRNM. KSHREHRMAEERDREERIEN]. ERFE—BEZE.
ENBERNMAET: %/VARCEE. BEILREN. FEEAMNERES RNAEE, XEHERER. EAF
MEBRYY K, WIREER.

[00:59:55] Zoelle Egner
English:

But they were not a top of funnel mechanism for us, because we didn't put the work in to do that. We did
not have an SEO engine. We weren't Zapier. Zapier has done a great job with that. They get a ton of traffic
because they built it as a programmatic SEO play, but you have to be clear about what your goals are and
what problem they're solving, because otherwise it is very easy to be like, "I'll just build a bunch of
templates, and then all of the leads will appear," And that's not going to happen unless you invest in a lot
more than at least Airtable did. So it can be useful to build them, know what you're doing it for, and how

you're going to measure it, or otherwise you'll waste your time.
FR S ERE:

BENMENRRFZRFTUREING, EARIMTLKERNEDEHBEHS. &11LE SE0 5|%. HIF2
Zapier, Zapier XA EMSIEREL, MRS TRERE, EAMITEEFEN—F “I2F1K SEO” HRE&KIT
B, BRBIUERIMMBENZEMTA, URENERRTARB, S, REZLM: “HREZHEER, A
EFRRENEEMSEI.” BRIFIRIRALL Airtable EZ89KE, SWRBFASLRERN. I, WEEREEH
B, BEFRIMAAFARAM, URMENAHEE, SNIRZRERIEL

[01:00:29] Lenny
English:

Do you think Airtable could have taken advantage of that top of funnel approach if they invested from an
SEO perspective or do you think it wasn't an opportunity that worked?

FROCENIR:
fRINIGOR Airtable M SEO I E#HITIRE, REZANA LA AIMIEINHNTGE? E2IMMIANIBRERZE—

MIFENNR?



[01:00:37] Zoelle Egner

English:

| think it could have been. We would've needed to hire more humans. Airtable was an incredibly lean
team for a very, very long time. From 2015, when | joined, until 2017 or 2018, we had barely 50 people. It
was small for many, many years and so we had to make really difficult choices about what to prioritize
and what not to prioritize. Should we have hired more people and done more things? | would argue in

retrospect, absolutely, yes, there were opportunities that were left on the table, but in early days you
leave good opportunities because you have to focus on other things.

FROCERIR:

HIAAAER L BRINFERMEZRIA. Airtable ERK—ERIBINEME —ZREFERIE. M 2015 F3K
AONE 2017 8 2018 £, FKATRBEAREI 50 Ao REBFFRMRER/ ), FRURKNFEARMAREF AFFR
FRBA AMBIFERENER, BNEENZEAESAHMESE? BTER, RIH: BWTZ, 2
By, WA —ENZREL T, BEEFRH, FIBFEINs, BARGHEETHEMERS.

[01:01:13] Lenny
English:

Got it. And so a takeaway here is templates could be really useful for customer success versus SEO top of
funnel. Right? That's where they became powerful.

FROCENIR:

BET. FIUXENEILR: BRMNT “FFAML” FEER, MARXMT “SEO FtTNE" . WIE? ARE
MNAER DT,

[01:01:21] Zoelle Egner
English:

Yeah. Still maybe helpful. Maybe for you, it makes sense to do the SEO play, just know that that is not a
small play. It is an investment. It is not and not just like, "Have some people make some templates." You
got to do way more than just that. It's not going to be sufficient.

FROCENIR:

M. AJREMABHER. BIFXIREKN, M SEO REEREXH, EEHEBPAZ—NNanfF. BRI
Ho MMUXZE LI ABILMER" BBARR, RBTIFERIEXLE, SEEREFBE,

[01:01:35] Lenny
English:

Final potential question, depending on where this goes, and I'm curious how spicy this answer gets, and
it's around launches and PR. You work with a lot of startups, | imagine founders are always trying to plan
a launch, get PR. I'm curious your take on the value of investing a bunch of resources in a big launch, the
value of just getting PR as an early stage startup.

