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How | Turned a CEO
Into a Thought Leader
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Vector DI —4 571 T SFEED. CEO % Linkedin DREEICETCI-FlE%.
CEORAE2ATTIODIL=ILICEFE®HTEL

tyoa nEXER BEOTNCEREHOR—-D
HES - 15 20265E98 160 (k) 16:45-17:30 (KEZRLRESR) FR3R Vector ¥R L 7= 8UfE P.2
Aol 2252 20— | L—Lo—% P3
BigE « Jess Cook (VP, Marketing, Vector) IL—=IL1 BEENDOMRZELICRES P.4-5
» Joshua Perk (Co-founder & CEO, Vector) =12 I T — 5 LB XT3 P67
1752 Jess BFEZEHEHL. Josh WM CEO ¥ LTOZIFIESHHEEEIT N JL=IL3 AANDOERBICEHDE S P.8
SRR
P L—)L4 BREEFISHL. £REFZHTHT P.9
A1 FDOXRAE MHow | Persuaded My CEO to Be a Thought Leader] @ JL=JL5 MYes,and) DIZHEICES P.10
Persuaded (GifEL7c) ICEXDEL#EZ5IE. Forced (P5H
=) rEIELTWVS JIL=IL6 HEINX T IZEBETS P.11-12
|:: S Thought leader (V—ht1)—4—) | ZRICAITTHEDR#E% g e CED Ik, BRETEE i
BEL. TODFOE—ABLLTEROHSNTLBA 103 REOEUNMNFEER P.14
WEZS 1 RONEEEY L. YEOA B THEoTOET, A0 [(AIEH)] & A B0, WREER | HAL RoTLELERE 2t

FGER) ) IFGFEEOREDS EE SO D ENREDICH L DR T,
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Vector |3, CEO DREERYFFF¥ X D
HIRFELED3I5%ICFHELT-tR LT

The proof is in the pipeline 251 ROE FWSHE 7 +—LDEE HEXSTR

FT—HZwoa4>FLwviay (LKEICLE5HBVERT

22M E%%) How did you hear about us: organic LI post from CEO
2 3x 5 $ O — D How did you hear about us: Podcast
c = —
. i i How did you hear about us: CEO LI Post
. RYyREYIbDATO—RE FIZ—X> DL
) How did you hear about us: LinkedIn post by founder of Vector
40k Fy R %02 ~OIER - BAK How did you hear about us: LinkedIn/Podcast
35% #iR7E L (total net-new revenue) M55, FEES

F=21a How did you hear about us: Podcast

s AlENIZ. CNSEWIFERIOBRRE LTEN L. 35% % TCEO OREZ

T2IE Ry R v X FOEERZ(T7- new business (FiREJ R X) DE|
&1 CEEALTWVWS (AIEH)

o IEE%ZZ(7 (influenced)] DEREIT. X Z 1 RIZE&EHH DL

UN 26

How did you hear aboutus (L% o7/ F>H\F) 1 WDEIZ, CEO D Linkedin #&fs &Ry
R v 2 MHNESR
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Ak, CEOZY—hFU—4—ICETS

T2DIL—=ILDIEISEATE

#2541 FORR B AR AHH

1 Give them a carrot RRD (Z>PY) &R P.4-5

2 Do the heavy lifting for them FREDOH D BEEZRDDICF|ERITS P.6-7

3 Be real about their personality RANDOHERZIRENICZITIED D P.8

4 Mine for opinions, optimize for empathy BERZMOEL. HRERZBESNBIHICEZD P.9

5 Embrace "Yes, and” moments Yes,andl (BBFOHLHDZEELET. RIFTTLITS) DFEZR S
ITANS

6 Shareability > HEINP TS ZR/EIDEKLTS P.11-12

7 Make them earn the next evolution of their content ATV DORODERIF. RAICBEEERSE % P.13
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JL=IJL1 CEOICIE. RIEZFRADIIRICEZTHZ.
AEDMECIRENGEHIREZTY

Ry F¥vy X bO—15H

WEISAR 251 FORE

t»? Jess, make me an influencer.

7
A A _ A A A " &

Y

ﬁ
oW/

Thats not h
But you should)post'more on LinkedIn &

S

. A - A A *
q

%
7 W

f»? Ain’t nobody got time for that!

