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Lauren: I think TikTok is interesting from other platforms in a lot of ways, but we hear this about
from book authors and just businesses alike that TikTok drives sales. And so we see this for
businesses like, we'll sometimes help themwith their TikTok content, and then we see their sales
go up.

Matt: To thrive in a rapidly evolving landscape, brands must move at an ever increasing pace. I'm
Matt Britton, founder and CEO of Suzy, join me and key industry leaders as we dive deep into the
shifting consumer trends within their industry, why it matters now and how you can keep up.
Welcome to the speed of culture. Today we're going to be speaking with an old friend, Lauren
Weinberg, Chief Marketing and Communications O�cer at Square. Lauren was named one of the
Brand Innovators Top 100Women in Marketing for 2022 and is the best selling author of a book
called Self-Made Boss. Lauren, so great to see you today.

Lauren: So good to see you too.

Matt: Absolutely. I've been wanting to do this for so long. You've had such an amazing career, and I'm
super excited for our listeners to hear a little bit about your journey. Just looking at your
background, you've sort of been at all different sorts of companies on your eyes. And what kind of
stuck out to me is you were at advertising.com right after sort of the.com bubble burst and I was
sort of rebuilding again. How did you end up, I guess, in the overall career of marketing, advertising?
And what led you there as sort of like a launching pad for you to where you are today?

Lauren: It's interesting that you picked that place in particular, because I will say that
advertising.com is a very special place in my heart. It was an amazing experience, just like a very
typical startup loft in Soho. But somany of the people that I met there have played a really
important role just in my career. But I will say how I ended up there when I graduated from college.
So when I was in college, I thought I wanted to be a journalist. And so I did a lot. I mean, I think I was
in a program there where we had to do over 200 hours of internships. So I worked at CNN. I worked
at the Atlanta Journal Constitution. I worked at Jezebel Magazine in Atlanta. And I graduated and
thought, I don't want to be a journalist. I wanted to move to New York, and I needed a job that I could
afford to pay my rent. And so I had a cousin who was working at a company called MediaMetrics,
which was one competitor to Nielsen and ameasurement company. And it was really early.com
days of just kind of looking at all the up and coming .coms. I remember when Google just first
arrived on the scene and everybody was talking about Google and what is this? And we would put
out a report there called the Top 100, which was the 100 biggest sites that all the advertisers would
then go and buy advertising on. So that wasmy foray into just like measurement in the digital world.
And after doing time at comScore and then going to Nielsen, I wanted to bemore on the client side
versus being in like a research kind of measurement vendor. And so I had some people that I had
worked with at comScore Nielsen that went to ad.com. They all had great things to say about it. So I
went there and it was an amazing four year experience being there.

Matt: Yeah. I think working at a start up in the heyday, a lot of people who have worked with me
whenmy company was on the upswing at MRY, or even Suzy, now, they all say just the learning, the
hands on experience they get there, the camaraderie, the connection to people is really like nothing
else. And a lot of those relationships do definitely carry you through your career.



Lauren: Yes, I'm still really good friends with a lot of people that work there. And it felt like a utopian
society. Going to work every day was somuch fun there.

Matt: Absolutely. And then you went on to MTV, which really was that. I would say that it's almost
like the peak of TV's power. If you look at sort of the timestamp of when you were at MTV from 2007
to 2010, really, since then, that's when streaming started to take hold and Netflix and TV has never
been the same way again. What were your learnings there, being part of such a cultural institution
as MTV is.

Lauren: Yeah, that was a really interesting time to be there, because I think for MTV at the time, all
of their revenue was still coming from the TV side of the business, that they knew consumer
attention was shifting to digital. And so it was really interesting for me, I think, just always being in
the digital world, going there I was on the digital side of the business, and just seeing them struggle
with how do you navigate that? Knowing that the future is going to be over here, but all of your
money today is still over in this other area of the business. And so I think for me, it was really
interesting to be there. There was a lot that we, I was part of a really interesting team there called
Fusion, which was like an inside incubator unit, building out marketing programs for the biggest
advertisers that worked across all of MTV networks. So things on the digital side and on the linear
side. And so that was really fun. I think the hard thing, honestly, about being there was just their
own confusion about how do you invest in the future when somuch of your money is still in linear?
And I think for me, after being there for a few years, I thought, I just want to be at a company that
knows that digital, it's all about digital because that's where I kind of grew up, and that's what I
wanted to go do. So then I left and went to Yahoo.

Matt: So you headed west, you actually moved to San Francisco and you went to work at Yahoo.
Really at the, I guess the latter stages of their heyday, because they were a.com darling and they
went through somany peaks and valleys, but obviously no shortage of excitement and interesting
things I'm sure you worked with at Yahoo. When you look back at your time there, what are some of
the highlights that you think helped shape who you are today?

