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[00:00:00] [Albert Cheng]
English:

Growth as the job is to connect users to the value of your product. Growth sometimes gets this reputation
that it's just pure metrics hacking.

FRSCERIE:
MK TENARZIERP 5= RNNEEERER, BRKENSWIREHAREIIEIREM (Metrics Hacking) o

[00:00:08] [Lenny Rachitsky]
English:

You've worked at three of the most successful consumer subscription products in the world. What do you
think is the biggest missing piece that people don't get about building a successful consumer
subscription product?

FROCERIR:

RBEEX=RERVBVEERIT AT RP IR, RINAERZRIIERRITES RN, AMIRE 528
HAERNRERETA?

[00:00:18] [Albert Cheng]
English:

User retention is gold for consumer subscription companies. If you don't retain your users, then a lot of
the onus is on getting them to pay on day one.

FRCERIR:

WNFHBERITHARTRY, BFREHEF (User Retention) BiEEF. WIRMBAEAF, BARMBNENEE
SERENFLLIES — R E Lo

[00:00:26] [Lenny Rachitsky]
English:

Noam Levinsky, he said that | need to ask you about the biggest monetization win that you found at
Grammarly.

RSz ERIE:



Noam Levinsky it F—E Za][alf/R1E Grammarly XIIR AL (Monetization) R,

[00:00:31] [Albert Cheng]
English:

The lived product experience for most of the free users was that Grammarly was just a product to fix your
spelling and grammar because those were the free suggestions. What if we actually sampled a number of
different paid suggestions and interspersed them to free users across their writing? All of a sudden,
people were seeing Grammarly as a much more powerful tool than they were before.

AR ERIE:

MFARZHBEAFPRINR, LR RAEEE Grammarly R2—MIEBHSIIEZINTE, AAXEERERE
HAVEEIN, NRFENTHEN—LEMBRN, HRENFEERERFNEEIRIRERE? RAZE, A1LM
Grammarly Ebftfi IARTIA N ER KT S,

[00:00:50] [Lenny Rachitsky]

English:

What's the most counterintuitive lesson you've learned about building teams?
R EE:

XTFHEMER, TMEINSRRERNBIRHA?

[00:00:54] [Albert Cheng]
English:

| saw some of the highest performers just being people that had very high agency, had that clock speed,
had that energy, but they didn't necessarily need to have deep experience on that matter. Sometimes
experience could be a crutch, especially in this world where the grounds are shifting so fast with Al. A lot
of your learned habits actually need to be intentionally discarded.

FROCERIR:

AU -LERNSHEBHAFERIREEERSEEM (HighAgency) . RESEERBFFHENIHIA, Eft]
HA—ERBEAFZIENARZL, BRNEERMSMA—MER, THEE A CELXRISK. RFERR
REIMLFLFERZZEF

[00:01:13] [Lenny Rachitsky]
English:

Today my guest is Albert Cheng. Albert is known as one of the top consumer growth minds in the world.
He led growth and monetization at three of the most successful and beloved consumer products in the
world, Duolingo, Grammarly, and now Chess.com. Earlier in his career at YouTube, he worked on
streaming and gaming features used by over 20 million people.

(00:01:32):



His unique approach to growth blends marketing, data, strategy, and product management, and in our
conversation, we cover a lot of ground, including his explore and exploit framework to find growth
opportunities. His biggest and most interesting growth wins at Duolingo, Grammarly and Chess.com, how
he uses Al to accelerate his growth work, what he's come to realize about the power of brand and
community in your growth work, his top experimentation, best practices, why his goal at every company
is to run 1,000 experiments a year and so much more.

(00:02:02):

A huge thank you to Erik Allebest, Noam Levinsky, and Jorge Mazal for suggesting topics for this
conversation. If you enjoy this podcast, don't forget to subscribe and follow it in your favorite podcasting
app or YouTube, it helps tremendously. Also, if you become an annual subscriber of my newsletter, you
get 15 incredible products for free for an entire year, including Lovable, Replit, Bolt, n8n, Linear,
Superhuman, Descript, Wispr Flow, Gamma, Perplexity, Warp, Granola, Magic Patterns, Raycast, ChatPRD
and Mobbin.

(00:02:33):

Head on over to lennysnewsletter.com and click Product Pass. With that, | bring you Albert Chain, my
podcast guest tonight love talking about craft and taste and agency and product market fit. You know
what we don't love talking about? SOC 2. That's where Vanta comes in. Vanta helps companies of all sizes
get complying fast and stay that way with industry-leading Al automation and continuous monitoring.
Whether you're a startup, your first SOC 2 or ISO 27001 or an enterprise managing vendor risk, Vanta's
trust management platform makes it quicker, easier, and more scalable.

(00:03:08):

Vanta also helps you complete security questionnaires up to five times faster so that you could win bigger
deals sooner. The result, according to a recent IDC study, Vanta customers slashed over $500,000 a year
and are three times more productive. Establishing trust isn't optional. Vanta makes it automatic. Get
$1,000 off at Vanta.com/lenny. This episode is brought to you by Jira Product Discovery. The hardest part
of building products isn't actually building products, it's everything else.

(00:03:41):

It's proving that the work matters, managing stakeholders trying to plan ahead. Most teams spend more
time reacting than learning, chasing updates, justifying roadmaps, and constantly unblocking work to
keep things moving. Jira Product Discovery puts you back in control. With Jira Product Discovery, you can
capture insights and prioritize high impact ideas.

(00:04:01):

It's flexible so it adapts to the way your team works and helps you build a roadmap that drives alignment,
not questions. And because it's built on Jira, you can track ideas from strategy to delivery all in one place,
less chasing, more time to think, learn and build the right thing. Get Jira Product Discovery for free at
Atlassian.com/lenny, that's Atlassian.com/lenny. Albert, thank you so much for being here and welcome
to the podcast.

FRCERIR:

SRIEER Albert Chengo Albert IRINALKTNRIPEERRIEKERZ — MBHELK=FERINEET
EEMEBR~™H—Duolingo (Z4BE). Grammarly F1IITEAI Chess.com SASE KT T(E, 7EMEDIL
EENFH, f7E YouTube faSTmBAFIRINGE, AF E#8:d 2000 7,

(00:01:32):



MIRFRIE KA ERME T EH. #UE. BRN~REE, TRIxEHR, RITEET I ZHRS, a8iEthS
HRIZEAN=H “BRERSFIA” (Explore and Exploit) #EZ2; ft7E Duolingo. Grammarly #1 Chess.com EX{FHY
RABREBAVEKIH,; MIEIFIA Al IHRIEKIE; il RIRERENTREEKTERNAE; e
TR KRR RIEKE, ATAMESRATNEMBESFIEIT 1000 MRK, UNEZHA.

(00:02:02):

JEE B8t Erik Allebest. Noam Levinsky #1 Jorge Mazal AZARIHERINAIER, WMRMMERNXNMER, IS
THESRAMNBENAE YouTube EITHEM X FE, XFHEMEBIR K. Lbsh, TNRIRAL K FBE T
(Newsletter) HWEFEEITAE, MIERERT 15 RAT BN~ m—BFNEAN, B35 Lovable. Replit.
Bolt. n8n. Linear. Superhuman. Descript. Wispr Flow. Gamma. Perplexity. Warp. Granola. Magic
Patterns. Raycast. ChatPRD # Mobbin,

(00:02:33):

181518] lennysnewsletter.com # =& Product Pass. #& TR, FEAEIFEL Albert Cheng, BSBMHNBEREEZE
EWKILTZ. Mk, BEMM=SHIHTE (Product Market Fit), fREIEFAIFRZIIKILHAB? SOC 2,
XFLE Vanta KE2HFHMF, Vanta EBNEMHIEN QA BREBRGSIIAE, FH@EIITUWLFTH Al BanbAl
BEBEREEM. TICMRBEEHITER SOC2 3 1SO 27001 IAIEMHIEI AT, EEEERMHNE XA T
A, Vanta WEEEEFEHMELIETIRE. BER. BEAT EY,

(00:03:08):

Vanta REEEBIRU SRR AENERETRRLAZRE, NTERMFRFSAE. RIB&FIAN—I IDCHAR,
Vanta &P EFHIR T8 50 AETHEA, £=HiRE T =[E. BIEEFEALEN, Vanta itELREE
&b, TE Vanta.com/lenny 3RBX 1000 ETHILE. A& T BH Jira Product Discovery A2, F A @
RENIAIEHLFTERLEES, MEHEMPESE.

(00:03:41):

FBIERATENNE, BEEMGEEXE, SRR, AZSHEANEERMRELRRE LNNEZFES, ITF
BEEH. BRERAE, FRUANTEHELREHEE, Jira Product Discovery iLREREIFEIN, @D Jira
Product Discovery, fRe]LAEIERRA MBS FIMABRE,

(00:04:01):

EIFERE, SBENMEAMNIELGR, HEMTEE— M EERHEIRMIES I ARRNEBEE, RATCELE
JiraZ b, REIAE— Mt A RERM RS BI R MR ERE, BAEHE, BHESHERE. FIMWEIER
B9 5. 7E Atlassian.com/lenny 22 FKEX Jira Product Discovery, Albert, IEERSREEREIXE, WDFK
FEE,

[00:04:33] [Albert Cheng]

English:

Thanks for having me, Lenny. Excited to be here.
FRCEIE:

iﬁﬁﬁﬁiﬂ% , Len NYyo 'TEI%_\/\_(;EEIJEEO

[00:04:35] [Lenny Rachitsky]

English:



I'm even more excited to have you here. So as | do for every podcast conversation, | reached out to a
bunch of people that you've worked with that know you well to find out what to ask you about and what
topics to spend time on. Jorge Mazal, who is famous in my world for writing, what was for the longest
time, the most popular newsletter post on my newsletter, it's actually people have usurped it now, but it
was stuck there for a long time. So here's what he wrote. "It is a mystery to me how Albert is able to do
what he does. | am actually eager to listen to this episode and learn from him."

FROCERIR:
HENEEEIBTEIR, [ENREESIERTTAMEIAE, RKRT —BHESMHEE. FETHRMOAN, BEEZ
BRI A, LAIRFEMPLEIER L2 Ehtial, Jorge Mazal ERREFERAER, tEI—RERNFENPKASL

EEENXE (BAMERSIABET, BEERILFTRA) . ERXATH: “WHFKH, Albert 2
BRI —t—ER M. HAFEBERX—SEHEMFS)"

[00:05:10] [Albert Cheng]
English:

That is super nice. Thank you, Jorge. I've learned so much from him. I'm the type of weird person that
likes to wake up before their kids and pull up a bunch of browser tabs and look at experiments. So it was
perfect that Jorge brought me into the growth world at Duolingo, learned a ton of best practices, and he's

just a great guy. Thanks, Jorge.
R EIE:

BEREST, 5§ Jorges BMME EFRTRZ, RERMIEN, ERERFIERRIEER, FTHHNKEEIT
FOIELHEIE, Pl Jorge $B8FKHi# Duolingo MK AERATET, HFHTREMNHELHE, MHED
RERIA. 5, Jorge,

[00:05:27] [Lenny Rachitsky]
English:

We're already getting into these tactics. | love it. Let me just give a little framing on what | want to do with
this conversation. What | want to try to do is to help people learn tools and mental models for finding
growth opportunities for their own products and essentially learn the growth mentality that you bring
into the companies and products that you work on.

(00:05:48):

What | want to start with is to give us a little insight into how you became what you became. There's an
interesting pattern | found across a bunch of recent guests, which is many people were very good at piano
when they were younger and were very serious piano players. For example, Head of ChatGPT, Nick Turley
was almost going to become professional jazz pianist. You were very serious as a piano player earlier in
your career. How did you go from pianist to one of the top growth minds in the world briefly?

AR ERIE:

HMNEEFREANXESAT T T, HEWR. AWM —_EE, RARBEIZRINEEMT A HHER
BAMNZI I RE RSN TAMBERE, HZESMENRRSHQEM~mPaiid “EROE -

(00:05:48):

BRI BROZE-—TRRNARKASRNECH, RAEREN/UZES LRI T —TEENRN: REA
FRENZFRGIEELT, MERIEEINENFF, F9, ChatGPT BIT 5T A Nick Turley Z = 7 HRV B 10



ER. MERUEERREE—RFEEIAENNEF. MBNAN—BWNEFHRETNEIKINRAE KT KEY?
BEEDIE—T.

[00:06:18] [Albert Cheng]
English:

Well, that's very flattering, but | appreciate it. Yeah, | grew up playing a lot of piano. My parents were
immigrants from Taiwan and | was the oldest kid that they had, and so | definitely felt that strong
encouragement, if you will, to learn a bunch of things, take them seriously, study hard, and so | did. And

my parents, even though they weren't musically proficient, they had a deep love for classical music.
(00:06:45):

So | was the stereotypical baby that would listen to Mozart, | guess when | was sleeping type of thing. And
I still vividly remember we had this upright Yamaha piano, and at the very top of the piano we had this
countdown clock from 90 minutes. Literally every single day of my childhood, just practice really, really
consistently.

(00:07:04):

At first, | really was irritated by that thing, but as | grew older, | started to appreciate music quite a bit
more. But anyway, | think what really accelerated my interest and abilities in piano was | feel like | hit the
lottery. | had perfect pitch, and so | was able to quickly understand whether | was playing the right stuff or
the wrong stuff and just pick up music pretty rapidly.

AR ERIE:

XEEIR, EFREH. 2, BEMNNERSNF, RNRFGEREGTHBER, RERENEKX, FrFEK
SRR R T AR “SRINNEE” , EFIREERA, AN, SHFES, REUBHIXAMT. RHREER
ATEEER, BUIINTHREREERENRR,

(00:06:45):

FRUE M2 AR M AR NIRERHSIERT ) L. REBWMIEEREE —aRIMIANE, NEMIPRE—
90 AR IS, REFNE—REAEIFD. IFE—BES),

(00:07:04):

24, RENRITRBINARAE, BREEFRERK, HFRBEMMEST R, TIEWNME, FIANEEMERITNEF
HIXBHEENNE, RETBECSHTERE—HE “BXNFR” (Perfect Pitch) , FrLAFKAERRFIET B 2581
XAX, FIBFRNEEIFER,

[00:07:29] [Lenny Rachitsky]

English:

What does perfect pitch even mean? Does that mean which note is playing?
R EE:

SWNERERZHARE? ZiEEMHEERERMNSFFI?

[00:07:29] [Albert Cheng]

English:



Exactly.
FRZERIE:
5o

[00:07:29] [Lenny Rachitsky]
English:

Okay.

FRCERIR:

4789,

[00:07:34] [Albert Cheng]
English:

Exactly.

FSCEE:

IERMLt.

[00:07:34] [Lenny Rachitsky]
English:

Wow.

FASCEIE:

=+
I]:I: o

[00:07:35] [Albert Cheng]
English:

So | could listen to a song and then just a very, very clear understanding of which note I'm supposed to
start with and if I'm playing something wrong. So it's very helpful.

FROCERIR:
FRAFIT—E R, FLAEIFR BB ZMIB N ETHE, URKEEHE T, PAUAXIFEEER,

[00:07:35] [Lenny Rachitsky]
English:

Unfair.

FSCEIE:

EEAFRRAFET (RBRE).



[00:07:44] [Albert Cheng]
English:

It's unfair. Definitely. So anyway, yeah, | got quite good as a teenager in high school and even considered
studying at a music conservatory. My intrinsic motivation for music wasn't necessarily as strong at that
point, and so | decided to go to engineering school instead, but that would've been an incredibly different
career. And to your original point around the relationship between music and growth, | didn't really
reflect on this until recently.

(00:08:12):

| have a four-year-old and I'm starting to teach him how to bang on the keys a little bit, but a couple
things stand out. One is that | think music and growth, they both rely on this just consistent repetition.
You're constantly making mistakes. You have this super tight feedback loop. You have to get really
resilient to just making mistakes all the time. And you know that the way of learning is through those
mistakes. So that's a thing that | learned very early, and the second thing that occurred to me is that they
both have this structural underpinning to them.

(00:08:45):

With growth, you have a growth model, you have metrics, you have experiments, you have channels,
things like that. But you also need on a day-to-day basis to have creativity, you got to come up with
interesting solutions or hypotheses to test. And the same is true on the music side. You have music theory
of scales and stuff, but to create beautiful music, you need that passion, that emotion, that flow. So I think
that's the beautiful combination between the two.

AR ERIE:

RMERRT, B2, HAESTELERIREGHEDN, BEEZRIRERFR. ERRNANERNAENDTTR
BART, FIUKRERBRIEF R, SUBERETEAENRIEE, BEMENXTFERSERZEXR
MR, REI&REA FIERBX—R.

(00:08:12):

HE—TMESEF, HREFRBBEEFRE, BLRIFEERH. F—, FHIANTRMEKEBERB T XML
B8, RAEIEHE, ME—TMRERENRIROR. MANRGEEETE, ZENFEHNHEIR. REEFS

HNAXMEBETXLRIR,. XEREEMRFIN. F2R2E, SlIEHEEEENER-,
(00:08:45):

ERKAE, REEKER, 515, L1, REFSF, BREXBFREES, AHREBNERAGRERRIR
Kid. FREMNL. MEENFERER, BELIENENS R, MBEAE. BRMOR (Flow)o FrIA
HINARXZRE 2B EWHIE S,

[00:09:09] [Lenny Rachitsky]
English:

Fun fact, my wife bought me piano/singing lessons for Father's Day recently, and I've gotten really into
this stuff. So I'm learning how to play very basic piano now and learning to identify notes and hit notes

with my voice.
FROCERIR:

BBNE, REFREARETLARLTWNE/ERIR, RENRRN. RUEEEFIERFEREMBONE,
HESPRANEFT AR BR S EREUE T,



[00:09:24] [Albert Cheng]
English:

Nice.

A EIE:

KET o

[00:09:25] [Lenny Rachitsky]
English:

What a weird new thing.

R EiE:

B EWRIHTAL,

[00:09:25] [Albert Cheng]
English:

Could be your next act.

R EE:

XA RERIREY F— 1k,

[00:09:26] [Lenny Rachitsky]
English:

It could be. | could go the reverse, | could become a professional piano player. Oh man. No, it's so fun, so
hard though. I'm just like, my fingers are like, how do you do four freaking keys at once? I'm just like
"What is going on here?" Okay, so let's get into the meat of it. | want to talk about growth.

(00:09:42):

There's a very specific framework that as we were chatting that | think would be really helpful for people
to hear and learn from you. You call it explore and exploit. | think there's a bunch of different ways to
think about this. Talk about this framework and how that informs the way you think about growth.

FRCERIR:

BARE. HAURERE, AA—RRUWNFR, XM, F, XREB, BHXET. HBFEMREER:
MRELREREIENE? 7 FTo: “XERSEAMLE? 7 77, iERMIHNER. FHREKIEK,

(00:09:42):

HNEOREHRE—NEBEAFIESR, BANULRKFAHERFIZIEEGHER, (RRZH “RRE5FA”
(Explore and Exploit) e XFX—RBRSFAEMNBELI. BRKXMER, UKkEBINFFMIRIIE K
BER.



[00:09:56] [Albert Cheng]
English:

Yeah, | initially came up or heard with, heard about explore and exploit through my engineering partner
at Grammarly, Nermal, and | think he actually had taken some reforged classes. So maybe the original
inventor of it might be Brian Balfour, who | know has been on your pod. But anyway, it's a great concept.