FROCENIR:



RE—NEERE, BURTENER, HRFHFXTEEZESZ “FH . EBXT k% M ‘X7
(PR) B, fRAIRZACINBEME, HBLBAZRHERNAHR. BaX. HEBRIAMTRAKRELRR
HITARBEGNEZL, URIFARRTNCIAE, XIERFAXRKRENME.

[01:01:56] Zoelle Egner
English:

Yeah, just getting PR is not a good goal. | know that's been well stated in the market, but just to reiterate
it, most of the time PR is not going to get you leads or users, it's just not. And you have to think about
when you are creating a launch or doing a piece of PR, what are the breadcrumbs that bring someone
back to something that can actually convert? If you have your big tech crunch piece and it's super
exciting, it says all these great things about you, and it maybe links to you once, somewhere in the 12th
paragraph or whatever, how many people are actually going to click on that link? Not that many people.
How many people are going to read that and remember to go Google it? Not as many as you want. Okay?
There's going to be so much coming out of the funnel, it is not a useful acquisition mechanism.

FRZERIE:

B, MURBAXBREHFR—NFER. RAETH LELBREXMIREZT, BREREER: KZH
BHE, RXRAZAIRHERERIAF, BENFZ. ROREE, SIRRUEHHBMAXE, 51FAMNEZREE™
ERFERENTTEN “BERET (BR) RHAa? MRIRTE TechCrunch EE—RARE, FELSANE, 1B
SRRELR, BrRRES 2 RARHEETMR—R, ERLIBEZDASTRINEE? KE2 DA 2BZD
ANBFTRIFIES X Google 12R? RIMERIIIAZ, BAEID? KFIAPSEAENRRK, EFR—TERNRE
Mo

[01:02:43] Zoelle Egner
English:

What it is good for is credibility. And that's where, if you have really clear goals, and you know how you
are ready to leverage the asset of a piece of PR coverage, then it can be helpful to you. So the two goals |
always recommend to founders when thinking about using PR, are either hiring or maybe improving the
response rate for your cold outbound. Those are the two that | think make the most sense, because in
both cases they have a different distribution mechanism. In hiring, you're going to include that in an
email that you're sending to a candidate. And so it's going to increase the likelihood that they take you
seriously, and get excited about the company, and maybe actually end up ultimately joining your team.

AR ERIE:

RNXREEERANRE “RfE577 . MRREIFERHIES, AEMENAMAAXRKEX—EF, PACHR
RN, EEREAAXN, REBRALBAEERITER: BEABANTHE, EABNT RSB
¥ (cold outbound) WEIEXR, FINAXHNMEMKREEX, AAEXRMERT, ENEHEFRD &K
Hlo EHEER, MIIEHMEFRRERGEEANBEHER, XSEMMIPARNFR. HABREHEHRE
IONREIBABYRT e

[01:03:22] Zoelle Egner
English:

Cold outbound, you're using it as credibility to say, "Hey, we're a real company you can trust." Great. Both
of those things are all emails that you are proactively sending. You know exactly who they're going to,



and you know that asset is going to have, hopefully, the impact that you're looking for, and you can
measure whether it makes a difference or not. But just getting a piece of PR, to get a piece of PRiis like it'll
help with your internal morale, but I'm not sure it's going to do much help for you. So have really clear
goals and have realistic goals, or you will be disappointed.

FRCERIR:

ERBEINTR, RAECFARXEHARIER: T8, HMNB—RIFATUGEENEMRRE" KT, XMHEEL
RARENREBVERE. MEATIMAIELRL T #, MEMEXIAS~EE~ERBENTME, MAMRTUEEE
REEETIER. BRNATAXRMBAX, AREIASWASEIEFRER, RTHECRAIRHERS KK
MEE. PR, BEEIFERBAINENET, SUIREKER,.