Lauren: Yeah, so Yahoo is just an amazing experience all around. I think if you talk to people who
work at Yahoo, they all say they feel like they bleed purple, and I think that is definitely true. So I
think Yahoomet amazing people there, and it was a hard time for the company, but a great time to
work there because I felt every like three to six months, my job changed significantly. So I think
when I reflect back onmy time at Yahoo, Yahoo is really where I made a leap from being on the
strategy, insights and analytics side to actually working onmarketing and being part of the
marketing team. And that was an amazing experience for me. And I went from the B2B to the
consumer side of the business while I was there. And so it was just this amazing evolution in my
career where I met great people who gaveme a chance to do things that I don't think I would have
been able to do if I hadn't had those relationships with people. And I think the best thing that I
learned at Yahoo was just how to handle change.

Matt: Yeah, I'm speaking of change. Making that leap early in your career from going from New York
to San Francisco, somewhere where you probably didn't have a lot of roots, was that a hard decision
to make? And that's something that you struggled with over time? And the company in San
Francisco is just the vibe and culture different in what ways?

Lauren: There's a lot in that question, so I will say, yes, it was hard. I moved there with my family. We
did not know a single person. Not a single person. So I knew some people that I worked with, but I



did not have any friends there. And I think at the time, my husband and I both thought, well, we've
always been on the East Coast, everyone we know has always been on the East Coast. And so we're
definitely kind of adventurous, and we thought we should do this. We thought it would only be for a
year and ended up being for seven and a half years. And we thought, if it's the worst one year of our
lives, we'll deal with it. And we'll still get the experience. So it was scary, but at the time and I had
delayed that decision. So I've been at Yahoo for a couple of years, and when Marissa Mayer came in,
she hired a new CMO. And when I met with her, I pitched her on this idea for a role that I wanted to
have, and she said, yes, but you need to move to California. And I said, okay, well, I don't really know
you, you don't really knowme. So to make sure that it's a good fit for both of us before I uproot my
entire family andmove across the country. So that stretched into nine months. And after nine
months of basically commuting to San Francisco from New York, two to three weeks amonth with a
two year old and a four year old, I was like, we got to move. And so I think we're ready to go at that
time. And yeah, it is very different there. I'm really glad that I have had the experience of working at
Yahoo's headquarters. And then when I went to Square a Square's headquarters, there's definitely
something about being there that is different. And it's nice to be a part of where the action happens
and conversations in the hallway and all the things that they say about Silicon Valley, they do really
matter.

Matt: Yeah, I mean, also in this day post-COVID, many companies will never capture that vibe again,
better or worse. I remember our company March 2020, and every single employee up until COVID hit
was there every day. And when you're building a software company, much like Square or Yahoo,
whatever it may be, you're not building a physical product you can touch and feel. So the only
physical manifestation of your business is the o�ce. And that's how you can see the progress of the
business. So I definitely feel that that is a void that we all face now. Obviously, it comes with some
benefits andmuchmore productivity and all those things. So you are at Yahoo, obviously. And I also
want to say that Marissa Mayer at that time was one of the most iconic CEOs in the world. What's it
like to work for such a high profile CEO who really every move shemade at that point was widely
publicized. In some ways, she was controversial. I'd love to know just what your experience was with
her.

Lauren: Yeah, so it's interesting. I mean, I do. I had a lot of empathy for her, right. Because
everything that she said or did was just like, so highly criticized, I think. I always say this about her
role. She had a really hard job to do coming in to turn around Yahoo. And I think in some ways she
came into that job pregnant, which was really amazing. She hadmore children during her time
there, and I think she did what she needed to do for her family and there was a lot of criticism
around that. And so I will say I learned a lot by watching her and there's definitely things that she
said and did that I think will stay with me forever. So definitely lots of empathy for just how hard
that role was for her to come in and really try to turn Yahoo around.

Matt: Absolutely. And then youmade a decision to do some consulting for a bit and then you joined
Square. And a lot of people don't know how powerful of a platform Square has built and how
important it is for so many businesses. I'm sure that you run to friends all the time, you're like, oh,
I'm at Square. It's not like you work at Coca Cola or even Yahoo, MTV, where everyone knows what it
is. How do you usually describe what Square does to the common person who's not in tech?

