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[00:00:00] [Andy Raskin]
English:

The way | learned how to pitch in business school, and | think the way most people did is what I call the
arrogant doctor. So you have a problem, a pain, | have a solution, a treatment, and I'm going to tell you
why it's better than all the other treatments. And the structure that | read about in these movies was
different. Every movie starts with some kind of shift in the world, and | call this shift the shift from the old
game to a new game. The archetypal example of this, | think in the business world, is what Benioff did
with Salesforce. So he comes in and he says, "Hey, software is over and there's this new world called the
cloud, a new game, new rules. That's the new way to win. And we're going to help you if you're in there."
This structure really is about defining a movement, and that's very different from, "Hey, I'm going to solve
your problem."

AR ERIE:

HEBFHRFRHESE (pitch) B, HBERSBAFINGRN, BRZA “BENEE" &, BHMER,
fRE—NEE. —MEE, RE—MRERLGR. M7k, ARREBSFRIMATARNTALLFE H ity 7AE8
o MHAEBEPRIINEHNTEFRE, SEMEFMIBTHREMEXNERE, BMZH “MIBHEXREIHRRE
SRRV o FIANBUHERPXSERERGFENERE (Benioff) 7 Salesforce PRfIEY, fRELRI:
IR, MENNERT, WEE—TUY ‘T BIRHER, XB—NEER, AR, BEHERMS . W
KIFMANES, HNSTEER" IMERNZOETEX—H “iBa)” , X5 18, RERRIRERE" 25
AT B,

[00:00:54] [Lenny]
English:

Welcome to Lenny's Podcast where | interview world-class product leaders and growth experts to learn
from their hard won experiences building and growing today's most successful products. Today my guest
is Andy Raskin. Andy helps CEOs and company leaders align their teams around something he calls a
strategic narrative, which as you'll learn all about in this episode, is essentially a simple story that helps
people understand why they need your product. And with that helps you align your sales, marketing, and
product teams along with your fundraising and even your hiring efforts.

FRCERIR:

SRR E] Lenny IR, EXE, BRIFHAZHN=RASEMERKER, EIMMNELNENLBYSRMN
RSP EERRMNAE, SRMNERR Andy Raskine Andy #B) CEO MIATMSERLEMTZ A “HE&
ME" (strategic narrative) BIRFERA—H. EMREERETER THRIIN, XEREE—EREHH
=, BPANEBERATAMNEERNT R, BEXMAR, EeefBriMEAHEE. EEN-REN, BEE8
EREMBEE T,



[00:01:25] [Lenny]
English:

Andy has worked closely with some of the most successful founders and companies out there, including
companies like Gong, Dropbox, Uber, Salesforce, Square, IBM, and many others. In our conversation,
Andy explains why most people are pitching their product completely wrong, why focusing on the
problem you're solving for people is no longer an effective pitch and how the strategic narrative helps you
frame your solution in a much more effective way. Andy also shares a ton of examples of the framework in
action, why focusing on categories and category creation is so limiting, signs your narrative needs to work
and so much more. Enjoy this episode with Andy Raskin after a short word from our sponsors.

AR ERIE:

Andy 85— EIIE A AT ZEYISE, B1E Gong. Dropbox. Uber. Salesforce. Square. IBM
L, EENMNIER, Andy BRET AT ARSHABE=GNARTELEIR, ATANKERANBRIIE
DARE2ARNHEFE, UNSBRNENEETUEERN AR RIRRSG R, Andy ERETAEX
ERMEREG, BT ATAXE “BE” M “SEE” AERRMYE, URMFHNEZEENTRE
%, EIREEBNERENARE, BIES Andy Raskin BIEFE3HE,

[00:02:07] [Lenny]
English:

This episode is brought to you by Coda. You've heard me talk about how Coda is the doc that brings it all
together, and how it can help your team run smoother and be more efficient. | know this firsthand
because Coda does that for me. | use Coda every day to wrangle my newsletter content calendar, my
interview notes for podcasts, and to coordinate my sponsors. More recently, | actually wrote a whole post
on how Coda's product team operates, and within that post, they shared a dozen templates that they use
internally to run their product team, including managing a roadmap, their OKR process, getting internal
feedback, and essentially their whole product development process is done within Coda.

AR ERIE:

RETHH Coda B, RIFFK%E Coda BUNENE—I AT, UNKEMNEIEBFHNENEITEE
%7, BEed. HBEVIEMASR, E Coda HLHEEEIT Ko ﬁ&f%ﬁﬁﬁ Coda REEENNEBHRNEHR. &
BEFRIFEICURNMARSE. &b, BEEI1E 7T —RBXENE Coda W= @B\ RNEIEEN, EBREXE
F, 9 ZET+LARE AT EE™ REIPARER, @,ﬁﬂﬁﬁi%ﬁ\ OKR 2. RENAS &I, B4 LM
IR =G & RTEEBZ7E Coda RTEREY,

[00:02:45] [Lenny]
English:

If your team's work is spread out across different documents and spreadsheets and a stack of workflow
tools, that's why you need Coda. Coda puts data in one centralized location regardless of format,
eliminating roadblocks that can slow your team down. Coda allows your team to operate on the same
information and collaborate in one place. Take advantage of this special limited time offer just for
startups. Sign up today at Coda.io/Lenny and get $1,000 starter credit on your first statement. That's C-O-
D-A.io/Lenny to sign up and get a startup credit of $1,000. Coda.io/Lenny.

FROCERIR:



MRRRIFEIPA TED BEARRNIXE. BFREM—HETERTAR, ABAREFE Coda, Coda F#iEEH
F—MIE, TieRNNeE, MMERT AaetEISEAHERIER. Coda iLRRIEPARESTER—I5 S &AM £
TE, MEMFBARXNE M QB RIRINAE, $XME Coda.io/Lenny EA, BIRIEHE—IKIKE
F3R1F 1000 ETTHZoIRINEE, #utE C-0-D-A.io/Lenny, FAFHIREX 1000 ETHIFEI A BIKINEE,
Coda.io/Lenny,

[00:03:24] [Lenny]
English:

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

AR ERIE:

fRIETEREENG? ERIR, (RIEEIFHIHBNE? TIEWMIBER, 151518 Lennysjobs.com/talent, INR{R
EHEBRIE, RYLUEMHERIIBEREIALRE. EEIWHNSNNEAT . T LERBNARBIMAN
XPNAAE, MBETASEZFANREEDL 10% KA. RIA X EFRIM 75 KB~ mIEME KA
AT,

[00:03:49] [Lenny]
English:

Join almost 100 other companies who are actively hiring through this collective. And if you're looking
around for a newer opportunity, actively or passively, join the collective. It's free. You can be anonymous
and you can even hide yourself from specific companies. You can also leave anytime and you'll only hear

from companies that you want to hear from. Check out Lennysjobs.com/talent.

AR ERIE:

MANIE 100 RIEEEBEIS XN AT ERIRIBIEN QTN NRIRETEIFIHRINVE, TIERENEEWE, #IX
WA XZBHRER, REAIURFESR, EEFLMHEABREBEE S, FEaIUMBEREYH, HEISWEIR
MBI ABIBE S, 18IA1R] Lennysjobs.com/talent,

[00:04:16] [Lenny]
English:

Andy, welcome to the podcast.
FRCEIE:

Andy, JIDREREE,

[00:04:18] [Andy Raskin]
English:

Oh, thanks Lenny. So great to talk with you.



AR ERIE:

B, JHE Lenny, REAEFIIRITT.

[00:04:21] [Lenny]
English:

You are quite known as someone that helps CEOs optimize their pitch, their story, their strategy, which
we're going to get deep into. But before we do that, can you just give us a little glimpse into how you
found your way into this line of work?

FROCERIR:

fRIAEEB) CEO fAILfb)BvESH. MEMMARMES, HNBEEZIRANENXERS, BERZH, REEET
B—TMMR2WMEHFNX—ITTIERING?

[00:04:35] [Andy Raskin]
English:

| started as a coder. | was a computer science major, undergrad, a friend and | had an idea for an app. So
this was like during the dot com years. So Windows app, and we coded a little prototype and we started,
we put it out there, we started getting some users and we thought, "Oh, okay, maybe we can get some
investments." So of the two of us, | spoke English fluently. So we decided, okay, I'll write the investor
pitch. So | wrote the pitch, we sent it out and the reaction was really bad. One VC wrote back and said,
"Listen, | rate every plan | get on a scale of 1 to 10, and yours is a 1," and the next to the one he wrote in

parentheses, "Worst," in case we thought maybe that was the top of his rating scale.

AR ERIE:

BRVR—BIEFR. RARENEHENRZERL, SREN—IBARERT —MANEE. BEEEN
A& (dotcom) BIH. B—1 Windows A, RIRE 7T —MREHEAGTHE, FRET—LAF, T=
A IR, 478, WIFR]AUER e T‘?kﬂ]ﬂﬁ/l\)\qﬂ, HEVRBRSLRRH, FRIUARITRE
HEKRGRBAMEE. REFTHEERTHE, ERRIGIFEER. —(IVCEER: “E, ZLE
BE—MitxBIT2, 29181059, ﬁ'ﬁ{mﬁ’\hﬂzu%mlﬁo” fthif 1 ZAEM T MESEE “&E" , Uh
FALLN 1 P RMTFSRERNRS D,

[00:05:20] [Lenny]
English:

Brutal.

FSCEiE:

KILDTo

[00:05:22] [Andy Raskin]
English:

Yeah, brutal. But then lower down, so this was back when they would like you'd print, send the hard copy
of the plan and they might mail it back with comments written in. And he had written in, "Not a



compelling story." A few weeks later, I'm walking by this Barnes & Noble and there's a sign in the window
that says, "For anyone who wants to tell a compelling story," okay, that's me. And there's an arrow that
points to these books and they turned out to be screenwriting books. | didn't know anything about this,
so | started reading these books and it strikes me a movie is a pitch. What is Star Wars a pitch for? It's a
pitch for be good, care about people, trust The Force in their terms. But | don't have couple hours. I'm
pitching a business. It's very different. I'm not writing a three X screenplay.

FROCERIR:

20, RiLD. BEGHTA —REHRFEZRITENIHFTE X BHRGR, tTESE LITEBFOX
—MEE: “UERKSIA.” JUEGE, HEI—XK Barnes & Noble #/&, HEEWE— T, LtES
& "BAAEREHEUSIANBRENAN" , 8, 8, BmERK. BMFLE-—TEkER—LH, SR
LRRE P RIRWE—EFE, TEAREXES, ARATIRE: BRHLIME—MiEH. bl (2
IKKHD) BEMBEMA? EREHEE ‘ME. XEMA. FEERESA (TheForce)” o EBHZE/LN/NEFHIEY
8], ZEEEHFE—IMER, XRT—HF. RFRES=FRIZ,

[00:06:11] [Andy Raskin]
English:

So what applies, what doesn't apply? | mean these are questions | think I'm still asking, but | did my best
to take some of the learnings of how the movie was structured. It was very different from how my pitch
was structured and kind of restructure it. And we did that and we sent the pitch out and we start getting
more interest. It was really clear. And then we had a term sheet | think a few months later and I'm like,
"What is this story thing?" That we didn't change the product, it was basically the same business just sort
of how we talked about it. That was really interesting to me.

FRSCERIF:

B4, BLEER, BLERER? XEREFRERESNMERER, BERRNEBETHEREMN LB, 5K
ZHIMHHEENIERERE, RNERITTEN, BIBHT, EHEELAEER, FHRSIETEZHNMNE, ¥
REHAR, BRENNTARRITMEITREEAPD (term sheet), HYMAE: “X HE IIKRSHLH
BFMARA? 7 RIS ESNRTSR, USEAETEHRMSE, AT TRIMEREM AR, XXEFIRIE

ALy o o
%ﬁ,‘%‘\%o

[00:06:49] [Andy Raskin]
English:

| mean, over the next 10, 15 years, | thought about, "Hey, maybe | could do consulting with this." CEOs
who heard about this were asking me about it. But | still was like, "No. No CEQ's going to budget a line
item for the story. That's not a thing." So | just didn't do it for a really long time until eventually | was
proven wrong about that.

FRCERIR:

EETRNI0F IS5 EE, H—EHAER: 18, WIFRATULULSER" IREILER CEO (tE—EEmRE
W, BRIANERRE: “F, AW CEORA WE ETIF-IMHE, XRERESE" FAUKRRK
—ERHEEREEMXGE, BRRAELIEARE T,

[00:07:13] [Lenny]



English:

And how many years ago was this at this point?
FEiE:

FEFIANLE, BEZVEFNET?