[01:03:51] Zoelle Egner
English:

Launches however, do not need to just be about PR. In fact, in many cases PR is a distraction, and instead
you can have not just one big launch but a series of launches that allow you to stay top of mind, to create
momentum with your users, and to show up in lots of different places because audiences respond to
novelty, it gives them a reason to care about your company. And so have your big, annual launch or
whatever, but also have one two months from then, and another one, and another one. Find ways to use
that novelty to your advantage and to get into communities that you think are going to be good fits for

your company.

FRCERIR:

PAM, RWESDA—EIFSERLAXEF. FXLE, AREZBERAT, AXB—MFTH. R, FAURRE—
RREH, MER—RINES, ILRERZAEBERFANES, SUSHAFREE, AEWRZFARMS L. BN
RRMNHEBE RN, XETMINXERABHEH, FILL, BIRNEERLFBE, EERZERTNABE—
T, REBE—1. BINEANBXIMRERENROMNE, HEANTANEGIRATNHEX,

[01:04:26] Lenny

English:

| love that advice. Any final thoughts before we get to our very exciting lightning round?
FZERiE:

HERX MR EHAKNTEFELSAHKENABRIZRZH, B8 ARGRIRED?

[01:04:34] Zoelle Egner
English:

Mostly just all of this is easier if you talk to your customers more. Build a system for yourself that will
allow you to have those touchpoints. That's not just making everyone answer customer support tickets,
though | do think that is a great idea, because it gives so much empathy and it's really helpful. You as a
founder, if you're a founder, or a product manager, or whatever else, should find a way to get that on your
calendar weekly or monthly. Go talk to people, it makes it better. You will have a better mental model.
The other thing is strongly consider investing in customer success if you are a B2B company, early.
Airtable had it before sales, which is a very unconventional approach, but early is worth it. It has huge



dividends if you actually listen to them. If you're not going to listen to them, though, don't hire them,
because that's sad.

AR ERIE:

FERE, MRMRSMEFARIK, X—EHIERFERH. NEHCEIY AR, iFRAAEXEMR, XFNX
BUSPMABEOZELXFLE (BARUAANBENFER, ENCEHREERLD, FEFHER). FRLlA
A FamEEgEMAR, (RYZBDEEETINFHNERRNER AR ZEMARYR, XFIUFELEFET.
MESPEEHFHOIEER, 5—HFE, NRME—K B2B 2F, BFRMUEERERAT “FEFMIN -
Airtable EEHEEZAMEBEZTAMIN T, XE—MIFEIFHERNSGE, ERMRANRERHN. WRIRENIFE
NER, ESFRERNLFH, BNREFITEIRIIN, malEt(], BABRATE.

[01:05:22] Lenny
English:

I have followup questions on the customer success piece, say someone wants to invest in customer
success, is there a resource, or person, or anything that you could point folks to, to understand and think
about how to do this well?

FROCENIR:

XTFEFMY, ZBRLRE. RSEABREZFANY, BREFTARR. ASEARAFTUEFLAAK,
I T AR BE X E?

[01:05:36] Zoelle Egner
English:

There's a lot for people within that profession. There's not as much for founders out there right now,
unfortunately. This is an area that | very eagerly am looking for more resources to share with people.
Minimally. I'll say, if you care about this, send me a message. | will give you some advice. All of our
industry will be better if there are more people working on customer success. So | will help you. Send me
a note. Otherwise, I'll try and dig out some other things and maybe you can share them, but there's not a
ton. So people in customer success, please share your learnings more with founders. All of us would like
to seeiit.

AR ERIE:

MFXPMRVASBHARGERZHFR, EEENZE, BRIHNEIBANTEATS, XERFEEEIHE
ZRBERRDPEN -, EORIY, NMRMRXOXT, BHEHER, REBHR—LERIN. NMREZH
ABOTFERRD, RITNBENMTUEHMITRET. PAUERIER, SHEAMER. BRitZi, RRAEZE
—LEHMAA, BIFRAIUDEEN], BENARZ, A, NEFFPEIIBNA, BZRLIBADEMRNE
¥, HIAREEE,

[01:06:09] Lenny
English:

Yeah, I've actually been looking for someone to write a guest post in the newsletter, about just how to set
up a customer success team. And so if you're listening, you think you could be that person. Let me know.
Let's make this happen.