Lauren: So for common people, I usually ask them if they've ever transacted using Square. Right. If
you say, have you seen the white iPad device and businesses in our town? Or like if it's people who
live in Melbourne, I'll say, have you gone to Live Bread? And you can order online, that's Square. Oh
yeah, Square. And so I think a lot of people know it that way. But when I'm asked to describe it, I



think our platform has evolved somuch, it's so muchmore than just a payment technology. It really
is like a software and hardware solution that helps businesses run their entire platform. So I think
when people ask me about it, I try to help them understand, like there's banking, you can do payroll,
you can sendmarketing campaigns, invoices. It's really everything. And I think for me, I left Yahoo, I
started my own business. I didn't know about Square Solutions. I knew about Square and when I got
there, I thought, wow, I just ran my own business. I really wish that I had known about all these
things that Square offered. And a lot of that really had to do with just Square's early days marketing
strategy that was really built off of the little light reader. And so the strategy was to bring everybody
in for that, it's free, so you give it away for free and then it just cross sell upsell. When I got to
Square, it's about seven or eight years into their journey and no one knew about the other things
that they had and they already had a lot of other solutions. And it was just super interesting for me
because I knew how to get clients, I knew about the work.

Matt:What made you say you want to start a consulting business? How did that come about? I
didn't even ask that.

Lauren: So I decided to leave Yahoo. I was there for a little over six years and all around just an
amazing experience for me. And somuch of where I am today, I really attribute to things that
happened while I was there, to people who gaveme opportunities and all of that. When Yahoo
decided that it was ready to be acquired, I decided that I was ready to leave. I think for me, it was a
hard six years there. And I think one day I was sitting in my driveway just kind of hesitating to put my
seatbelt on and start my car. And then I thought, you knowwhat, it acquired. And I had kids. I did not
take a lot of time off. Things were not as generous in that area as they are for parents today. And so
I was just ready to just do a little rechargemy battery. And so I left Yahoo over the summer. I took
the summer off, which was amazing. Spent a lot of time with my kids, really felt grateful for things
that probably lots of stay at homemoms find annoying, like driving carpool. But those were just
things that I never got to do. And then just really rechargemy battery, like a lot of self-care. And
thenmy kids went back to school and I thought, I'm bored. I didn't want to be in Media anymore. And
I think that was the big thing for me. And I knew I wanted to go work for a mission-driven company,
and I wasn't sure if the skills I'd always been in Media, and I just wasn't sure if the skills I had would
translate into other industries. So I thought, I'm going to start consulting and I won't take any media
clients. And it was sort of a test for myself.

Matt: So what does that look like? You just started calling friends or people you knew.

Lauren: People called me when I left Yahoo and said, will you do a project? Or, I want you to come
work here, which is really nice. And I said, I need twomonths of not having any conversations with
recruiters, with people at companies. I just need twomonths to really reflect and think about what I
want to do. So I called some of those people back and said, okay, I'm ready to start doing some
stuff. And I mean, it happened. I'm very lucky. It happened very fast. And I had clients. Then I
thought, I have clients. I have to do the work.

Matt: Do you think maybe that was going to be your thing and starting your own company at that
point?

Lauren: I really didn't know how it would go. And it was hard. It was hard. My husband is a lawyer, so
that was helpful because there's a lot of things I mean, you know, because you started your own
business multiple times, there's a lot of steps in that process that no one really tells you about.



That's why I wrote the book, because the book is about all those things, right? And so I'm like, I don't
know how to create an LLC, I have a bank account.

Matt: They don't teach you any of that stuff.

Lauren: I think that was like one of the funniest things about the work is that I would sign up
clients, have a statement of work and all the things that were going to get delivered. And then they
said, how should we pay you? And I was like, yeah, I don't know, actually, how do I want to get paid?
And so just kind of figuring all of those things out. And so I did that for a little bit. It was fun. It got
really busy really fast. And I think I very quickly realized that I couldn't scale this more with just
myself. And I didn't really want to bring anybody else into what I was doing because I didn't think that
it would be a long term thing. And so after a couple of months, I think I started in September. And by
January I knew that I didn't want to keep doing that. And so I had a bunch of clients. But in January I
said, okay, I'm going to start looking for jobs again. And then by March I had a job offer from Square.

Matt: I know that you said you wanted to get out of the media world, but Square was a company
which is really a B2B companymore on the consumer side. What made you decide to go there?

Lauren: So I actually think about Square as being like now. I think about it as being B2B, but also
like B2B2C in a lot of ways because I have done a lot of B2B stuff in the media. A lot of the work I did
in media in the early days of my career was supporting advertisers on the B2B enterprise side. So
then going to Square was kind of like this interesting combination actually, of consumer and B2B
because SMBs now that Square has been growing themarket and focusing on enterprise solutions,
we have a combination of both of those things. But honestly, for me, Square, I wanted to go into
Fintech. I was excited about that. I felt like there had been a lot of disruption in media, obviously
with digital media and everyone. And I wanted to be part of the next wave of innovation. And I was
just in Silicon Valley, so I thought, I want to go work in this area. I don't know anything about it. So I
knew it would be a really steep learning curve. And honestly, I was excited just to start something
new and to learn a lot. And I loved the culture and themission of Square. And then coming from a
place where I was running my own business, it was kind of just like a perfect match in a lot of ways.