[00:07:15] [Andy Raskin]

English:

So this was dot com. This was like '98 when | was pitching that company.
R EE:

B EEXEARRSER, KRL9ZE 1998 &F, HNABR AT HIEHIEHER,

[00:07:20] [Lenny]
English:

Amazing. | think there's a couple interesting tidbits about this. One is that interesting opportunities arise
when you're doing something you're excited about. So you had the startup, it didn't work out, but you
had a problem that you solved for yourself and that led to another, a bigger opportunity for your career.

AR ERIE:

KiET, RREXERNTEENAT, —RIAMMBECSHENEENR, ABHNNEMEHI. MIENEINT
BRAT, BAKMT, BIRERT— 1B CFRENRE, MXARRWEEFTRTS—PERENZ.

[00:07:34] [Andy Raskin]
English:

Yeah, totally.

R EE:

EHY, FTTEIEH.

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

So that's interesting. And then also just some of the best opportunities arise from solving your own
problem, not planning to start something with it, but just like, "I have a problem." Turns out [inaudible
00:07:44]-

RSz ERIE:

XRE#E, ME, —EREFNNNSFETRTHERRECSHNEE, MAZHRMULe, RE2RARE “BET
[BE” o L55RIERR: -

[00:07:44] [Andy Raskin]



English:

Yeah, | think that's same with you. Right, Lenny? You started writing about stuff and boom, that became
the thing.

FRSCERIE:
=0, HEMUEXEE, WE Lenny? {RAKRE—LLARA, ABHEN—F, Sl TS,

[00:07:49] [Lenny]

English:

Absolutely. It was not quite boom, but eventually it became boom.
R EE:

BEh. BARRIUZIR ‘W #REL, BERAHIIRLT

[00:07:53] [Andy Raskin]
English:

Feels like boom from outside.
R EE:
MINEBERTEIMEERAIER

[00:07:55] [Lenny]

English:

Yeah, that's how it goes. It always overnight for everyone else that isn't here.
R EE:

8, mEXF. WFAEEPHNARY, XEERZZE—RHE.

[00:08:01] [Andy Raskin]
English:

Right, exactly.

A EiE:

=5E, [ERWI.

[00:08:03] [Lenny]
English:

Yeah. Okay, so let's get into it. So you help CEOs at this point come up with what you call a strategic
narrative and you help them not only come up with this strategic narrative, but you help their teams align

around this strategic narrative. So let's just start with what is a strategic narrative?



AR ERIE:

9, ILFAVENED, (RILEEE) CEO MBARFTIBRY “MBERE" , RAXEMIIAR, EEMIIBIEELS
XN EHEEFREER—E A, LM “HABEBENE" Faie?

[00:08:19] [Andy Raskin]
English:

Yeah, you'd think, I've been doing this for 10 years, I'd have a very snappy definition of it there, and |
don't know if I'm really happy with ... like I've ever found one that totally gets at it yet. The one thing | say
is it's this one story that the CEO uses to drive success in marketing, sales, but also product. That it
becomes like a north star, strategic north star for product roadmap, for fundraising, for recruiting, really
everything.

AR ERIE:

2Ry, RAIRESM, HEMXITI0FT, WEE— M EEEENEN, ERFTNERESENEE - FiER
HE—TMET2MEENEN. RBERN—RE: EX CEO ARERNEH. HE UM MmN “B—1
£ . ERATTmBLE. A BE, BDE—YILEN URE” , BEERIURE,

[00:08:54] [Andy Raskin]
English:

What I think is really interesting as a kind of qualifier is that this story has a certain structure. Like | said,
when | found those screenwriting books, | sort of shifted the structure. And the traditional structure, the
way | learned how to pitch in business school, | think the way most people did is what | call the arrogant
doctor. So you have a problem, a pain, | have a solution, a treatment, and I'm going to tell you why it's
better than all the other treatment.

FROCERIR:

BIAN—PMREBNREFRHRE, XMEEE—ENEN, MEHHL, JHELMIPLRE B, RETTH
o MEHNEN, BMEREBRFERFAIN. RBBEASHAZINHEHEAN, RFZH “HENE
£ o Bl fRE—PEE. —MEE, RE—NMRRAR. —MWTE, ARKEBSIFMATACLRREEMST
TREREF o

[00:09:24] [Andy Raskin]
English:

Not to say it's not better, but just this is the structure of it, and it kind of sets you up for bragging. Let me
tell you why it's so great. And the structure that | read about in these movies was different. In the movies,
every movie starts with some kind of shift in the world, in the character's world. And | call this shift the
shift from the old game to the new game. And the archetypal example of this, | think in the business
world is what Benioff did with Salesforce. So he comes in and he says, "Hey, software is over," meaning
software in the sense that we're going to own it and maintain it, "And there's this new world called the
cloud, a new game, like the new rules, everything has changed and that's the new way to win. And we're
going to help you if you're in there." This structure really is about defining a movement and that's very
different from, "Hey, I'm going to solve your problem."

AR ERIE:



HABREAREYL, REXMEMEIMILIRBANT ‘B iR REFFATAEX A%, MEKEE
FHRANEMNARE. FEFE, SHELMETHR, HTABHERNEMRET., HEXMETRN M
IR BRI BV T o FIANEL it R XS IRV AR F]FE N BB KTE Salesforce FrfBY, fthiE sk
W IR, MERAERT, —XENRARERNFEREHEFNIMRG — “UEg— 1 ‘T
RURTIH SR, XR2— P, BN, —tIEET, BESMBRMAN. MRIMMAES, HIZFEEIR”
EXMERNZOETEX—T B8 , X5 08, HEBFERIRHEE" BATRRE.

[00:10:34] [Lenny]
English:

I think the Salesforce example is an awesome example of your approach. If they were thinking about it in
the old way, what would Salesforce have done? How would they have pitched it if not for, "Everyone's
moving to the cloud, your dumb for using desktop software,"?

FROCERIR:

¢ Di1F Salesforce M| FREER TIRMN A A, MMRMIIAIEBLERZE, Salesforce R BEAM? WMERERIRE “K
REEZATH, MEBSERHXRET” , MIEAHEHE?

[00:10:48] [Andy Raskin]
English:

Well, I think they would've just come out and said like, "Oh hey ..." I mean CRM by the way, was already a
category. | mean, already Siebel was the huge giant of that space. There were already even companies
doing it online, doing it through the web. And so they would've come and said, "Oh, we're easier to
install, faster to get up and running than Siebel," or, "We have this much functionality compared to," |
think it was, was it NetSuite? Or, | don't know. It was some early Salesforce-like thing that was out there.

They would've done these sort of comparison things.

FRSCERIE:
1B, HAMIIETRESEEHFW: “1R, 12" @R —T, CRM YHNELXE—NRHET. Siebel EZXEH

NN EX, EEELBEARTEINBELMXEET . FIUMITTESE: IR, (L Siebel ER 5
ZE, BHBTER,” FE “SREEMELE, RTEXAZIEE,” HELME NetSuite? HEHFHE, 22
T LI — 2 HRRYE Salesforce = an. M ISMIXFITLL,

[00:11:25] [Andy Raskin]
English:

And Benioff, | mean he is a pretty proud guy. | think he did still say like, "Hey, we're the number one CRM,"
but wasn't what they led with. They led with this story about this fundamental paradigm shift and, are
you in or are you not in? And what they did was instead of just saying, "Hey, we're better than," they said,
"Hey, all those others, those Siebel's, they're part of that old game. You want to play that software game?
Be my guest, go buy Siebel," and of course we know how it played out.

FROCERIR:

MRk, HRRMIMEIBERMA. FHEMLRERZN: TR, HMNEHIFE—HICRM,” BEXHARZM]
METOS, MMNETHEXTFXMRAMEEAEBHRE . MIMNEZFMN? WIS T2 E S2itii



‘IR, FALIEELE” , MEW: TR, FrEEMEY, HBL Siebel 27, MITHMZIRENRN—E7. REITAR
MNREFFIG? 5@, A Siebel ME,” HX, FAEBFIBELE R,

[00:12:02] [Lenny]
English:

So the crux of the approach is instead of, "Problem, solution, you should go do this," it's, "The world is
changing, here's where it's going and we're going to help you get there." | want go in a little more depth
of the framework. But before that, what are some other examples to give people a sense of like, oh, | see, |

understand what this might be.
R EIE:

FRUARMTZZNZOARRE A& FRHLR. REZXEHEE , e “HREENRE, XBENER, &Ki1F
WERELEBE” o HRERNRINT—TXMES, BERZE, TEMEFRILARBIEE 12, T
BY, BNEXZEALET” ?

[00:12:19] [Andy Raskin]
English:

Yeah, so another great example and no coincidence, so is Zuora. So Zuora is the company | wrote about in
this post called The Greatest Sales Deck I've Ever Seen, the CEO of Zuora, Tien Tzuo, was employee
number 11 at Salesforce. So he learns this from Benioff. And he's pitching, "Hey, in the old world,
businesses operated on transactions. You sold things to people outright. In this new world," he calls it the
subscription economy, where people want the benefits of those things without necessarily having to pay
for them. And of course gives all these examples of all the winners in this, look at all the winning
companies. They're all basically going to this new model.

AR ERIE:

B, B—MEENHIFRE Zuora, XFHIFITE, Zuora ERERRRB N (HRNIMRFANHEE PPT) X
FEEIFAE, Zuora B CEO Tien Tzuo =& Salesforce (95 11 SR T, FRAUMtRMNERABEFEIX—=
. fhEYESHIERE: IR, EIHHR, BV ERZEE. MERIBRAZLATIA. EXNHER,” MWiFzH
GTRZR , AMIEBREXLERATRNFL, MA—EEEXTEN]. HA, METHERKNGF,
EEMMBERMNAE, ENER LHEERAXMHIE.

[00:13:05] [Andy Raskin]
English:

And so he's pitching someone like Ford and you can imagine they're going to Ford and pitching a
subscription for car service, which is quite different from just a lease. And they're starting out with this.
This is the big shift. Another one, team | worked with early on, and | think they'd agree their story came
out of this work was Gong. So Gong everyone probably knows by now, they take the video recordings of
all your sales calls and they stick Al onto it and come out with all these insights. And that story is, hey,
goodbye opinions. Used to be a world where sales is run on opinions. Hello reality, that now all the
winners are adopting this new mindset where we really have to see what's really going on.

AR ERIE:



FRU S @4 X R ASESERY, (RATLUBR M SRS HEAERSITH, XS5RGNARATHEE. it
MEMXEFIBH: XMEEANEZE, Z—MIFERERSEINERN, FEMIEIESMIIRER
FXBILIE, BBRLE Gongo MAEARKEIREHFE Gong 7, MANIERIRFAEREEBIEMIM, FIE Al #TH
MHFHFE, BIMEER: B, SHNERER. IXFHEREIMNENEGIEN, REF, MWK, WEFRBHN
MREBTER AT B, BRI ARERBIRAET T4

[00:13:56] [Lenny]
English:

In the Gong example, let's say, what would they have done if they were going, "Here's the problem, here's

the solution, here's what we're going to do for you,"?
FRCERIE:
£ Gong B9BIFrR, WMRMITE “XZRH, XZHRALE, XEBHNEAIRMUARY" Bk, MSEAM?

[00:14:03] [Andy Raskin]
English:

Yeah, | mean that's kind of what they were doing when they started out. And I'm not saying that didn't
work totally. | mean already by the time they started doing this, they were starting to become a big
company. | remember Bendov said to me, "Listen, Andy," they were around series B, | think this is around
2018. It's like, "We're going to be a huge company. The question is how huge. And | think that this
narrative along the lines of Zuora or Salesforce, if we get this right, this is going to be a multiplier on our
growth."

FRCERIR:

2R, HREWRMNINFIRHIEBAMET. RAFTRRBTLRA. EMITFBRIHXMHNEN, HI1E
ZFEMEKA—RAKAT T, i1 Bendov (Gong B CEO) MFKi%: “DfE, Andy,” HEHMEIRLTEB I
RZE, KEEE 2018 F, “HINSHAN—REARNRFE,. RBAREZEZ K. FKINH, MRZKNEER Zuora
Salesforce ARIFREX MNE, XIFAM AT E KAIFREL”

[00:14:38] [Andy Raskin]
English:

So | don't remember exactly the pitch beforehand, but it was very much like, "Hey, we're going to record
your calls. We're going to get insights from them. They're better than the insights you could get from
Salesforce." There wasn't this kind of unifying kind of movement ideology that put it all in context. And
what was really interesting was one thing, | don't think they'd be upset if | shared, and maybe it's known.
Initially, they were seen as a tool for sales operations, for someone who's going to record the calls and
what this narrative did for them. And | think it was already starting to happen, but what it really coalesced
was this is a tool for sales leadership.