FROCENIR:



EHY, HEL—EHERAS newsletter E—REFEXE, T IHINMAALAREZFRIIEM. FrNRIRERN,
HERRFBECSAMUMAE, BEFH. LBANMERXAE.

[01:06:28] Zoelle Egner
English:

Yeah.

FSCERiE:

a0

[01:06:29] Lenny
English:
And then | wanted to ask you a question on the first piece of advice, which is, "Founders talk to the

customers more often." Is there one tactical piece of advice you could recommend for how to do that?
How to find a customer, how to set it up consistently?

FRCERIR:

AEEREMXTE-FRNUN—NEE, B “VEAZEREMSETATIK o MEEEF—MEFHEARE
W3? IR EIER R, NAREBt L HRX MK ?

[01:06:40] Zoelle Egner
English:

Totally. The simplest way to do this is to write a template email for yourself that you can send out very
easily, that essentially says like, "Hey, thank you so much for using the product. | would really love to hear
about your experience so far and get your feedback. Do you have 10 minutes to talk on the phone?" |
know it is important that it's on the phone and not a survey because you get way more instinct from
unstructured conversation than you're going to get from sending them three things in a Google survey.

FROCENIR:

YR, mERNGERNEBCE—HBHRIR, AIUEERZMALE, AFEXLR: I8, FERGHRE
B M. FHRBIFFIREBRIALEREREIEHRERRRIR. FE 10 2¥EdE@ M EIEE? * HAE
BEEMARAMEREE, HAMIFERLBIEFRISHENR, ZLLTE Google MEFLX=NAIRAEZRF

%o

[01:07:05] Zoelle Egner
English:

Set it up, come up with a hypothesis of the type of person that you want to talk to and then run a query
against your database, find someone and send three of those emails a week. And it's not exciting, but you
can automate most of it and it will be helpful. None of this stuff has to be complicated. You just got to

have a system.

AR ERIE:



LHIFE, SRR ARBEREREH—MRIL, AREMOBIEERETER, REAFEHA, BEALX=
HXEFNERE, XHALANME, BRAIUBHUETHNARED, MEAZREHE. XEZHAFTERESR,
RRBEE TR

[01:07:23] Lenny

English:

Great advice. With that, we've reached our very exciting lightning round.
HRCERIE:

RIEEN. Eit, HITHNTIFBELSAHEHIABEIFT,

[01:07:27] Zoelle Egner
English:

Yes.

FSCEiE:

a5

[01:07:27] Lenny
English:

I've got six questions for you. I'm going to go through them pretty quick. Whatever comes to mind, let's
see where it goes.

FROCENIR:
BEANEFEZERR. RERII—B, BRFARMBRTA, BESWEIRH L.

[01:07:34] Zoelle Egner
English:

Okay.

FASCEE:

a0

[01:07:34] Lenny

English:

Question number one. What are two or three books that you recommend most to other people?
R EE:

F—NRE: REEFELINANR=ZRBEMTA?



[01:07:40] Zoelle Egner
English:

Okay, | hate this question because | take pride in making highly targeted recommendations, but I will do it
anyway. I'm pretty sure you mostly talk to product and growth people. Right now, obviously, Al is a big
topic of conversation, so here are two books that will enrich your mental model for artificial intelligence
and encourage you to think about it from different perspectives. The first one, a little bit academic, highly
recommend it, though. It's a book called Computing Taste by Nick Seaver.

AR ERIE:

gFE, FITRXANEE, BARMIRESEH N ENRINAR, BREER0%E. RRBEMREES~RNIL
KARKR. WE, BRAIZ—NMANESR, FIUXEERABAIUESRN A TS ERNOEER, HEmiR
MAEREREE. F—FRERFAMY, E5873#%E, D Nick Seaver Y {(Computing Taste) (ItEmIK).