Matt: You can empathize with it. You were just there, yeah, living the life that Square exists to
serve.

Lauren: I went into their o�ce and it was just this feeling where, you know, and I knewwhen I left
there that I wanted to work there.

Matt: And when you talk about the feeling, ultimately what you're speaking about is the culture. And
another great leader who you nowwork for is Jack Dorsey. Howmuch input did he have towards the
culture? And what were some of those tenets of the culture that made it andmake it so special?

Lauren: Yeah, I think he still plays a really important role in the culture. I mean, he's very humble,
Jack, and he is just constantly learning and growing. And I really appreciate his style of leadership
just because he has somuch humility and also confidence. And I think the balance of those two
things is really hard. And so he sort of operates with this level of transparency and accountability
that trickles down into everyone in the organization. And it's one of my favorite things about Square
is that there's just not this sense of hierarchy there. We don't really use a lot of titles or any titles or
levels. And whoever does the work is the person who's talking about the work at Square. And I love
when really junior people onmy team challengeme and say, I think you're thinking about that the



wrong way, Lauren. And I'll say, okay, yeah, tell memore. And then I'm like, yeah, you're right. I was
thinking about the wrong way. Thank you for pointing that out to me. And I love that about square.

Matt: Yeah, because the opposite. Wemake fun of Suzy, of this notion of the hippo, the highest paid
person's opinion. And I've pitched, in my agency days, so many companies where we'll pitch an idea
and everyone's just looking at the boss at the end of the table for what they think, and if they like it,
everybody else likes it, and if they don't, it's a bad idea. And yet I could be talking about a campaign
that's targeting Gen Z andmaybe somebody on the side of the table is a Gen Z, or they have a kid
who's Gen Z that knowsmore. And I think there's this misconception of big organizations that
higher title means smarter, means they know better. And I think that ultimately, is what can lead a
lot of companies to become disconnected.

Lauren: Yeah, totally agree. I have a rule with my team, which is whenever someone is showingme
creativity or work, my opinion is last. Because if I go first, then everyone, it sort of makes it really
hard for other people. And so nowmy rule is everybody has to go.

Matt: I'm going to adopt that from you, if that's okay, because I think it's great.

Lauren: Absolutely.

Matt: Yeah. As a leader, sometimes you think that you need to be the first one to jump in, you need
to help set the direction. But ultimately, you really could bemyopically driving the future of the
company in ways that might not serve you or your company best in the long term.

Lauren: And I feel like I know I have a loud voice and I have a lot of opinions about things. And so
now I'll make sure if everyone that has something to say had a chance to say what they think, then
I'll share my feedback because it used to be that everybody would just start with me and then I
didn't feel like we could have an honest conversation about it.

Matt: So today your chief marketing communications o�cer of Square, obviously a very high
profile company. I'd love to knowwhat you're focused on and what success looks like for you. I'm
sure you think about the beginning of the year, we're now in mid February, time flies. But like the
beginning of 2023, it's like, okay, what does success look like this year? And I imagine that you have
a framework that drives the way you work every day. I would love to hear a little bit about that.

Lauren: Yeah. So I think this is going to be an interesting year. I would say every year since COVID
started has been an interesting year for us. And it's been good and bad. I think we've learned a lot
about agility and flexibility. And to be honest, I don't knowwhat this year will bring for Square
because COVID came and we thought, wow, there's going to be such a headwind for small business
owners. And it was the opposite, right? And so I think the last two years have been just way less
predictable. So heading into this year, so Square was born out of the last economic downturn. So
this is really the first economic downturn that we face at this stage of the company. And what we
saw during COVID was I think we'll see that again, which is businesses are worried about surviving,
about how they can sort of reduce costs, but also add new revenue streams. And I think those are
areas like for us at Square, like, we're really focused on helping businesses of all sizes because now
it's not just small businesses, it's big businesses too, think about how they can leverage Square's
platform to help them automate certain tasks. There's definitely for some business owners, this is
resistance to really embracing technology. It's scary, it's unknown. A lot of businesses are still
operating today using pen and paper. And so I think that a lot. We saw this massive adoption of



technology during COVID. I think the cycle that we would see, which was typically three years, was
happening in three weeks during COVID. Got to move online, setting up online orders, QR codes, all
of those things.