FRCERIR:

FRUBR AR Z R HIRAAGEEARNT, BAMHME: TR, HMNIERMEVEE, NFREFR, X
LRZRELIRM Salesforce SRISRVEYF.” LR RBAXMEIR—NETAAER TR “BHRIRFES -
FEEBN—RE—HRUNRKDZERMIILZFAZNE, BITFXEBERAFNMWET —&7, 11K



MAHEEZE (sales operations) WTH, BAMLERREFNARN. MXTMERMIVHHIE—RHEX
HNBEEFIRRLET, ERFEESHERRT —XB—MHANHEEWASE (sales leadership) H&EHNT A,

[00:15:23] [Lenny]
English:

You talked about Zuora in the post you wrote, and | imagine many people listening are like, "Oh, shit. This
is the guy that wrote that post that everyone's always sharing with me about how to make a deck." And |
wanted to ask, how impactful was that one piece of writing for you in your career, just like as a tangent?

AR ERIE:

fRIEEXXHIRET Zuora, HBRZBIAARFAEZM: 18, X, RRMMEBESARAR —HEXR AL
YOI PPT EXXBIA.” HRBIRER—T, B—RXEXNIREEREEET ZRRIRMM?

[00:15:39] [Andy Raskin]
English:

| had written some other posts on Medium in particular. Medium has changed quite a bit, but back then |
found that | could write stuff there and get really a lot of people who were interested in what | was
interested would sort of come in and create some noise about it. So | was already doing this kind of work
for a couple of years, but that post immediately got something like 2 million views around the world and |

started getting inquiries from teams all over the world.

AR ERIE:

HZHTE Medium L5 —EHMHIXE, Medium MELTIRS, BINREAREAUERES KA, K5
REEAEEHAXIHSIAINIE, HRNBELMXELTE/LET, ERRXEDRTLIKIRE T KL 200 A
RETN S E, FHFAIBWEIR Bt R ZE AR &,

[00:16:12] [Andy Raskin]
English:

And it was | think what really allowed me to say no, okay, | could do this work. That CEO's would budget a
line item for this. Because | think if you really understand that post, it's not really about a sales deck, it's
really about this story that Tien, the CEO is telling everywhere and that is showing up in the sales deck
and structuring it that way.

FRCERIR:

BREEERREXEILRABE: RTUMLAE, CEOMNSAREIHAHNE. ANMRMENRETBREX
8, FERAMEEELARXTHE PPTH, MEXT CEO Tien EEMZE RN NRE, UUSIMERARD
WESIEHE PPT FH LU HITE K,

[00:16:40] [Lenny]
English:

| think it's just another example that comes up a bunch on this podcast is just the power of writing and
the power of content. Yeah, and you're shaking your head.



FRSCERIE:
B EXNERBERRERIN—MIF: SENHENRENHE, 20, RbESk,

[00:16:48] [Andy Raskin]
English:

Totally. | mean, | had a little mini career as a journalist, as a freelance writer and | really loved that. |
actually, | took a class in New York called How to Write a Magazine Article, because | was sort of mid-
career, | was curious. And the class wound up being more about how to sell a magazine article. And |
found | really loved that, pitching articles, but one thing that was always a downer for me was there's

always this editor sort of deciding what's going to be out there.

R EIE:

TEEH, REEI—RETNICENEHERALE, RIFBRAEMERER. Kirt, FEALHSMI—

BR RS RAEXE" iRE, AAHRFELTFIRULAE, MHERFSH. ERBPIREESEXTFUM
W RENE. HAUKFESRHENE, B KRB ULRREER, PRREE —NMRETRE M

ANBRI LR,

[00:17:23] [Andy Raskin]
English:

And when you work with a great editor, it's great, they make yourself better and they're priceless. But still
there's this intermediary. What started to happen, | think around when | started writing around 2013, '14,
you start to see these platforms, like Medium, even LinkedIn where you can just write and have this
audience and | think no way | could do this, the work | do if that development hadn't happened first.

FRCERIR:

YIRBE—AFHREN, BRERE, MIEILAERES, MIIRENZE. BREAKAEFE. FE8
RE97EFK 2013, 2014 FHRSERRHE, BRABRKELL, RAKBEEIE Medium BZE LinkedIn X#FHIF
&8, MMAUERSFHRERR. i, MRLEXETENEE, FRATEZNEHRIRENI F

[00:17:53] [Lenny]
English:

I'm taking us off track, but | want to go a little deeper with this. | find that there's kind of two paths to
writing online. One is your path where you write one piece that just blows up like crazy. The other path is
more my path where | just write consistently for a long time, and both work and most people try to go
your path and they never succeed. It's really hard to make something gets 2 million views, but you can go
that path.

AR ERIE:

BRAERUET, BREBRIANRIT—T. RAMELEEAMERMER. —M2MHNEKEZE, SH—REMRX
8, ARUKANT. Z—MEGRRNRREZ, KPARFRAEEE. XMMAEIEITEE, EXSBAZREHE
REVERIZEIMARAT, B —1MAE 200 XS ENAREERNRYE, BIRHESEHMEIT,

[00:18:14] [Andy Raskin]



English:

This is like you said earlier, hey, it seems like boom, but really it didn't. So that was probably the 30th or
40th piece and they were gradually getting more and more traction. There was one | wrote before that
about, it's kind of dissecting Elon Musk's pitch for the Powerwall, the battery that they sell. And that one
got maybe few hundred thousand views and also was a big jump. And then the next one got some poultry
number. So what | find is like, yeah, there's this a while where you're writing and it feels like you're talking
to nobody and then gradually it grows and you'll have these peaks, but then over time is where the magic

is.
AR ERIE:

ERGMRZENRE, 1R, BERGERABL, BHIHRZE. BAKRHEHE 040 RBXET, ENE
EHRGEREZ X E, EBZAEEI—RXTEINIRE - SE7HEHE Powerwall (fth{1S2RVEM) BIX
&5, BRAMENL+TAPNEE, BE—PERN R AET—RARNESEXRE R, UKL, HE
BERA—EERES(E, BREGEAENEZ[NIE, ARCEHER, B2 —E51§, ERENENE
T RKHERIRR R,

[00:19:03] [Lenny]

English:

Okay, I really glad you pointed that out, that it rarely is just you write one thing and it's boom.
FREiE:

78, RESXFEHTX—R, RUVEE—RXEMILZBEANER.

[00:19:08] [Andy Raskin]
English:

I'll also say, sorry, because | worked in a magazine, | haven't done a newsletter because that idea of
having a deadline all the time and constantly having to, we used to call the magazine Feed the Beast, |
feel so free not to have that. So for now at least | haven't done that.

FROCERIR:

AN, B, AARBERSHIED, FAUR—ERMISEER (newsletter), EAARMESZE IGELE
BE. FEFEFE TRIEXKEZEE” (FNURIRENTRE) NEELRENDRK, KEXLEREULRREFSE
B, FAUZELEIBRTALE, FIELEH.

[00:19:27] [Lenny]
English:

| know that well, so let me take us back on track and let's talk about just the high level framework here.
So you talked about, it starts with this idea of tell people worlds changing, join this movement. What's the
simple way to think about this, the pieces of this strategic narrative framework?

FROCERIR:

HIRIEFAMRERTE, ABLLIEATEIZEMN, KRR NSEROER, MR TFXFE—TRE SFAMNER
IEERZE, MAXZER. BA, BEXNHBENEERNANE D, BLRETAERNGER?



[00:19:42] [Andy Raskin]
English:

A lot of times people will contact me, say, "Hey, | tried it, didn't work." Well, one very common thing, at
least earlier was they would basically just take the Zuora deck, they'd get ahold of it and just put their
logo on it. And so that's not going to work. One thing is we're not just saying, "Hey, the world is
changing." And then sometimes I'll see, "The world is changing," and there'll be, "Used to be," and
there's a long list of things and then, "Now it is," a long list of bullet points.

AR ERIE:

REREAMNKRIR: T8, FAIT, KA. B, — M EEERNER (EVETRHEXRE) 2, &
K ERRZEEFT Zuora Y PPT, AR EBSH Logo, MHATTRIE. Bk, BITFARRER 18, HAEE
HE” . ARNRIEIAAT “HMRIEERE" , ARJIH—KEH “TEREE , BEXE—K&H “UER
B NER

[00:20:11] [Andy Raskin]
English:

What's really, | think key is naming it, naming that old game. The examples you saw, software, cloud,
transactions, subscription opinions, reality. This very, very concise naming is really key. And it's hard
because in making it compact you're losing completeness. So you can imagine you're in a meeting,
someone says like, "Hey, how about we do transactions to subscriptions?" And someone says, "Well |
don't know, there's a lot of things | don't really subscribe to. Subscription economy, really?" So we're
always kind of overstating it in a way, but it's not a problem. | don't think people say like, "Oh that's
wrong, subscription economy, because | still go to the grocery store and buy things." So anyway, that's

the first piece.
FRERIE:

FIANEERNXBET “68" , a8 "B . FEINGF: M. &0 X5, 1T, EAEL.
WL, XMIEEFEEENBIEXRER, XR¥E, ANTEREENERN, REkETEM. RAILUBRMR
THS, BAR: DR, BIHE RBITHE FAETIEAE? " 5—TAR: B, BEFNE, BREXR
BERA KBTI, ITHE5, BNE? ” FAIURIMNEEMEE LEEESAHE, EXgR#. HRIAAA
MNai: 18, ITRKFEHEN, AARERESEZBHIRA” 22, XEF 7.

[00:20:59] [Andy Raskin]
English:

The second piece is what | call naming the stakes. And there's a few ways to do this, but one that's really
great if we can do it is to name the winners to show that winners are already playing this new game. So
for instance with Zuora they're saying, "Hey, look, look at all the new winners," this is like 2015 so,
"Airbnb, Box," all these companies, they're already doing this subscription thing.

FROCERIR:

FEWMHEHFMBEN “BAHEFIEXRR" (naming the stakes), BJLMHAERLUMEIX—=, BIURAIUNIE,
RIEN—MAERYE “RX , UBRBTRR(NEEERX MR T, FW, Zuorazii: 1R, &, FF
FREXLHMImEK,” MBE 2015 FA%G, “Airbnb. Box,” FTEXLARTE], EELEMITRXMGET.



[00:21:28] [Andy Raskin]
English:

And by the way, overall they show this scary stat about the longevity of Fortune 500 companies. It's
getting smaller, and so it's a little disingenuous, but basically they make this case that, "Hey, companies
are dying, the ones that are winning are doing this." And so to the extent we want to make this life and
death just like a movie. This is again, I'll make the parallel to Star Wars. So Luke, he spends the first 15
minutes of the movie belly aching. He wants to be a pilot, he wants to go out and have adventures in
space. So Obiwan comes, he says, "Hey, we got this mission, this princess we got to go," and all this stuff,
"Let's go. I'll teach you to be a pilot. We'll go have adventures in space." What does Luke say? He says,
"Ooh, you know what, | can't really get involved. They got to go home. It's late." Who does this sound
like? The reluctant buyer.

FROCERIR:

IRfER—T, S8R, MIIBRT —1TXTF (ME) 500 BLBFHHIRALIT IR, FHEEEE. BA
XARURS 2, BEEAEMITEIT—MER: TR, QABETEHRT, MARERMIATEEXFM." Frld
BINEGBE—F, EXEAIERETHEE. RERU (BERAL) Afl. ARERENE 15 2%E—H
NG, A XT0R, BEAKRTER, TEERT, it 9%, F1EES, BMNEERXULE,”
FE, EE, BEEE TR, HNEXTER.” AE4R? k. “1R, (RAED, RENTESS,
HEBEXT, KEET.” XIFERGE? GRLEINBARIESK.

[00:22:27] [Andy Raskin]
English:

So yeah, "I want to be innovative and all this. Ooh, you know what? | don't have budget this quarter." So
how does George Lucas change Luke's mind? He basically kills the aunt and uncle, sorry, spoilers, it's
been 40 years though. If you haven't seen it, you're probably not going to see it. Kills the aunt and uncle.
Now it's pretty clear they're coming for Luke. Now the stakes are life and death. Probably he's going to be
dead. But there is this other path that Obiwan holds out for him.

FROCERIR:

FREL, ERZW: "B, HBEIH, B, B, RAEE? RXFERME.” PATHAE - ARETZ20MA
EARIRARE? AR ERIET A iIRRAMEE —IBRESET, FTIH;IE40EFET, NMRFRESR
B, HIHEAEET. REETRRNEES, RAERARDPE AR, AEFMEXRTRTERET, b
RAJRE=SE. BERELRENftIEL T 5 —5EK.

[00:22:55] [Andy Raskin]
English:

And whenever | work with teams and | talk about this, so they're like, "Okay, | guess we got to then for kill
the prospect's aunt and uncle," and basically yes, | mean figuratively. We got to show them that the
future is not going to just be sort of okay. People talk about making it emotional and I've always
wondered, what does that mean? Literally, what is the definition? This is for me the definition, is that the
prospect doesn't see the future as sort of okay. They see it as split between a very negative outcome and
a potentially very positive outcome.