[01:08:09] Zoelle Egner
English:

He's a professor of anthropology and he did this study of people and companies who build music
recognition algorithms. And it's a really interesting book for a bunch of reasons, including that it's a
academic take on both tech culture, and more specifically, the unspoken and underlying assumptions
that many workers who are building in this space have. It can be a little spicy and uncomfortable for a
person in tech to read, but | think it is a fascinating perspective and very relevant to the stuff that's going
onin Al right now. So go check it out. Computing Taste by Nick Seaver.

FROCENIR:

R — I ALFHE, MHHESRRNEEZNANRTHITTHR. XR—FEEEBHH, ERAERS,
BREMNFRAAEFMN TR, EEFME, BHMTIFSETZILTIERN R TREEBABL BZ ALY
KRR MFEHZERARG, RERAESER “FBR NAFR, BRIAAXZE—NEANMA, ME
5B8q1 Al g AENERIEEEX, EFEME, (Computing Taste), Nick Seaver &,

[01:08:42] Zoelle Egner
English:

The second is a fiction book, but the Ancillary Justice series by Anne Leckie, about a spaceship Al that
ends up separated from its ship and trapped in a body. I'm going to leave it at that. Worth reading for a
different way of thinking about Al.

AR ERIE:

FETARZ /N, Anne Leckie B {Ancillary Justice) (BHBHIEX) Z&F, HRAT—1 ¥ Al RE S XD BH
WREALSEFRENHE, BMHXLZ, ATRE—MEBEZ ANFRASR, XAPBERF—E

[01:08:56] Lenny
English:
| think we need a Zoelle full episode on book recommendations. These are amazing. Let's keep going.

FRCERIR:



BURBRNFELT VM Zoelle HEBRRITH. XEXEFT . Flll4s,

[01:08:56] Zoelle Egner
English:

So fair.

R EE:

HiEE,

[01:09:02] Lenny

English:

What other podcast of yours that you love to listen to other than this podcast?
FREiE:

BRT AEE, (RESRIHLRER?

[01:09:07] Zoelle Egner

English:

Probably either Happiness Lab or Gastropod. | love food and also psychology, one of those two.
FpERIE:

AJgERE (Happiness Lab) Z¢#& (Gastropod). HAEER, B LES, TiE—IE,

[01:09:13] Lenny

English:

Interesting. Okay, we'll keep going. Favorite recent movie or TV show?
R EE:

Bl 1Y, H#4E, RARSRNBREBNE?

[01:09:17] Zoelle Egner
English:

Movie, Everything Everywhere All at Once. And TV show, there's a Korean drama called Extraordinary
Attorney Woo. That, | really enjoyed.

RSz ERIE:

2 (BE2FH) (Everything Everywhere All at Once) . EBIIBIAYIE, B—EEHREIM (FEERITHEE)
(Extraordinary Attorney Woo) , FHIEER,

[01:09:26] Lenny



English:
Favorite interview question that you like to ask?
FRERIE:

RERENRNEIR PR A?

[01:09:29] Zoelle Egner
English:

Yeah. Okay, so this one is related to customer success. It's my favorite question of all. People hate it, sorry.
But I like to ask anyone who's going to be in a customer facing role, who needs to be able to keep their
cool, and also learn stuff on the fly, and respond to customers, to solve an unfamiliar problem using
Zapier. And they can use the internet to look things up, whatever, but | basically lay out for them a
problem that |, as the customer want to solve, and have them build it for me live. This both is surprising
for most people, so you get to see how they respond to an unfamiliar situation, which every client will
give you at some point, and it shows how they learn things in a very concrete way, which is really
interesting. So check it out. It works really well for customer success.

FRCERIR:

FH, XPMEASEFARINEX. XRRRENNEH, B, AKBPRITRE. RERLEANBENZS
RUMA (IFERFLFH. REFIHLONEF) A Zapier BR—MFEERNEE. TR EMNESR
£, EREFESAMINHE-TREANTABEZERNEE, LI ARNE. RSB ARRERR
B5h, FRLUMRRI BRI TN M PEER R (BT EFREHAIRHEMED) , MEEMU—IFERENSR
BRTHMNZ2MAFEIFNEDN, XFEEE, HAEE, EXNEPRIKRUIEEER.