Josh TJess, make me an influencer.; — Jess That's not how it

o o

8

g\ D) \ = |

iworkshy i'; >
e A -

« R L : Translate greater visibility into business impact (RIZEHNENZ %, BEADHR
ICETBXATREE3)

- HiIFFTE B &Y (The hypeisreal)
- T1% : V=) —E =2y TERRBEDI—T T4 VI LDONRDH D B R EIE™
- 79% : WY —~)—=H =2y TFHFTFORVA—%, NICEIOHT-K BB EEZTEE”
- B# Yy LT Clay & Wiz 22157

- BIREE L HMUVOBEZRD B
- E3EINRIES 1>
- MFOEAV L. FHH% LR BRBOLIZVWT. 2~3BOBRUHRAD S

« SBETOHA . Jess HREAIC TREEICT S cHFEMNFTTEE. Josh DikRZEIE Come back
when |l care (RICHE->1=5F71=%7T)1 o1 GERE)

works. But you should post more on LinkedIn.; — Josh TAin't

nobody got time for that! |

© 100 Inc.
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B3EDitEZ 18 AKT IS D7 #0707 — DU Z.
+61% * +130% * +188% MD3:ED TR L 7

Possible LinkedIn follower growth HERS AR AF1 FLHBEORE
- AU : BUEEHE3E. ML TRBLICESEEDISHMBEDREL

«@EODREL
- Conservative (X&) : +61%
- Likely (FTEEMEAYELY) [ +130%
- Stretch (&RTY) : +188%
. BRTOBEA
- 6BED LS BIRIIIED AL, WED Linkedin 7L X LT
E. 25 LEEBURIFLACESE T, 25D 53HEDHLEHE
KW N (GEE)
- Josh (&, BEE4ADBIFREF—L LB DICRR b AR

b, fezRES5 L. TNTH., TENETOBAERTTI 4O
J— 3BT kAR GER)

. +125% -

Y +50% -
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IL=Il2 BHMDERE CBEDRBZMEIC.

Claude THEADOORIC

BERZHD (Whatyou'll need)

E1El 7= 3fEmBAD. 309 DOEH

RIERAZREV - RiE « LLM TORZXADRITZHART 3/ HET 3/ XF
FECLZEOHT

Bl LinkedIn TEED &, BERDE. SHSZ COESHSHEL.
EIRRIFCHEOTRO D, LLMAEMZ ESERAT2HhZHFNR. BD A
WRZEEEICT D (B

BI¥E D LinkedIn I&TRDEE

RIEDBWIEICIEANR S Claude ICOF - b—> - TROBRZZIIE S

E710~15%D#Fe%Z Claude 7O ¥ MIFR&AAFE. O - b—
BRZzEzREED (GER)

© 100 Inc.
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Transcript = Claude — draft — post

B JounUnkedinpostdats 4 x |+ + Ask Gemini.

Based on it f this
cha,as wellasthe transcript ive You, pesse write  Linkechin post for Josh
about the main lesson he learned from his time at Drift?

@ %5 docs google comidocument/d/1EISAQOEIFSTKeuesBOs.. O & % £} @ Work

B % BT @ C @Coma ¥ Clde @ Comenecal » D m

Irecently was listening to a podcast that Aliya Torres, one of the co-founders Yol ebegisbinee Bl g
atDrift did with, | think it was 20 ve. And one of the things that was really
interesting in this podcast is he, he talks about how Drift was like his biggest
failure, which is really interesting ‘cause Drift had ke this billion dollar
outcome and he personally did really well withiit.

But. | understood what he meant because Drift was this sort of like
rollercoaster of this like amazing like love child that like, you know, from the
outside looking in it was ke this ike wonderful brand, ke super disruptive.
But then towards the end we made some reall critical mistakes in regards to
fike how well we knew and focused on our customer.

That meant that even though we had a great outcome, lie we left a lot on the
table specifically. We got so in our heads and, and like we drank our own Kool-
Aid about the fact that we sort o ke were the innovators, lie the category
creators. And sowe would g ct messaging

o wouk say li our number one valus thesls s that we wera ke the
category creators.

And we would go in with these like. Decks that we spent months building and
like, you know, sales would go say, Hey, lie the number one feature of Driftis
that we're category creators and our buyers would be like. We don't care,
right? Like we don't care that like seven years ago you had a really cool logo
and like did really cool events,

Like we're lie, that doesn't solve the problem. And there was a company.
about halfway through my journey called Qualified that came along and they,
they sort of recognized that we were dropping the ballon like knowing our
customers super well. And so they went in and they had one of the best
strategic narratives | ever heard their, their executive team was from
Salesforce.