FRCERIR:



SEBRSHNSFERIIX—RE, ISR “FE, RIS ‘R BEZFFISSNEET.” B4R L
B, HEEMEX LN, BB IEtIRR, XRRKFZRE TFE” . MIKLELRNEAEER,
H—HTR, BIARSTAEER? FEAEXEHA? WHERE, EXHE: BEEPFABUNRKZE TR
8. IBEIREKD KN — P IFEAENERN—NEENIEE ERNER.

[00:23:29] [Andy Raskin]
English:

The third piece is what | call naming the object of the new game. | used to call it the promised land
message, but I've changed it to this because I've found that it's sort of a little more fruitful. This
subscription economy, transactions, it can get a little highfalutin and sort of big, but on the website when
we just have to boil it down to a couple of words that's going to be clear right away, what can we say? And
| find that what's the object of the new game really boils it down as kind of the rallying cry of the
movement. So the example with Zuora, the object for a while was turn customers into subscribers. Very
simple. It just sort of flows from it. Airbnb for a while had this one, live anywhere. If you think about-

AR ERIE:

B=HDBIFTBRN “SRIBERVER o FURIRZH “NMiFzH” (promised land) 58, BHIENR
BT XA, RAREAMEEEN. ITHZN. X5, XEFAEERERALARA, BEMMEE, H3A)
DIGEIRENTLBELZILABRBRIERY, IR A? A, “WERNERENA” EREREN
BSOS, XU Zuora Affl, B—ERIFEMIINERE “BEFETNITHAE" . FEER, IRERK
&, Airbnb B—ERHEBHNRZ “BEEEMMTS” (liveanywhere), WMRIREE—

[00:24:21] [Lenny]
English:

Belong anywhere.
FRCEIE:

MigA%xR (Belong anywhere),

[00:24:23] [Andy Raskin]
English:

Well actually it was-

R EE:

B, SERRLER

[00:24:24] [Lenny]
English:

Oh, live like a human.
FRCEIE:

MR, “GRA—FLEE



[00:24:25] [Andy Raskin]
English:

So you're right, it was, "Belong anywhere," and then it switched to, "Live there." | may have the
chronology wrong, but it was the two of those things. You know better than | do. But either one, | mean
think they're saying very similar things. Hey, there's this new world where you don't have to live in hotels,
you can stay in people's houses. What's the object of that game is to belong anywhere, but live there. And
| love it when it works that way where it's almost like an asymptotically unachievable thing. You are never
literally going to live there. And if you think about it, this buyer mission statement, this rallying cry, | think
of it really as the mission of the company. | mean, what is the mission of Airbnb other than to help people
live there if they're going to be customer focused and all that?

AR ERIE:

REXN, B ‘WHBAR" , ARTEHRT “EEBRE" (Livethere). FKAIREIZH T RBIAF, EMEXMHE .
fRECKEIRE. ELLH—, HBEIRENZBEHIFEERM. R, AEE—THHR, MAFEEEEE
2, RAUEEINIABNRE, BLERBEAmE "WeAR" , HE “EFERE” . HERIMEN, EJL
FHE-—NHERNELEREXENET. (RAATRENXTZEERER, NMRMFRFARE, XIMERERE
B XSO, RENBEEFERABRNMESR. K2, R Airbnb ZBLUEFAHL, BRTHEBIAN “F
ERE" , EfEmEERTAlE?

[00:25:17] [Andy Raskin]
English:

The fourth piece is, okay, well this object of the game, winning this game, it better be hard because if it's
not, why would we even exist? Just with the movie, if Luke can just go destroy the Death Star then no
movie. So there's got to be sort of obstacles in the way, things that are preventing them from. So saying,
"Okay, you want to turn customers into subscribers." So whereas Zuora, where they go next is to say,
"Okay, well how are you going to measure lifetime value?" Because now you have this always on thing.
"How are you going to measure preferences and how they're changing over?" All these new kind of
challenges that didn't exist before. And then these are like the monsters in Lord of the Rings or the Empire
in Star Wars, these are the obstacles.

FRCERIR:

BOMHZE, B, XTFERBER. RISXDEY, RFESEESN, BANRTHE, RIIATAEEEFE?
MERFE—1F, MRAREERAERILE, BMKERART. MU AERELR, BELEMWIIKIERNAR
7o tbtl, “4FiE, (RABEEPFTZMITHE.” BPA Zuora #ETREW:  “UFIE, BMITEWNFAGHELSINE
(V) ? 7 AAMEXZR—TMHSENERE, “RIENEGHERFUNRENZNATLRN? * FREXEER
R, XEME (BRI ERVEREN (EXKXE) BENFE, ElTm2RERS.

[00:26:11] [Andy Raskin]
English:

| think about them because they sound like problems. This is what people would normally say, "Oh, these
are the problems we solve." But by setting up this story thing first we've repackaged them as obstacles to
a new goal state that we've already positioned as life and death. So they take on this much more
emotional meaning. We understand why they matter. And then of course the last piece is now talking
about, well, how are we going to overcome these obstacles? Narrative people, in the movie business they



call these the magic gifts that the main character gets to go help them win. What are the ways? Now we
can talk about that and success stories and all the rest of the stuff.

FRERIE:

CDEXLERERS, RATIIRERSG M . EEAIRNR: B, XLEIENRRNRE,” B8 5EL
ENMIEER, BRITEENEFRLER T ETHEITRESYN B , MXPEMRERITELBEEMNE
k. Fib, EMIRETERENBEREN. BINERTENTATAEE, YR, RE—BHHEITL: &
o, FATZMAFRRXLRER? EEEZR, NBEERMZAEAREN. BEIMIIRMN “BFILY . B
L7 MEBRNTAURICXES A RNRFIUREMFAERNTT .

[00:26:58] [Lenny]
English:

There's some obvious parallels to the hero's journey here. | imagine that it was a source of inspiration,
and the Star Wars | think is the epitome of that journey. Can you talk about just how related those two
are, how you think about that?

FRCERIR:

X5 “®Zik” (hero'sjourney) HEARMMEMZ A, HBERZMHRBRIFEZ—, MFIAA (BIXKL)
RXMIRIZAVER . (REERIKXIE ZBNEXR, URIRRNAEFENING?

[00:27:09] [Andy Raskin]
English:

Yeah, | mean so hero's journey is this book that comes from, | think it's Hero of A Thousand Faces is a
book by Joseph Campbell, a sociologist. He looks at myths over different cultures and different times and
he finds this kind of common structure that he calls the hero's journey. | mean it's some controversy
about that, about his book. Is it a very male oriented sort of take on things and a bunch of things.

FRCERIR:
B0, BB, “EBHZIK RBEAEX - IR (Joseph Campbell) B9—7H, HER (FHEM). E

—(IHEFR, MARTARXN. FEMARNHIE, KT —MERNEN, tIFzh “REZK . =
2, XTMHBEE LS, HNERSITFUSENFOFS.

[00:27:38] [Andy Raskin]
English:

But even that aside, | found when | would talk about hero's journey and stuff, it's just like, it didn't really
tell me what to do. Yeah, okay, yeah | got to do this pitch. So in the hero's journey there's like refusal of
the call. That's actually that thing where Luke says he doesn't want to go and where the buyer says, "Hey,
| don't have budget." But | don't know, it was just too theoretical for me to really ... when | use it, people
seem to sort of glass over. So | just don't really talk about that at all. But yeah, | mean that's behind a lot
of this stuff for sure.

AR ERIE:

EFXERY, RRMIAFIKIE “REZIK" ZRXORAEN, EFKAEESFRIZEAN. 28, FIE,
HIGMX N, EREZIRFR, § ERAM" X—f, XKFLMBARRMARE, UEEKR 1%,



HEME" HEHE, EFRAFANE, YHERRERELHT - SRERAEHR, MIMFREEZE, UK
RERELAKILE, BKE, EHERREXERAEEMNED,

[00:28:17] [Lenny]
English:

Yeah, that makes sense because | think if people hear about that all the time when they're like, become a
better storyteller, tell your story in this hero's journey, and it's like, "I don't know what I'm doing."

AR ERIE:

2, XREEE, AAFBMRAMNESRWE “RABFHHESFHOAN" « “BREZIRMRNSEE" ,
MNaRR"T “BREBFMEZEAM -

[00:28:25] [Andy Raskin]
English:

Also, I would say there's storytelling as a skill kind of thing, which is a great thing. Learn how to tell stories
better, blah, blah, blah, blah. I'm not really interested in that in my work, what I'm interested in is the one
story and the structure of that one story. And this one story, it doesn't really have ... like, the world is
moved from transactions to subscriptions. There's not a main character in that story who's like having a
problem and getting saved. It's almost as if what's happening is we're turning the person we talk to into
the main character. By spelling out the shift, we're changing their world and we're saying, "Hey, you got
to change and you want to come with us."

FRCERIR:

tesh, FAWIAKE (storytelling) AJLIRBE—ThikEE, XREF. FIMAEFHHKRE, FF. BERD
TR, HAFEENPRE, RBMBNE “B—NEE" UN B IEENEH . MX—PNEE,
EHAFER---Lbi, “HRAMRZEEITE . X TEREEARKE—TBIREAREONER. XJLFH
B2, RMNEFRSHENZKHAZRER, B EAIMET, RMEELEZMNNMT, Hii: 0%, {}
WIEREE, fRAAFFA]—RED? ”

[00:29:13] [Lenny]

English:

It's almost like you're putting them into the hero's journey, like, "Here's how you win."
R EE:

XIVFEBIRBMITENT RIEZIR, SFMI] “SM2RRENAR -

[00:29:16] [Andy Raskin]
English:

Exactly. I love that.

FRCEIE:

B, HERX M E.



[00:29:18] [Lenny]
English:

Let me just try to summarize what you shared, this five step framework. So you start with here's a new
movement that's happening and you want to name it, you want to name the stakes and there's winners
and losers and here's already happening and it's really important. Then you want to name the object of
the new game, like turning customers into subscribers. Then show the obstacles, here's why it's
challenging, and then talk about how you're going to overcome these obstacles.

FRCERIR:

URABESLE—TIRNENAR, XTEPER. 8%, NEERERIEEIFIEG, (REACHS, BRRFE
KR, EHRRMAR, RACEKEAEEEXEE, AlF, RFFRRBT, bl “BEPETRITH
& . &E, BRTER, RBRATAXERRME. &, RRMEOARRXERERS,

[00:29:41] [Andy Raskin]
English:

And by the way, the naming of the object of the new game, | find it often is really nice to do it as a
question. So we hey, there's this shift from transactions to subscriptions and look, everyone's doing it. So
we asked a simple question, what would it take to turn every customer into a subscriber? And this way
we're kind of bringing the person we're pitching to almost like they're coming along with us as a co, |
don't know, adventurer in crafting this story.

AR ERIE:

IER—T, XTFHELEREGE, ZRMURNENTERRLEEMRRE. b IR, WERETMR
BENTHEE, B, AKEEXAM. FAUZNET — M E2ARE: A4 EEEs—IE R HEEAITH
EF? 7 BIXMA, BMNEHEENRETHEE, iILANBREEEMBAT—ELEX NS FAE
B4, HREBKRE,

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

This episode is brought to you by Eco. Last month Eco users earned an average of $84 in cash back
rewards. How? With Eco the future of personal finance. Eco is the update to a misaligned financial system
providing an app that works just like your bank but removes almost all of the middlemen, helping even
the best money optimizers optimize in less time automatically.

AR ERIE:

AETEH Eco #B. £1TA, Eco AR TYIRIGT 84 I ERIER M, EAMEIR? & Eco, AR
MHEIARRK, Eco BMKRFENEMALKNER, SRET —MRRITHEENNA, BERTILFFRAERNFIE
B, FEMERREKIEMIALEEERENNERB IS,

[00:30:40] [Lenny]

English:



What if you earn rewards for paying your rent or got rewarded for ordering food and shopping online or
even earn rewards for saving each month? And then imagine if you got rewarded again just for getting
rewarded. With Eco, you can spend at some of your favorite merchants and automatically get 5% cash
back plus Eco's APY rewards look more like $80, not 80 cents. And then there are Eco points, the world's
first open reward system. You earn them whenever you do almost anything in the eco app. Eco is working
to make these points the most rewarding points ever so it pays to be early.