(00:10:13):

The gist of it is that when you're in exploratory mode, think of it as finding the right mountain to climb.
And then when you're in exploitation mode, it's like focusing your resources on climbing that mountain
effectively. And certain companies, | think the warning is to basically spend too much of your time on one
end of the spectrum. If you do too much exploration, you can have your team feel a little bit too
scattershot, just trying a hundred different random ideas.

(00:10:40):

What's the through line? What's the strategy? How do you pattern match successes across them? And if
you do too much in exploitation, which is often the MO of growth teams, it can lead to this saturation and
stagnation where you're just locally maximizing a thing. And even though this principle of explore and
exploit, it's typically thought of as a macro thing. I like to work with my teams more on the insight level.
So I'll give you a concrete example.

(00:11:07):

So | work at chess.com and one of our priorities is to encourage chess players to improve, to learn and
improve. So one of the PMs that we have, Dylan, he works on all the learning features. The most used
learning feature in our product is called game review. So you play a game of chess, after the game is over,
we have this virtual coach that teaches you about your worst moves, best moves, et cetera. And his job is

to improve user engagement and retention.
(00:11:34):

And so he's in this exploratory phase trying to figure out how do | drive more of that type of activity? And
what he observes is that 80% of people that review their games actually do so after a win. And that's
really counterintuitive to when we initially built the feature. We thought that people would want to use it
after losses or to see their mistakes such them could work on their mistakes. That turned out not to be
the truth when it came to the human psychology and the actual data of it. And so we made some changes
in the product experience.

(00:12:04):

When you lose a game now as opposed to surfacing your blunders and your horrible stuff that you did, we
flip it on its head and so we show you your brilliant moves, your best moves, and we have coach say
something encouraging, "Losing, just part of learning, keep it up." That type of thing. That change alone

was pretty dramatic for us.
(00:12:22):

It grew game reviews by 25%, subscriptions by 20%, user retention by a lot as well. So that was fantastic,
but the point is that it doesn't just stop there. You have to take that insight, share it broadly across the
company. Now, adjacent product managers like the PM working on puzzles can now think about, "Okay,
how do | audit these cold patterns in my product and think about making them more positive?"

(00:12:48):



| can change the success rating, | could tweak some copy, change the color of some buttons, and so you
now can take this experiment win and expand it out 10X across your organization and that's the kind of
exploitation phase of it. So when done right, you can oscillate between the two until you saturate out of
exploitation mode and then you encourage the teams to brainstorm and get more creative again.

FRCERIR:

=0, BRVEMEE Grammarly WITESMUA Nermal BBRIFE] “BRESFIA” XML, FEMEIEL
id Reforge HYIRTE. FRIARAIAIAZBAEFIRER Brian Balfour, HAEM EIMHEER, 22, X2—MREN
o

(00:10:13):

HizbZ: SiReTF “RE" B, AUBEEFRIFHRERNBELEZRE. MYMLT “FA" EX
B, MERETRFREMBENREL, WTFELEQT, HUNEERFEECENEMN—IKERT ZHE,
MRIRMEARZIRR, RHESREIARDE, RRESH—B N FREIMETEE.

(00:10:40):
FEERMTA? BREMA? FUNABREHFITHRINMERNMVLERE? MRMEE “FA” LHEXZ (XBERIGK
HBAREEIRTN) , AIRERSEBUEMMER, MMRRERBHEAUEMLS. RE “RESHA” ENBEBERAA

HMEENARA, ERESRHNENENE A BEH#TRIY. RAMEETNEENGF.
(00:11:07):

7L Chess.com TfE, BINERZ—REMEFHT, XFINRS. N —U~mEZIE Dylan fASFAE
¥ SIhEE. Bl mPRERANFSITNEEMM “WEEIM” (Game Review). fRTFTE—&#fE, B —TE
WHEGHMPLEERE, BEBDFEFS. W IERRESAFPS5EMEBEEFER,

(00:11:34):

R TFREMER, HEFFRMAHEDESIER, IR, 80% B EHIASLER EBERKEA XA
. XE5HRNEVERIZERNERTEER RIMUAMANZBERIKEERE, EEFHIRUENRH,
BMALCIEMSSFREIERE, RN FEHNNET = miFi,

(00:12:04):

MEHRREREEERN, BRI FABREBERRNRIZMNREERRAE, MekEEMITZ —RIMNAMFREBERIRE
“WF” MREEZE, BEIW—LEEFNIE, thil “WHREBFIN 357, HEMHR" o NX—IeKExd
HEITRAMIFEEE,

(00:12:22):

EiLNBEIFUE KT 25%, ITHEEKT 20%, AREFHLRERA. XXET, BEERReHELED Fit.
RAFTHRIUXNAEE, EEQEEERIZOF. WE, BPN~miEE (tbnhasugdE PM) AIUEE:  “iF
B, FIOEEETmPRXELIOKRRE, FREMMILENZERERR? ~

(00:12:48):

AT INITER, HRBXE, AERHE G, MERALUBX N RERMFEREMERFHRAK 10 %, Xt
= MAT M. MRMS, (RAILERE ZERETR, BEE “FIR” RIVEM, ARRBEEET
KN E, EMEEERLIE.

[00:13:11] [Lenny Rachitsky]

English:



Amazing. Okay, so there's a lot here to follow up on. One is the core piece of advice when you find
something that works really well, find ways to build on that learning. One is here's an insight, it can apply
to other parts of the product. "Hey teams, here's something we learned unexpected. Maybe this can help
you. Also, just keep find more, run more experiments in the same zone." | imagine is a part of that.

FRCERIR:

XiET. XERERZERERHNMGT, HP—M2OENE, SFAUNRLEFEERNGEN, BEREETZ
FIMRUSEMENTE. ——BRPERE, SAIUNABT~RVEMED. TR, H, XE2HRNFEHES
Wik, WIFREEEIRN).” B, MBRER—MESALEIHEZNE, BITEZLR, HEXUEEFH—
7o

[00:13:34] [Albert Cheng]
English:

Yeah, exactly right. In my experience, the typical win rate, and | hate to use that term for experiments, is
often something like 30 to 50%. Usually you're trying a bunch of things, a lot of hypotheses turn out not
to be true, consumer products are very unpredictable like that, but when you do find a thing that breaks
through the noise, and it could actually be a hugely losing experiment too, those are also super valuable.

(00:13:58):

Surfacing those across the company, the original PM running that experiment doesn't necessarily need to
be the person that figures out what you should do for all the other parts of your product experience, but
the onus is on them to clearly articulate what their hypothesis is, what they found such that then as a
growth leader, | can encourage people to swarm around that and try a bunch of different ideas such that
the success rate is up and the impact is up. So it's just oscillating back and forth between the two. That is
the magic bullet.

FRCERIR:

Kb BIBRNESR, HEMMKER (RITRELRPFEHEXNE) BEE 30% 3 50% £H. BREFEZ1ARE
ZEE, REREREWIEAREIRN, HELTRMEXARTIN. EHFENELZMT — 1 EERKIREZH
AE— CEEER—MEMMELE, BHBRENE.

(00:13:58):

E2AEEEARTRXLELER, BITZXRKRNE PM A—EFEERMEEH~REME D ZEAMBA, Bt
INEREEWERMIINRIERMTA, MITLRILT 4. XEHEERNEKATE, KMo UASEMARESX—
REFTH, 2RI ARENEZE, MMEERINIENEMS, FRUMEEMRE ZERET%. XMeE “6R
.

[00:14:30] [Lenny Rachitsky]
English:

| think another takeaway here/something that | think about when | hear what you're saying is there's
often a lot more wins in an area than people expect that you can continue to find wins and growth in
something for a long time.

AR ERIE:

HIANNZXENS—TBAR, — MTEAREFELCANTHRESHNERR, REUERK—RISERFESE
RHE LR IMMAFME K,



[00:15:19] [Albert Cheng]
English:

Exactly right. Yes. At the end of the day, users, | think within a company sometimes you can have this
siloed approach where you break apart the product experience in 50 different ways and distribute them
across different teams, and you assume that users interact with each of the different features with a
different mentality, but oftentimes that's actually not necessarily the case. And so sometimes, you can
surface an insight that's more human psychology based that can resonate across the entire product
experience. And so | think when you can find that, you can double down.

FROCERIR:

FTEEM. . JARER, TINNTELBAEE, BRMFIRAXM “MBR" A%, BEmiEiikoang 50
MBI HDELTRBEAR, (RERIZAAUFENOSSENRENINERR), BREREFEHIFMILL,
FRUBR, REAIUERE—TEETFAROENRR, ERERBNTmARF~ERLLE, SIRHEIXMIFER
BY, fRFLATLANMEREN.

[00:15:19] [Lenny Rachitsky]
English:

People hearing this might feel like, "Okay, yes, find big wins and then find more." Is there something you
find that helps you figure out when to explore versus when to exploit when you've exploited too far? Just
like any heuristics or | don't know, ways of helping people guide them along this process of exploring and

exploiting?
FEiE:

IFEIXEMARIRREER: W8, REARR, ARRES.” BRETATEESERFIMARZRER, i
ZAA, HEMREZ “FA” ZET? BERETABANTGE, HEESIRATEAX MRS AIE
H7A?

[00:15:41] [Albert Cheng]
English:

One thing that | try to focus on at a company of our scale of a chess.com, right? We're running roughly 250
experiments a year. So we're not the highest in the industry, but we run a decent volume. And so when
that happens, | invest in these experiment explorer tools and we can talk about Al as well as another way
to uncover and pick out these nuggets of wisdom, but basically, these explorer tools can allow me to look
across the spectrum of experiments that are going on.

(00:16:08):

Try to figure out if there are patterns between the hypotheses and the learnings that are happening. And
if I'm starting to see more and more experiments that are not statistically significant, that may be a signal
to me to say, "Okay, we might've tried to exploit a little bit too far. There might not be as much juice to
squeeze. Hey guys, let's get back to the table and brainstorm and be a little bit more divergent with our
thinking."

AR ERIE:



Ef& Chess.com XEFMIEW AT, BERAXEIN—HER: BISFIBETAY 250 MK, BAFEITIEH
=, BHENFL, Alt, FSWEFXLE “SCIIREFTAR” (Experiment Explorer Tools) , {1t 8] L%
Al TEARMIAMINEXLEEBLERNS—FAR. BEAL, XERERTAALUIRESEEHITHFRESLR,
(00:16:08):

SRFAEREBRNMEELAENZIZEZREFEER. NIREAREIBREZAAETRITEES
(Statistically Significant) BILL, XAIgERERARALES: “GE, FHilage FHE BERIXT, B
SEAEZDAKT . BB, i, iEBRIEIZIKFHITRRNE, LBEFELH—LL”

[00:16:34] [Lenny Rachitsky]
English:

Well, let me follow this thread on Al and how you're using Al to help you figure this out. That is very cool.
Talk about that.

AR ERIE:
BRILRIAE Al X MERE, EERSNEFIE Al KEBRFERXELERN, XIEFE, 5.

[00:16:40] [Albert Cheng]
English:

| think one of the latest things that we've been tinkering around with is this text to SQL capability. It's
actually pretty powerful. We have this data request Slack channel where for the longest time, and this is
still true today, people will toss in all sorts of just one-off questions. How many subscribers do we have in
South Africa? Or how long did somebody play puzzles last month or something?

(00:17:07):

And these ad hoc questions, they often take a lot of human time to just go in and a data analyst needs to
prioritize it and find time to go run the query. And yes, you can invest in self-serve tooling to improve at
this, but also | found that Al is quite good at doing that first pass answer as well. And so we're working on
training some of these Slack bots to essentially be the first party provider of a lot of these answers, which
makes the company as a whole lot more data informed, | guess.

(00:17:39):

And | think what's also kind of interesting is that just human nature is that if you have a question that you
feel like you might be a bit embarrassed to ask or you don't want to bother someone, you just don't ask
the question. And so by the nature of having these tools, you get actually a pretty large explosion of
questions being asked. And | think you see this in ChatGPT too, right? It's like just having a thing that you
can converse with that you feel comfortable in makes a huge difference.

AR ERIE:

BRERNSE—EEBREN—HEMEXM XA SQL”  (Textto SQL) HIEES. EHLIFERK, &Ki1E
—MEIEKREY Slack $iE, KEALGK (HEISXRBZEML) , AMSHEEMH—REREE, thin: HI17EE
FEZTHE? HELPNBEAURER T ZA?

(00:17:07):

XLERIEY (Ad hoc) RIEBEFERBAEAS], HESNTEEARLRHRFEEZITEIR, 29, R
BRATHHRSTAKRSIEX—R, ERLU A TRV EZFERFEZHE, FRUARIERIG L



Slack 28N, ILENMER ERATFZIHEERNE—IRMEE, XUBNMRETEEMEIEIKE),
(00:17:39):

RIFEBN—RE, ARBPXMER: IRME - RFRHRSEMHEFBFTRI AR, RFRmA
[T, MAETXETER, RFMVERERLF ESHIVBIFIIE K, HBIRE ChatGPT FHBAEEBEIX—~, XIE?
WE— A URARBILRREEFENRA, SFEERNES.

[00:18:03] [Lenny Rachitsky]
English:

Okay, this is extremely cool. So is this something you build basically it's a Slack bot that gives you the SQL
query or does it actually do the analysis for you?

AR ERIE:

EXEET . PRARZIRMNALNG? BEA ER—14AR SQL EWEMR Slack M2 A, EREENAMRESD
2

[00:18:12] [Albert Cheng]
English:

No, it does the analysis. Yeah.
R EE:

T, EEEHMIT. 28

[00:18:13] [Lenny Rachitsky]
English:

Whoa, so cool. Okay. Is this something you guys are going to release or is this just like somebody, you
guys should just build this at every company?

FRSCERIE:
i, KEET ., XEMMIBTELAHENERARL? FERESRATHNZEZE—N?

[00:18:20] [Albert Cheng]
English:

We should. It's a good idea.

R EE:

B Z& T, XRMFER.

[00:18:21] [Lenny Rachitsky]

English:



Okay. Okay. Well, there's an episode where everyone in the comments is like, "Open source this." So we'll
see if that happens again. That is very cool. Are there other examples of that kind of stuff that you've done
or seen?

AR ERIE:

g8, LIRiE—5EE, TEXKER "HHREXME . FEXRESAZHRRE. XEREHE. THHEMMREI
B DT BYSE A P52

[00:18:32] [Albert Cheng]
English:

An adjacent example is a lot of the product managers, we're tinkering around with all sorts of different
prototyping tools right now. It's just like go from an idea to a representative solution. Today, there's a lot
of humans involved in taking an idea, writing up a spec, doing a review, doing design, et cetera. I'm sure
you've interviewed plenty of people that have talked about this specific problem.

(00:18:52):

And so for us, we've invested a bit in at least carving out the main screens of our product experience,
things like our onboarding flow, our home screen, our chessboard as an example, and building
essentially Al prototypes of those using tools like a VO or a Lovable. And when you have those
foundational pieces, you can then share them with the rest of the company and they can use that as a
starting point and then they can try to put their ideas on top of that and then they become a lot more
discussable and hopefully testable relatively soon.

AR ERIE:

S—TMEXNAIFRE, REFREEBNZEEEBESMARNRERIZRT TR, MBWAM—MREZZER—TA
KWRRTG R, B, MEEEIE XM, WEH., RITFIRFEREAS. FREHFRRTIREABKEIX
MR,

(00:18:52):

PR BATRIE, BAIRNT —EFN, EDHRTFRERNERRR, tLORNHF5ISRE. £RF
8. HEEE, HEA V0 Lovable ZENTAMBEXLERDH Al [RE, HirE T XLEAMAMH, RIEUL
BENDESRRNHEMA, UM IER, SHBESHREMZE LR, XFEEREFTEAITIC
%, AEBAERREFATMIR,

[00:19:25] [Lenny Rachitsky]
English:

What's in your Al stack along those lines?
FRCEIE:

fR{I1A9 Al TR (Stack) BEBHA?

[00:19:27] [Albert Cheng]

English:



The PMs are mostly using V0. The designers love Figmas, they're using Figma Make. The engineers are
using a combination of tools right now. So Cursor, Cloud Code, GitHub, Copilot. Marketing teams use all
sorts of tools for translation, subtitles, content adaptations, et cetera. Customers support uses Intercom
then. So there's quite a lot of tools that are used across the company.

(00:19:50):

| would say though that something that is annoying to me is that we haven't yet figured out the bridging
from the tinkering to the workflow quite as seamlessly as | would like. And so each sub-function, even
though the common | guess wisdom now is that Al is going to strip away these functional titles. It is true
that based on your experience, you may gravitate to using a type of tool more. And if that tool isn't as
interoperable with some of the other tools that you need to pass down the chain to actually ship it into

production, at least at our scale.
(00:20:24):

| think for smaller startups, sure, PMs should just go ship it, but for us, we are still doing some handoffs
between functions. | expect that to change over time and we are investing in some of design system
components and MCPs and stuff to make it a little bit easier. But yeah, it's an investment and it takes time
to smooth things out.

FRCERIR:

MEARIBFEFH V0, RITIM=EIR Figma, I1EEA Figma Make, T2MERIERZHMITAMNAS, thil
Cursor. Cloud Code. GitHub Copilot, EfHHIAFERAZSHTAH#ITEIE. FRFIE. ABREREF. BFXZF
MEA Intercomo. FRASABEFEANITAIFEZ,

(00:19:50):

i, EHRIRILHZ, HNELBERBENAE, TEMIIM “BKE” B “SRIER 6. &
TFERREERR], REWAMZREE AR AVGHRXEREELSE, BFELE, RIBFNZR, (FAIRIEMAT
ERAFEMEENTR, MRZTASHFTELMBEERNEFRENECIAERESERFEE, EOERN]
RN QB ZX o

(00:20:24):
HIAATFRADWPEIRE, HA, PMNIZEEZEELH M, BXFHNEKN, REZEINAFEE LRI,
EFTX=MEEEIMNRE, RINEERZ—EKITRFAASFFM MCP (IRE ETFXN) ZF, tX—UITLREE

BH. BgHE, XB—IURE, FENERES,

[00:20:42] [Lenny Rachitsky]
English:

| want to come back to this topic of how things have changed and how you work as a product person, as a
growth person across the companies you've been at. But first of all, | want to talk about another example
of finding growth wins and monetization wins. Noam Levinsky, who is Chief Product Officer at
Grammarly, you worked with him for a while while you were at Grammarly. He said that | need to ask you
about the biggest monetization win that you found at Grammarly and how you discovered the
opportunity.

FRCERIR:

HAEOEXMER: (EA—BFRmA. —BIEKA, ERFINXEATE, BRAET EENTK. B8
%, RERKRS— N FHREKNTHRHEABF. Noam Levinsky 2 Grammarly WEREF~RE, R#E



Grammarly BB 5fthH =, MiRHK—EZRRRTE Grammarly KIMHRATIRE, URIMMENEREIX D
H=H,

[00:21:10] [Albert Cheng]
English:

| had the pleasure of working with Noam and his product team at Grammarly. Some context first for those
that don't use Grammarly. So Grammarly is an Al-powered writing assistant. And so typically, people will
use it as a Chrome extension or a downloadable desktop client. And basically what it does is it overlays

your writing with a bunch of different-
R EIE:

HER=YGS Noam METE Grammarly B9 mEIPARE, BEABLEREHE Grammarly IARE—LELE S,
Grammarly @ — Al Rt EEBIF. BE, AISKEEERN Chrome I BEFFIA THHNREA R iHE
H. XL, eNEFAREMNEENE LBE—RVITREN

[00:21:28] [Lenny Rachitsky]
English:

| use it. I'm a big fan. | use it-

FRCERIE:

BT, AREMNEBEML, RAE—

[00:21:30] [Albert Cheng]
English:

Correction, so you're a big fan.
R EE:

AIE—T, fREBLKL,

[00:21:30] [Lenny Rachitsky]
English:

... And it saves my life.