Matt: Because there's no other choice.

Lauren: Yeah, you had to, right? It was kind of just like adapt or die at that point. And so I think we'll
see more of that. And so we want to make sure that businesses understand what role we play for
them. I think one of the interesting things that we're really hearing and feeling is that it's kind of like
the one of the most basic rules of just finances which is you need to have diversification. And so for
business owners, we're really talking a lot about diversifying revenue streams. And we just did a
study recently and 87% of restaurant owners are telling us that they either are or have plans to have
some type of revenue stream that's not their core business, whether that's selling merchandise,
cookbooks, cooking classes. And we see this as a common theme across the board where
businesses really need to havemultiple revenue streams in Square, so many verticals. We have a lot
of competitors in different spaces that have very niche solutions. And because we're broader, we're
sort of uniquely positioned to really help some strategy. And so there's going to be a lot of financial
literacy and education on what that looks like and what that means and just really helping them
understand how to weather whatever is coming this year.

Matt: And I also imagine a lot of your role and given what you said earlier about people thinking
Square is this white box and I remember actually getting one of the first iterations were something
you actually plugged into your iPhone, you could swipe and now obviously there's muchmore
sophisticated hardware product set. But when you talk about Square being muchmore and being a
true platform is communicating all the different features and benefits of that platform to small
business owners whomay be unaware of it a big part of your overall role.

Lauren: Yes.

Matt: It’s storytelling, right?

Lauren: That's the biggest part of my role. And actually I would say when I got to Square because
the strategy was just about the little white reader that plugs into your phone. And also I think 99%
of the budget that I got to Square and had frommarketing was for performancemarketing.

Matt:Not a lot of room for storytelling. Right. It’s all about acquisitions. Cost to acquire a new
merchant, basically.

Lauren: And I think when I got there, I said there's all these amazing products and solutions. But if
you ask people about Square, they would say I love Square, especially bigger businesses because a
lot of our strategy is really around growing upmarket because we have amuchmore sophisticated
set of solutions for large businesses,

Matt:Not market by going to a franchise.

Lauren: Franchise restaurant, but we're also in SoFi Stadium. So I mean, we really go all the way up
to really like enterprise level businesses and that's where we start talking about API integrations
and howwe work with other solutions. And it's not just like you're ripping and replacing what you
have with Square, it's how Square can be additive.



Matt: Right And over time hopefully they see the benefits of the ecosystem and you're plugging
more solutions in.

Lauren: So it's been a big, I think, pivot shift to A, helping everyone at Square because it is true that
like many Silicon Valley companies, people don't really understand all of the value, of all the facets
of marketing. And so when I first got there, the CFO said Brand is fluff. And I said, Brand is not fluff.
Right. Brand is actually a huge competitive moat for companies and an actual driver of value in your
company in the long term. And so it was just the way we've been doing some things over time. And
so we started actually doing awareness campaigns that we call our ecosystem campaigns. And
we've hadmultiple iterations since 2019, but that do just that, explain obviously as much as we can
in a 15 or 30 second spot, just that we have this entire suite of solutions that all work together to
power your business. And so it's really like how do we do it in a way that's both emotional but also
functional, so people understand,

Matt:What are the use cases? How is it applicable to me? Don't use fancy words.

Lauren: And also that doesn't feel like a laundry list, like and we have this because that's very
overwhelming for people. And so there's certain key things that I think access to capital is
something that we always try to mention becausemost people don't realize that we have that kind
of product. And it's something that I think a lot of businesses are thinking about that they want
access to that at some point. Even if you don't need it right now, it's something that will be on their
mind at some point.

Matt: So that's the message in terms of themedium and getting themessage out. So you have an
addressable market. It sounds like small business was the core and now you're moving up market
andmidmarket and even enterprise. What have you found to be some of themost effective tactics
at getting that message out and landing themessage to the decision makers at these companies?

Lauren: Yeah, so we have a bunch of different things. So I will say I think Square does a lot of
storytelling and we use our organic channels to really highlight specific communities. We have a
bunch of different series. Like, we've had a series a couple of years ago called Black Owned that
just talked about black businesses and the roles that those businesses were playing in their
community. Last year we had a new series called Only In, where we featured different cities. So we
were only in Austin. Only in Denver. And in Austin we were talking to LGBTQA business owners and
talking about the role that they play in their community. In Denver, it was around LatinX business
owners. And so we do have a very long story, interestingly for being a fintech company, of doing
really emotional storytelling. So that still, I would say to this day plays a really big role. We had a
bunch of new series that we launched on YouTube last year, career Day, You Two should meet.
These are kind of more geared towards Gen Z audiences. That is really important for us as well. And
then for some of our paid campaigns, digital channels, I think we have found streaming to be a
really effective channel.