FROCERIR:

SNRIRS RS IEREMRR D, TTRAMMMEESRE, EESRAFHMESRE, BIEH? BRR—T, WRIRX
RENRE T REMERIRERM, @ Eco, REIUE—ERREESNIESIEEH BT 5% HNIERIE,
It5h Eco B9 LR (APY) REVERZ 80 &jT, MAR 80 %7, i&H Eco Ry, XZMHR LE—TNHKR
LR, RBRE Eco MARHIT/LFEMIRIE, HEWEIRTD. Eco AT ILXERDAELURRE
fMERFRY, FRLGEEMANERR,

[00:31:13] [Lenny]
English:

Sound too good to be true? Go to Eco.com/Lenny, sign up for an onboarding and find out why it isn't.
Lenny's podcast listeners who attend an Eco welcome session will get an exclusive 4% APY on deposits
over $1,000. Learn more at Eco.com/Lenny, that's E-C-O.com/Lenny. Maybe just to reinforce this even
more, what if we go through the five steps and just with one company as an example and just talk about
what each of those were for them?

FRCERIR:

ITHERIFIF L AELIEIS? 518 Eco.com/Lenny, EAMEBM#FAFSIT, BEEAMHLEREN. SN Eco Wil=
B Lenny &R AR, FXEBT 1000 ETRIATREBHR 4% NEKKE. RTHREZER, BEIHRA
Eco.com/Lenny, BP E-C-O.com/Lenny, AT #H—FREX—R, ENEREU—R2EAM, E—EBXED
FB, REB— NP BERIMIIBRIRBERETA?

[00:31:41] [Lenny]
English:

Okay, great. So there's a company called 360Learning. So this company, | don't know if folks know, but
this company is raised over $200 million. They're in the space of corporate training software. So big
companies, they have to train their people on all kinds of stuff. So you want to go through that one?

FROCERIR:

FH9, X#ET. B—RAFM 360Learning, HAMEAREE T, XRABEEMREET 2 2%t thfl]
MEEAIEY IR AR KRB 53 THITEME REAIIIXRATG?

[00:32:01] [Andy Raskin]
English:

Yeah, that sounds great.
FRERIE:

GFI, OSSR



[00:32:03] [Andy Raskin]
English:

Okay, great. By the way, Nick Hernandez is the CEO and Nick's been on my podcast, so he's talked about
this. So they for a long time were pitching themselves as collaborative learning. So they have features
that let people sort of collaborate on courses and all kinds of stuff. And Nick is often pitching CEOs, of
course his team is as well. And he told me that it was sort of falling a little bit flat. People, collaborative
learning, whatever. How are you different from this learning platform, this learning platform?

FRCERIR:

78, IRfEIR—T, Nick Hernandez 2f{189 CEO, Nick L3RR, FrlfhigdXtrE, KEALUE, i
N—EIBECHEER “DERXES” (collaborative learning) . i 1E—LEINEE, L ANTRIAIEIRIEF S TS
B LHITIE. Nick @E @ CEO {131, HAMNEANMERE, tHEFE, IMHEERRMFEFE, AIaK
7/, WMEXFES, BXEFE? FNXPMEIFE. BIEIFEEHAKIN?

[00:32:42] [Andy Raskin]
English:

And so when we worked together this collaborative learning, it's almost like a category name or a
descriptor or something. They were so embedded that | decided, | don't even want to take it out, but can
we define it in terms of a story? So the story they came to was, hey, used to be that companies train their
people through basically a mindset of top-down learning. There's going to be some learning guru at the
company, they're going to get all the courses, they're going to put it all together and sort of send out this

training material to everybody.
FZERiE:

FRUASERAIS (R, X “DMERNFES” JIFmER— T mEIMTHRIR 2L, EBEERAFRET, Fr
UFHREEENBILCERE, ERMNEFEARSZHTAREXE? TERMANBLHNHER: 'R, IERFE
NRITEALERE “BEMFES B4, QRERBENMEILTR, MIIRIRAERE, BElBEE—
e, AREXLEEIMELLEE Ao

[00:33:23] [Andy Raskin]
English:

What's happening now is winning companies are approaching this differently. They're adopting this
approach we might call upskill from within, which is if you look at Google, there's this page where | think
you can go, it's a public. You can connect with Google's Al experts. They literally turn their internal
experts into champions that are educating, not even just the company but even external people. They've
created this culture of our own people are going to be the educators. So that's the shift from top down to
this upskill from within. And of course I just even started to do the second piece which was like, hey, look
at the big companies who are doing this.

AR ERIE:

MELZENERE, REMNATEEURENAXOEXME, MIIRAT —MENRIEMRZA “NERkEER
7 (upskill from within) B757%. IRFEAR, B—MAFE, FAIUBKRSRN Al TR, HITENIE
NEERERT “BE , FEERFNEHELEAN, BEETHABEMBAL. M1ET—M “®i1B2



MARMEBHREE" BIX. FRUXMEN “BEMT” 2 “N&lkeRA” NEE, S, RNAEEEEH
BHE N T, BHE: B, BEERLEEEXFHBIRLQE,

[00:34:10] [Andy Raskin]
English:

And then | think they showed, "Hey, you're not doing this. Look, training is becoming very expensive.
People don't care. So this is the downside. So we're creating these sort of stake ..." And also | think he has
something about how training now, like companies, if you don't adapt, if you can't get these skills to your

people, if you're a car company and you can't get these skills around electric cars, you're dead.

R EIE:

ARFBMINERT: TR, MELXEY. &, HIEERIFERR, ITHEAREF. XMEHEFM. Fr
UENMNETRZULXMFEXRR -7 MEREMERE, MEAZIIRQERKR, MRIRFER, WRIFFEE

IR R TEEXERE—NRRE—FAERR, MIRFEEILRTEEENERRIEKEE, RIMEE
To

[00:34:35] [Andy Raskin]
English:

Nick was in France and he saw this poster, a recruiting poster from McDonald's and it said, "Hey, if you
work at McDonald's you're going to learn from everybody else on your team." And it was like, wow, there
it is. So there's another example we used as a kind of winner example. And so then the question became,
| can't remember exactly, it was something like, how do you upskill from within? What would it take for
you to turn your experts into champions of learning in the company and turn them into stars, and all this?

FROCERIR:

Nick HB7EZE, tEET KBk, BEIFNAEEBER, tEEE: %, ORMGEZRIFZIE, fEH
FRARRE—TAFES” HHEMRERS, F, MEXD. FIUXEHENEA "WREM" EANS—0F. &
TREEBEZR T — R ICEHIINERT, AR — RUNAISKSIIASPREERA? WA BEIL IR KX
NABENFIEE, BMIZERRE, FF?

[00:35:06] [Andy Raskin]
English:

And then I'm going to forget here what all the obstacles were. But | think it was things like, well, how are
you going to make it possible for anybody to create a course? People who might have expertise in electric
engines but don't know how to create a course, how are you going to make sure that there's still the
learning department, they're going to keep control and can ... all this. You can imagine all the different
kind of questions. And then of course now 360Learning starts talking about all that stuff.

AR ERIE:

RERERFCERENERETAT. BRIANERSE: FRUOALLERAZGECIEIRIZ? BT EEREBRI5]
R FLRERMENFASIEIRENANZEAN? RUAHRERF I N NARERIFIEEHEER - FF, RA]
DIRBRFAEXERFERBE R, XA, TTE 360Learning FHIARICFIEXLERAT



[00:35:36] [Andy Raskin]
English:

What Nick has told me, I'm actually going to be on a webinar with Nick where someone asked me, "Could
you bring in a CEO who could talk about this stuff? Not just you B blabbing on about strategic narrative."
And so Nick is going to join it. And we had a dress rehearsal the other day and he was telling me it's just
like when he starts with this now he doesn't even get the question anymore of well how are you different
from this other learning platform? Which used to always be the thing. It's just a much more seamless,
okay, yeah, talk to our learning people, get this going. So it's just sounds like it's been really effective for
them.

FRCERIR:

Nick HiFEZR—KLFR EHEHM Nick —ESM—TMMEHIS, BARK: “IREEFEEE—I CEO KK XL
REE? RRZFR—DAEDR) LEEALEBRRNE " PRl Nick 2500, HITRI/LR#IT T EH, MERFEK, WES
AT A N HE, MEEBWIRAE “MANBIEIFEEHAKF” ZXRMNEM T, MmXEUEE
BEAAN, MEBSEMIRS T, WARW: 8, KA, EMRNOZISINL, BXEENT”
FR LA S 3 A J AR B B 2o

[00:36:13] [Lenny]
English:

That's actually was what | was going to ask next is what kind of impact have you seen with someone
shifting their pitch story from this doc? What was the arrogant doctor approach to the strategic narrative?

FROCERIR:

XIERF#E TRAEN: SREHEARMINHEEREMRR “GIENEE" BXARTN “HENE" B
BY, fRINEREIT HHAarFrIRm?

[00:36:23] [Andy Raskin]
English:

Yeah, | mean it's always this kind of thing | hear. | mean, of course it's very difficult to measure this. |
mean, what was the value of the strategic narrative for Gong and its growth? Was it 3X versus 1X, 2X? Or |
don't, who knows, right? But the things | hear from CEOs, a few things. One is that when they're pitching,
they're not pitching features out of context, they're pitching now a movement which is a lot better place
to be, | think. In a way you're not pitching product. Product is like a prop for making the story come true.
Very important prop, but there's this higher level overlay that becomes the focus of the conversation, at
first, and of course we're going to get into product and that helps sell. Once we have this story then
everything in marketing can be all about this story.

FRCERIR:

2HY, RTENRFEEZXFN. U4, XREGE, HEENEN Gong REEKINEZIRESZL? &3
& 1fEERE 2 157 ERIEE, XB? E3FM CEO IIBERET —LRA, —2Y IR, i1 EEH5
BHERWIEHINE, MEEHE—17 B , WUNIXBR—MFFSNES, EXWEEL, (RA2EHH
Fome FmMERILHMERENER, FEEBRNER, EEENANEERNEXTESELNER. 4
A, BNZEZRNEW = m, BEMTHE, —BERNBTEXMRE, EFEPN—EHAIUESZIITHNER
o



[00:37:21] [Andy Raskin]
English:

With Zuora, if you look at their website, well when they first started doing this, maybe 80% of the content
is not, "Hey, let me tell you about how Zuora is so great," or, "Here's our new release," or whatever. It's,
"Here's how music companies are embracing subscriptions. Here's how luxury goods companies are
embracing subscriptions.” It's all these kind of almost trend pieces that become unlimited fodder. And
again, you're not touting your ... it's less salesy, right?

AR ERIE:

A Zuora 79fl, WNRIREMIEIRLE, EAIINIFFEXFMBIEE, FI6E 80% HABEARZ IR, LFHEIFIR
Zuora BEZHE" WE "XRHABIIMRA" ZEXH, ME “BRATENAMBITRAERENN" . “BEEHRQH
RINAFAEITHAENN" . XL FHEEBUENNE, AT REFHNEM, ME, RAZERUES
S LK) LRI AT, XE?

[00:37:51] [Andy Raskin]
English:

Another thing | just hear always, | just interviewed a CEO this morning for my podcast and this is the first
thing he actually said was, "It becomes the strategic north star for the product." So what he was telling
me, and this was actually a little unusual, | asked him, "Why did you come to me at first?" And of course
I'd asked him that before, but he said something this time that was a little different from what I'd heard
before. He said, "We are constantly getting feature requests through sales, through customer success. And
we had sort of no way, bar to decide well what do we take on, what don't we take on? And this clearly has
become our bar."

FRZERIE:

BREBRINSF—HER—SRBLENNEREIEEFR T —I CEO, XEBMRNE—MIE— “ERAT
FmBISERILIRE.” tEIFK—XELERAEIZE, KM “REOATAREI? 7 SAKLUEER
A, EXRMRT —EMIEUARAENAR—FNARTE, thid: “FlFENEIHEE. EdEFRIIKREIL
REER. BAUBTIKBIERREMLEZM, WERZM. MXBABEMN T HAIBIITRE”

[00:38:38] [Andy Raskin]
English:

If you think about it for 360Learning, does it help us upskill from within? It's in. Does it not? Or it's
prioritized. Does it not? Less prioritized. Amit Bendov told me this directly, he said we exactly the same
thing. He said, "We get a lot of requests for features and a lot of them are basically about opinions, some
way to record opinions."

FRCERIR:

BA8E, T 360Learning Kixt, XMINEREET “WEHKERA" ? IRE, M. MRTE, HEM
FRER{K. Amit Bendov EIFHIFIHK, ittt —HpER. . “HINWEIRZINEER, H
PREEALRXT TUBWN B9, FEREUERHFR”

[00:39:04] [Andy Raskin]



English:
And this is Gong.
FEiE:

XZEW Gong,

[00:39:04] [Andy Raskin]
English:
"We're not going to do those." In Gong, yeah. "We're not going to do those."
FRCERIE:
“BIF=MARLL,” 72 Gong, BH), “BITFSMABL,”

[00:39:08] [Lenny]
English:

Are there any companies out there that maybe aren't clients that you see as like, wow, these guys are
nailing it and they're doing a great job of this strategic narrative?