FROCERIR:
------ BT B,

[00:21:32] [Albert Cheng]
English:

Fantastic. Glad to hear that. Grammarly is a freemium business model, which means that over 90% of our
users are on the free service and the rest of it pay for subscriptions essentially, right? And so one of the



teams, they work on subscriber conversion, PM there is Kayla, that team is great and their job is to figure
out the free to paid subscription path.

(00:21:54):

And so one of the realizations, one, is that we weren't actually tracking the events that well for the types
of essentially suggestions that people were getting and how often were users seeing paywalls and stuff
like that. That's kind of step number one. We have to put that instrumentation in. Step number two is
that, "Hey, we noticed, actually first let me explain some of the logic."

(00:22:18):

So as a free user, you basically get these underlines across your writing and if you accept all of them, then
you see the paywall and that encourages you to subscribe for more nuanced features. As a free user, the
main things you get are spelling, grammar, they're basically correctness things. And as a paid user you get
that, how do you improve your tone to be more empathetic? How do you improve your writing to be more
clear?

(00:22:40):

How can you rewrite entire sentences, that type of thing. And so the observed behavior from all that
tracking and data was that actually a very small percentage of our free users was deciding to accept all of
their suggestions. They were more picking and choosing as they go, and | wonder if your experience is
kind of similar too.

AR ERIE:

AET, REXIFEXD, Grammarly RBHIZREIEE (Freemium) BElEI, XEHREBET 90% HIAEF
ERRZERS, HRAPXMITAZRE. HPF—1ERAZRRITHEK, BEN PME Kayla, BIERE,
MO TIERFFREMREZTERITHAIER.

(00:21:54):

BITRREIMNE—RE, HMNERFLEHFIERIFIREFAFRSHRINESR, URAFRERIGEE (Paywall)
IREEES. XBRFE—F, BRIMVIMNER, FZF2E, RITERT—LMRL, IERABEE—TEE,

(00:22:18):

FRREAF, MINSERTRSHINTIE, MRMERTRERI, MSBINEE, SERTHEURE
EMHEIINEE. (FARBRF, REERTBHNEHE . EEFAHEIEE, FANERR, MIRTUNMEMILES
FAEEC. NFLSFESH. MIRNESEMIFFIEE,

(00:22:40):

BT P RIRERAEIEMNRIINT AR, K LRBRNEHNEEZRFAEFEZREEN. MESEE
SEdizhdkkinin. HEMERNAEEISEHEM.

[00:22:59] [Lenny Rachitsky]
English:

Definitely, yeah. I'm always like, "Wait, stop rewriting everything." Just like this part is wrong. I will fix it.
Yeah, I'm very much a pick and choose.

FRCERIR:

BIEXF. REBRRE: “F—T, 3 EGHERS.” REXBAET, REEEE. B0, RIFZRTIH
BRI BIA



[00:23:07] [Albert Cheng]
English:

That's right.

A EIE:

R o

[00:23:07] [Lenny Rachitsky]
English:

Correction person.

FSCEiE:

RN,

[00:23:08] [Albert Cheng]
English:

And then the second thing, which is | think equally if not more interesting is that | was at this company
during this generative Al transformation, which is obviously still going on. And quite frankly, both the
company brand as well as the lived product experience for most of the free users was that Grammarly was
just a product to fix your spelling and grammar because those were the free suggestions we were

showing people.
(00:23:34):

And so we decided to flip that on its head entirely and we said, "Okay, what if we actually sampled a
number of different paid suggestions and interspersed them to free users across their writing?" Such that
they were intermingled and we would provide a limited taste of what the paid offering had to provide.
And on the surface, even though it's rational, the concern is that if we give too much of this away, then
will people want to subscribe?

(00:23:58):

And we found completely that was not the case all of a sudden, people were seeing Grammarly as a much
more powerful tool than they were before and our upgrade rates nearly doubled just through this change.
And so | think this is interesting, just modernization learning that especially if you work on a freemium
product, try to have your free product be a reflection of everything that your product can offer you.
Obviously to an extent there's some costs involved with some of the paid features and things like that,
but it generally will pay for itself if you're able to put your best foot forward and go do that. So that really
worked well for us there.

FROCERIR:

", REE-R, WIANAEEBEEEEBHNE, HEXRQABDEHTEMRR Al 1958 (BRl{HTELH
£r), BRI, TR AT mEERAZSHEERFA LR~ mAL, #IAN Grammarly RR— PN EHT
MEZNTE, BABRZRENRANBRRBRERN,

(00:23:34):



FRENREMRAZEXMH R, Flilin: 8, MRIFANVHEN—EMEREZW, HARENFHEERERFHN
SEIRERRER? 7 ILENIEE—E, REMERENERER, *ELE, RAXRGE, BEONE:
MRBAVARTKRSZ, NMIEZRITHLD?

(00:23:58):

BIAMIEREEATEIE, RAZIE, AMIEI Grammarly tbARTRAEZ, (UBEX—E, EIHNAR
KNFH T —F. HUAMXZ—TEBNEINFS: FRNRMALEREE R, SRILFNEE~RR
B R mPRRER R —1). B, RENRINERIRME, BNRMFERTHRIFN—E, BEXERA
EESH. XTELRWHNFEEER.

[00:24:36] [Lenny Rachitsky]
English:

| think this is what converted me to being a paid Grammarly subscriber. Wow, what a genius move. So
essentially, it's here's a bunch of improvements, but you get three, | think max, and then it's like, "Okay,
now you get upgrade."

FRCERIR:

HEXMEILTILL N Grammarly FERITHAFRNRE. B, ERXAZE, FUERERE: XEFHuH
B, EBrRZREA=T, ARERRER: ‘W7, WERFEART.”

[00:24:51] [Albert Cheng]
English:

It's basically a reverse free trial but in real time while you're writing as opposed to a time-based one. So

we adopted some patterns that are in the industry, but molded it to Grammarly's specific use case.
FR3zEiE:

XEARFE2—F “‘RAKREIXA” (Reverse Free Trial), B2 2EMREERLR#TH, MARETHTENIRK
o BNMEATITIAN—EER, EFHEHBEERTIES Grammarly EEBHIEIA .

[00:25:04] [Lenny Rachitsky]
English:

Right. | was going to ask, so it's not like a full trial, it's like a capped trial where you get a certain number
of things and then you run out and then they get refreshed. | think once a day or something like that is
what | found.

AR ERIE:

o HIERRE, PRULERGTERIXA, ME— T8 LRIXA, (RALRS—EHRENIIEE, AEAR,
ZR=RlE. FAMFERERAIFH—R.

[00:25:16] [Albert Cheng]
English:

Yeah, you got it.



AR ERIE:
20, BT,

[00:25:18] [Lenny Rachitsky]
English:

Yeah. Grammarly is the best/most devious at their upsells. I'm always just like, "God damn it, I'm so close
to seeing an improvement, | just have to upgrade.” And it's right there, it's right there where my mouse is.

FROCERIR:

EH. Grammarly TEIEMNEE (Upsel) FEREEFEHER “BIFE” M. RERIM: "%, REEIUH
MEBLA—RR, HBTFR.” EMERIL, MAEKBIMERIMTT,

[00:25:32] [Albert Cheng]

English:

Yeah, well, I'm not proud of being devious, but.
FRCEIE:

YFIE, FHARLL BB/ AR, BE-

[00:25:33] [Lenny Rachitsky]
English:

In really getting me to buy the thing. Good job. What was it? Kayla? Okay, nice job Kayla. It's very effective.
| love that. Okay, so in terms of the free trial, | don't know, is there anything there of just, there's always
this question of freemium, give things away and then there's pro account, there's like trial versus time.
Some features are limited. | don't know, do you have for consumer subscription products like here's the

way to go?
Fp ERIE:

------ L RE B HEBEMIST. BIEMA? Kayla? T84, Kaylao XFEEW. HER. XTRHIXA,
BoAEXFNRE: REBEE. BiXEE. TAKA . A vs AR, EERK. M HEERITH~ M,
frERE—M “XESERER" KILE?

[00:26:00] [Albert Cheng]
English:

Yeah, | think first of all, why do freemium subscription in the first place is a common question that I've
joined all these companies that are freemium subscription. What do | like about it | guess? Well one, |
think it ties really nicely to mission orientation of a lot of these companies. It's often like you want to
spread the product as wide as possible because that's why the founders built the thing, right?

(00:26:22):

You're trying to improve education with Duolingo or Grammarly or Chess.com, these are meant to be
widespread products with a really wide value proposition that fits globally. And so obviously, the lowest



friction to that is going to be a free product. So that alone is part of it. Another part of it is that a lot of
these products primarily grow through word of mouth and especially if you can build network effects in
the product, like Duolingo has a bunch of social features or with Grammarly, they have a bit of a B2C2B
play as well.

(00:26:54):

So you see Grammarly being used by teams and by companies and whatnot, and even if users are on the
free plan, they still provide quite a lot of value in making sure that Grammarly can be purchased by a
coworker or by a team member or whatever. So | think these things are usually why | lean toward make
sure that the core value proposition that you're providing users is free and is permanently free and then
you layer on a sampling or a taste of some of the premium features that are on top of it. That's usually the
sweet spot that I've seen.

(00:27:26):

As to the trials, reverse trials type of thing, | think it largely depends. | think if you have especially a B2B
feature where you may have some lock-in, reverse trials can be super powerful. You just want to get
people in there. You don't need to ask for their credit card because they're using your CRM or they're
investing quite a lot of time in building out material and content. And so by the time that window drops,
you actually feel, "Oh man, | probably should keep this and start paying." | think for a lot of consumer
products it's a little bit harder for that to work. And so I've typically seen more just normal free trials be
the norm.

AR ERIE:

=W, 8%, ITAERARELEITHERN? XE—TMERNR—A, BMANFAELASHEXMRR. BE
REMFAR? F—, HINNESRZLATDNFEHFSAREERT. BEERNMMEROIEE ZtERE~m, X
2 EIE AR TR, XIE?

(00:26:22):

FitE Duolingo. Grammarly i£=2 Chess.com, {FEERANEHEHNEE, XEFRETRAE ZHNE
FRHEE 2K, B, TMX—BiRENRNNAFRRBRRERE"R. NX—RmREREZ— 5—1 &
AR, REXEXFREBBEIOBEK, 155 SMRIMEETE”RPMEMLEMLL, tbil Duolingo BRZ13Th
B8, & Grammarly §—= B2C2B B9ti%,

(00:26:54):

REBEIFMATE-ER Grammarly, BMERLAPERNEREITL, WIMLARMETERNNE, BIR
Grammarly BEBWEEHHERRZMEE. FRUFEZ R THREIRMEHEAPNZONETKEREN, HE
BAARER, AGTELCERM EIEN—ESRINERNRFRAL, XRFRNIHRETFE <.

(00:27:26):

ETHANREXA, FAANRREZELIURTER. WMRIRE—1MT52E B2B BIINEE, FIReREMERN
(Lock-in), MBARMIXABIIFFERER. MRABLATHRER. (RAFEEMINEAF, BAMIIEERE
FfREY CRM, HERANT AENEWEMHNAT, HHBEOXAN, f2ERF: &, XM, KAENEZ
REXMHARME” BHAAWNTFRZBEER=DFKR, XRERN AUREEERIIEENRERBAERE

[A%Ye)

[00:28:03] [Lenny Rachitsky]

English:



Let me follow this thread of just consumer subscription products. | feel like this is the category that every
indie developer dreams of building a product in because it's easy to build. Cool, I'll build an app, | add a
paywall, and then they realize this is a lot harder than I thought. From a perspective of distribution and
CAx and growth like that, is that the biggest missing piece that people don't get about building a

successful consumer subscription product?
FRCERIE:

IRINEHBRRITHATmX MIEEP T E, RREXEESMRIUIAREZTHRUKRNTE, EAFLERENE
o KEET, HARN App, MRS, ARMINALXMXLLBRPERFSZ. MoKk, KFME (CAC) M
BRNAERE, XEFBANEWEMINBERRITH” MRS 5 BRI ER?

[00:28:31] [Albert Cheng]
English:

Yeah, user retention is gold for consumer subscription companies. If you don't retain your users, then a
lot of the onus is on getting them to pay on day one, that's super hard. Then you're dealing with totally
different business models where you're paying for users, you're trying to aggressively upsell them before
they hit any habitual usage patterns with your product.

(00:28:53):

A lot of apps naturally do that because that's how they break the mold and get their first users to do it,
but | don't know, I've been fortunate to join companies after that initial phase, but especially take
Duolingo and Chess.com, these are organic word of mouth driven businesses and in both ways, they grew
the market from a much smaller market and as opposed to it being a very competitive space where
you're competing and taking market share from others and bidding for higher terms and stuff like that. So
| don't know, there's something to that.

FRCERIR:

2H, WFHBERTHARBRN, BRBEMEEF. MRMENEIAR, BARENEADBEERENMLL
IEE—RMITE L, BRI, PHEFRSLETERENE R RERIAA, SHEMITFRIE
BRI ERRN Z A AR A TEMEE,

(00:28:53):

R% App BASXAM, AABZRMITTRERHREERAFRNAN. ERREEEEVEMEBEZEMAX
LT, 4F512 Duolingo 1 Chess.com, XEEEHAOMKEE, ENHEM—NMRNNHIHIEE
BEAR, MARE—ITREREHTNTRESHMAZSTHIANI. ENRERNERES. T, XEFH
LELTE,

[00:29:42] [Lenny Rachitsky]
English:

So what I'm hearing here is you need to find a way to grow through word of mouth for this to have any
chance of success and also retention needs to be very high. Do you have a heuristic of what retention
needs to be for you to have a chance building a successful consumer subscription business?

AR ERIE:

FRIAFKIREIRYE, MMEERI—FBIORERNGZE, IFEFEMNIE, MABERUGTIFES. 18
BE—NBAE, BBEFEXRFERIZD, 7TENZBIL— T ThBEERITHELSS?



[00:29:42] [Albert Cheng]
English:

I think consumer companies tend to track essentially two main types of user retention. There's more of
the new user, one, D1, D7, et cetera. | think when you have your D one retention somewhere around the
30 or 40% mark, that's quite solid | think for a consumer app. If it's much lower than that, then
sometimes | might question the intent of the user or the ability for that, you to | guess acquire just
mathematically acquire enough users such that you can grow a big enough daily active user base.

FRCERIR:

HIANNHBRABDEETERERTRENARER. —MENBAZEE, tLiXBE8%F (D). tHER

(D7) Fo FINNEMRBVRBEFEE] 30% 5 40% AAR, T HZER App KRZIEERER, WRTHRTF
XNKE, ARFEILGRAFANEE, HERETRMEF LREVEBHAF, MMEIZER%B AN REXA
F (DAU) Efit,

[00:30:14] [Lenny Rachitsky]
English:

That is surprisingly low.

R EE:

RS AR

[00:30:16] [Albert Cheng]
English:

Yeah.

FSCEiE:

=8

[00:30:17] [Lenny Rachitsky]
English:

So it feels achievable in theory.
FRCEIE:

FRIAEETE £ ST R AT IASSERRY,

[00:30:18] [Albert Cheng]
English:

It's achievable. It's achievable in theory, but there are so many options out there in the market and
people are feeling a lot of app and product bloat.

FROCERIR:



TR LSS, Eie LA, Emy LAERSZERE, AMNEREINAMSmIH,

[00:30:26] [Lenny Rachitsky]

English:

And so just to be clear, you're saying 20 to 30% of people come back the next day?
FRCEE:

FRLABRH—T, fREiH 20% % 30% WAL ZXKEIR?

[00:30:30] [Albert Cheng]
English:

Yeah, 30 to 40.

FEiE:

= 30% % 40%s.

[00:30:30] [Lenny Rachitsky]
English:
30 to 40.
FSCEiE:

30% %l 40%s.

[00:30:32] [Albert Cheng]
English:

40%. | think you're an okay place. | think even more importantly, and you mentioned Jorge to kick this
off, but he wrote that very, very popular article about the growth model and how current user retention
rate was the biggest thing for them. And | think especially if you have a product that has daily frequency,
that's actually the retention that matters the most is that of your existing user base that has developed a
habitual pattern, how sticky is your product? And it's that retention rate that really compounds and builds
that daily habit.

(00:31:04):

So over time, especially when companies mature a little bit, you actually focus most of your energy on
the existing user retention mechanics. You find that that's a much, much bigger lever. One exception is
that Grammarly was a different type of product and that you install it and you don't proactively open it
every day. So that was interesting to me because | assumed that you should always just focus on existing
user retention, but for a product like Grammarly, it's actually the activation installation aha moment

that's really, really critical and will carry the user for a very, very long time.

RSz ERIE:



40%, FINAXZ—DNAENKTE, BEEENE, ENFRAKERTN Jorge, MEIHRIEEZIADAIXTF1E
KRBENNE, 3 “HeAFRBEFF MMIRREREEN. BIANEIRUIRMTE—I B~ R, HIiE
REENREAANIRERNMERFENET TN RESN? ERXMEBGFERAES~ETENHE
ﬁTEﬁ;"mo

(00:31:04):

FRUFEER I, RRIRARERA—RE, MEFLSBREOBENRENEAFEENH L. (FEXM
XR— M REZHITF. —1FI5%E Grammarly, ERFEXREN~m, (RERETE, EFRSBXRENITH
Bo XWNFKREER, AARBRIINZBZRIXINEAFEE, BXFE& Grammarly XFrI~ 5, KR
LEUE. REM “AhaMoment” (IFENZI) FBEXEERN, ERELAFIBSERRKE,

[00:31:37] [Lenny Rachitsky]
English:

That makes sense. Yeah, the stats would show someone's a daily active user because they're typing
things and that's not an accurate step for Grammarly. The other interesting trend I've noticed across
successful consumer subscription products is they always start very scrappy and very cost-efficient and
spend efficient because | think it's because it takes them a long time to find something that's working
and they're surviving on that margin of retention to growth cost essentially.

AR ERIE:

BEE, 28, SIHHIESEREAREERAR, RAMIIERETF, BXMNTF Grammarly RiFHRZ—
HREEEITE, RERNBERRETHSRTEIRINS—MEBEEE, ENEXREEIFEEMB. IFEE
EMNAMTHEER, HNAXBENENBERKEEAEZRITZERNGE, ENEFS LEREERSE
KA Z B IF A= B EZ,

[00:31:37] [Albert Cheng]
English:

Yeah, that's right.

FRCERIE:

T, =,

[00:32:06] [Lenny Rachitsky]
English:

Yeah, and the retention piece, that's such a good point. My newsletter is very much along these lines. It's
just like how many people are joining every day, how many people are leaving? And it's a difficult
treadmill to be on because people, they want to save money, they want to spend on Netflix and things
like that. So as amazing as you are, people are always going to leave. So the trick is how do you find more
people coming than going?

AR ERIE:

2, BEX—RREAET. RNNFENEFEENTEE—R. MESRBZLAMN, BZLABF. X
B MREETREOEDH, RAANTRE, MITRIBERETE Netflix ZENFEB L. FRUTRIRZALE,
BRBEABF. REATIRUOALHERNIALBFAZ?



