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Kevin: It's okay to fail

David: So I just mentioned social media, Kevin. Back when you started, obviously in the '80s 
there was no social media, right? So you didn't grow up with a phone in hand.

Kevin: Nope.

D: How is the game different? How do we either have an edge now, or a disadvantage now?

K: You know, I always like to think that wherever we are, it's better than it was. The reason 
being is this: I started in TV. In the early days of TV when it was all this airtime that was 
available. We had a great edge, I knew something nobody else knew. That's how we were 
able to do billions. We took the company public, stock went from $1 to $20 a share. 

We raised hundreds of millions of dollars. We had tremendous value for shareholders etc. 
But that time is over. Now here we are today. What's happened? TV viewership has dropped 
by 50%. People have moved to Facebook, to Instagram, to Google, to YouTube, etc. 

K: So what's the advantage of that? Well, the advantage is, TV was mass-marketed, so there 
was a lot of products that we had a hard time selling because golf, tennis, whatever, it's hard 
to sell that on mass-market. But on Facebook, you can target people that are prone to be 
golfers.

D: Precisely 

K: Or whatever. So if you can learn how to utilize the Facebooks of the world for targeting to 
the customers that you're trying to reach, that actually can be very advantageous. 

So the world of advertising is becoming more performance-based. Many of the big advertis-
ers are moving away from some of the mass-market types of channels, TV etc. So the TV 
industry is having a tough times, whereas the digital world is thriving. 

I think this is a good opportunity for people to learn how to be digital marketers. 

D: So let me just delve real quick into advertising. People start a business, and then it's like, 
well I already paid or invested in what I needed to get it up, but now I've got to put more 
money in advertising to get it off the ground and get customers. 

I don't want to part with that money. And advertising is looked at as a cost. 

K: Yeah, as an expense. 

D: As an expense. How have you dealt with that even in the TV space, when maybe you 
paid a lot more for a customer upfront. I don't know if that was part your tv game.

K: Sure. I mean, look...

D: What can you say to people in terms of of shifting their focus to looking at advertising as 
a necessity and as an investment?

K: So there's two numbers that I focus on, customer acquisition cost, and then the lifetime 
value. So I'll spend sometimes 100% of my incoming dollars, because the lifetime value is so 
high. So, every product is different. You have to be prepared to spend huge amounts of 
money to get customers. It's all about lifetime value in the process. 

I've always tuned in - that's, on Shark Tank, one of the problems I've had with many people. 
I'll ask them, do you know what your, I call it a CAC, C-A-C, Customer Acquisition Cost. Do 
you know what your CAC is? No, what's that? It's the cost to acquire a customer. 

If they are looking bewildered, I'm maybe not going to make that investment, because I want 
to know that they're sophisticated enough to understand what's it cost to get a customer, 
and what's the lifetime value?

D: If you don't know anything, you've got to know those two numbers. If you know what your 
payroll is, if you don't know - so it's nice to hear from a different mouth, you know.
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