FROCERIR:

BEREMEQTAIERFAZMIES, BMRERT “H, XERWHEXET, wIERENESEMSIERSY
=

[00:39:15] [Andy Raskin]
English:

Well, one that really comes to mind is, | mean it's been out there for a while, but Drift. Drift comes out
with essentially like a chatbot for your website, which might be the 30th chatbot for your website. And
they don't say, "Hey, here's why our chatbot is the best one." They start from a completely different place,
which is, "Hey, used to be people would sort of wait around for you to get back to them. It was a world of
later. They called it the world of forms. You put up a web form and you expect someone's going to fill it
out and maybe wait a few days while you take your sweet time deciding if you're going to get back to
them."

FRCERIR:

Il, HIABEH—K QB R Drift, BACBLEFE—ERE T, Drift #HEHAIAR EE— M MISIIRAEAN,
e E LS 30 PHIRAMBAT. #ILER: I8, XMENTAKNNIRNBAZRITFE” i

M—ﬁ\ EFEBETIAN: R, SEAMNBRFEREE. BR2—" TE R, tilnzr ‘KE

R o RE—TMIIRE, HEEAEE, ARAREFLILR, MFUEKETRERSELEMI].”

[00:39:58] [Andy Raskin]
English:

And David Cancel and David Gerhardt started from right the beginning saying, "Now we're in a world of
now, where buyers are ..." | think they showed this woman, | remember it was this woman sleeping with



her phone. That's your prospect. They're always on and they're going to expect you to be engaging with
them right away. And they called this conversational marketing, and they really went with that and
created | think a whole movement and they broke away from all of the other chatbots.

AR ERIE:

David Cancel #1 David Gerhardt A—FF st : “BRERNGTF— EHT R, EXR{1-----7 FEM]
BRT—1&A, HiZBERMEEFNERNZA. BREMRIBERF. MIINZIEL, HHEAZE(REEILLRD
S5tiEs, i1z A “WHEXER" (conversational marketing) , i 1EMNBEMTX—=, FHiAFXE
BT —I17E5, ILMITTMERE IR 28 AR Rism L.

[00:40:35] [Lenny]
English:

Awesome example. So earlier you threw out this word category, and I've noticed you haven't talked about
category and category creation too much, and | think that you're kind of not a fan of this idea of creating a
category and focusing on category. I'd love to hear your perspective on how that all relates to the stuff

you recommend.
FRCERE:

RERGFo MAMERT “@E” XMNE, HERIMHLKEIZHIERENRELNE, REFMUFRX
BEX “fhEmE” M KERK XM HRBIAFMNXSREFNRB ZEXRNEE.

[00:40:55] [Andy Raskin]
English:

Lenny, are you trying to get me in trouble? Like that guy who guy on your podcast who attacked jobs to be
done?

FRCERIR:
Lenny, fRERILFELFMID? MEMBEZFEBWIBE “FMES" (jobs to be done) EILHIRIK—1F?

[00:41:02] [Lenny]

English:

Apparently, let's do it. Let's see what kind of trouble we can get into.
R EE:

BARXEF, KB, BERINSE AR,

[00:41:06] [Andy Raskin]
English:

| would soften it a little bit and not just ... because | don't want the ire of the category design folks, but |
really would soften and say, | wouldn't say I'm not a fan of creating category. Look, | think if you look at
Play Bigger, which has become The Bible of that category creation thing, if you look behind that going to,
what do they say the category is? They say it's a narrative. It's a story about how the world was to how it



is. And so what | find though is that when people think about category creation, they tend to just focus
on, okay, well, what is this category name going to be that we got? What are these three words or two
words, whatever, that are going to magically make us seem like we're totally different from everybody

else?

FRCERIR:

ERFER—R, FRE - BARFRERBLEHRELIZITA. RENIEFMIR, BRI RIS
thEm¥, frE, SNRIrRT (Play Bigger) (XBELEMT mEALISMWANELE), MRIFEEERMELRE,
i mERHA? MTREEME—MNEF, B— M XTFHFRIEMNME. WEDFOEE. BFREIR, HA
MNBEMELNER, MMNEFERXE: 7B, RMNEANXT@EINEHA? W=-MIHFMageH L
BINEBERSRRE?

[00:41:52] [Andy Raskin]
English:

And A, | think that's not really possible. These three words aren't going to do it. Take Gong, | mean already
other companies were using this term revenue intelligence. With Gong, it suddenly becomes a thing
because | think they have this opinions-to-reality story behind it. At one point, again, | asked Amit, he
said, "Yeah," because | remember he really struggled, "What should we call it? What should we call it?"

AR ERIE:

B, RIANXAKATGE. X=MIAEFERTEH. L Gong Afl, YNELEHMAREER “EWNERE

(revenue intelligence) EXMET. {BTE Gong XE, BERAKNT, BAFIARNMIIEEERDT “MEUEL
FME” ME. X, TERE Amit, fii: “E0,7 AAREFMENENRLULS, “Eilizedt
A? ZEHFA?”

[00:42:20] [Andy Raskin]
English:

He came up with that one. But then when | asked him later, he is like, "Yeah, you know what? In hindsight
we probably could have called it strawberry intelligence. It didn't matter. It was really the story that sort
of mattered." | think he was exaggerating a little bit. And | think the category people would actually agree
with this, | think they would agree with, hey, these three words are, it's sort of a shorthand for this

movement of old game narrative.
R EE:

tAE TN RF, EERKREME, thik: “E8, (REES? FEEX, RTEECUY EEZE#
7, BFHAFER, AEEENERIMEE.” REMEREKT . MARIANMRENASER LS
—=, ffzER: R, X=MIELREXM “|RiFRNEEE N—MES,

[00:42:48] [Andy Raskin]
English:

But | guess | feel like still by calling it category and category name, we're just focusing on those three
words so much. And what happens often is CEOs will, they'll kind of come up with this little category, like
what happened with Nick at the 360Learning with collaborative learning. We have this name, but we
don't know how to tell the story around it. So my feeling is like, well, let's focus on the story. So that's



why | talk about strategic narrative and movement creation versus category creation. If someone decides
that your movement is a category, great. Bonus.

RS ERIE:

BRIEZHRE, @Iz ‘@K M “REIR , BV FXERLMNMIT. LELENERZ, CEO
ey —1MN@ZE, #1& 360Learning BY Nick BRIMY “MERES” —#F, RINBETXNEFE, EBRHIIFH
EIMAES T HRE. FIUARNRETER: 8, IRNEITHRSE. SMEBAFARKIENE “HIRNE" M
“BEgE” , MAR “mEONE” . MRBEANARFHEHE—NRE, BAEFT, BEFINERM.

[00:43:32] [Lenny]
English:

| see. So essentially your approach is category can play a part of this, but there's a bigger question you
have of what's the story, what's the movement, what are the obstacles and categories and element of
that potentially?

FRCERIR:

HEBABT. FIUAR LG AR, MEAUSEFHN—EST, BRXENE—TEANRE: HEEHA?
BEIRA? BREFA? MmXAEREREPHN—ITR?

[00:43:45] [Andy Raskin]
English:

I mean, | almost see them as orthogonal, like with HubSpot. HubSpot had this narrative around inbound.
It used to be just outbound stuff, now we're going to have inbound. And that wasn't really a category.
Back then they were probably known as marketing automation. Now they're probably known as CRM
because they've broadened. But this movement is the thing that's sort of the constant and in some ways
orthogonal to whatever category they're in.

FRCERIR:

B2, RILFIBENEERERM (orthogonal), FLf& HubSpot, HubSpot & —1%(kTF “AiE”
(inbound) BIMZE. LURIRE “HiR” (outbound) #H, MERKNEE “NE” K5, BEIHFZ2—
m¥E, LM A “EEBot” . MEMITITEEETA “CRM” , EAMIILST KT, EXip
“Bnf” BEMIEENRA, EEMZE LSRN ERREESIIERN,

[00:44:16] [Lenny]
English:

Is the strategic narrative framework right for essentially any company or is there a sweet spot? And I've
noticed most of the companies you've been talking about are B2B SaaS. So | don't know, maybe if there's
a spectrum of perfect fit for strategic narrative framework and then not a fit at all. What's along that
spectrum?

AR ERIE:

HERNEEREEEATEMNQR, ERREE— "REEAR" ? WERIMRIINASHATEZE B2B
SaaS. FAUEAME, BHEE—THIE, —hETEXAHABRNEERNLAF, F—HETEFAREGHATE?
XPIE EHBA?



[00:44:33] [Andy Raskin]
English:

Yeah, well you can see, | mean it takes a little time to tell this story and you were kind of framing it a little
bit and we're telling it in lots of different channels. So | think it does really play well in this enterprise
sales context because also we have a group buyer there. So it's not just one person who's doing some
research. This whole group has to have a uniting story. So | think you're right that in noticing that the
companies that this tends to resonate with tend to be B2B, enterprise sales, technology | think because
often the product is very complicated. That arrogant doctor stuff comes from an age when the things
people were selling were products on shelves that didn't change much, cans of soup at the supermarket
or a carin a dealership. Even software back then, shrink-wrapped in a box, doesn't change.

AR ERIE:

2, RAILEER, WX MREFTE—RE, (REENEHITHE, AEFZSFARANRERHARE, Frld
HIANETERWLHE (enterprisesales) HERTHEFERN, ENBEBEREMEFREK, FTRE—PAE
BT, BNBEARE—ITR—EE. FIURENE, BERZEHXBHATEERE B2B. RIRHEEMN
AT, HEBRANXEFmBEFEEEER. B “HIBNELE" RUFRF PR, BEFAMNEZHZER
EREAZEUNE M, HNBHENELINEHEBENSE, EERYNNNG, EE2FEBHTY, £

F{> e

[00:45:44] [Andy Raskin]
English:

B2B software, this stuff is changing by the minute. And does it even make sense to make a claim to say,
"Oh, we have these features and they have those features, therefore we're better," does that make any
sense? That said, hey, | was looking for a sports watch, a Fitbit and I'm comparing specs and I'm doing all
that stuff. And so that mode of buying is still happening, but I think, so yeah, when consumer products
companies contact me, | usually say, "No." Occasionally they still say, "Okay, yeah, we'll build this, we still
want to have this narrative." But yeah, | think it has the most value, most impactful right away for B2B
enterprise technology companies.

AR ERIE:

M B2B ¥ft, XERFAESDESIWEAEL N, EXMBERT, B 1R, H1EXLEIEE, MIERLEINEE, R
UHAEY” EERXIG? BRI, 1B, RZATERIEEIFR, & Fitbit, JREMLARSE, HXLEER.
PRSI ERE AT E. B2, HHBERABRKAIKN, RERREL, BRUMNERRR: “FE, K
MNERILIXT, HMNERBEXMNE." BEHKE, FIANERN B2B BIRKATNMERK, FHKRE
o

[00:46:33] [Lenny]
English:

Just a few more questions. One is just what's a sign that you should spend time in this area, that
something is broken in your strategic narrative story pitch?

FRCERIR:
EENEE. —NE, B ARRKAMMIZEX NIRRT 6], SERIRE RSN EREHEHE L 7

N7



[00:46:42] [Andy Raskin]
English:

Well, I can tell you what I hear from CEOs when they contact me. | always ask, what's happening? Because
that idea | had, no CEQ's going to budget a line item for this. I'm basically asking, why was | wrong? So a
few things they tell me, one is that the company is maturing from a point a stage where they've been
successful, but that success is ... one CEO put it this way, was brute force of the founders. So the founders
are in every meeting, they're in every product discussion, every sales call, and that's shifting, the
company's getting bigger.

FROCERIR:

i, FAJLUEIRIR CEO MNEXRTMIRBE AW, HEZR: “RETHA? ” BAFKZABD &8 CEO=NH
HRFE" pE, HEKEER: “AARET? 7 NSFROGSE. —BATETEM—TRIIEIM
ERERMR, BARMRALL- - —{iI CEO @XMFHARRY, BFREIBAR “BHN” . SIBASNE—RIIN, 5
B—XREmITE, 8—XRHEERIE. MXMEREESE, QAFEEEK.

[00:47:21] [Andy Raskin]
English:

Usually I'm seeing this around series B where the company is getting ... so they can't be in every sales call,
every market call and they're looking to transmit all the good stuff and some direction in a way that
people are going to remember and all that. Everything from how we pitch to what the product should be
and all that, and they see this as that.

FRZERIE:

BERET BREMANSEIXMER, ABMET KT, SBALEZSNE—XRFEERE. 8B—XATH=
W, B ZEU—MANEIEEN AT RFIEREENS R, MBRINEEEEFRAZEH AR, F5F,
I HBABERNEE R LA — R FE.