They got fundraising from Salesforce. They had allof their employees get sort
of Salesforce certified. And then they went in and built a ike, okay Salesforce
integration and told allof their customers lie. f you use Salesforce, you have
to be using qualified. You're foolish if you don't. And from a product
perspective, this wasn't true at the beginning.

Like their Salesforce integration at the time was not better. U, but the story
and the focus on customers needs ultimately one. And we spent a ot of time
trying to battle them. And at the end there was even a point where we were
making ourselves integration better, but we had. Lost focus on the customer
by s0 much that we were, we were fighting from behind.

Post 4: The biggest lesson | learned from Drift

s s ol o n i 0V st ot sk

Eotietratci it vt ——

What  learned from Driftis, as a category creator, the category is yours to
lose. Like Drift was on such a high with the category that we had created.

The product was super innovative at the time. Um. But that is never, like, your
successes as A comnany are not the reason vaur customers buv. asnecially if

Eh5
« Claude D FEZ T. TRFED

 BMOXFEC L iERX. Claude D FEZ

T~8Z| X THED k7

»  Joshua Perk ?‘ t
%' der @ Vect )
Visit my website
v ®
The hard truth about category creation: a lesson from my time at Drift

Elias Torres (Drift, co-founder) recently said something on the 20VC
podcast that struck me: he called Drift his "biggest failure."

Weird statement for a company with a billion-dollar outcome, right?
But | understood EXACTLY what he meant.

From the outside, Drift looked like a rocket ship - amazing brand,
disruptive marketing, category creation.

But internally, we made a critical mistake:
We fell in love with our own story instead of our customers' problems.

We spent MONTHS building decks about being "category creators” while
our customers were thinking: "We don't care that you had a cool logo and
threw great events 7 years ago. How does that solve MY problem?"

Meanwhile, Qualified (Acquired by Salesforce) came along with laser
focus on what customers actually wanted. Their team got Salesforce
certified, built deep integrations, and crafted a narrative that spoke
directly to customer pain: "If you use Salesforce, you NEED Qualified."

Was their product actually better? Nope.
But their story and customer focus won.

The painful lesson?
As a category creator, the category is YOURS TO LOSE.

At Vector, this shapes everything we do:

- Yes, we're building the Contact-Based Marketing category
- But we obsess over substance, not story

- We ship features at lightning speed

- We never rest on our laurels

. ERBRDKRTE
(F&H)
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ll_ﬁﬂa)gﬁ*lki\ FQEEL-EEEE%E t)s )kﬁE‘ Hu*jlas

ERICEBD DB E T B

B X
CEO ICERIE %D, 30 DE

#RLTHS5S (EH)

N~&|F X541 K TWhat this looks like in practices; D5CE,. BRRILEETORHE

R COE

XFERI LE
Claude IZFE L.
feHE3~54KD< 3

X &
R AEEIE L. BANEOERE
REBROEEZLTHS5S TS
CEO D8

« BIMIZBRRICANL, NEARLIWL GEE)
o KBEIZ. HOWESDDOTEZICARDZETHEMDED TS (GEE)
o RBEIET & T, BHICHESELTZLVLWEFREIER D (GEE)

o HE3~5AREELTWVWDT. CEO IXEICIEBOFERXTAZTULW: EE)

© 100 Inc.

3~5FKDIFTDEESRIC Josh HMES BFRE

#4058

(Al E49)

« 307 BHENGZ LV CEO ICIF. BERDERNTER S ICEEAEZXFHEC

LLTHENC T B AEEZEIF. 59 THLLWH S, BEINEHDISELS |
kR (GBIE)
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JL=IL3 3B TH WV CEO ICIZEFRZHFE S,
AASICHSBVWERTH LV

251 FD—1% BIRELHRZNTHL, AV ATEBBWVESIE?

JESS GHOSTY

(THE GHOST)

. EHCHEEES (Pair them with someone)
- RADIRIF—%Z5|SHEBZDIFEHD
- TFE O LTHREDRK VL DIFHD
- R T, BVWFOEEICHR > TV DIFEHED
« AAFICS57 < TLL (They don't have to be on camera)
- Josh DM TRIGHARBRBLVLDIF. TFRX MDA, FIFTFR b EEBRDIET
- LinkedIn Tld. 5E9EEZMIENE (talking head) IFRIGHMERV AWV EHZ L

¢ SBETONRA  I5SB50XERIIBUHSEE] Y WSEIC, JoshZRELAED o7z EMTRD
CEO & CTO Z&ZA CTIHRTE B L S B EZFICEITT: ERE)