[00:32:26] [Albert Cheng]
English:

Yeah, and | think just to take Chess.com example, | think probably 80% of our daily or weekly active users,
I'll check the numbers, but something like that would be a current user or an existing user and then a new
and a reactivated or resurrected user. Those are actually about similar size for a company of our sale. So
even though there's a lot of attention on that new user experience, it's actually pretty interesting that the
components of your active user base are actually not heavily weighed in the new user set after you
mature to a certain degree.

FROCERIR:

Mo LL Chess.com A, FHAAKEE 80% HREHAZTRF (HEBERE—THF) REARIINER
P, ARENAFRNERRESR “€78 (Resurrected) WAF. MNFRINNXMIMENRE], XI5 HIFER
HILEFRSZ, MUREAKMNFAFAREXIRS, BEBNE, SIRRAR—ERER, EXAFP K
&, MAFPRNERELHF K.

[00:33:00] [Lenny Rachitsky]
English:

Can you explain that a little bit more?
R EE:

REEBIF AR —T05?

[00:33:01] [Albert Cheng]
English:

Yes. So after some period of time, you stack up a lot of inactive users in your product and you also stack
up sporadic users, people that may not have a daily habit, but they will use it once or twice a week or
once or twice a month type of thing. And eventually that math adds up where you have, let's say
hundreds of millions of dormant users that are coming back and it's actually worth spending some time
making sure that that resurrected, for lack of a better word, experience inside the product is really
excellent and that you find novel ways to try to bring them back.

(00:33:38):

Duolingo as an example, they did a good job of using social notifications. And so if people would use
contact sync or something, you might get a push notification that one of your best friends just started
using Duolingo and that might encourage you to come back and resurrect into the product. And whether
you resurrected in the product, it might be the case that your proficiency of the language you were
learning, you were learning French three years ago, but now you for forgot most of it. And so when you
open the app again, it encourages you to essentially replace yourself, do another placement test and put
you in the right spot. And so some of these types of mechanics for a more mature company can lead to
pretty good ROI guess is what I'm trying to say.

FROCERIR:

8. EI—RHERE, MTRPIMRBEAENETRAR, BEeREREZERAFR —REREFNAES
8, ESARSAEA—MRNA. &L, HFLNERYUNEI: LLNIREHRZRERFEERT, X6,



R EfRXM “BIE AR (KRATEFHIET) EREHE, HIEFHINAEFLEM], IEEERH.
(00:33:38):

LA Duolingo 3, thfi17EFBHEM S EMFRF. MRAVERBARBY, REJEIWE—FHEE, %
fRERSFIAAR 2 —NIFFIafER Duolingo, XAIREREBIREIRHAF “E7E" o SfREIEI~mPE, AJRESAIR
ZFAFNEECRATIEERS T FIUSRERITH App Y, ESEMREMELL, M—RKENHHEMR
BEGENNUE, HBGRNE, WTF—KERANQE, KNG LUHERBYFHENRERLRE (RO,

[00:34:19] [Lenny Rachitsky]
English:

Got it. Essentially, so many people have already tried in the past that to grow, you need to resurrect
people that have been there. And so thinking through, it's almost like a user experience for resurrected

users.
AR ERIE:

BT, &kiilk, SABLEARSZSAZHIMRE™m, ATEK, (MEEEEBLEBZINAF. FRUERANR
%, XIFREEANEERR T IRITRAF &L,

[00:34:34] [Albert Cheng]
English:

Exactly.

FSCERE:

R o

[00:34:35] [Lenny Rachitsky]
English:

Okay. Let's zoom out a little bit. You've worked at three of the most successful consumer subscription
products in the world. What is the difference between how these three operate? | think there's many ways
to be successful. It feels like these companies are very different. What's the gist of each of these, how they
operate?

FROCERIR:

9, ERIMHEMABRAR—R. RBESK=REMNERLITH”RPLEL. X=RABNEELRNE
FATE? FNEERINERERSZ R, BEXEATFERE. efSEEFNZOETA?

[00:34:53] [Albert Cheng]
English:

Well, first of all, there's obviously a lot of similarities, but I'll just focus my answer on the differences. So |
think Duolingo, what struck me most working there is they're very particular, they have an approach of
product development that is infused across everyone in the company. And they actually wrote a



playbook about this. It's called the Green Machine if you look it up. That was one of my most successful

tweets ever really.
R EIE:

Bk, eNERAERZEMZL, BEREESLEZERE S, £ Duolingo TERILEERNZE, MIHEFHE,
WE—ERFLAFENANTRALSE. MIIERLE T —AFM, WRFEEEHNE, W (EEHR)
(The Green Machine), FIERHRMINIIHENZ—,

[00:35:15] [Lenny Rachitsky]
English:

| just tweeted something about Duolingo just released their playbook and | screenshotted the owl's butt
and screened like a page and it was like 5,000 likes.

FRSCERIE:
MK T —%%F Duolingo X FMIVHEN, BE T —KELERRNEN—TTIAS, KB 7T KL 5000 D

Do

[00:35:26] [Albert Cheng]
English:

That's hilarious.

FSCEiE:

KEFET o

[00:35:26] [Lenny Rachitsky]
English:

Yeah. So yeah, keep going. Sorry.
FRCEIE:

M. FRLA, 1B4K4E, 1RERITHR.

[00:35:29] [Albert Cheng]
English:

But yeah, the ethos of the company. They hire a lot of intelligent, energetic people out of college basically,
and they give them a lot of amazing experimentation, tooling, and they care a lot about the clock speed
of the company. Soit's a lot of creativity, a lot of ideation.

(00:35:46):

The product experience of dual legal actually changes multiple times per day for each user, which is
pretty shocking. And so I'd never worked in a place like that before, but it really struck me about how
consistently the company operated and they had specs and processes for doing each of those steps in
their product development cycle and they were really, really tight about it.



AR ERIE:

EH, XMEAREH. MIER EMKFREAERA. BENHA, HAtIRHIZANSKETIR, #
MHEEEER/TN “BHIAZE" (Clock Speed), FIUIBEBRRZEIEMAZ,

(00:35:46):

Duolingo B mAlKFF EERSNEMTAAKRESZR, XHELAER. RUAMREXFRIMMS TED,
BRATEEFN—BIERILERENRRZ, WIE~RAXARNS—THEMCNRE, MERITEIEE™

=
P2
[WE o)

[00:36:08] [Lenny Rachitsky]
English:

Okay, so that's still lingo.

R EE:

98y, BEZABE.

[00:36:09] [Albert Cheng]
English:

Yeah, that's still lingo. Grammarly. This is an interesting company because they started as a paid product
oriented at students. Then they expanded into more of a freemium model tailored to everyone gradually
focusing more on the professional base. And then as they accumulate a lot more professionals, they
realize, "Hey, there's patterns." We're seeing that a bunch of marketing teams or a bunch of sales teams
or a bunch of customer support teams or whatever, particular functions within particular companies were
really adopting Grammarly at scale.

(00:36:41):

And so they were able to then layer on much more of a managed enterprisey motion. And while | was
there, | was focused on the consumer self-serve motion, but they weren't siloed. They were intermixed
with each other. And so a big part of my job was not just to grow the self-serve revenue and self-serve
active users, but it was also how do you uncover the right teams, the right functions, the right companies
for demand gen and sales to go reach out to?

(00:37:12):

So that was a very interesting, it's a product-led sales work, and it's really fascinating thing for me to
learn. And then on top of that, with all the transformation going on with generative Al, and even recently
with them acquiring CODA and Superhuman and becoming more of a productivity suite, the company is
just evolving pretty rapidly. It's a really exciting thing for me to be a part of and to see from the sidelines,
but that just made it at its core of a different growth job than Duolingo for sure.

AR ERIE:

1, BEZTPE, FETHRE Grammarly, XE—REFBHNAE, AAMISVIEREARFZENME~R, A
Etily BRI EmRE ANREIZERN, HENESMXTEZWALTER, BERETESTW AL, fiif]
RiRE: 1B, XBEERX.” RINEIRLEHE. HEANKE R FHEN—BEMSFE A RN EIRRE
BB ] — IEETEARFHRR A Grammarlys

(00:36:41):



Eit, e EIEM FEME SRR RIEIE REBEN, TEHTVERRBBRS (Self-serve)
EfE, BEMIHAZMIN, MERRE—IE. FIUKRIEN—ABOTNIE KBRS WNNERXA
P, REFENEAFERER (Demand Gen) FMHEEFKEIREENHEAI. REEMATE, UEMINEEKR,

(00:37:12):

FLUXE—FIES BN “FRIENE”" (Productled Sales) TfE, HEFHBIESKANLIZH, Kit
56, BB Al SRR, LURSEIIKIT CODA R Superhuman HEEF HEMESE, ABE
EVEERE, B8 5HPHNENEE—HIEES ANENE, BXHITLENROEK TS Duolingo 52
2.

[00:37:40] [Lenny Rachitsky]

English:

Essentially a B2B business versus a very consumer business?
FRCEIE:

A EZ B2B WS 5AGHE TR SHIKH?

[00:37:43] [Albert Cheng]

English:

Yeah, and a lot more meaningful strategic decisions as well.
R EE:

TR, MESNEZEEXBHERE,

[00:37:44] [Lenny Rachitsky]
English:
Mm-hmm.

FRZERIE:

Il

([VYe}

[00:37:47] [Albert Cheng]
English:

And then the core product team also, I'm used to in growth, laying out the entire user journey that a user
go through acquisition, activation, engagement, so on and so forth. And typically, growth teams, if they're
well-resourced, they can do enough to move each one of these various levers. And it's just a matter of the
sequencing of them and what you want to prioritize first. But Grammarly was unique in that the core
product experience itself was what drove repeated activity.

(00:38:18):

It's that | previously mentioned that current user retention thing, what most drives that is the frequency
and the quality of the suggestions that you get every day. And so it was an interesting learning in that |



staffed up a growth team, tried to work on this metric, and then I realized actually I'm just getting in the
way. This is really a thing that the core product team most influences. Let me have a conversation with
the core product leader and then shift that over to them. So yeah, just a super interesting experience.

RSz ERIE:

BEEZOFmEA. EEKIEFR, HIVFANARIHNBNIKRIE: R HE. S5FF, B85, 0R
BRKENARTE, I UMEB ST RIS —MIF. XRE—THFMRERBEE, B
Grammarly BRS 2 ET, %O RENASMRIREESEIHEI.

(00:38:18):

EMFEZAREN “YaiARBEF , RHEHNEERMERAT/NRNAMENRE. FAUXE—E8H
#il: AR T —MEKEM, ZHARUXNMET, ARERRIRFHELRERSE. XKFLEZZOmEN
FIRANER. TRESZOTMATARITTHE, HEXEDTEBREL T 1. I, XER—XE
RBBAVER.

[00:38:45] [Lenny Rachitsky]
English:

And then Chess.com.

FRCERIR:

SRIE =2 Chess.com.

[00:38:47] [Albert Cheng]

English:

The thing that's most unique about chess.com is that they're super fanatical about chess.
R EE:

Chess.com SIRFFRIM S 7 T b T E PR RAHBLR IR,

[00:38:54] [Lenny Rachitsky]
English:

Makes sense.

A ERE:

XREHE,

[00:38:55] [Albert Cheng]
English:

Crazy. You shouldn't be surprised. Obviously the name of the company is like this, but they've always
hired people from around the world. The company's always been globally remote. They just hire people
that love chess. They play all day, they watch the streams. Our Slack is always blowing up with people's

chess moves and games and whatnot. | think | want to say this a little bit delicately, like Duolingo, even



though the product they're providing is around language learning, | think the original ethos of how to
start the company was really around motivation.

(00:39:29):

The hardest thing to its habits, it's how do you build that daily habit? And | actually in many ways see
language learning as their first vehicle. And what they have a superpower in is that, again, the motivation,
the habits, et cetera. So that's Duolingo, and Grammarly actually similarly. People know them for the
spelling and grammar corrections, but what's really unique about them is they're integrated across tons
and tons and tons of applications.

(00:39:55):

There's not many products that work like that, that's really unique. And so now if you hear Shishir, their
new CEO talk about the Al super highway and all that type of stuff, they can now use that technology to
provide a lot more than just grammar writing. And so my point is just that Chess is about chess 100%. It's
in the ethos. People are crazy passionate. That just means we're always dogfooding the product. There's
just an amazing energy in the company to just use the product all the time, come up with ideas, and | love
that environment. | think that's fun for me.

AR ERIE:

BEMNT . RARMIZEEITTF, ERANTNBFHEXME, Bl —EMNERZHIBEALT, AE—BHELIK
L%zﬁJ\ o MMREMAEZEMKRENA. HIMEXBETHE, EEE. EINW Slackﬁiﬂa_ B AT
F. WEZENRER R ?ﬂa*ﬁél@“ =¥t, & Duolingo, BAMINEEMNFREXTIESFEIN, BHIAN
REILILZINRIBFERESSEXT “th7”7 (Motivation)o

(00:39:29):

BENESR, BMRNEEZIEESR? T REZAFE, REMLIBESZEIESEESMNINE NI, 18
BRAEETHH. IJBES, B2 Duolingo. Grammarly B2, ANRABSIEZLEMINR MW, B
B EIR RS E F AR T BT E RN R BRER.

(00:39:55):

REZDFmEEGRIFEIE, XIFEIRE. FrLAELRIRIthII8Y CEO Shishir i€ Al BRFE R AR 2 3K
EE, MATITE R LR AT AR HITEEE S FRIARSS. FBIMRZ, Chess.com 100% ZXFEFFKH
B, XEMABFERREH. AMIUBHEAZEE. XERER(—HE 2B 2R (Dogfooding, M
BRBECHTm . ABREE—MRANGEE, AXR—HERER™ M, REEE, RERNXMIFR, RREEX
RE®E,

[00:40:28] [Lenny Rachitsky]
English:

That is so cool. What | love about what you're saying is there's no right or wrong answer. All of these
companies are killing it. | think Duolingo is worth like $10 billion, something like that, and keeps growing.
I'll look it up in a second. And Grammarly is worth a ton, and then Chess.com is doing super well. So |
think that's a really interesting takeaway here is you can succeed in a lot of different ways.

FRCERIR:

XEET . BMEIRAIAHN, RAXBRENEZD. FIEXEREEHMSIEFEHE, A8 Duolingo FIFHEKXLY
= 1001ZExkEA, MAREEK, HEFSILE—T. Grammarly &8RS, Chess.com WRIMMF. FrlE
WEXR—NMEEEBNEAL: RALUBIRZARREN A RNIREMN.



[00:40:51] [Albert Cheng]
English:
Yeah.

FRCERIR:

=0

[00:40:52] [Lenny Rachitsky]
English:

What's really cool about Duolingo, | was just thinking as you were talking, is yeah, it's just interesting that
this very structured, methodical way of building is working so well because you could listen to that and
be like, "Oh, | don't want to work." This is rigid way. But the fact that it is killing, it tells us this actually
works really well. If you find something that works, lead into it.

FRCERIR:

KT Duolingo, FEMIAMRIRFIENER, XMIEEEFE. RAAUBMESNEFERFUOLZY, XRE®,
AR T AIRER LTS “MR, FABIERR)LIME, XKFERT.” EELRERMRALE, XHFHITXMAG
NHKIEEE. WRIREMELTERZN, MRNEM.

[00:41:11] [Albert Cheng]
English:

Yeah, that's right. Yeah, the structure is rigid, but the ideas are the farthest away from rigid as possible.
You have seen their, | don't know, Superbowl commercials, they're memes, gamification, tactics. It's a
super fun creative environment. So rigid is the farthest possible word to use, but what | just mean is
they're consistent. They have for everything, and their product reviews are 10 or 15 minutes. It's just
people go in and out. So it's just this kind of a surreal environment about how rapidly and consistently
they work.

FRSCERIF:
B, &, FWE™EN, BREZENETERIT, (RETEEIMIIBREE &, MITNEE. FRE
B, XE—MBREBENCIEIME, FIl ‘TR EBRERIZMNIE. ENEESM11EE “—% . s

HrEEERE, N~ RITERE 105 15 28, Afl##Ett, FrIUXE—MX T I(FE S aEM—
HAVEB I SLIR R,

[00:41:42] [Lenny Rachitsky]
English:

Awesome. They're worth $12 billion, and they were much higher actually, not too long ago. They're
coming down a little bit. So speaking of Duolingo, when people think Duolingo, they think of the brand
and the owl and the success they had on TikTok and things like that. I'm curious to get your take on as a
very growth-oriented person watching that work and your take on growth, experimentation data versus
marketing, viral TikTok videos, mascots, things like that.

FRCERIR:



KiET . WIIHHER 120 125%7T, FARAELES. REHRMESET —~. ¥ZE Duolingo, HANEEIE
By, S0 mhE. BRRIEKE, LUIRMAIITE TikTok EEUGRIAIN. BARBIAIFIRIEAN— M IEEEEE KA
HXETENEZE, URMMEK, KEHIESEHE. HEN TikTok 5. SHMEFZBXANEX.

[00:42:09] [Albert Cheng]
English:

Yeah, | used to think it was versus, but now | realize that they combine really well. It could be rocket fuel
for your growth. Yeah, being a product person. | joined a lot of these companies literally on the home
screen on my phone, and | like using them. And | consider myself someone that's not easily swayed by
ads or TV commercials telling me what to buy.

(00:42:28):

So | always had an element of skepticism on the marketing side for much of my career. But then, yeah,
you join a place like Duolingo and you see how Duo the owl has developed a personality through the
push notifications and the product experience, and then seeing the marketing team leverage that
personality in their TikTok and in their YouTube and all throughout social media and just feed into those
memes. And then we would track back in the product experience, how did you hear about us?

(00:42:58):

And put all those channels in there. And some days, it would be like, holy, it's bringing in 20, 30% of our
new users and any given day. So those two things really go hand in hand, and that feeling has only been
reinforced by Chess.com over the last five years. The first 15-ish years of this company was really under

the radar. 800 million people play chess around the world, but most of that is over the board.
(00:43:25):

Until recently, there wasn't actually that much online, but five years ago, everything changed. You had
the pandemic, you had Queen's Gambit, you had a lot of YouTube and Twitch streamers, you had a bunch
of kids playing it in school, et cetera. And so it's really the combination of those two things that make it
take off. And it's like the growth experimentation is more the slow and steady or fast and steady, | should
say, approach where you're just continually iterating, you're making the product experience better, but
then every so often, there's a big wave that comes in. You can quadruple your registrations overnight and
you'd be a fool not to take advantage of that.

FRZERIE:

=0, BUEHANENENIIN, EMERRIRIENGEEFIEET. BRI MURAMEKAAETRE. EA—
ME@EA, BMANERZAFAEIMERFVNNERE L, HEXFERAE(]. BINNEESR—MFESZHK &
HEBME LA EEWERTIA.

(00:42:28):

FRAERR & ERREB DRI R, W EHRSEITFHARSE, B, HIRMAE Duolingo XiFMtS, FE
&K & Duo fNfELE T X B = RARF L ME, AREINEHEHEPAE TikTok. YouTube FIEENHEARIE(K
LRURAZMNMEHBNRLEREE, AERIMSEFmARPEM: RENRTHIERIIAN?

(00:42:58):

EFrEXERESBELR. BEAF, KXW, EEEA—REBLEFRK 20% 2 30% BIHFABF. FAUAXRGER
HYZARAHAEREY. FESEMAEE, Chess.com ENRL T HREIXMREDL. XHXATMAE 15 FEGHK—HR
FAEE, 2IkE 8IZATH, EXBORELT.