Matt: Targeted streaming.

Lauren: Yeah.

Matt:Wow. Towards small business owners.



Lauren: Yes. But we also use podcasts a lot and for podcasts we gomore. We've tested B2B- focus
podcasts versus just consumer-oriented podcasts like sports and entertainment and have found
that the consumer-oriented sports and entertainment podcasts with really influential hosts
actually perform better for us thanmore business types of content. And so we like to have a
relationship with the host and kind of have that relationship for a long period of time. But yeah, I
would say for this year we are experimenting on TikTok. We know there are billions of small
business owners on TikTok. We've done some really fun things outside of the US with business
owners and TikTok, especially in Australia. And so I think for us this year we have to keep
experimenting on that platform until we figure out what's the right way for us to engage there.
Because I think TikTok is interesting from other platforms in a lot of ways, but we hear this about
from book authors and just businesses alike that TikTok drives sales. And so we see this for
businesses, we'll sometimes help themwith their TikTok content and then we see their sales go up.

Matt: I mean, it reminds me of when I was trying to get big brands onto Facebook and Instagram
and they're like, oh no, only the kids are on it. And then all of a sudden you realize, well, everyone's
on it, it's getting bigger. People who were the kids are now the decision makers. We can't ignore it.
It seems like the cycle is happening all over again. It Happened with Snap and it feels like it's
happening with TikTok now, for sure.

Lauren: Yeah. So I think for us, we need to figure out how to do a better job of really just what's our
strategy there and how do we unlock it. And I think we have to just keep experimenting,

Matt: Right. Which is interesting becausemany people would think a company the size of yours,
experimentation is sort of out the window now. You just have to optimize. But it sounds like Square
and the parent company Block are really still maintained. That sort of StartUp scrappy vibe to it.

Lauren: Totally. I would say that is the theme for this year, which is we, I think, are operating with a
little bit less budget than we had last year. And so it's all about experimentation for us this year and
not taking huge risks, but taking a lot of calculated risks and trying to find ways that we can really
punch above our weight in terms of what we have. And I think we really want to find those
breakthrough activations, more local activations, so things that we can do in specific cities. And so
this year I think the big theme for us will be all around experimentation.

Matt: And are there other trends that you have your eye on in 2023 in terms of where business is
headed and some of the things that are coming out in the world of AI that you think are applicable
to being able to maybe land for your merchant base to make their lives easier?

Lauren: I mean, AI is going to be really interesting and we're thinking a lot about that right now and
how do we like there's definitely a ton of potential use cases for us and there's ways that we use it
already today. And so I think that one's going to be really interesting,

Matt:When it comes to customer service and how does themerchant handle questions from
customers? I can think of so many integrations.

Lauren: And even just like we havemarketing products for our customers. Marketing when you run
your business is one of the hardest things for business.

Matt: Especially if it’s not intuitive to you, right?



Lauren: And for most people it's not or they feel like they're spending just like an inordinate amount
of time really on their marketing strategy or just trying to figure out what channels to be on, how do
they create content for those channels. And so I think there's going to be some interesting
developments in terms of how companies like Square and others use AI to help small business
owners and business owners, like, generate content, even if it's just a starting place for them, I
think it'll really help. Right?

Matt: Yeah. I think it's incredibly powerful if you think of. I imagine Square allowsmerchants to
capture first party data, and that ultimately, obviously is a new oil, right, in a world where you can't
target the way it used to on the platform. So I would imagine that ultimately unlocks this entire full
funnel approach is getting that first party data.

Lauren: Yeah, absolutely. We talk a lot with our customers about just encouraging them. How do
you do that? How do you capture the data? I mean, they do that a lot at the point of sale.

Matt: Right. But traditionally it was much easier online than the retail establishment. People might
come and go. Let's switch gears a little bit to your role as Chief Marketing Communications O�cer
in terms of what that means, in terms of how you spend your time. Because a lot of people who are
listening to this podcast, they want to end up where you are in the C-suite at a prominent, exciting
brand, but they don't really fully knowwhat that means and how it manifests to kind of the pie chart
of their day. So I'd love to hear from you. What does a day in the life of Lauren look like?

Lauren: It's very interesting and I feel like whenever people tell me that they want this kind of job,
one of my first questions to them is usually, do you knowwhat that evenmeans? Because I think
that there's a lot of stuff that happens in my role that most people don't see. So I would say there's
definitely like, depending on the time of the year, a good portion of my day where I'm looking at
work, looking at creative, looking at plans

Matt: Just approving it, or leading feedback,

Lauren: Giving feedback and that's the most fun part of the job. Right? But I think everyone thinks
that is the job. I would say there's a lot of time that I spend with our finance team, with our CFO,
really understanding howwe're measuring the impact.