[00:47:47] [Andy Raskin]
English:

There's another point that | see people contacting me at, which is where they're growing. It's usually a bit
later where they've scaled tremendously successfully. Now we're either acquiring or building out whole
new product units. And that old story we told is just, it's just not big enough and we got to expand it to
something bigger. This is the example of OneTrust, which the CEO | had on my podcast recently. Starts
out with just, | think it's data privacy around the regulations that people have to be able to say, "Don't
track me," things like that. And then they buy these other company and now we have this much bigger
offering. So how do we tell the story? And then | guess the third one is some form of pivot where hey, we
were telling an old story but whatever, the market changed or whatever and we want to go in a different
direction.

AR ERIE:
REINB — P ANBRERARNN S E2MITEET K, BEESEMIIBERIEE I ANEZ G, MERIE
ATEHITHRY, BATERISHNS R T. RITUARNENERSEERTBEART, RIEZSEILECT B

BAREVRAE. XFiE OneTrust BIfF, FEIENIFRIGSM{IEY CEO, &) RBMERIERRFL, BELENILL
AR “BURERH" ZENFER. ARMINEETHMRR, REETAESHmeE. BARNZMEH



EXNRE? FEF=MBEREEMENNERE (pivot), IR, RIUHANEERS, EmHET, H(EH
AENABARE.

[00:48:53] [Lenny]
English:

Say a founders listening to this and they're like, "Okay, | realize | need to do this. | haven't spent enough
time on this. Something's not working. This could be a huge unlock for us." What are the first couple steps
they could take to start to figure this out? And | imagine at some point it's like, go talk to Andy. He'll help

you through this. Is there stuff you can do on your own? How do you go about figuring this out?
R EIE:

RigBE— LB AERAXETE, T8 “FE, ZERRARFEMXHFF. FEX LEEHNNERBS,
BLERARNH XAJEMKNRITE—TERBIRN," I LRI NMID P EEFIREELE? T
EEIMMETAJRER “Eik Andy, thEEIREER . BEEREMTATUBCHFHNERE? ZOFAEFEEXMH
=2

[00:49:11] [Andy Raskin]
English:

Well, a lot of folks have emailed me over the years like, well | told you before, there were some who
emailed me like, "Hey, tried it, didn't work." But many more have emailed me, "Hey, | tried it, it did work.
Thank you." And so yeah, just try to lay out that structure and try it mean even when | work with teams, |
adapt what people might call sort of lean approach. | want to get that thing out there into sales calls.
We're not rolling it out to the whole sales team right away, but getting it out into some sales calls and get
a sense, "Hey, is this resonating? Are people given the nods?"

AR ERIE:

i, XEERRSEAGRHEEE, MEFZARN, BEARBER: IR, {37, KA." EEZHAKRE
. %, AL T, ENER. #i.” PR, B8, RETHBIMERHERH. AEIHSHENGE
By, BRUERKAAAIENRZA B B75E. HRERNRARZIHESEEEPFENER. FMFAFLZIEE
MEERET, MEXAE—LEHEEREPER, FE: T8, XaeslEHEE? AMERKE? ”

[00:49:49] [Andy Raskin]
English:

Ideally by the way, one way | look to test it, is it working, is when we talk about this shift and the stakes
and do they stick. Do they kind of say, "Yeah, let me tell you how that's playing out for us,"? Or, "Am I? Yes,
I'm seeing that." Sometimes I'll literally, I'll train salespeople to ask them that question, like, "Am | crazy
or are you seeing this?" And what do they say? And you can usually tell if they're in and it's qualitative.
But I really like that kind of testing to see if it's working. And | think anybody can do that.

FRCERIR:

]
REET WH MWARERW: “BH, URSFFEXMNENREZEALE,” HE “REFZE =20, K

IRER—T, BRERT, WHERTERN—FMAER: SRMNBEXMETENFEXRE, ENEERE
BWEETX—R.” ARNFENIIIGHEEARDTAZ NI, il “BIHRRT, ERIFBEETXME



m? T BEMITEAR. MEFEMEMENREFFEFHEMANREINE. FHIFEBERZIMHNASG, FIANAE
R NEBET LUE,

[00:50:32] [Lenny]
English:

Is there a template or guide you have online for folks to follow other than maybe just listening to this
podcast and reading? Is there a post that's like, "Here's the framework defined, and go follow these
steps,"?

AR ERIE:

BRTITXARRREMEIRAXAS, MWNLEEREFARRIIEEHARSE? BRENREXETE "XMEE
XHUESR, ERIEXES BIR(E ?

[00:50:41] [Andy Raskin]
English:

| mean, | guess the closest is that The Greatest Sales Deck I've Ever Seen post, which is the Zuora deck.
But even there, people have asked me for a framework and presentation companies say, "Can we have
your template so we could make it available to people? We'll revenue share with you or something." And |
am so against this template. Every team | work with, it's different. It's not the same number of slides.
Sometimes we can lay out this shift in one slide, sometimes it just feels better or the team likes it better,
whatever, if it's a few and we're sort of getting people into it. Sometimes there's no slides. So | am really
hesitant to recommend any template. And what I'd say is these are principles for building it, not any
prescribed formula.

FROCERIR:

HRRBENERR (RLIHRFBARBIEE PPT) 83, HBHE Zuora BIAB1 PPT, BEIELILL, ATERE
MEBER, BRXRBAEHNRN: “REREBIRIERGTA], FiLFRELRAR? R LAFIRD M.
BRFBERIXMMRR. REFENES—THEHNEBEREN. ITHEEREBR—F, BRINTATUE—KLILT
RERTEMELE, BNDJUKBRTRREEY, HEHANEENE, SZE23ISAMTENER. BHEER
KARBLINTR. FIUKEFERBREFEFER. HBHNE, XERHREN “RU7 , MAREMRIERR
A3o

[00:51:37] [Lenny]

English:

If they do want to reach out to you while we're on this topic, what's the best way to contact you?
FREiE:

BEAAIKE T X MER, MRAFKEEKRIR, REFNAHEMA?

[00:51:42] [Andy Raskin]

English:



Connect with me on LinkedIn. That's usually a good one. And I'm usually posting things on LinkedIn that

I've learned from working with other teams.
R EIE:
7E LinkedIn EEX&R K. XBEEBMFME. HEHETE LinkedIn ERXHHRMESEHMEANSEFPFRRIRA,

[00:51:52] [Lenny]
English:

Awesome. Last question before we get to a very exciting lightning round. Speaking of LinkedIn, you
posted how in a working session with companies that the second session is always this low point they all
go through and that everyone's starting to get discouraged and pained. And first of all, | love the
expectation setting. You're like, "This is going to suck initially and it'll get better." Why is that the low

point and what is it that they focus on in that second session?
R EIE:

KiFT . TEANFELSAKENANBRREZZA], &E—NEE,. BE Linkedin, RAIT—FME, RESQ
BHITHIHIZH, FRIWERARBIELANREGH, STASBARBIERNES. Bk, HFEEE
XM E I, RELEER:  “NIFRSRERE, BERFERN.” ATABERAE? iTEEZRSNT
FEXFEMFA?

[00:52:17] [Andy Raskin]
English:

Well, apparently I'm not doing enough of an expectation setting, because what that post was about was
this woman. So when | work with a CEO | always ask them to create what | call a strategic narrative team
of up to four people. And usually those are leads of marketing, sales, whatever. In this case, the CFO was a
really important person in this company. And so the CEO wanted her as part of this team. And she said to
me at the end, she's like, "I love where we got to." | always ask, "What worked? What didn't work?" And
she's like, "I love where we got to. That worked great. What didn't work was like, you told us that this
second session was going to be bad, but | think you could have drilled home more like exactly how bad."

AR ERIE:

EABOTHEBRHEERS, HAPREFRRT LI, S5 CEO 51FlY, REZERMITHE—
PNHETBEY “AEERERIN” , RERRZMHA. BEEEH. HEFHIINARA. EXTHEFIHP, CFOEX
RABFEEENAY, FILLCEO FEMMAEI. REMMFI: “HRERBRINRLZERNER.” K22
B “CTARERT? FAKERR? ” thii: “RERNFLNER, BRE KEEANZ - REIFEL]
BIRIWERER, BEFOANFRIZERNMEE—TERSE ‘%S fER

[00:52:58] [Andy Raskin]
English:

And then | asked her, "Actually, could | have that quote with your face on a slide that | now present to
future teams?" She said, "Yeah, you could do that." So the way | work it is | have a kickoff session where
essentially I'm asking people on the team, what are these pieces? What is this old game, new game shift?
How do we talk about when to set the stakes and everything | just took you through? And we have like



five people in the room. There's going to be ... we're going to come out of this with notes and notes,
boards and boards of ideas of this stuff.

AR ERIE:

AT “SEfR L, BEEFREBXAEERMIKERELINTH L, BRARKHNEN? ~ fid: “7
L &iad,” BNITEARE: AE—TEHRI, EXLZWREAR: XEAREDEHA? X
REFFRRI R TR A? HANAIEANBHAEXR, URENAHRTBN—)? BEEXAHEED
Ao BWEREY, KB HER, —RX—IRBEIE.

[00:53:34] [Andy Raskin]
English:

And so then two things happen. One is | ask the team to start interviewing customers about how they see
this shift and sometimes the customers will literally give us the words and that can be helpful in sort of
aligning if we have differences. But | also start working with the CEO one-on-one and we build a first
version of this thing, and it's the second session where we present this first version to the team and think
about what's happening.

FROCERIR:

REREERMEE, —RERBAMFRRIAZS, TEROMNNEEGTXMEE, ANEFENSERREMHRATR
M—L98C, XTEERD K. AR—HAEFEEEE. ERNFLFFIRS CEO #IT—H—&1F, WEXIK
FRE— T, AREFZAZNLE, FMEEARBRTRX MM, BRIEET 4.

[00:54:02] [Andy Raskin]
English:

The team has just given us millions of gold ideas, truly they're all ... and in order to make something sort
of clean and powerful, the CO and | have had to pretty much throw out all of them, save one or two. And
there's going to be feelings about that, first of all. Second of all, if this were easy to just get all ... interview
everybody, come up with it, they would've done it. So it's going to be wrong.

AR ERIE:

HIBARIRILE T AR NMEYHER, B, ENESRE - EBATHEEEMENHAREA, CEO MERSFR
mFNLFHRENER, RRE—FD. 8%, AXMLEEERERHE. X, NRXHFENPALES —X
BN ARBERHR—MIIREmME T A, FREERZEREA.

[00:54:30] [Andy Raskin]
English:

But the good news is this is where the team gets to weigh in. | also ask, what's working, not working in
this thing? And when we learn how it's not working, that gives us the juice to then me and the CEO go
back to the drawing board. We plan on this in advance, we're going to go back to the drawing board and
then bring up something good. So having a shit draft is a million times more valuable than having all
these great ideas. But it's also really painful. It's painful not only for them, but for me. No matter how
many times | say this, | expect they're going to love it in that first one too. And I'm really pissed off when
they don't. But luckily now I've done enough times | know that's going to happen.

FROCERIR:



B EER, XIEREMSSHKIMT, RBERF): XTMAAEMEEERT, WEREER? SN TH
FEMERTH, X457 HRM CEO HAEEMBE. HMNFLHIFTEX—R, RITZENFE, AEEHETF
. FRLL, B “BRENOR REHEARNEIEEENE—BLE. EXUENRES. AN
i, WHRBR. TRBERIZ IR, RERSHEMIEE —REIVREME LE, StiIRER,
BEENRES. EEEHNE, NAERELMTEBZR, RNERBBASEEN,

[00:55:20] [Lenny]
English:

| was just watching a documentary about Annie Lamont who came up with the first draft concept for
writers that | stick to.

FRCERIR:
HRIENET —MXRTF LI - FIRE (Anne Lamott) HWERF, iR TEXNEEHFR “FEIE0R" 7

o

&

7

[00:55:27] [Andy Raskin]
English:

I'm a firm believer in that. Yeah.
FRCERIE:

BRIETE. B

[00:55:30] [Lenny]
English:

As you're talking, one last thought that | had is, so you'd work with because and founders. | feel like this
could be just as useful to product leaders, product managers working on a product that they're
launching, just like what is the movement, where it's happening, here's why this product's important. Do
you find that too?

FROCERIR:

IRfRBIERT, BEENRE—TMRER: MEES CEO MEIBAGE. BE/XMN FEEAHZmN~mdAS
H. FmIEREBEFEER, bl XZEHEAHA? EAEMERE? ATARXITTRREE? (REERR
ng?

[00:55:45] [Andy Raskin]
English:

Absolutely. And very frequently, the product leader, chief product officer is part of this group. What I'd say
though is that the reason ... so after | did this work for a few years, | looked back and | was like, which
were the engagements | did where | can see it, and the narrative is really this true north star for

everything?