(00:43:25):



BEIRE, ALMLFHIHRTKR, BEFH, —IBET. B7TRE, 7 (EEFE) (Queen's
Gambit) , HTKEH YouTube Ml Twitch &, BE—BHEFRIENZFES, FIUERXHENESIL
EE ¢ EBRKEREGEPMIRILRT (HERRERE) 5L, MAMEN, KEF R, EE8R—K
B8], MEB—RERER, MEVIMETEE—RZEBNE, NMRFFBAX—=, BB,

[00:44:03] [Lenny Rachitsky]
English:

| was actually speaking at Chess.com and playing chess. | was at a coffee shop this weekend. There's a
family, a dad and mom and a daughter ordering, and the dad's sitting at the table and he's just on his

phone, just opened up Chess.com secretly and just plain while he is waiting. Oh man.

FRCERIR:

HEETE Chess.com &Eiff, BETGH, XARKE—RWMHE, B—XHRA, EBHENZ EZRE, EBY
TR, EEFH, @REITH Chess.com, EFRFHNETHE, R, XM,

[00:44:18] [Albert Cheng]

English:

| will not admit or deny that I've done that before.
FRCERIE:

BEARFIABATINF AR X AT,

[00:44:22] [Lenny Rachitsky]
English:

But if | can think of anything more wholesome, | can't. That's an amazing thing to be doing while you're
just sitting.

FRCERIR:
MRUREBEEFALLXERENSE, HERHR, BTEH) LHRHEHMXEEERNRE,

[00:44:32] [Albert Cheng]

English:

My 4-year-old can actually set up the pieces, which is pretty great. So he enjoys the game quite a bit.
FREiE:

HROSHEFHRELIBHET T, XRF. MIEESRXNEL.

[00:44:36] [Lenny Rachitsky]
English:

Oh man, this 4-year-old already a pianist, playing chess.



FRSCERIE:
KB, XPMNOSBHFEREWNERT, BE FRIE,

[00:44:39] [Albert Cheng]
English:

That's right.

FRCERIR:

Ao

[00:44:40] [Lenny Rachitsky]
English:

What a stud. This episode is brought to you by Miro. Every day, new headlines are scaring us about all the
ways that Al is coming for our jobs, creating a lot of anxiety and fear, but a recent survey for Miro tells a
different story. 76% of people believe that Al can benefit their role, but over 50% of people struggle to
know when to use it. Enter Miro's Innovation Workspace, an intelligent platform that brings people and Al
together in a shared space to get great work done.

(00:45:08):

Miro has been empowering teams to transform bold ideas into the next big thing for over a decade.
Today, they're at the forefront of bringing products to market even faster by unleashing the combined
power of Al and human potential. Just of this podcast often share Miro templates. | use it all the time to
brainstorm ideas with my team. Teams especially can work with Miro Al to turn to unstructured data, like
sticky notes or screenshots into usable diagrams, product briefs, data tables, and prototypes in minutes.

(00:45:37):

You don't have to be an Al master or to toggle yet another tool. The work you're already doing in Miro's
canvas is the prompt. Help your teams get great work done with Miro. Check it out at miro.com/lenny,
that's M-I-R-0.com/lenny. Okay, you talked about Al a little bit here and there.

(00:45:55):

| want to follow that thread. As a growth person, imagine Al informs chess.com in a lot of ways, so there's
kind of two buckets here. How is Al changing the product, say chess and other places you've worked? And

then how is Al impacting your work as a growth person? So pick one or both buckets and share there.
FRCERIE:

BERNMEENZT. AETHEH Miro AEZ2T,. 88X, MASKEHMEEHER A BRI TIENZ#HE T
IREAT, HIET KENEREFZIE, B Miro RIEMN—TNAZR/RT FARENER: 76% KIAEE Al BT LA
NAaEZHE, B8 50% WAREREERE. YDA Miro WEIFT{E=ial (Innovation Workspace) ,
XB—1EETEE, BANAREE—MHETEYF, HETMFEANIE,

(00:45:08):
+Z5ER, Miro —EEWERNGKBENEEEZEN AT —MNRES. 5K, MTEIEKA FAXEBELNES
HE, EFEFRERERNTIZINGNE. AEENEREESZE Miro Eik. F—EHREMIEBFBA#HITRM

M2, EIRAKFRIA LRI Miro A IREMLEE (MEENEE) F/LoMREEANRTANER. ~aEk.
HERNRE,



(00:45:37):

RAFEMRN AL KT, BRFEYRES—1T TR, /RE Mio B LELEMN TEMR BRI IE
(Prompt) . ZEBI{REVEIBAIET Miro e FEABI TIE, &iAiA miro.com/lenny, %37, fRRIAZ 2% T
Al

(00:45:55):

FRIE X MEZIE, (FA—MERA, T8 AIERZAFEFME Chess.com. XEBEMERE: Al 10K
Trem (EbMMERSEMRIEIRIEMM ) ? UKk Al IEIZIEREIE K AN IIE? HRFEEP—P A
NEBEDE—T.

[00:46:13] [Albert Cheng]
English:

Yeah, I'll tackle them in sequence. I'll start with the chess one just because | have maybe a slightly unique
take on that one. So chess and Al, they've been intertwined for almost a century. Some of the early
computing pioneers, they just figured, "Yeah, chess is an interesting game. We can test machine
intelligence and write some algorithms or not." And then fast-forward to 1997, and you had IBM, they had
their DeepBlue application who actually beat the world champion back then, which was Garry Kasparov.

(00:46:43):

And that was a huge moment of shock and reckoning of like, "Oh man, is Al going to take over? Humans
are, we're going to have jobs and all this stuff." And this is 30 years ago, and thankfully we're all still here
and more people are playing chess than ever. And so the game of chess and chess.com specifically have
learned how to augment, | guess the human playing experience with the power of chess engines, which
are definitely a powerful form of Al. It's not LLMs to be clear, but there's engines like Stockfish these days
that are just dramatically better than the top grand masters in the world.

AR ERIE:

FH, BeRINFEE. RENERREFFE, BARNXMERREE—MERIRENNA. BERRER Al
BEARRKATH—MELE, —LRHITENERIAN: ‘BN, BRKREZE— N EEREX, TR LUEA
RERHREE —LBE” RFEF 1997 F, IBMB “FIE” (DeepBlue) FHW 7 HERWHEFREEME - KHtH
Tk (Garry Kasparov)o

(00:46:43):

BE—TERNBIFMRBIZ: 2, XM, AIBRETIE? AREIEIFEE? ” BBZE 30 F/NET, #
REINIMAEREEXE, METHMALLUEEAMEEZ, FrAERRRIERM Chess.com 55515 & T 40
FIAKMHEI NN ERILBALBINE R, REFIELENZ Al N—MBAT N, B, EXRBKRIESE
& (LLM), {BIUTER) Stockfish F5|ZELLH R ETRRHIKIMEERFZ .

[00:47:22] [Lenny Rachitsky]

English:

Is that where we're at? | remember when it beat humans and now it's just dramatically better.
R EE:

BIEZRX ML T3? FIZFEETVWALNRER, NERABLBHXAZ T,



[00:47:26] [Albert Cheng]
English:

It's dramatically better.

R EE:

BLIEEZ.

[00:47:28] [Lenny Rachitsky]
English:

Wow.

FEiE:

=+
l]:I: o

[00:47:28] [Albert Cheng]
English:

Yeah, | think there's a rating system that compares relative skill level and an average chess player
somewhere like a thousand, maybe 1,500 on the high end, a top grandmaster like Magnus Carlsen, it's
like a 2,800 and then Stockfish and similar engines are like 3,600.

FROCENIR:

B, B—MED RS R BRENEEKT, TBHFARNE 1000 £4, 2FAIEE 1500, BISEBHE - £
R#% (Magnus Carlsen) XIFHITALATIMALIZ 2800, M Stockfish FISMBISIZEALIZ 3600,

[00:47:45] [Lenny Rachitsky]
English:

Wow.

FASCEE:

|+
I]:I: o

[00:47:45] [Albert Cheng]
English:

And so to put that in comparison, yeah.
R EE:

FRUIEE—T, =89

[00:47:48] [Lenny Rachitsky]

English:



At least it's not 10,000 or a million. | don't even know if that's possible.
FRERIE:
BEVRE—AE—BA. HEEFHEIRESE TR,

[00:47:51] [Albert Cheng]
English:

No, it's not 10,000. But it's similar to if the chess engine was playing without a major piece like a rook or
something, they would still be competitive against the best players.

FRCERIR:

T Fo—FH. BEXEMFUMREMIIEEL—IKRF (BN —1%F) HNIBRTHE, ENNARSRIAR
HURHF .

[00:47:59] [Lenny Rachitsky]
English:

And this is the Elo score? Is that the term?
FRCEIE:

XrLE Elo FRD? BXMAIEG?

[00:48:00] [Albert Cheng]
English:

Yeah, the Elo score, Elo rating.
R EE:

=8, Elo 7%, Elo F4.

[00:48:01] [Lenny Rachitsky]

English:

Magnus is what you said about 2,800, and then the Stockfish is would you say 3,600?
FREiE:

PRNIA 12 S8 33 HT K L9 =2 2800, Stockfish K92 36007

[00:48:04] [Albert Cheng]
English:

Yeah, and really it's because computing power is so amazing and there's so many techniques for how to
do deep evaluation on specific chess lines. They can calculate tens of millions per second. So it's not
realistic for a human to compete against that. But yet, watching some of these chess engines played has



opened up a lot of creativity, new strategies, new lines, new appreciation for the game. And our

chess.com approach is that we can bring this technology for every user.
(00:48:36):

Even people that have never moved a piece before. | talked earlier about that game review product, that's
exactly what this does. So behind the scenes, we're running chess engines to basically spit out
evaluations for every move that you make. And then we translate that and make that approachable to the
user using their native language and plain approachable style, and even with audio and things like that as
well. And that part of it, the personality, the speech back to the user, that part is LLMs.

(00:49:07):

And so | guess my point is that, again, chess and Al have been intertwined forever, but for us, what's most
important is that we keep the customer at the North Star of it. We're not just applying LLMs just because
the new hot thing, you've got to apply the right technology for the right feature to provide value to the
user. And so we try not to ever lose sight of that and let hype get us too carried away.

AR ERIE:

2, XEBEERANEEAKIFEAT, MABREEARTUMNGFENHBEITREIT L. SNSWITLOTE
BTAR FIUAAREZRSFEZAUELN. AN, UEXERHIIZNNFFBETRZEIED. MR, #HiH
BRI HERR AU IR#, Chess.com BYAERE, TAIUASNARHRXTE AR,

(00:48:36):

BEEEPEMKEIHFIA. FZAREN “WREM® ~RESXFME. EEa, RIETRESIE,
ARENS—PHEHTE, ARRINBEEENARNEIE, BERZENNEENLHAF, EEEEES
%, MARERD — MEMNTE. WAPKIESRE—IRBLERNZERESER (LLM),

(00:49:07):

FRAEEIMRE, EFRREM AIKIZRRAE—IE, EXNRIEKR, REENRHRZUTRN URE” . &S]
FARMXER LM BRTTHEMMENEE, REFNIERNIHEENAIERRAR, NARFPRENE. &
BN RRRFR, L EHERE

[00:49:31] [Lenny Rachitsky]
English:

It's just really surprising. | think people would not have expected Al and cannot beat every human alive
ever. And chess is at an all-time high. People want to keep playing and are playing more and more than
ever played, not unexpected.

FRCERIR:

XEBELSANFET. HBAMNAIGELIFZ Al g EWHR LE—EEENA. MERSKERETELTFHE
g, Ai18%43r, MARMNALLUEERNHEERS, XHAEIN

[00:49:46] [Albert Cheng]
English:

Interestingly, LLMs themselves are quite bad at playing chess. They hallucinate moves, they look at
patterns. They're very good at pattern recognition, but not so good at going super, super, super deep on a
specific chest thing. And if you've even tried to create or look at chessboard images on ChatGPT, a lot of



them have the wrong number of squares. They're not set up properly, and so | don't want to be too
dismissive.

(00:50:09):

I'm sure it's going to get much stronger at reasoning. And actually, Google recently sponsored a
tournament where all the top LLMs played a tournament against each other. So that was pretty fun to
watch. They're improving, but chess is specifically a game that having a trained deep, deep computing
engine is just going to be much, much, much more powerful than LLMs.

FRCERIR:

BEBNE, LM ASTHRASRIE, /% Ui &%, ENENERRN. eflIFEERENIR, £
FERKERENHEE LHETRR. R, RRBER, MRMEAE ChatGPT LEMHEEHERR, REE
BRI FHERZHEN, BREARER, ZFEXEAC,

(00:50:09):

BEEENHIEERNSTRER, EfrLk, SRZAHY T —HELE, LFAETIRE LLM B, BREEFR
BEE, effE#y, BEFREXMEY, S3)IGRRETESIZEMEEL LLM BKFZ,

[00:50:30] [Lenny Rachitsky]
English:

And not to go down this track too far, but AlphaZero famous for beating the Top Go player. Was that
trained specifically for Go? Obviously not in LLM, but that was a Go specific model.

FRCERIR:

ARREXMER LAERIT, {8 AlphaZero AL MINLE#HEFMER. BEEZNAEEINEGHNG? EAFE
LLM, BFRR— 1 EHETRRE,

[00:50:42] [Albert Cheng]
English:

Yeah. My understanding is that the one, that documentary is incredible, by the way. | don't know if you've
watched AlphaGo, it's amazing how they took something so technically deep and made it so emotional
and human. But | think that's the crux of how we feel, | guess, about Als and the products that we build,
actually. But to your point, my understanding is that the way AlphaZero is primarily trained is that it just
plays a bunch of games against itself. And so through the neural network, it just gets smarter every time.
And because it can have that repetition times a billion or a trillion, | don't know exactly what number, but
it's going to get pretty damn good.

AR ERIE:

B, INER—T, BHLRAFFEBERFER. FTHEMREREET (AlphaGo), MtiHBIILRREAZFLL
M. MK, XKRBET. RIAAXERRITA Al UIRENPAIEN~mEVRSERZ 0. ERRAYRE
&, RAVERRZE AlphaZero WEEILHARILEBSHEEHE. BIHENE, ESRBSTEERR,
EANECRHITHHIREEHHICRANEE (RANEAFHT), EEERERFEERE.

[00:51:19] [Lenny Rachitsky]

English:



Okay. Let's go back on track to where we were going. So this was how Al is impacting chess.com. How is Al

changing just the work of a growth person?
R EIE:
47, IEENMEFEH. NAHBZE Al G0fEIFE Chess.come ABA Al SIfAIELEEIE K A RRY T1EIE?

[00:51:30] [Albert Cheng]
English:

I like to describe growth as the job is to connect users to the value of your product. And in order to do
that, what I like to do is think about that user journey again, and essentially, staff teams that are oriented
around each element of that user journey. And those teams have specific metric goals, they have
roadmaps, et cetera. And then they go run against them.

(00:51:52):

So that's how it's structured. Al, | think can be applied to speed up some elements of that essentially
experiment cycle that you get through. So one example is in product discovery. As opposed to core
product, which tends to have longer timeframes, and you might do thorough user research or market
research. It's more foundational, more for first principles, et cetera. Growth is a little bit less like that.

(00:52:18):

It's like you're running a lot of experiments and the output of any given experiment is the input to your
next idea. And so historically, | don't even mean historically, but just a few months ago, we were operating
in a, that's history, | suppose, but there would be a lot of manual writing of these analysis docs. You'd
have to read them, you'd have to understand what insight you want to grab from them and then write
another spec to translate that idea. That's still happening to some degree, but I think that's a spot where
even tools like ChatGPT are super helpful.

(00:52:56):

You can just plug in like an analysis that another person wrote and just have it summarized for you and
give you advice on ideas to go try. And so that ideation, that research cycle was much, much faster. |
talked a little bit about prototyping also just becoming much, much faster than before. We have not yet
gotten to the point where product managers themselves are actually shipping the code into production,
but it's dramatically shortened the amount of time it takes to conceive of especially a bolder idea that
you might have.

(00:53:27):

And so when | talked earlier about explore and exploit, a lot of the explore was harder to do, but now it's a
little bit easier to do. You can take a broader concept and visualize it, and when you can visualize it, send
it around the team, get people to click around it, that makes a world of difference. So those are just a
couple examples that come to mind.

FRZERIE:

BREXREKERN: ELERRARSFRINMEERER. A THEIX—xR, RERBRXBEZAFKEE,
HER L ESZIRENS N TRARE. XEFRERENERER. BAESESE, ARMIIERT.

(00:51:52):

XS, FHiAN Al T ARMNELEFARNELIRT, —MIF2~REZI (Product Discovery),
ZOFREFEEKNNEEE, RAURESMYENBAFAARTIZME, cEREM, BRE—ERIE, 1



KNAK—1%.
(00:52:18):

BRMEZMEBITAENRE, EA—PXRAVRBHESR T —MRENEN. BdE FENFZRAUA,
mE/LTAR), BINFEFoIREAEN DTG, ROTFERE], BRREMPRIRTARERE, AREKS
S—ME (Spec) FEMXNMIEE, XMEREREMIZE LMERE, BRINNK ChatGPT XIFHNTRAEX
— R EE.

(00:52:56):

RA BRI ATHATIREEHRE, LERMREE, AR TP RIUSHBRELIREN FrL BHEH
RAPERRIESZ T, BEKETRERT, EHELUEIRGEZ. EARINNELBERE~RIEACEERR
BAREEFFRENREE, BERAMERETHE—TEE (53R AEMIEE) PREIETEL

(00:53:27):

FRUSEBRZARE “RESFA” K, RE “RE" UIRMEMY, BRNESS 7T —L. RAUE—1EZAE
2R, HREIBERMUHREALEN, tARREERER, BEF=EXREZH, XEMERERTN—
LEBIF

[00:53:47] [Lenny Rachitsky]
English:

Awesome. | want to go back to this phrase right at the beginning of this answer that you shared that |
think is really helpful that you see growth as simply your job is to connect users to the value of your
product.

FRCERIR:

KET . HRMERRIA BIEFLDZNIIE, TIANNBIEEEERY: MBEEKERMEFERAR S~ m
BN EEREER,

[00:53:58] [Albert Cheng]
English:

Yeah.

FASCEE:

=8

[00:53:59] [Lenny Rachitsky]
English:

Can you speak more to that? Because | think that's such a nice way clarifying what is growth's role?

=
=T

EEBZWRX—RIT? AARUANZE—MIFEFNAREFERNARIRZE T 4o

[00:54:03] [Albert Cheng]



English:

Yeah, it resonates deeply with me because | feel like growth sometimes gets this reputation | guess that
it's just pure metrics hacking, like we're cold people that just are trying to move a particular metric up
and we're going to do whatever it can to throw walls and pay walls and add friction in all these spots. And
even though that could theoretically work at a micro level on a specific feature or a specific metric, | think
what's most healthy for a company, and | want to work at durable companies is to think about the user
holistically.