Matt: Especially in 2023, right? The CFO is the star of a company right now.

Lauren: Square is the most data-driven company that I've ever worked at. And I think we have an
amazing team of just like, incredible marketing analytics folks that are always trying to just push
the envelope in terms of howwemeasure the impact of what we're doing. But it's hard, right? The
challenges that we have as a brand, everyone has as a brand. And these are the things that all CMOS
are talking about, especially right now in this time, where everyone's kind of looking at every dollar
that you spend with extra scrutiny. And then there's components of marketing that are harder to
measure. There's things that you do for your long term that don't show up in the short term. And so
it really is like, how do you find the right balance? So I feel like I spend a lot of time in my day
meeting with executives and people on the finance team to explain just like, how do we think about
that? And just sharing a point of view ahead of these decisions, getting everyone aligned on what's
our investment strategy and are we aligned there so that if they come tome and say, we need you
to cut your budget, we already know howwe're thinking about where we would make cuts from
because we've already aligned on howwe think about it. It's a ton of repetition, education, just



constantly looking for new data points to reinforce the points that you're trying to make and
validate some of themore long term brand driven strategies that are really important for
companies today.

Matt: Absolutely. We were also talking about how during the Pandemic, youmade a decision to
move your family back from San Francisco back to the East Coast. Talk about that decision and also
how it's changed the way that youmanage your team now in a remote environment where your
company is based still in theWest Coast.

Lauren: Yeah. So that decision was really driven based on family and just wanting to be closer to
everyone in my family that was here. Andmy kids were at an age where I thought I could move them
back and they could still adjust, but that clock was ticking onmaking that decision. So it kind of got
down to like an hour and ever for us. And so, yeah, I lovedmy time in California. But it's nice to be
back and it feels just like being home and being around everyone, that all of my really good friends
are here and everyone in my family is on the East Coast as well. So that part has been really nice.
And in terms of managing the team, I would say Square works from home or works remotely forever
company. And that was something that they decided really early on in the pandemic. And that was a
huge impetus for me tomove because I thought, okay, I had thought about it before. Square had
o�ces in New York since the beginning of their time as a company and I thought it would be too
hard, but then everybody started to move all around and so I thought, okay, I can do this. And I do
think for the most part it's been a pretty seamless pivot for us and there's a lot of benefits, I think, to
working remotely in terms of diversity and inclusion. It's been tremendously helpful for us to not be
so limited to San Francisco and New York in terms of markets in the US. So nowwe've got people all
over the US. And that's better for us because that's actually a better representation of who our
customers are. So that part is really good. I think we're getting to the point in time nowwhere
sometimes we're having hard conversations and I just wish we could all be in the same room
together because there's this etiquette of not wanting to talk over people on video and just like,
how do you have conversations with divergent perspectives? And sometimes it's like, I just wish we
could all be in the same room. And I also have a lot of empathy for just more junior people coming
into the workplace because they're not getting I think it's just a little bit harder from thementorship
angle. So we try to go out of our way to do a lot of things like I do like one on one, it's called tee
times where anyone can get time with me. I mentor different people every quarter onmy team and
we kind of have this whole sign up sheet of just what's the skill that you want to learn? And then
people say, here's a skill I think I could teach somebody. But really trying to find and foster more of
that sense of how do you drive.

Matt:With intention. You can't just be reactive. You have to say, this is what I need to do.

Lauren: You have to be really intentional about it or it won't happen. And then it's not great for
people who are just starting out in their career because all of those are just like chats that would
happen organically in the o�ce. You don't have that anymore.

Matt: Yes, the serendipity. Absolutely. So we're going to wrap it up here. Just I thought it was really
interesting that you decided at this stage of your career last year to write a book so you wrote a
very successful book called Self-Made Boss. Where did that idea come from? Obviously, you have a
very busy schedule. You're managing your family, you're managing this exciting career. What gave
you the time to do it? And what drove you to publish a book?



Lauren: Yeah. So I had an amazing co author, Jackie Reses. And to be honest, when COVID first
started, when I was in California, she and I walk around in our neighborhood because there was
really nothing else to do at that time. And we thought, a lot of people are going to start businesses
now. Right? Anytime you kind of have these really disruptive moments in time is usually the spark
for innovation and a lot of new companies, and we already could see the data, right? Like new
business starts starting in April of 2020. Really, we're kind of like going through their own.

Matt: And you've been there, as a consultant, you knewwhat it was like.