BRiE Mean Girls)] MRR X —I2 A& Y TlE&H. TFew founders are

up for this level of commitment (ZC £ TR ETE X Z8IEEITDR
W1 ERRT

© 100 Inc.
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JL—IL4 CEODERZ%ZF|ZHL.
BEFODMACSICWAALGRZIZFTHY

CEO hHREZ T LIC< LWEH Help people see the human behind the title 254 ROAER L HROF

n VEODREEES
m70O0UAICEFET Joshh. EOHWVWIRGETF— AGDL\%/T‘\‘Z kAT D RO T-1%RTE. 16ER %=

"We have been taught at every other
" RN SHNTBT L. BENSIE [COARKLICKICNTTNTVS) ERIED BT (58
level to not have empathy. %)

HZONTET

S EVWZERES
BREBADKRKT 3. DR o TIFREFNZ.0BMEM (pratfall effect) =Z(F7c GER)

HHLDBH>TVT, HCTEXRWVWILZES
BEOHEVWEELRIREX., PLICITo TEDEHFB LEIFAEWVW CICH R 1-1%F5, [Great

KERICHEITIEREEIE T2 —XCZ20(E KIL O
BECTHELR] OXSBHEDFEICHEDPTUL. L5 intention, big investment, no results) (&%)
BHL 7c

RAFNEAOC L CRSETHLICTS
BEVWFOBESTHUNIZLITTOE V. RISV ORRIE T4 71 RERERDZ1 LHOD
ETHLT. BiZzhME GBE)

Joshua Perk (G&&)
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JL=IL5 Jess OIRBEERRIC Josh HM&Fs L 7=

BERYAT b/ RILT1 DERE TLITFI

1AXBDIZTE L Jess DiR(E

B HDE

rFESHID ] DERICED,

The mutiny heard 'round LinkedIn

w they have WiFi in the Caribbean, right?

© 100 Inc.

Cé Joshua Perk = [ - st
Founder @ Vector (YC W23)
‘ Visit my website
yre®
Yesterday, | posted my plan to overthrow my Head of Marketing while
she's on vacation this week
Today, | put the plan in action with imsorryjess[.Jcom (< in comments)

She ordered a bunch of swag and I'm just gonna GIVE IT AWAY ==

See? Marketing... not hard

Jess is out of office.

€COss8 51 comments - 3 reposts

A Like © Comment 2 Repost < Send

* Yes,and : Bl BRI DEZE X F, MFOHLILDDZEEE
9. BIRITTLITS GER)

« 1KH : Jess BREMITTARAEDHULZIS. BRZIEL
ZrLTBED?D TH2RVWCEOD 7M1 T 71 %iED
3. Josh il U1 FDIEDEL. FEOK
BEHIRAREEZEVWCFESXEERZ. RE327H - O
X 101

e JessDIRIE : THDU TBICH WI-FilzH B >THI>TD &K
2?1 Fn[EIE6,539[E]

« BB : imsorryjess[.Jcom & WS F TEHEIZRITL
feegfs L. Jess BEX L7/ RILT o ZEE3 &L
Teo RIN88MF « OX > M511%F

« Joshld. COHRET N7V zELDLDICE
fol iRz (GBE)
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IL=IL6 Ry FFxvyALDENEI)y TZ8IEHED 1Oy ICERTD.
KB Y6EICHE > T

EwEq)  BEIVY T

\ A
6
N

Al §

&'\ M & - 2

~6x reach with a simple format swap

Yeah, | remember that.

P

1S\
So | stuck a gif of the Rocky
montage i there.

' P fn— b Tostos ootiania P 3
And then we/ipositioned'and | was like,
“I think we needlto redesign,the site?”

&

%

| mansplanedlouridealtatiuto you.

It's usually like, the CEO likes bucket
hats. Get a bunch of bucket hats.ﬁ‘i

B - N3a o0 3 v €eo Ao dia o o 4 cee

‘‘‘‘‘‘‘‘‘‘‘‘

sk, 27,939 impressions.