(00:54:42):

And when you take that framing of connecting users to the value of your product, that value can change
for a user over time, and that also lines up really nicely to the journey. What someone that's not even a
user yet needs to understand about the value proposition is super different than what a habitual user of
three plus years might need. And so the teams working on them should think from that perspective and

then from there, then ladder into specific problems to solve hypotheses, et cetera.
FRERIE:

B, XitFHFERTHL, HARRSERENIBIAN R BARIIET RN — TGN 288/

, ABRBBENMEIFHIEER, FTEFRMIRERRK. (5T, £ MAENER. EAXERNEE (5
MFEINRETIENR) L EAJRERN, ERIUNN—HKABERENAR (HUBEKBEHNARIE 2EHE
wRERF

(00:54:42):
HIRRA “BRRAPSFRNEEE XMMERN, XHMNEXNBFPRREEXMIETHE, XtWRIFZEET

BRKE. —TMEFRZAFNAZTEERNNETK, S—MERAT=ZEULHNIBERPAFENTESR
o Ftt, AFRXETENEMNZMAXMEERZE, ARHIERRBEAZFRRNENE,. RFF.

[00:55:15] [Lenny Rachitsky]
English:

Following that thread a little bit more, people listening to this are imagining, "How do | get better at
experimentation? How do | run more experiments? How do we do this better?" What are two or three tips
and best practices that you think people need to hear maybe are not totally aware of when they think
about getting better at experimentation on our teams?

FROCERIR:
IS XA BB, ARIIATEEER: “FHZWNABEEEREN? RZMAEBITESRLE? FiTZOAE

BEHE? 7 MIANNEMER=METHRERKRZATEZ ESIRSHALIENNFERRE. HERTRERTERT
EFIRFRY?

[00:55:36] [Albert Cheng]
English:

| think the first thing is just start somewhere. | just read this Atlassian state of product report and it was
like 40% of product teams basically don't run experimentation at all. And there may be some good
reasons for it. It could be philosophical or maybe you're more B2B oriented or whatever. So | get it, but |
think for a lot of, especially if you work on a consumer product that has some degree of scale, some

degree of frequency with your product, you can collect enough data.



(00:56:05):

And also | have found | can pattern match all day long. I've worked a lot of companies, right? But I'm
wrong all the time. And | think consumer behavior can be very fickle and especially when you work at a
company, you become a power user naturally. So sometimes you may forget what the actual user
experience is for a brand new user, and so you leave a lot of opportunities on the table if you don't even
try to experiment.

(00:56:27):

So | just encourage taking that first step, just run an A/B test, find a third-party tool or something that you
can integrate quickly or even just work with your engineers to spin something up. Just get in the practice
of crawl then walk then run type of thing.

FROCERIR:

BIANNE—HERE “TMELFR” . ERNIET Atlassian = @IPRIRSE, K 40% B9~ GEIPARZ LR
AAFHITRE, XAJREA—EIELIEH, tNEFESAR, NEERD B2B FF. KM, BRHIUNAIWNTFR
ZNE, FHRMRMALRNZEE —ENEMERMERIEEL @, RErURERIEBHIERN,

(00:56:05):

MBEKEI, FAUBRHTRALE (RZ1AE), REIRZSQE, WB? EREEHE. FOANHEE
TRARFEERELE, FHBIHME—RATDIEN, (REEAMAMEN “BERAF" . BRARERITS
B—1T2MAPHNELRAR, MRMEEFEZHLR, MRSIERRSZI=.

(00:56:27):

FRUAFEBIBHE—F, BIT—TA/B N, H—NEILIREERNE=ZFTH, HETFRNIIEM—EE—
MEBNERA, £FRE, BFEEE, KEHBH,

[00:56:40] [Lenny Rachitsky]

English:

Do you have a favorite tool, by the way? Just to throw out? Is there a go-to tool for you?
R EE:

IR —T, IMERERNIANE? BRETAREN?

[00:56:44] [Albert Cheng]
English:

We used Statsig at Grammarly and | saw that they recently got acquired, so that was exciting news.

Duolingo and Chess.com both have an in-house experimentation approach.
FRERIE:

HA1E Grammarly {£H Statsig, HEFMIRIEHREE T, ABERFLAXKERIES. Duolingo  Chess.com
#HEBCARFANLR SR,

[00:56:54] [Lenny Rachitsky]

English:



Sweet.
AR ERIE:
KIET,

[00:56:55] [Albert Cheng]
English:

Pros and cons to either. Obviously Duolingo is an experimentation machine, and so it's been a huge
accelerant to have our own thing specifically tailored to be excellent at that. But no, | typically don't
encourage companies to build experimentation in-house from day one. At a certain scale it can make
sense. And some of these companies, they were started 15 years ago when these tools weren't out. So it
was just something they had to do.

FRZERIE:

MEZBMIRR. E Duolingo B— 1KLL, HELERINAE TERAMMNE T X—#HiZ. B2, &K
BEARMABIME—RERASFHELELRR, 2T —EMREXAEEX. MAXLEQFTHELR 15 F4)
BYIZRY, HRPXEE=FTREEHI, FUBRMIIFAFIMERER.

[00:57:22] [Lenny Rachitsky]
English:

Something that you mentioned to me at Chess.com, your goal is to run a thousand experiments a year.
You said you were at 250. Talk about just that as a North Star.

AR ERIE:

fR7E Chess.com 1RE)id, RAVBIREEFIZTT 1000 PRI, fRIZBRIZ 250 e KK “EiREIER
Mg,

[00:57:32] [Albert Cheng]
English:

Yeah, so part of having team members that are fanatical about Chess is that the company can get pretty
far just building for themselves, building for the community, and not actually being very experimentation
and data oriented. The problem with that is that you can have relatively lumpy growth. And so part of the
excitement of me joining the company was to help smooth that out and bring in that experimentation
mindset.

(00:57:56):

So prior to 2023, the company practically didn't experiment at all. Last year they did about 50, this year
they're on pace for about 250. And then next year we have that ambitious target of a thousand. Did | make
it up? Yes, absolutely, | made it up, but it's still a target and a thing for the teams to think about and a
thousand experiments by itself. If you just did that but you didn't learn, you didn't make an impact, that's
kind of a waste of time.

(00:58:25):



The whole point of setting a goal is that you can have conversations about what would need to be true to
actually hit that goal, and so that leads to insights. Actually we need not just product management or
engineering to be running these experiments. We can experiment with lifecycle marketing, changing copy
of push notifications and emails. We can experiment with app store screenshots and keywords and stuff
like that. We have all sorts of content marketing teams, et cetera. We could have engineering enable no
code for specific screens.

(00:58:58):

Think about our home screen or our pricing screen where we might want to do a lot of just tests that are
configurable without engineering support. We might want to just track our progress and look at it from
time to time and make sure that we have the right observability around this. So anyway, that's the stuff
that really matters as opposed to the hitting that goal itself. So don't tell the team, but | don't actually
care that much if we actually hit a thousand, but | think if we get pretty close and we accomplish some of
these things, we'll be in really good shape.

FRCERIR:

T, WE—BILILEE (BRI EANEMLS, BSHREQRNENECHEKMES”mmEESRE,
MARBIFETELRMKE. FEET, IRSBUEKBENFRE. FAUKMAATRHERZ—MEHEE
FRAXMIER, FHIINAKEBLE,

(00:57:56):

£ 2023 F£ 271, RELFTE2IMAKR. FFEMINRT KL 50 1, SEFERE 250 P BERINE—E
ARBYEHR: 1000 1 XZFERKIG? 27, BRNEREN. BEMAR—TER, BRHNFERENE
5o SLEIEXR 1000 P3KRLE, MRLKBEFERA, RETERM, BBRENE,

(00:58:25):

IREBMNEMENET, RAUES “BRAXMEGEEREFARHE BAMIE, MM~ERR. KR
£, BMIANFEEFREENTEENEITRE. HMNATUANEREIESH (Lifecycle Marketing) #1758
¥, EoEX@EMME TR, BMTUNEABESEMXZIEAHTRE. RNEEMREERHE
FAo FMAILLLTZS I EHERS LBA “TAE” ki,

(00:58:58):

BREKNNERERENFR, BMTEBEAFTELREXRNBER THITARENRER MK, FHi1aTERR
FHEHNEES, BMRKJNWLEERNINED. 522, XEARREEENER, MARAKBIRE
Ho FRLBIEIRER, EHRESHAIBAEFRINZEENAEZ 1000 1, BEMRBANVEROX MIFHTHX
LEEE, RMTMILTIFEFIRS.

[00:59:27] [Lenny Rachitsky]
English:

Okay, we'll make sure none of them watch this. | think chess.com is in, this is just such a cool example of a
culture shifting dramatically from zero experiments to sounds like two years later, a thousand, which is
three a day. There's many teams running experiments in parallel, but that's a lot. What has helped you
most shift that culture? Is it just the CEO being like, "This is the way we're going to go." What have you
learned about helping shift to culture from No, we're not doing experiments to a thousand experiments a
year.

AR ERIE:



4FRY, HNSWERMITEBREX—E. KA Chess.com B— M FEEMNGIF, BT T XUMBRERE—
MESLE|RE/FAIEERY 1000 1, HMEBFHER=1. BABRZHAMNEHITEITRE, EXEKARS, &
T ARBERBB R EXMXA? 2 CEO B “XMERMNBENR" 3?2 XFMAHEXUM “FiTAHSE
B %TH “BF 1000 PRE” , RFERTHA?

[00:59:58] [Albert Cheng]
English:

Yeah, definitely a lot of credit to the CEO and co-founders like Erik and Danny, they're amazing. It's not
their intuitive way of thinking about growing companies, but their mental flexibility and encouragement
to evolve and add this as a tool for the company has been awesome, and they've been on the front lines
preaching product-led growth and experimentation just as much as | have.

(01:00:20):

So I'm glad that you brought that up because I think that is critically important for me, joining a company
to not be at odds with the co-founders and the existing approach of the company. | think that's
absolutely, absolutely critical. | think | started this podcast with the example of the game review and the
positivity and how that was shared. | think those types of things are really what motivate people. They
need to see this working in practice.

AR ERIE:

BH, XEAZE LZITHTF CEO MEXSRIIBA Erik # Danny, i1 #E T, XHREMITER LN RTEIE
KRBLHDN, EMMNNELEREEURN AT HNL. SINERTAENRKMHZIEE T AL, wiIMmEk—=5, &
TERAED~REEEK (PLG) FLk,

(01:00:20):

FRENMFRIX—R, BARANIZIHNBZRKREXRER: MA—RRQF, FESKAGEIBAURATRER
FELEEMM. HIAAXEN, LR, REXPRFAXET “WHEOH MRRRIFOGF, URE
RINARDEN. FINIXEFRBABEERANDN, tIIFEERXERERPREY.

[01:00:45] [Lenny Rachitsky]
English:

Wins.

FRCERIE:

RER,

[01:00:46] [Albert Cheng]
English:

Yeah, you need wins, you got to celebrate them. People feel good about the learning. It's applied across
the board. Who's not going to be energized by that, | think, right? So you can't just set goals in a vacuum
and create it from top, right? People have to see it working and when it works, the metrics move and you
learn faster and you ship faster, and that's a great environment to be part of.

FROCENIR:



2, MMEBEMR, FE/RMEN]. AMIZENZRTRAMBRERIF. XEFIRRBENARZNHE. #
SN IREREIE? FRMRAREERTFIRE BIRH B L T ithigE, AMNBRECERY, SERNH,
BIraZE, MFRER, KHHER, XB—MEEFNIFER,

[01:01:07] [Lenny Rachitsky]

English:

What was the first experiment you guys ran? Do you remember?
FREiE:

RINBITHNE—PEREMFA? RIEIZEE?

[01:01:10] [Albert Cheng]
English:

I don't know, before my time actually.
R EiE:

BAE, ELZEHMANZA

[01:01:13] [Lenny Rachitsky]

English:

Okay. Okay. Got it. So they're already going down this track before they brought you in?
R EE:

989, BBRT . FRLUMETEBIRIIAZ BRI E L IR ERX KR 772

[01:01:17] [Albert Cheng]
English:

They had run some.

FREiE:

tiIELEiTd—&£7,

[01:01:19] [Lenny Rachitsky]
English:

Okay, sweet. Are there any other key lessons that you think people need to know to be successful running
experiments at scale?

FROCENIR:
9FHY, KIET . MRIANERIIMAMREITRE, AMTEFET MR E0I?



[01:01:30] [Albert Cheng]
English:

The system matters just as much as any given experiment, probably even more, right? | think starting with
a growth model, so you have an understanding of how your company grows in the first place and which
channels you're going to leverage is critical. You need to make sure that you are instrumenting your
product in and out. Otherwise, you're going to run experiments and have wonky results.

(01:01:53):

| won't name which company, but | was part of a company that had an in-house experimentation tool. It's
about three months into the company, we're running some experiments and we realized that user
retention was actually configured backwards. So all positive results were negative results.

AR ERIE:

RZGNERHATTEARNKE, EEAREEE, HiAA, BABEE—MERKRE, XFRMEMRE L
BRRABRINEIE KA, URMREFNRPLERE, XEXER, RBEHRMWFmHAIT T 2HUMER, &
W, REITRERFINERAREE.

(01:01:53):

BARBEMRLF, EXRBFI—RAERBERITAENAT. MAXRLG=1TARE, HE177—LELE,
HERRMAFPBENERERARRN. FIUFMENEEERALEHZHEER,

[01:02:09] [Lenny Rachitsky]
English:

Geez.

HRCEIE:

Ko

[01:02:10] [Albert Cheng]

English:

So all positive results were negative results.
R EiE:

FRUAFRrE RV EEERH SR Z N ELE R,

[01:02:13] [Lenny Rachitsky]

English:

You just go through and undo all those experiments and just drive up retention.
R EE:

BIRRAFELIPL LI EME, MEREEEXRT,



[01:02:17] [Albert Cheng]
English:

It's kind of weird. We're seeing people use the features a lot more. Why is user retention going negative?
So | have plenty of horror stories around that type of stuff, but yeah.

FROCERIR:

YRRERBRE R RINNBIAMNMERERARENT, ITABFEERMEAT? FIURERZXFXE
E S NESIGTE

[01:02:25] [Lenny Rachitsky]
English:

Oh my God. On the flip side of horror stories, you've shared a bunch of cool examples of experiment wins.
Is there another that comes to mind of one you're really proud of or that was really trajectory changing
either at Duolingo or Grammarly or Chess?

FRCERIR:

Ko BRTBMHNE, (REDETREEEZXNVTOMFIZES, FEERIS—MLUREFEER, HEHENRE
T REHEHIFIFIE? TIE21E Duolingo. Grammarly iF2 Chess.coms

[01:02:38] [Albert Cheng]
English:

So | already shared one of Chess.com and one of Grammarly. | could talk a bit about Duolingo as well.
Duolingo and you had Jackson on the podcast, right? Where you talked about the streaks.

FhSCERIE:

KEZDZET— Chess.com BIFIFH—1 Grammarly B%I1F. FBAI LK KXZMBE. RZFIE Jackson £
B, WE? RITEIT “ERME” (Streaks).

[01:02:38] [Lenny Rachitsky]
English:
Yes, talked about the streaks.

FROCENIR:

[01:02:52] [Albert Cheng]
English:

So | also don't want to steal his thunder because | was going to think about that, but the amount of
learning through commitment and putting streaks on a calendar and just getting people started as
opposed to achieving some large milestone, that was huge. | think we did something interesting. We spun
up a virality team and virality is this really amorphous thing to me.



(01:03:16):

| think it's really hard to generate virality in your product, but Duolingo is a product that is shared quite a
bit. And so we invested actually in some time to essentially add screenshot tracking for a brief period of
time in the app just so we could find out the hotspots of where users were doing screenshots. And you see
this in other apps too, it's not necessarily some horrible thing, but we did this for some period of time and
we were able to basically articulate and say, "Okay, streak milestones is the obvious one."

(01:03:46):

Really funny challenges that you get in the Duolingo experience is also super highly shared. Advancing in
the top three of a leaderboard is another thing. Anyway, so you can find these different moments where
that's the case. And then we staffed those moments with illustrators and animators and created these
really delightful experiences around them, and that worked amazingly well.

(01:04:06):

So as opposed to going against | guess human intuition and trying to get them to share stuff that they
otherwise wouldn't on the margins want to share, lean into it more, actually grab the moments where
users are already organically screenshotting and make those much, much, much better. And you can 5X
or 10X and drive a lot of growth that way too. So that's not so much an experiment, it's more a core
product thing, but it just resonated with me that that was interesting.

FRCERIR:

HEARIEMBIXK, EARBERID. E@d&E. TRHIRCEN, URILANFGT (MAZRE
RENBEKREIZH) FAERNFEIMREERN. FIAAFNMT —HEENE: HMNARZT - BEAE
& (virality) HlFA. MFHKH, MENERERE—TIEERMBIE.

(01:03:16):

BINAEFmPERSNEEIFER, B Duolingo B— MEDZESHEEHZMIm. FRUFINTRANT —L£8
8], £ App FRFERSEINNN T BERER, LME%Z-':HﬁHFEkIE’J%&#\EUZO fRIEEME App PHEERRIXMHE, X
F—ERHE, HMET—FRAdE), BAERTUBRHMR: “ERERMEAR— AR

(01:03:46):

fR7E Duolingo (A HIBEINIFE R BHIMHMBEREED R EAHTERN=Z|EF —TR. B2, REIMK
BXERRY, AR AXERZEES T HEMMNEN, BEelIE T IEEMmITpERE, MREFT.

(01:04:06):

PR, SEHEBEAXREREREMIDEREMINERFIBDZNREA, FURBTA—ITERFPES T‘ﬁ
HBERYESZY, # PXEERSZTIGELF. B, Bif. RAJLUELLIRIS 5 £330 10 FAE K. XS5HRE—
¥, MORE—MeOrme#, BEitH=EHG, BREEEE,

[01:04:33] [Lenny Rachitsky]
English:

Well, it connects to your explore and exploit methodology. Just find or explore where things are
happening and then try to exploit in a nice positive way.

FROCENIR:

X5MRE “RRSFA” FERREREG. MREIRIRRFRETLENMS, ARZHU—MRRHSER
= “MA” B



[01:04:41] [Albert Cheng]
English:

You got it.

FRCERIR:

RIBRE T o

[01:04:42] [Lenny Rachitsky]
English:

Speaking of that, you mentioned this with Duolingo is just very good at habit formation and motivation
behavior. It feels like chess is good at this too. You've worked at both these companies. What have you

learned about how to motivate people? How to create habits?
FRERIE:

WEXA, (RREZBEFREERKIMFRMEDNIITH,. BREEMRFEEXLEBRER. (RMEXRRAFER
T, XTFAEBBIAN MARILSIMR, RFERTHA?

[01:04:57] [Albert Cheng]
English:

Again, Duolingo would not have started without this insight from day one. They aim to focus on
motivation and build a lot of these tactics. Jorge actually had this model of gamification patterns having
essentially three pillars to it. You have the core loop, you have the metagame, and then you have the
profile. And so we actually thought about it that way too, where your core loop is your lesson that you go
through. You do a lesson, you get some rewards, you extend your streak, and then the next day you get a
push notification.

(01:05:29):

It's the core loop of the product and making that really tight is super important because people need a
habit to stick to. Then you need a metagame, which for Duolingo is the path, but it's also the leaderboard
achievements. It's long-term things that you're going to strive to such that you have long-term, | guess,
motivation to continue doing the thing. And then the profile is also critical because you build up a profile
over time.