Lauren: I knew that and then I think Jackie had left Square, was starting her own business, and also
we had spent time talking to hundreds, if not thousands of business owners throughout both of our
time together at Square. And we thought, there's so many things that business owners don't know
that they all are kind of like, feel like they're reinventing the wheel each time. And what if we put
together a book that was a guidebook for them and we could interview business owners and it's told
through their perspective. So it's not a very academic kind of book at all. It's really just like talking to
people who have been there, done that, been in their shoes. Practical, pragmatic advice from
business owners of all types and sizes. We cast a lot of real business owners in our stories and our
commercials. So we had a good starting place for just business owners that we thought were really
interesting, compelling, have very interesting back stories and that people would want to hear
about. And so that was really the idea for the book, which is, people are going to need this
information. We both knowwhat it feels like. I had no idea how to set up an LLC, and I had to do
hours of research, spend hours at the bank trying to figure out how to set upmy own account. And
so we said we could write this book as a guide, and you could read the whole book through, or you
could literally go in and just read the chapter onmarketing or just read the chapter on Navigating
road blocks. And at the end, there's, like, tips for business owners. And we just thought, if there's
one thing that one person gets from this book that makes their life a little bit easier and enables
them to bemore successful then that's success for the book.

Matt: Very cool. And what was the experience like in writing a book? And what do you think you got
out of it? It's something that you do again or recommend to others.

Lauren: I would do it again, but not with jobs like the job that I have now. So I think for me, it
definitely pushedme to an interesting point. So I also hadmy son's bar mitzvah. So it was kind of
like my son's bar mitzvah, my book andmy job all at the same time. And I very rarely feel like I get to
the end of my capacity level where I said to my husband, like, I'm there. I feel like I'm stretched really
thin. And I think that, to be honest, like, writing the book and doing the interviews, I thought would
be the hard part. And ironically, the hardest part was promoting the book.

Matt: Yeah, everyone thinks that if you have a publisher, they're going to do it for you or ultimately
the rest is on your shoulder

Lauren: Or I thought it would be a very short thing. Naively, I thought I'll promote the book for two
weeks and then we'll move on. And so that's not how it works at all. It's a really long kind of burn. And
so I think for us, what we decided early on is we're going to pitch this book to companies. Because
there's so many companies that care about this audience and try to go that way and go to their
events where they're talking to small business owners and then have them buy the book that way, as
opposed to trying to just sell individual copies of the book to all the consumers. And so it's an
amazing experience. I'm really proud that we did it and of what we did, I would definitely write



another book, but I would have to do it either like when I'm retired or in between roles, because it
definitely was a lot to take on.

Matt: Yeah, the great thing about writing a book is the permanence of it. Like, you wrote a book, it
will always be there. People can always find it. And I just find that to be super cool. When all is said
and done, it's something that really will withstand.

Lauren: I'll just say it was definitely onmy bucket list of things that I always wanted to do, and I'm
really glad that I did it.

Matt: That's amazing. Well, this has been really such an incredible time for you learning about your
journey to wrap it up. Is there kind of onemantra or quote you like to live by that you think has
driven your career? Because obviously there seems to be somany common themes in your ascent.
I'd love to know from you if there's one thing that kind of sticks with you.

Lauren: There's one thing, and it's a magnet that's on my toaster oven, and it says, life begins at the
end of your comfort zone. And I think that's something for me that especially when it comes to my
career, that I really when I ever talk to people about my career, I say I've always navigatedmy career
by taking a role that's somewhat rooted in something I know, and 50% probably really scares the
shit out of me. I don't know if I'm going to be successful, and that's how I know it's the right thing to
do.

Matt: And to keep growing, right?

Lauren: Yeah.

Matt: And learning. So that's amazing. And I have no doubt that you'll continue to do it throughout
your career. So thanks somuch. On behalf of the Suzy and Adweek team. Special thanks once again
to LaurenWeinberg, Chief Marketing and Communications O�cer at Square, for joining us today.
It's going to be a great episode. Can't wait for everyone to check it out. Be sure to subscribe, rate
and review The Speed of Culture Podcast on your favorite podcast platform. Until next time. See
you soon. Take everyone. Bye Bye. The speed of culture is brought to you by Suzy as part of the
AdWeek Podcast Network and A Guest creator network. You can listen subscribe to all Adweek's
podcasts by visiting adweek.com/podcasts. To find out more about Suzy, head to suzy.com and
make sure to search for The Speed of Culture in Apple Podcast spotify and Google podcasts or
anywhere else podcasts are found. Click follow so you don't miss out on any future episodes. On
behalf of the team here at Suzy, thanks for listening.