[01:10:10] Lenny
English:

I've not heard that one before. Fascinating. Top five SaaS products that you enjoy and an Airtable cannot
be one?

FROCENIR:

BUATRITEX N KEAT . REERED SaaS ™=m (FEEEE Airtable) ?

[01:10:18] Zoelle Egner
English:

Ugh. Okay, then I'll try and avoid any company that | have worked for. | really like using Figma. It's nice
when designers let me play with things. I've been really enjoying working with Webflow, also means that |
can do stuff on my own. This is maybe spicy, but | actually love Google Docs. I'm not a Notion's fan stand,
sorry. But Google Docs is like my best friend.

FRCERIR:

B, #FE, BRSREBARITIEINERRE. FHIFEEWA Figma, &iTHMLRIEFRANBRIRT. &
—HREXNHA Webflow, XEMREHKAIUB2oIF., XAGEER “FH , BERELESIK Google Docs, FH
A& Notion FIZEEH, ¥, 18 Google Docs FLGFHRITFHAER.



[01:10:37] Lenny
English:

Google Docs is great.
R EE:

Google Docs HLR1%,

[01:10:38] Zoelle Egner
English:

Yeah. And then there is a personal CRM company that | invested in, so sorry, maybe this is not allowed,
but called Clay, and it is the only way I've ever been able to keep track of my relationships in a real way.

FRZERIE:

B, AREE—RHEKRENDACRM AT (8, BIFXFHRA), M Clay, XEHKME—FERIEEBRI
ABRRRBA

[01:10:48] Lenny
English:

Clay's great product.
R EE:

Clay 2 ™MHABI™ o

[01:10:49] Zoelle Egner
English:

They're the best. And then | don't know if | love it, but | use Zoom so much that | feel like | must say it,
because | spend so much of my time on it and it's categorically better than Google Meet.

AR ERIE:

HIRREN, &E, BFHAERES ‘B €, BHEA ZoomX%Z7T, HiBLNERE, RAARKE S
BIEEELE, MEEEXLL Google Meet #7A,

[01:11:01] Lenny
English:

Final question, favorite book, course, article, any resource on marketing that non marketers can learn
from?

FRSCERIF:
BE—NE: BREALFEEEARBEZINXTEHNEENNB. BRE. XEREM[ER?



[01:11:10] Zoelle Egner

English:

Okay, it's a newsletter. Does that work?
R EE:

¥, 22— newsletter, BILAME?

[01:11:12] Lenny
English:

Absolutely.

HRCERIE:

LA Lo

[01:11:13] Zoelle Egner
English:

Amazing. Okay, so there is a specialist VC firm called MKT1. It's run by Emily Kramer and Kathleen
Estreich, sorry if | pronounced your last name, there, wrong, Kathleen. It's all about marketing. They are
marketing experts and operators who now invest, but they make the best frameworks that you can
immediately apply. And there's templates and all sorts of super, super tactical stuff, which a lot of tactical
marketing content is terrible because it's actually content marketing for some bad platform. Theirs is not.

Itis genuinely good. Go check it out.
R EIE:

X#%ET. BE—REIIH VCHHM MKT1, ©H Emily Kramer 1 Kathleen Estreich iz& (Kathleen, fN8#H
BEERNET, 188, ERE2RXTEEN. tRIEEMRANEHERNEZES, BMiI6ET T
BIR AR SRITEVIESS, FEEBERRMSMiEBR. BRLTIENRE, RELRUENEHASHRER, BREN]
Lhr LRARLEFEMHIATEH. BMHIINFE, BELF. ZBEE,

[01:11:43] Lenny

English:

A huge fan. Emily has been on the podcast.
FREiE:

HETHM. Emily BERIXMHER,

[01:11:47] Lenny
English:

Yeah. And | look at that newsletter as the Lenny's newsletter of marketing, and it's exactly how you
described.