(01:05:51):

It's a reflection of your investment inside the product experience. And so when you nail those three
things, you can end up with a long-term learning journey that can be quite successful. And then to flip
over to the Chess.com side, what we see is that over 75% of our new users, they classify themselves as
like, "I'm completely new to chess." Or, "I'm a beginner." And unfortunately, if you're new to chess and
you're a beginner, you're not going to have that fun of a time playing live games, and we see this in the
data. It's like less than a third of those users actually win their first game. And when you lose a game, user

retention is 10% worse than when you win a game.
FEiE:

B, WRLSBEME—REMBRIXMIFE, Duolingo MARIRE. MITHBINE LT T THINHWERERNR
B8, Jorge LR EB— TR UERANER, EEXEFE=1XH: %OMERF (Core Loop). JTiEXK



(Metagame) FIMAMZE (Profile) . HITBHERXHEREN, FIROEAMREBIRTHAIRE: £—R,
RIGREY, TERKEM, FREEIHEIE,

(01:05:29):

X miZOER, LLERRFEREEXEE, RAABE—TAURFNIR, ARIREETEN,
X$F Duolingo RiFLEF JRIZ, WEIEHHTIER. XERIMENERN KB, ILIRE KEIEI 4SS
XftE, &aE, TAEREEXEE, EAMTSEENEREES,

(01:05:51):

ERMAEFmARPRANRR, SMBEX=FF, MMERE—THIARINKBEFEIKRE, K
Chess.com X8, HEZEE 75% BHMAFARKECIEAEN “T2AET™H & “DFE . F=0NE, WUR
MBNFE, MERWHEAFZRBERER. HMNEREFEITX—R: FE=Z02Z2—NAF R T8
B—F, HffimiEtbZ=E, AR EFELRIKEIE 10%,

[01:06:29] [Lenny Rachitsky]

English:

That's not so bad, but at scale, that's bad.
FRCERIE:

BEAREXRHE, BERNRBERT, XMEEET,

[01:06:31] [Albert Cheng]
English:

Yeah, and it could be worse. That's true. And so typically what a lot of mobile games will do is they'll just
create a super simplified version of the game. It's harder for us to do at chess, and so without changing
the rules of that, | think that's, | don't know, it's just very eye-opening to me when you're trying to learn
something, whether that be language learning or chess or whatever, usually those first steps are fraught
with a lot of self-doubt and reinforcement that you're not good at the thing. And so it pays to be very
intentional to craft experiences that guide the user around that.

FRCERIR:

28, MEBRARIER, BEREFEIEB—EBRE LR XEERKEPREBE EFH
TRMUWEERT, AN —RFMEZEAR —XNHEKIRIFERBELA M. SRR FIRFRARN,
TRRBIESERR M, RN ERBRA T BHNE, HEFERNE “RABRIGE" BAR. Hit, Ik
EHERIRMIZITSISAFESX—MEBNFREIFEESEN.

[01:07:09] [Lenny Rachitsky]

English:

Well, I can't help but ask, is there anything that helped that along?
R EiE:

BBNERR, BHAaBARESEhERX—RIS?



[01:07:12] [Albert Cheng]
English:

Yeah, so something we're experimenting right now is just like purely if you say that you're new to chess,
we're going to craft a more delightful learn how to play experience as opposed to dropping into a live
game, that's an example. Another is hiding your ratings for the first five times such that you're not seeing
your rating plummet. So there's a lot of tips and tricks you can do.

FRZERIE:

2, BMNMEEFEEEN—HFE: ORMFRMZEMSENTF, HMIRT—NERGRN “FIMnFE
BUALe, MABERBRNHELHNNG. X—MIF. Z—TMEIRRRBIRIFRD, XFEMRAZEE
BOMNDHEK. FRUERS/IMRITRI M.

[01:07:29] [Lenny Rachitsky]

English:

I'm just imagining a little guide that's like, "Here's how you win."
R EE:

BREFRR—IMER, LEEE: “XRMERRKNGE"

[01:07:32] [Albert Cheng]
English:

Yeah, or play against a coach, play against a friend, play against a bot. There's a bunch of different
avenues you could take.

AR ERIE:
=1, HEMBENE, MPANZ, MNSARE, FEIURBESTENRR,

[01:07:38] [Lenny Rachitsky]
English:

Well, what I'd love is play against someone real and here's where you should move. Just like, "Hey, here's
we're going to help you win."

FROCENIR:
HRRENENMEANE, RARAGRT: “MMZEXR.” mEE: TR, HNESRR.”

[01:07:45] [Albert Cheng]
English:

Like a hintin real-time?
FSCEiE:

B LBIHRR?



[01:07:46] [Lenny Rachitsky]
English:

Yeah, yeah, yeah.

R EE:

Xt 3, o

[01:07:47] [Albert Cheng]
English:

| don't want to be playing with you then.
HRCERIE:

AR AT A ARFN (R T AE,

[01:07:50] [Lenny Rachitsky]
English:

Okay. Let me ask you a couple more questions. One is just zooming out a little bit, what's the most
counterintuitive lesson you've learned about building products or building teams across the many

companies you've worked at?
FR S ERE:

T8 ILHBERILNEE, —PNEHEHBA—RRA: ERIEINXAZRATE, XTHEFRNHE
EBA, REFNEREZENEIINZTA?

[01:08:03] [Albert Cheng]
English:

Yeah, I've talked a lot about products. So maybe I'll flip to the team side for a bit. | think the standard way
to hire and build a team is you fill out a JD, it's got a whole bunch of different characteristics that you're
looking for. You typically will find a short list of companies that are kind of similar to yours, and then you
try to hire for that, right? | think that's the typical default path that a lot of companies take.

(01:08:27):

And | was really struck by my experience working at some smaller startups or take Duolingo as an
example, where over and over and over, | saw some of the highest performers just being people that had
very high agency, had that clock speed, had that energy. Yes, they cared about the mission, but they
didn't necessarily need to have deep experience on that matter. And in fact, sometimes that experience
could be a crutch in certain ways, especially in this world where the grounds are shifting so fast with Al, a

lot of your learned habits actually need to be intentionally discarded.
(01:09:01):

You need to have a beginner's mind on this type of stuff. So | think this is more true than ever, looking for
people that respond and move quickly and think just faster and move faster. | think the fastest speed of



learning, those types of companies are the ones that | want to bet on. | think those will end up surviving
and thriving.

FhCERIE:

=0, BXTRZXTFFRNASR. AU FEREZEIIFAAS @I, FRIANBENAZEINNINESNEIEES
—RER(IER (UD), FIH—KEMRIHEHE MBESHK—ENTRAREMNATRE, AEEHMBEZS
A, FIB? FINAX SR Z L EREIHBBRIARZ.

(01:08:27):

BEE—%/ BRI AL Duolingo AN TEERILBRZ M, H—ANX—RMEL, —LRMKHEN
AFFERFLEEREBEEM (High Agency) . REGERERBFFHEINA. B, i1k OEs, Bi1H
F—EFEAFZIMINRZRER, XL, BNKRERLESESKA—MER, LHZEEA TRLZENS
Ko MREINRLZIBREG LEFERZIEEF

(01:09:01):

MBENXEEYRT DEEBOT o FAUFANNRELLUFERHERSEFTE AL RNIE. Ta0d
E. BEER, BEERHA. HWINNFIRERRIATAZHETENQE, RAAXEQRTRARER
HEDLRRE,

[01:09:25] [Lenny Rachitsky]
English:

So just to double click on this idea of high agency is very trending these days of just higher high agency
people. To unpack that a little bit, you mentioned a few of these traits, so let's just help people see what
you see. So one is clock speed, just they think fast, they move fast, they learn fast. What else? What else
do you look for that helps you see that there are high agency people?

AR ERIE:

FREL, WA —T “SBEME” (HighAgency) XM, MEBESBEEMHNAFERT. ATE-DF
B, RIZET Hhm—E550, ERMNBEAKEEMAAEIN. —F “HIE” , BB Z 3R, 17501k,
FIR, BEHA? MESIFHPLERFRBMIRRISEEMBAN?

[01:09:49] [Albert Cheng]
English:

Yeah, a lot of it actually happens outside of the interview process interestingly. So a lot of it is the types of
questions they asked, "Have they actually tried your product and gone deep into it?" A lot of it is, it's the
references, it's the communication that they have to even set up your interview, it's the energy they bring
into the conversation.

(01:10:09):

You can actually pick up a lot of soft signals on some of these traits over time. You've got to pick up on
some of these patterns. | don't know that I'm perfect at it, but I've learned to balance those things quite a
bit more than | did in the past when | would just purely read from my questions and my rubric and not
care about anything else.

FRCERIR:



BBNZE, REELRKETEAIREZIN. RARELBURTMAIRREER: “tiIEsHAIIR~ @
HARANAREG? 7 RARELIUATERREZE. MZHEANEDERN, URETHENSEREEE.

(01:10:09):

BEEREHERS, (RCFR LA MR ERFRFBRRIRZMIES, MOTHEIEXEEN, RRBRBMETE,
BRFETHIEESMAFEHXERR, MARGURBEFAERENENITO RS, MAXOHMERNSE

15o

[01:10:27] [Lenny Rachitsky]
English:

Yeah, there's like a vibes component to it. This is also support for the work trial way of interviewing versus
just a talk interview where you have them actually work with you for a week or whatever.

FRZERIE:

20, XEFE—M “FER" BMD. XMWZFT “HEK” (Work Trial) EidE, MARNNELKIEE
i, BIiLISCRrAfr—EIF—RALESR,

[01:10:36] [Albert Cheng]
English:

That's a great point.

R EE:

WIFHo

[01:10:38] [Lenny Rachitsky]
English:

Okay. One other question | wanted to ask you. You've worked at a bunch of different sizes of companies
from startup to Grammarly, | don't know, you call it a big company, bigger company. Duolingo, | don't
know how big is Duolingo?

RS ERIE:

8. FEBRMR— DA, RBESMIEN AT IED, MYIBIAEE Grammarly (FEARIEREITER
ARABEBIRAMAE) . Duolingo, FHANiE Duolingo HZK?

[01:10:50] [Albert Cheng]
English:

There are about a thousand people.
FRCERIE:

REYE—F Ao



[01:10:50] [Lenny Rachitsky]
English:

Okay, cool.

R EE:

8y, B

[01:10:53] [Albert Cheng]

English:

But | worked at Google too to start my career.
HRCERIE:

BRI EEF IRt ESR TR,

[01:10:55] [Lenny Rachitsky]
English:

Oh, right, okay. What have you learned about just the size of company that makes you happy? What have
you learned about just helping other people that you talk to decide what size of company is good for

them?
RSz ERIE:

MR, X, 8. KFHAENARMREILIRBREIRE, RFERTHA? XTEPMZRHANREFAFHQ
BIMREGA], RXFETHA?

[01:11:05] [Albert Cheng]
English:

| definitely believe that everyone has a company stage that they shine best at. I've personally gone
through this journey of big tech to tiny, tiny, tiny startup, then landed in the middle, which | consider my
own goal lock zone. | talked earlier about what actually gives me personally a lot of energy is seeing
across a company's efforts, but also the company being small enough that | can get into the details, | can
work with the specific teams.

(01:11:33):

| can read experiment results, | can look at the pixels. And so | find that the balance of those two things
tends to fit best with medium-sized companies, but that's me, right? | think at big companies like a
Google, you're dealing with immense scale, which is interesting by itself. You learn a lot of best practices
from your peers. They have all the tools and functions that you would possibly want to go learn from, but
they can tend to move slower and it's harder to ship things and get them out the door, which eventually
drove me nuts a little bit.

(01:12:06):

On the flip end of the spectrum, these tiny startups, they move incredibly fast, but | grew all my gray hair
from those tiny startups because no one knows about your company, and so you're recruiting people one



by one. You're trying to get users one by one. So yeah, you can learn fast and ship a lot of things, but if
you're trying to make a big impact on the world, it can be actually pretty grueling to do so at really, really,
really small startups.

(01:12:29):

Now, some of them do hyperscale and make it out, and obviously, | am not one to trash that because the
path that | tried for quite a while. But for me, | really like the zone where | can contribute at scale, but also
execute at a pace that's more on the daily and weekly scale as opposed to monthly and quarterly.

FRCERIR:

HREXNBEETABE—ITRELBACEALZANQEMNER. HIAZHIMNK EIRNICIRE, &EE
THiENE, FRIANBERN “SRHIRX” (Goldilocks Zone, EREENXI), HKZFiRTIE, HIERE
BOANTEREENZERRBIATNEARE D, BNARNER), ILHERNAT, SEEHANETE.

T

i A

(01:11:33):

HATLBIRSRNER, JUERGRAT. RAUXMENTEREETREGTE LR, EXRAZHNEE &K
INNEGBRIHFENARQE, MOEHNZEARNME, XASRE®E. (RAIUMNBEREFIRSRESLE,
AR IRAT R F SIRVPRA TREMIRGE. BMMERITIRIE, AT mAERhmERE, XELXULFER
#M3Es

(01:12:06):

EEN S —in, BEFHMENIRTITHRIR, BHRHBRAMEERLEHENE QBT ERERY, RAKA
MEMNATE, RE—T—TEA, —M—THIREEBF. Fr, 289, RAUFFRR, KB REKRA,
BINRIFBNER=EEAR, ERIRNBIRIEI AT EMXHELFF E2IFETEA.

(01:12:29):

B4, HR—ERFLATEAMBERABRAME, EARFZERMBERFE, EABEHRZRTRANE
2o EXHFKN, HENRESRINEEEEANE LMHTE, XEUEBIANEMN (MARBHEE) HiT
ESBIXIE,

[01:12:50] [Lenny Rachitsky]

English:

And when you say medium, what size of company is that roughly?
FRCERIE:

SRREARREATER, KARMHATIR?

[01:12:53] [Albert Cheng]
English:

Yeah, so these companies that we've talked about in the podcast are about 500 to a thousand people.
Typically, these companies who have been around let's say 10 to 20 years. They're durable, ideally
profitable, have a good leadership team, but there's still a lot of dimensions to go figure out. A lot of them
are in key inflection points, so they're certainly not stagnant. You need to find a place that's dynamic too.

FROCENIR:



B8, HMNEBEFPRIVXLEATALE 500 2 1000 Ao BEXERTEZFET 105 20 F. EfIRK
58, ERBERATEENYN, RENBSHGASHEN, ENERZSEEFEEZRR. EFETFSELTXRERN
BT, FILENEFZEFTRN. MEFER—NTHENIIMTS.

[01:13:17] [Lenny Rachitsky]
English:

Interesting, 10 to 20 years old, | don't know if that's a, not many people would feel like that's where | want
to be. | love that you found a number of companies like that that you enjoyed working at. The last

question, and this is going to be taking us to a recurring segment on the podcast that | call Failed Corner.
(01:13:35):

People hear all these stories of all these experiments and all these companies that worked at, they're all
killing it up into the right. In reality, you've touched on this, a lot of things don't work out great. So can
you share a story when something went wrong, when you failed and what that taught you?

FRCERIR:

&, 103 20 F£HE, ﬁK%DLi_E'* A RERZ D AR REHMIEENMA, HESHFRIKEIT L
KXHENRBEHEREED, RE—1HHE, XEFHRINFIANBEN—ITEERT, BFFZH “KMHAE"
(Failed Corner) o

(01:13:35):

AMTRETFERERENKRE, URMIEIHNAEXEQE, EflfEESLR. BISEF, RBEE
o, REFBEHNIEF. RESZE—THEZE. KKEKE, UREHZTIRMTAE?

[01:13:50] [Albert Cheng]
English:

First of all, in the growth world, you're failing all the time. So I'm not going to pick a specific growth story
because those don't actually hit my ego too much. But earlier in my career | did a lot of core product
work. | worked for this startup called Chariot. | don't know if you ever lived in San Francisco, but.

FRCERIR:

B, EEKHRE, MENTZFERK. FAUAERAZE—TEEEKERE, EARLEELAKHBEE
BE, BERIEERH, RMTRZZOTAIF. REBE—KZ A Chariot NFIBIRT LI, FAAIERE
BERETLED, B2

[01:14:05] [Lenny Rachitsky]
English:

Yes, it was like the bus super thing.
FRCERIE:

0, MEBRTEMEBERE LKA,

[01:14:06] [Albert Cheng]



English:

The blue commuter shuttles, like 15-person shuttles, they would essentially drive from various
neighborhoods into downtown San Francisco. It's a commuting use case across between the public bus
system and an Uber and Lyft. So | was there for some time. | led product there and the core service was
really loved by its users. It was reliable and fast and affordable enough, but we got pretty interested in this
idea that maybe we can improve utilization, maybe we can make the service a little bit more innovative if

we offer dynamic routes more similar to Uber and Lyft.
(01:14:46):

How could the drivers are driving these fixed routes? But if they have spare time, they can go out of their
way, go pick up somebody at their house or something and keep going. So we tried this, we called the
chair direct, really interesting attempt, but | learned a lot of lessons there because ultimately it didn't
work out. One lesson is like this was kind of a solution searching for a problem. You never just purely
want to chase A, it wouldn't it be nice if we did this as opposed to this is our user and this is the problem
that we're solving, this is why it's going to delight them, et cetera, that's one.

(01:15:20):

Second is you got to consider, especially in these more marketplace type businesses, there's more than
just one end user and we focus so much of our attention on the writer app without realizing, oh yeah, the
drivers are carrying a lot of the brunt of this experience and our operations team is as well. And so when
the drivers are confused or disgruntled, that can lead to a challenging overall experience for the product.
So that's definitely another one.

(01:15:50):

And the third one is we did a lot of actually PR, prior to the service going out just to get the word out. And
PR has its time in place, but | think doing it before you have validation that customers definitely want, the
thing is quite risky and it can lead to a lot of sun cost once you get it out because you need to see it
through, you want to see it succeed. So yeah, this is a decade ago, honestly, | had a great time at that
company, but | still remember that vividly because it contained three or more key lessons that carried
forward as | have built many products since then.

FRCERIR:

BLEZEREHIME, KD 15 ARVNE, EfIBREIMEMEERAFAELUTRO. XE—HNTFAHELR
4:30 Uber/Lyft ZBIBViBENT =, HAEBERT —KREE, AR~ m. MURSAZAFEE, EFUE. REH
MREE, BENN—MUEFE T HE: MRFNBRHELRMT Uber 7 Lyft IEISERL, BIFAILURSH
BE, LIRS EAGIHHIE.

(01:14:46):

AINRAEHEEREDN, BNRMIIETRNE, BEAUUREEEARIOEA, ARHRETR? K=
BT X—, #ZA Chariot Directe XR2— M IEFEEBNZR, EBRMPRITREZHII, AARELERY
To Hillz—2: XERGRE “EEETIXIF” (Solution searching for a problem). RIKIZEA I IZ4#E
ATER “NRBIMOXNTRREFE” MER, MEZZRBE “XRERMNVAFR, XRHENEMBRNER, X
BEAAERILMITREER o

(01:15:20):

BIRE, MBAEEE, FIREXMFEEWSH, KIFAFARE—". HINEXZHBEIRET RERK
App £, MEBRIREBNAE T XMERBAREDES, HMNVIZERANBRNLt. SEVREIERSERH
B, 2SEBETTBFRESRARMSE. XEXES— Tl

(01:15:50):



BZRRE, BINERS EEARIMT KENAX (PR) Bff. AXBHEER, BRIAANEHIATFHIEZIEEZ™
mZAMARERRIERENRN. —BAH, EIFERERNNRNE, AAMFERETE, MEEEER
o BHY, BRHEANET, EXRBEBRABDIFREIR, ERMACIZILH, ANEEET=Z1THE
ZREHN, XEHIEREREBRFS~m—EZA.