4,957(5] 4,609(=] 4,886[0]

o B3IARDFHI3594,800[E] £ $928,700[E] T, 962 (XS4 RICE >R -BHEHNSEH)
e LinkedIin TERINBIBIEIZ. ITUOHF—S AV RROAXY OB, VT T ERBFICE T 8dRT: GBE)
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A PIlE. AFHKRIOIZTDHZEEZ2~47ICINSD.
TTDREZRBRIAINRLCEZRTICDL B

How to create these "comics" yourself BERSAR 2RobL So we took a cue from Amy Poehler

FFHOROTDHIIGEEER
Ek I 1OVBIXE™D SIS S

23 E. 4aUTICT S
3AYHRB LV (RS KTl Tchef's kissy)

Ao V=v>ay b Zk3
RIBHROF « Amy Poehler "EE DRy R¥ v X FOEGICE>TWFHK%. Linkedin T

DBDRT L TELBIXTEN TS ALT R
e LITOXFHREC LICTERREITHEDITS « Vector DRy FF¥ v X bid. Jess & Josh DlonlzZD X FREZHEHK. &
BlD&E$IE TJosh wants a new marketing budgety D& SI2>w FOLRIC

FIFTV3d (GBE)

c CEOEN— T T4 VJEREBEVWSHEOKRZTVEARBRD T, EHDIY—T X
—HD CEODSEETHEERVWERZ5 I THES. & Jess IEFAL 7= GBE)

Ef%id 2316 X 3088 EV €L
ENTMILTHT R by TTHEITNWIICRTINDS

B R EaNB
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L=IT REREHVETI/ZCEOICIE. ROEBRAZEBEEMS5ES

Founder comfort with content matures your entire org's content BEISTR FAE TR
v X
>, ; OULD E : ‘ |
F l ' A

N
[ e\l""“ 100Ay1

« FIGZRZR LT Josh (. TOY. BEFIE. REDFTORIELE

& — RAISRHI, Jess 13T ¢ ICRIGLAD ST GHR)
C AT CL—LIOREDER LB, DRICAZET3H1 ZOBOH CEO
g2 N\ DHFLWREDICAS. & Jess FlNTe (FEIR)
,w{ﬂ'.fff. A\ c Ry RE LR IR UTA T4 TRF ¥ YR—Y LV ST ROER

IZ. CEORBSBEEIZHDE LTHKS (AIEH)

214 RORHLIF TRIEEN I TOVICEND L. @BE2E0 T VYDA T S, 717X
DR KF£+ X+ This Meeting Could've Been a Podcast LIVE!] D&EH. HEREROKTE. 2HDE
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RE&IC. TENTHHETITLHVES MEEEEITFTUOWL] CEETES#8HT-,
Al EYIE, SBEDESZ3DICEFEDHT:

REDRAFTF Al E#10D Key Takeaways

Linkedln &Ry RE¥xv X +T, A—HZwoI1>TLvyiaYy

CEO O#(El3. AN \
%= InsmE 22M. 1ETT74+07—23B. Ry RF¥y A +bDAT>O—

el
. BRI RE2E. FHRE TR X (new business) D#935%IC g E
One quarter.
That's allI'm asking." BUVMIEAHT. CEODEE 30700EM. XFREI L. BEDEUKREZHEICLIZAIDOT
ZEAVTIOVICERD £F, Josh DEIEBIFBH40H T, B3R EORTEEFT

MMFHEATE T, BREWIFENTZIT ]

EXEBORBRD ERY MEEZEETRIT3 /MHIBORAZTEE
rAnd if you still can't convince them--- (%*L'C“:E)EH 20— T35/ BREZ|BOHRIZFE S, MVYes,andy ICES REL
BTERNAED) ] ORICERSNT. BHEES I T7%EES/ROERILCEO ICHBESE S

RUWIBEIE. CEO % Jess LJ'ET%O&L\TL&L/L\?:%

MEUHFTz (Al BH)
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HEE. COERTHR>TULEWE

RERHIE, BEX A FICEINICABRTZEL L. SHOAIZENTHOTVE T, AXD MAIZER) 1 IFAIENIC, TGEEE) ) IFFEED
BREDS SETWMO DL REBAICHE DR T Y, MRIFFEREXZ A FICH>TWVWDHDTT,

o B8 /> TV WEEHE

- B EXZ41 K THow I Turned a CEO Into a Thought Leader) (33 - RROBUEDESHHAB &\ Tinfluenced (E%ZZIT72)) DEE
=) (RS54 RICEEA L)

« HHD AIER] (voxo.ai #Eff) - BENMBEDENEINIAD (RIIIHROBEZENLTL

cFBEORE (FSED D HENEED) ZEENSIRE D)

- BE - R15 - BIEEEOBEEIFUNBOUND 2Rty 3 o= - RE CHIWD B REDNESIERE

(SESS-492) Dit#E;
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