FRCERIR:



2, LA newsletter BIEREHAM “Lenny's newsletter” , IERNMRIERAIARHE,

[01:11:53] Zoelle Egner
English:

It's the best.

R EE:

ERREN.

[01:11:53] Lenny
English:

Huge fan. Great recommendation. With that, Zoelle, thank you so much for being here. This was a lot of
fun. And we got through a lot of stuff, which makes me really happy. Two final questions, where can folks

find you online if they want to reach out, learn more, and how can listeners be useful to you?
FRERIE:

BT RIFFIHET. Zoelle, IFERFHRAENR. RMRIFERMIR, HMIMTRZAR, XLFRA L. &G
PNEE: MRARBKRMRITRESREL, SJUEMERIR? TRENREMEFA?

[01:12:09] Zoelle Egner
English:

| am on Twitter @Zoelle. I'm also on LinkedIn, so | live there, come find me there. Otherwise, how can you
be useful to me? Mostly like go forth and believe in customer success, and talk to your users, number one,
because | am an avid user of technology, and | want it all to be better. Number two, no, that's all | got.
Just go do those things and | will be so happy. Also, if you want to talk about customer success, anytime,
hit me up. I'm here.

FRCERIR:

FBY Twitter IS8 @Zoelle, FtBfE Linkedin £, FEEMRIL, BB LT ETAKENTMIA? £E
B B, ZEEEFNY, HASMOBARRRK. BARR— T ERNRAAR, RHEE—EETFET.
BB T, X, RBEAMXER, HRMIEEFO. F5b, NRIMEIMZFL, FBRERE, &
#1Eo

[01:12:35] Lenny
English:

I'm going to add a couple more things, which you mentioned to me offline, that you're hiring at Block
Party.

FRSZERIE:
KENT/LHSE, SIMELTERERIEZN: Block Party IETEIREE,



[01:12:39] Zoelle Egner
English:

Yes.

[01:12:39] Lenny
English:

You're hiring growth people, PMs, engineers, and then you're also advising on the side with marketing
customer success. Anything else you want to add, there?

FRSCERIE:
RITEBIE R AR, FREAE. TEM, tih, REERRMEENTFRINER, T4 EH5HE?

[01:12:48] Zoelle Egner
English:

Yeah, absolutely. Love advising early stage companies. I'm especially helpful for pre seed and seed,
usually, anything PLG, positioning, messaging, figuring out your channels, experimentation, all that early,
fun stuff. | love it. Happy to help anytime. And we are hiring across all of the teams, but especially mine.
So if you would like to come and do all sorts of fun experimentation, and also help keep people online

safe, come look up, Block Party. I'd love to have you on my team.
R EIE:

1, . HEVNANRRATRMESEH, BBEXNMFE (pre-seed) MFHFH (seed) MEIRBEESR, ¥
K PLG. Efi. EEZE. MERE. XNEFFMEFHEBNES, BARAEXLE, M RRIEHEEE, &K
BEHANEBELE, LEERERNHAN. P, MNRFERMBZIHEBHLE, HEBRIPANNEZZS, BX
7E Block Party, FHIEREILRANNFKEIERA.

[01:13:18] Lenny
English:
Blockpartyapp.com.
FRCEIE:

Blockpartyapp.com,

[01:13:19] Zoelle Egner
English:

Did not get blockparty.com.
R EE:



%= E| blockparty.com X M#EHE,

[01:13:19] Lenny

English:

You didn't. Zoelle, thank you. Very good.
R EE:

RIS EES, Zoelle, HEHR. IEHHE,

[01:13:23] Zoelle Egner
English:

Thank you.

FREiE:

LI

[01:13:28] Lenny
English:

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.

FROCENIR:

EERSERURIT, MNRERBXPTEENE, FILE Apple Podcasts. Spotify SEERER N A EITIH
AT B, i, BEEAENTO2ABZTHIL, XEEEEHHEHMARLNEAERT., BaIUE
lennyspodcast.com ¥ EIFIEFHIT ER THEZEE. THTHEL,