[01:16:28] [Lenny Rachitsky]
English:

Yeah, it feels like you went to the complete other end run experiments of everything before you tell

anyone about it.
R EIE:

EHY, REMIAEEERT 55— Miis

ESFEMAZE, TNPAEEEHITRIL,

[01:16:33] [Albert Cheng]
English:

That's right.

FSCEiE:

R o

[01:16:34] [Lenny Rachitsky]
English:

| remember the chariot bus showing up at the Airbnb office and people getting, I'm like, "What the hell is
this?"

RSz ERIE:
#1218 Chariot BEE B IZE Airbnb D AZE]O, AMNLEMEBES, BRYRE: “XREAHALR? 7

[01:16:39] [Albert Cheng]
English:

That's right.

FSCERiE:

Ao

[01:16:40] [Lenny Rachitsky]
English:

Very cool. | didn't know you worked there. Albert, we've covered so much ground everything | was hoping
we'd cover. Is there anything else that you wanted to cover, anything else you want to leave listeners with
before we get to a very exciting lightning round?



FRZERIE:

IFEE. HARMEIRER) LD, Albert, BATRETXAZAE, FIARFERIZINEIEIT . THANIE
BRENANBZE, TEFAMBRENAE, HEBRRLITREET?

[01:16:56] [Albert Cheng]
English:

No, this is great. | hope it was useful for your listeners. | will say over the last few days, as | was prepping
for this, | was honestly a little bit anxious about do | have enough deep independent frameworks that |
need to come up with? But just being authentic to my actual experience at these companies, a lot of my
lessons learned have been off of the backs of other people that have tried similar things and have
succeeded or failed.

(01:17:21):

And | think what's important is that you have that your mental sponge. You can try a bunch of different
things, you can absorb them and then put them in practice right away, discard the things that don't work
and evolve them for yourself and for the company's needs. And so | don't know, | think that was just a
realization that | had as | was thinking through this podcast, and I think that's partly why | haven't done
too much public speaking.

FROCERIR:
BET, XRF. HAEEXMNMOARER. H8H, EIEN/LXRE, JHENMESH, EXRBBRE

B RERESARBNRAERIERAUSZE? BERFRAXLEATNKLMFRER, HFEINRSHIEZIETER
ABIBE R, ISR MBER, BRRINT, BRRKT,

(01:17:21):

HIANEZNZMBRT “ODEBR" BIRS. MAUSHEZARNES, RKEN], ARIIEMTERLE,
EFPBELTUARA, HREMESHQBNERETEHR. HAMEZEAN, XRABKEREXAERH
B—DRIE, HEXWEATAKUIEME RS AFEHBE D RE.

[01:17:45] [Lenny Rachitsky]
English:

| know exactly what you mean. When | left Airbnb, | was just like, and that was the first time | ever took a
break in my career of 30 years of just working straight in school. | was just like, what have | actually
learned? I've never just sat down and thought about, here's the thing I've learned. And that led me to
writing this medium post that did really well what | learned at Airbnb, and then that basically led to what |
do now. So there's a lot of power and | love that this is the excuse to make you think through what have |
learned concretely that | can share.

FRCERIR:

Bx2BBamNEE, SEEB Airbnb B, BEFH 30 FRRWAE (BELSF) PE—RKE, HHNE: F
ARFHTHA? EMRELTREEZD “XMERFENARA . XEEHKS 7HRBE Medium ERIDRIFH
XE&E (FH7E Airbnb ZETHA), BEFLEABRTRRENE L, FMUXEPERANAIE, BRREXXMN
T—NMEQ, LHRERZEEHCRGKFER T AR UDER R,



[01:18:17] [Albert Cheng]
English:

That's right. Thank you for that.
R EE:

Aho AT,

[01:18:18] [Lenny Rachitsky]
English:

Yeah, and so at the beginning of this podcast, before | started recording, I always like to ask guests, what
is your goal? What do you want to get out of this conversation? And usually, it's like we're hiring. We want
to make sure people know about our company or we want to get the users. And your answer is just, | just

want to give back things I've learned, which | love.
R EE:

. EXPBEABRFZA, RERENNEER: MNEFEMHA? MENXHEPRFEFA? B8
T BAOVERE . “BAVELANTERINNQE" HE “BVERNAR . MRPEIERE “HRE
EIRFFENFRA , ZIEEERXMEZ.

2

G

N

[01:18:36] [Albert Cheng]
English:
That's it.
FASCEE:

X Fo

[01:18:37] [Lenny Rachitsky]
English:

And you've done that. With that, we've reached our very exciting lightning round. I've got five questions
for you. Are you ready?

FROCENIR:
RELMEIT. Eit, HITHNTIFEFEEHNB, ZRBERNEERR. E&F 715?

[01:18:44] [Albert Cheng]
English:

I'm ready.

FREiE:

BEFT .



[01:18:45] [Lenny Rachitsky]

English:

What are two or three books that you find yourself recommending most to other people?
R EE:

BEMERM=ABEMMRE R AKEFR?

[01:18:51] [Albert Cheng]
English:

Yeah, so the truth of it is | have a, not just the four-year-old, but | also have a one-year-old. So most of the
books that I'm reading these days are kids' books, trying to make them laugh in all.

FRZERIE:

BH, FBLE, FFME—TESHESF, - 1T—5HEF. FIURREENARD BHI2ES, BHK
REMR,

[01:19:00] [Lenny Rachitsky]

English:

Wait, any favorite kids books? Because | have three or two year olds already.
R EE:

FE, A AEENERD? AAREE=5NRTHZF.

[01:19:03] [Albert Cheng]
English:

Well, you said that you started singing. There's a book called Snuggle Puppy that has a song in it that just
makes my daughter crack up.

RSz ERIE:
BESAIRIR IR FFIAFIEIN T, H—AB0 (Snuggle Puppy), BEEE—ER, SREEELLEL) LA,

[01:19:11] [Lenny Rachitsky]
English:

Oh my God.

FRCERE:

mg, R,

[01:19:11] [Albert Cheng]

English:



That is heartwarming for me. But no, a book that | recommended recently at work is Ogilvy on
Advertising. Do you know this book?

AR ERIE:

BIWHERRIRER, T, REOELEPHEN—FABE (LEEKTE) (Ogilvy on Advertising) . fRE1E
XAHIE?

[01:19:21] [Lenny Rachitsky]

English:

I don't know the book. I've seen these tenants of marketing or whatever.
R EE:

BAT XA, BRI IIBLEHAENZ K,

[01:19:23] [Albert Cheng]
English:

Yeah, it's interesting. So it's 40 years old, but it's just packed with a bunch of different practical examples
about copy and creative that work in, these are old school ads, but he took a very experimentation-
oriented approach to just try a lot of things.

(01:19:38):

| think in the book, it makes a good reminder that what ultimately matters is to compel your users to
some action for him as buying a product, right? It's not about just creating clever ads or sexy creatives, it's
to do things that compel that action. | think that's very true for many of our product and life cycle teams.
And so | shared that around as an interesting recommendation.

FROCENIR:

28, RE®B. BRACELB A0 FHLET, EEERK T XTXEMEITNEMEREL. RABIEIR
&, BfRIET —FIEEETEXRENGE, SR TRERE,

(01:19:38):

HNABEE—NREVREE: RXEENESREAPFKIEMTH (MUREMEWEm) o XFXZEL!
SEERARY T HEERIVEIE, MEEMARLEIERITHNER. FTINNXMTANBIIFZ = il Ean B HRFAK
RAFEER. FMUERBEFA—TEBREFEDIZET HE.

[01:20:02] [Lenny Rachitsky]

English:

Is there a movie or TV show? Sorry, were you going to share another book?
R EE:

BREABZHEMTR? 81, FEESZES—KHE?

[01:20:08] [Albert Cheng]



English:
Yeah, actually.
FRERIE:

[01:20:10] [Lenny Rachitsky]
English:

Ohyes, please.

FRCERIR:

MR, 7R, B

[01:20:11] [Albert Cheng]
English:

Our co-founder at Chess.com, his name's Danny Rensch, and he is quite well known in the chess circles.
He's releasing a memoir called Dark Squares, and it is super fascinating. He grew up in an abusive cult
and was a chess prodigy. And so it is just this unbelievable story and I'm about halfway through it, it's a
reminder that sometimes the people that you work with, you don't realize how deep their pasts go, but
this is something else, and | think it should be out by the time this podcast releases.

FhSCERIE:

HAT7E Chess.com WEX&EI8 A Danny Rensch, EEMREBERER. MEH—AKEINZRY (ERL)

(Dark Squares) , IEESIANM. ME—PTEFENBHEPKKR, ANXE— I REGE, X2— M AHELL
BENWE, BiET—%. SiRER(], BNEESENA, RHEFRNEMITINSEZEZ R N. XENRRE,
BRXABELME, BNZELHRT .

[01:20:45] [Lenny Rachitsky]
English:

And it's called Dark Squares?

R EiE:

oy (RBg) ?

[01:20:46] [Albert Cheng]
English:

Dark Squares.

A EiE:

{Dark Squares).



[01:20:47] [Lenny Rachitsky]

English:

Which is a reference to the chess board and also | imagine the difficult past.
R EE:

XEEEIEHE FRVERMG, RBHE ISR X,

[01:20:52] [Albert Cheng]
English:

Exactly.

FEiE:

R Ho

[01:20:53] [Lenny Rachitsky]

English:

Wow. How cool. Okay. Are there movie or TV shows you really enjoyed that you've recently watched?
FpERIE:

I, XEET. 7, REBEREMTAMIFEERNEXHERATE?

[01:21:00] [Albert Cheng]
English:

These days it's football season, so I'm consumed by all the hot takes of my favorite teams that | love and
the teams | love to hate as well, so.

FROCENIR:
RITEHMIKTES, PRUFCTIRTEAZIIKALIRTE “RIR3IM” BUIKPABISIHFA]ITIL,

[01:21:11] [Lenny Rachitsky]
English:

Who's your team?

FRCERIR:

fREVEPAZIE?

[01:21:13] [Albert Cheng]
English:

The 49ers. | have season tickets and | go all the time. We had a rough season last year, so hoping to turn
around.



FRSCERIE:
IB£LL 49 ABh. BREZE, KEENT. RINEZEEZSREE, FLEHERERE,

[01:21:20] [Lenny Rachitsky]

English:

Okay, very cool. Okay. Is there a product you've recently discovered that you really love?
R EE:

¥R, FEE. BRETAMRRELIHIFE SR~ m?

[01:21:25] [Albert Cheng]
English:

Yeah, so last 20 years of my life roughly, I've moved around a lot, but I've always been within walking
distance of a coffee shop. It's just like a ritual that | go and get coffee and it starts my day, right? Two years
ago, | bought a house and for the first time ever in my life I'm like not buy a coffee shop, and | was so

depressed about this for a little while.
(01:21:45):

So my favorite product is the bread bowl barista, and it just starts my day off. | like making horrible latte
art with it, and | think it's just a reminder. | don't know. The products that most impact me, | guess are the
ones that | use all the time, and it's a daily habit-

FRCERIR:

BR. EHRIEKRLY 20 FHNEEER, BRIRERK, EREREESITERIZAMEIERMT, EXMEEZE
HAB—RBINR. MEF, RET—EEF, ZERAERERKEENMHIETSZ, AL T 57—
Fo

(01:21:45):

PR IAT B E B9 a2 Breville Barista MY, EFRTHNE—XK. RENAEAHREENE. FEXR
B MR, HANEZEAR, NEEMEANTRETER—EfEAN. BRARE IR~ 55,

[01:22:05] [Lenny Rachitsky]
English:

And have the most caffeine.
FSCEiE:

mEMHEE S E&5.

[01:22:06] [Albert Cheng]
English:
Then the most caffeine. You got it.

FROCENIR:



&, MNRRS. fRIER.

[01:22:08] [Lenny Rachitsky]

English:

Amazing. Do you have a favorite life motto that you find yourself using in work or in life?
R EE:

BT, IRERBETARENNEL, BREEELFHEEREMRN?

[01:22:14] [Albert Cheng]
English:

As | was thinking about my piano stories, | also remember that my mom used to have a quote. She just
said, "Nothing is more important than your reputation." And she used to say this, and | think the
charitable understanding of this is that a lot of the small decisions that you make each day, how do you
treat people? How do you show up? What's your character, et cetera. They can compound and they open

doors for you in many surprising and amazing ways.
(01:22:41):

A lot of these companies that have actually joined have come through relatively light connections. And
even just being on this podcast, | think I've seen a number of folks that I've worked with before beyond
the show. And so | think doing the right thing, building a good reputation, they can carry you a long way.
And the flip side of that is reputations are fragile too, right? So if you do the wrong thing, take a long time
to repair that. So | don't know, it just stuck with me my entire life. | thought that was an interesting life

motto.
FhSCERIE:

SRAETERHNFTHREN, JUBETREBERN—0E MRER: “REAALMNEEEER,” it
UHAEX AR, BIANMILRIEENIERERZ: MEXMORZSMIVRE —RIOAXFMA? RIIFRI? (R
MMERNESEE—ENITEERN, FUTFSLARFMNEUARNIRITHKR

(01:22:41):

HMANRZ AT LG L2 RIBNEORBIAKRKR L8y, EEREL
EINAEEIXNNE. FIUAKRIAAMERNSE, BYRFNEE
5509, MIE? IR T HEE, FERKHEAEEE, HAMEZ

MREBRIAEERAR.

HIRERIZ. RIKG, FEHZEM

TMEE, URENHEBIRS UEIH
W, XHERETH—E. RIAAXZE—

X
, B
AP

[01:23:13] [Lenny Rachitsky]

English:

Last question. You work at Chess.com, how's your chess?
R EiE:

Ria— N, fR7E Chess.com TE, {REVIHZ MM



[01:23:16] [Albert Cheng]
English:

Terrible compared to serious, serious players, but quite compared to the casual ones, yeah. My yellow
rating is about 1,800 for a rabbit games.

FROCERIR:

SR T WHFARLLIRIERS, ES5WREFELLERE, K Elo FRDE “RENF" (Rapid) FALE
1800 43

[01:23:25] [Lenny Rachitsky]
English:

It sounds really-

FRsCERF:

BRI R AR —

[01:23:27] [Albert Cheng]

English:

And about 1,500 for blitz. Yeah, but | play many times every day.

R EE:

£ “BrRE” (Blitz) RARLDE 1500 7. M, BREXRMBETREE,

[01:23:31] [Lenny Rachitsky]
English:

Blitz is like fast chess?

FREiE:

Blitz FL2 AR IRIA?

[01:23:32] [Albert Cheng]
English:

Blitz is like faster chess, three minute games. Rapid is more like a 10-minute game, which is still pretty
fast.

FRCERIR:
Blitz 2EIRAVH, =DH—/F. Rapid BERE+HH—F, BHHER.

[01:23:38] [Lenny Rachitsky]

English:



And you say you play multiple times a day? Do they make time? Is this like-
FEiE:
RBURERITF/LR? ABRLEHEIL? XMEE—

[01:23:42] [Albert Cheng]
English:

They do.

FRCERIR:

fthfi THASELR

[01:23:44] [Lenny Rachitsky]
English:

Okay. At Patagonia, there's a famous book, the founder wrote called Let My People Go Surfing, and the
rule at Patagonia is you can go surfing if the waves are great. Is that how it works at Chess.com?

FRZERIE:

¥, 7E Patagonia, BIIEAET—AREZEZWBI (RITEARY (Let My People Go Surfing) , BRERFNIZ
WRIRYF, RELEILEAR. Chess.com HEXIFE(ERIIG?

[01:23:53] [Albert Cheng]
English:

Absolutely.

FRCERIR:

BI o

[01:23:54] [Lenny Rachitsky]
English:

Okay.

FRCERIE:

a5

[01:23:55] [Albert Cheng]

English:

Chess is always fun. So we play all the time and they even have chess coaches on staff.
R EE:

THEEREE, FIUKIT—EED, AFEZEAT 2RNKREH .



[01:23:59] [Lenny Rachitsky]
English:

Staff, just like you can book to do?
R B

LIGRT? FGIRA] LUFRLBIARTH?

[01:24:01] [Albert Cheng]

English:

You can book. So | get bi-weekly lessons and it's helping me improve.
R EiE:

fREJLAFILY, PRUAFERAE L—XRIR, XEBHHD,

[01:24:04] [Lenny Rachitsky]
English:

Wow. Okay. This is going to drive a lot of hiring for you guys. Saved it for the end. Albert, this was
awesome. Thank you so much for doing this. Thanks so much for giving back and sharing all these
stories. Two final questions, work and folks find you if they want to follow up on some of this stuff, and
how can listeners be useful to you?

AR ERIE:

o 178, XEWEIREANBEMRIIRILIE. BEIREA W, Albert, XAX#%HT. FERPFSMTE. FE
RSREIRM D EXERE, REMNRE: MRAKBREXLERNS, AJUEHEHREIIR? FRENIRE
A

[01:24:22] [Albert Cheng]
English:

Yeah, thanks for having me. This was great. You can find me on LinkedIn or Twitter. Not a super active
poster, but | read it all the time. If there's something that | said today that resonates with you and you just

want to get in touch, trade notes, feel free to reach out.
FhERIE:

=0, BHEEIE. X1RE. {RAEILE LinkedIn 38 Twitter E3%EIFK, BAR—MBR TN ALE, BE—H
TE. MARRSKRIRHFLEAFTILIRTETHG, MIRRERMEKR—T. AOT, WDERER.

[01:24:36] [Lenny Rachitsky]
English:
And can they play with you on, can they find you on Chess.com to play?

FROCENIR:



18] LAZE Chess.com L3k fRTHE?

[01:24:39] [Albert Cheng]
English:

They can.

FRCERIR:

Al Lo

[01:24:40] [Lenny Rachitsky]

English:

Okay. Do you want to share your username or you don't want that?
HRCERIE:

T, REDEMNARRE? EERE?

[01:24:44] [Albert Cheng]
English:

I am happy to.

R EiE:

BRRED =,

[01:24:45] [Lenny Rachitsky]
English:
No. Okay.
FRscERE:
F, 5

[01:24:45] [Albert Cheng]

English:

| just mentioned that I'm a 49ers fan, so my username is Go9ers, so.
FRCERIE:

ENAREIFRZ 49 APABIKS 2L, FRUAFRRIAF & E Goders.

[01:24:49] [Lenny Rachitsky]

English:



Wow.

AR ERIE:
M,

[01:24:50] [Albert Cheng]

English:

I'm sure I'll get a lot of game requests now.
R EE:
BRHEERREZWEIRENHFIBER.

[01:24:52] [Lenny Rachitsky]

English:

Here we go. Here we go. 1,800. Okay. Albert, thank you so much for being here.
R EE:

FHET, FIRT. 1800 3 §¥8Y. Albert, IFERSHREER,

[01:24:56] [Albert Cheng]
English:

Yeah, thank you so much.
FRCERIE:

EHY, AEERS.

[01:24:58] [Lenny Rachitsky]
English:

Bye everyone. Thank you so much for listening. If you found this valuable, you can subscribe to the show
on Apple Podcast, 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.

AR ERIE:

B, &, FEZEKT. NRMEREXLENBTENE, ATLUIE Apple Podcast. Spotify S{RE RAVIEE R
ARITRART B, LI, BERAHIMTLOHE FiTie, RAXGEEESEBEMTRLMXMER. Re]UE
lennyspodcast.com X EIFIEFHATNER TRESZER. THTER.