AR ERIE:



Zyutt. MEFRAFE. BEFRELEEXTHMN—5R. AIHRBRHNZE, REET - ERMX
THRIFRE, HEBMT—T, H8: ERSESNPEDTESR, BEHEREEINEEENNTARESRRERN
“ALiRE” ?

[00:56:10] [Andy Raskin]
English:

It was always the ones where the CEO was leading it, not just in name, but literally the person who called
me who was working on the drafts with me and going through. And so initially | didn't insist that it would
be the CEO doing that, but eventually | started to, and | think even for a product leader, you're going to
want the support. You don't want to be just telling that story in product. You're going to want that
supported from this Zuora person who gave me the initial deck, he said it, "It was like | had air cover and |
was just going down and knocking down deals on the ground." You're going to want that air cover in
marketing, sales, recruiting, everything. And how much better is it if it's really driven by the CEO and you
have that?

FRZERIE:

ABEEARLEH CEO RBEMSHIE, MUERX LR, MEPRNEETBIEALRK. ME—EER. —Ed
AAERIAe FTASRAIEH R B CEO KM, BRERFFRERFT. BIANRENTFm@MSFERL, R
FEXM S, (FANERZETmEB JHBNEE, MIFEREST—BPNEFEEY) PPTHI Zuora RT
WE: “XMEHET THXE (aircover), MERBAEMELFMANES.” (FEHETEH. HE.
BREMETTEHAEXM “TRZER” . WMRXERR CEO &), MIMAE TXMZR, BEEZE?

[00:57:01] [Lenny]
English:

Amazing. Is there anything else you wanted to touch on or you want to share before we get to our very

exciting lighting round?
FpERIE:
KiET o EHARNEESAKERNABRREEZA, REEFTARKXHDZNE?

[00:57:07] [Andy Raskin]
English:

No, except | love category design people and it's really just sort of terms that | like that are ... you know
what? Forget it. Scratch that part.

FROCENIR:

BAET, BRTHEBRKEPLEMDEZITHOA, ELRARHKERNANEFL - (RAEE? 87T, 1LIRERME
Mg,

[00:57:19] [Lenny]
English:

I thought that was funny.



FRSCERIE:
KOS ETERN,

[00:57:21] [Andy Raskin]
English:

Oh yeah. Okay. Yeah, we could leave it in. We could leave it in. You could even leave this in where I'm
telling you to scratch it.

FROCERIR:
MR, 4708, 17, BATILUESE. HTAIUESE. REZEFTUBRUHiEXBENASHES.

[00:57:26] [Lenny]

English:

Sounds good. | was actually going to joke that | was going to cut this out and leave you hanging, but okay.
FREiE:

ITERAE, RAREEATKRKSIBE S, iILRER—T, FE287,

[00:57:31] [Andy Raskin]

English:

No, you can do that. Yeah. Category design people. Love you. Don't hate me. Thank you.
R EE:

A, (RETLABRHE M. BRY. mBgItBIAN], ZRiT. AR #Ht

[00:57:37] [Lenny]
English:

Great. | love it. We're going to be okay, | think. Well, with that, we've reached our very exciting lightning
round. I've got five questions for you. Are you ready?

AR ERIE:

KIFTo BRRBENZEEN. Ba, BIMNHATIFESAHENNBRRIZ. FELNIRAZRM. EEEFT
ng?

[00:57:46] [Andy Raskin]
English:

I'm ready. | saw like what you sent them, but | didn't really look at them, so I'm just going to tell you what
I said. I'll go off that.

FROCENIR:



HEEWFT. BREITMAIRNEE, BRFAE, FIUKERRERRE.

[00:57:52] [Lenny]
English:

Perfect. Excellent. The best version of this. What are two or three books that you've recommended most
to other people?

FROCERIR:
TR AT, XARRIFINRS, MEABERSHNR=FBZHA?

[00:57:59] [Andy Raskin]
English:

One of the books that | read initially from that Barnes & Noble, it was Story by Robert McKee. | think a lot
of people know about it who are sort of interested in story stuff, but it's kind of a Bible of people who are
doing screenwriting and stuff. If anyone who's in Hollywood who thought about going to Hollywood, they
know about this book. I love a book called Out of Sheer Rage. It's really not about what | do or anything,
but the author is Geoff Dyer. Geoff, he's written a lot of books that are kind of essay memoir, and this is a
book about him trying to write a book about DH Lawrence. So it's all about procrastinating and like, "Oh,
I'm supposed to write this book. I'm about to go on a trip somewhere. Should | bring the collected works
of DH Lawrence with me on the trip because that'll help me start the book, but maybe | shouldn't
because it's not going to ... Then | could come back refreshed without having ..." Basically, it's all that. It's
this sort of in the head. I just really enjoy that book.

FRCERIR:

Hp—ARIHKRVTE Barnes & Noble 5F|89, THE4F - £E (Robert McKee) B9 (#ZE) (Story). HIEREZ
IHHE RSB ASMNEXAE, ELFRERFNEE, TAEFRISHEETFISHARBIEXES,
BEEIR—A0 (LY EER) (Out of Sheer Rage) B, EEMNMBMHIIEEZXR, FERAX - &R
(Geoff Dyer) s NRAREHRZHEREIZR, XAPRXTFMIXEE—ZAXTF D.H. SLHNFB. FAULPEHE
KXFHEIEAERY, tban: M8, HEZEXER, BEEEMAIRT. Kz ZFLDH FHOHNeE? @A
ARER KBS E, BHFRRZE, BARFE - AERHAIUMEIKRMER, MAR-" EXxLeE
XL, XE—MOERENEES. HIEEEWIEH,

[00:58:59] [Lenny]

English:

What's a favorite recent movie or TV show that you really enjoyed?
FREiE:

RILfRFE EMMEBREEMARIRHA?

[00:59:03] [Andy Raskin]
English:

Station 11. Station 11. That was just so beautiful to me.



FRZERIE:
(#+—u5) (Station 11), MERWR, EXET.

[00:59:09] [Lenny]
English:

Trippy. That was a trippy movie. Did not expect to go where it went. | usually ask what's a favorite
interview question you like to ask, and | don't know how often you're interviewing people, but does
anything come to mind when | ask that?

FROCENIR:

RiXL], MR—EMRIRLINE. RBERIBIBHELR. ZHEBEIRFRERNEIRFDTZM A, FHAER
ZAER—RAN, EHFRXNEEN, RREHETAFERE?

[00:59:21] [Andy Raskin]
English:

Well, I can tell you one thing | ask when | speak with CEOs is I like to ask, what role has this narrative
played in your leadership? How does it work in your leadership? And it's always really interesting for me
to hear that, 'cause | often hear things that | don't expect.

FROCERIR:

i, FEILAEIRIR, YIS CEOTMEY, HEWE: “XMRNEEMOASAFET ABE? ERNAE
RS TIERAEERR? ~ IRt INEZE2REE, RAREERIIEBRENREA,

[00:59:39] [Lenny]

English:

What's a favorite product you've recently discovered that you just really like?
FRERIE:

MERIEADHAHIEEERNEN=RETA?

[00:59:43] [Andy Raskin]
English:

| recently got a Fitbit. | think | may have mentioned it earlier. | was looking for a product like that, and so
far I'm really loving it.

FROCENIR:
HERIEET — Fitbite HEKZAHREIT, H—EHEHRBENSm, FIERINLERIER

Bl

gk

KEo

[00:59:53] [Lenny]

English:



Amazing. Have you tried other versions of Fitbits or that's the one that's working?
FEiE:
AET . R HtARZASRY Fitbit 13, EEMX—NIFAE?

[00:59:58] [Andy Raskin]
English:

| also ordered a Polar at the same time and wound up returning the Polar. Basically, it was just a little
clunkier on my wrist, so | went with a Fitbit. Well, do you have one that you recommend instead?

FRCERIR:

HEBIERBIT T —1 Polar, Z5R#E PolariBT. BEXERANEBHEFM LRI ERERE, FIUARET
Fitbite R4, REMAKEFNERMIT?

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

| just have the Apple Watch and I've never tried a Fitbit and it gives me all this stuff that seems cool, but

I've never gone further.
AR ERIE:

KRB Apple Watch, MiZidid Fitbite Apple Watch 1RIERVIHEEREREELD, BIHLIBRNARIL,

[01:00:21] [Andy Raskin]
English:

| got the Fitbit like a week ago and | actually still am on the fence whether | bring it back to return it for the
Apple Watch, so I'm enjoying it, but we'll see.

FROCENIR:

HARN—FRIERY Fitbit, ELHIMEEEINBEFREZLEIR T AL Apple Watch, EAIERENREY, EBE
g,

[01:00:28] [Lenny]
English:

Okay. Final question. You're expert on presentations and | imagine you spend a lot of time in decks, and
so just what's like one small change people can make to how they put together a deck or a presentation
that will make their presentation a lot better?

FROCENIR:

T8, RE—NRE. RERTXBAENER, HEBIRETRENEMR PPT. A, ANEHIEPPT ZiE
TXAEEY, AILUMBBY— P EEILE R MR AKIRABNEEZE A



[01:00:41] [Andy Raskin]

English:

This is the one thing, make the title the takeaway of the slide so that the person looking at it has to do
zero work to take away. So example, you'll sometimes see, "The problem," or, "The team." Replace, "The

team," with, "Our team is veterans of whatever industry," or every single slide it's a takeaway, not a label.
It'll make everything flow a lot better.

FRZERIE:

MEX—HE: BLTH TR BIZIINZOEILE (takeaway) , XEFEBMATTEEFEM KRRV
Bo i, MERZEEMEEE “H&E” & "B o 8 “FE” #ek “HAMTHBEPARERETLHERA
T7 o B—ROITHEWREENIZE—1EEIE, MAR—TITE. XIUBMREINHEZ,.

[01:01:17] [Lenny]
English:

You did a killer job answering the lightning round questions without having a peek at what they were
going to be. Andy, this was incredibly insightful. I'm going to go start working on my strategic narrative for
my podcast and newsletter. Two final questions. Where can folks find you online if they want to reach out,

learn more, maybe consider working with you? And then how can listeners be useful to you?
R EIE:

RERBRZENBRT, NBREESKET. Andy, RKIFFER LM, ZREFRARNEZHNZER
MBEBENET. RERNNE: NRAKBEKRANR. THREZES, HEBLZESMEE, JUTEHELRE
fR? LRz, BRARMIEENIREEERA?

[01:01:35] [Andy Raskin]
English:

So | mentioned LinkedIn as a way to connect with me. That's fine. My website is AndyRaskin.com. | also
have a podcast where | talk with CEOs, so if you're interested in hearing more details about actual use of
this, it's called The Bigger Narrative. My mom introduces every episode. | sent her the interviews in
advance. | call her and interview about what she thinks people will get out of it, and that conversation
becomes the intro to the podcast episode. And what was the last question?

FROCENIR:

FHIRENT Linkedin REXRFEMGTF AR, FHAIMILZE AndyRaskin.com, HtIE—NMER, EHERKS CEO (]
Rk, MRTENBTREZXTXHENEMGNEAAT, B (EANME) (The Bigger Narrative) ., FKig
BAE—EMFIIE. BRRAERIFLRLM, ABITBRIERFM, NS ANEMPWIRATA, BEIHE
M T RBENFL. RE—NRERTARE?

[01:02:04] [Lenny]
English:
How can listeners be useful to you?

FRCERIR:



O ARATJRE A IR A2

[01:02:06] [Andy Raskin]

English:

Useful to me. Just if you try any of this stuff, let me know. Like, "Hey, worked. Didn't work. Have this

question." | would love to hear that stuff.

FROCERIR:

MIEBEFAEBBNE - MRFRR T XER X, BEFK. thal: IR, BFERT” .

BRXANEER” o HIRBIAIMXLER IR,

[01:02:17] [Lenny]

English:

Amazing. Andy, thank you again for being here.
R EiE:

K% 7o Andy, BREEHREVEIHR,

[01:02:20] [Andy Raskin]

English:

Thanks so much for having me, Lenny. This is really fun.
FROCERIR:

EBRBMTBIERK, Lenny, XENRE®,

[01:02:22] [Lenny]

English:

REERT WE K

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

on Apple Podcasts, Spotify, or your favorite podcast app. Also, please consider giving us a rating or

leaving a review as that really helps other listeners find the podcast. You can find all past episodes or

learn more about the show at LennysPodcast.com. See you in the next episode.

FRCERIR:

B, &l FERGFARNKIT. MRMESXATEENE, JLUE Apple Podcasts. Spotify SfREIREY
BENALITRATH, i, BEEREHNNTOHNBTTE, HAXERERDEMAREAAXMER. (R

BJLATE LennysPodcast.com i EIFf BT EX THEZEE. THTHEBL.



