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[00:00:00] April Dunford
English:

40 to 60% of B2B purchase processes end in no decision. If you scratch on that data, the majority of those
aren't saying, "Well, I'm not making a decision to buy something new because the old thing we were
doing is better." That's not true at all. In fact, the majority of those is they couldn't figure out how to make
a choice confidently. So what they did was they just went to their boss and said, "You know what? Now's
not a good time. Let's not do it now. Let's do it next year. Let's just delay it." Because that is the safe risk-
free thing for that person who's on the hook to make the decision to do.

AR ERIE:
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[00:00:39] Lenny
English:

Today. My guest is April Dunford. April is the world's foremost authority on product positioning. She's the
author of the bestselling book, Obviously Awesome, which is my favorite book on positioning. And this is
her second time on the podcast because she just published a new book called Sales Pitch, which builds
on her 25-year career as VP of marketing and advisor to companies like Google and Epic Games and many
others. The book guides you through a better way to pitch and sell your product. And in our conversation,
April shares the framework that she has seen work most often in getting potential customers to get

excited about your product and to decide to buy your product.
(00:01:16):

Like | say, at the top of this episode, you'll become better at pitching and selling your product by the end
of this episode. And if that's useful to you, which it should be, this episode is for you. With that, | bring you
April Dunford after a short word from our sponsors.

FRSERIE:

X, BNERRE April Dunford, April 22K @mEMU TN TNENE. tEHHB (B2ARE)
(Obviously Awesome) BIfEE, XRHRRERNXTFEMN P, XSS Z/CRIIAES, RANRINIL
R T —ZABH (BHEIEAR) (Sales Pitch) Ui FH. XAFRRT it 25 FHEEHI S HUKRS ;K. Epic



Games FEZ X QB FAAVERN EERFLE, BHRESMMAUEFHNGTUEEMHEE = m. ERMBIXNES,
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(00:01:16):

IEMBEREFLAY, MEXETEH, REHNEESRHNENRBRFERA. NRXMNMER (FEtH
SEYAt) , MAX—EMBNINESEN. TH, ERRBIBIERESE, LRI April Dunford.

[00:01:32] Speaker 1 (Sponsor Ads)
English:

This episode is brought to you by Composer, the Al powered trading platform now with retirement
accounts. Algorithmic trading has historically been reserved for the hedge fund elite. Now with
Composer, you can automate your trading with a library of over 1000 strategies that are easy to
understand and tweak using an Al assistant and visual editor. Composer is the first ever algorithmic
trading platform where you don't need any coding experience. It includes a full range of trading
indicators for you to get creative and a Discord community of 2,500 traders to discuss your ideas with.

(00:02:06):

Composer also has a powerful back tester to see the historical performance of your strategies, and you
can then invest with a single click. Once you invest, Composer will automatically trade for you based on
the logic of your strategy. With $1 billion in trading volume and over 1 million trades executed, composer
already has many big time investors using the platform regularly.

(00:02:26):

Head to composer.trade and use the code Lenny for an extra week of free trial on your composer
membership. That's composer.trade. This episode is brought to you by Eppo. Eppo is a next generation
AB testing platform built by Airbnb alums from modern growth teams. Companies like DraftKings, Zapier,
click up, Twitch and Cameo rely on Eppo to power their experiments. Wherever you work running
experiments is increasingly essential, but there are no commercial tools that integrate with a modern
grow team stack. This leads to wasted time building internal tools or trying to run your own experiments
through a clunky marketing tool.

(00:03:04):

When | was at Airbnb, one of the things that | loved most about working there was our experimentation
platform where | was able to slice and dice data by device types, country, user stage. Eppo, does all that
and more delivering results quickly, avoiding annoying prolonged analytic cycles and helping you easily
get to the root cause of any issue you discover. Eppo lets you go beyond basic click through metrics and
instead use your north star metrics like activation, retention, subscription and payments. Eppo supports
test on the front end, on the backend, email marketing, even machine learning clients. Check out Eppo at
geteppo.com, that's geteppo.com and 10 x your experiment velocity.

FRCERIR:

AETTEH Composer #B#EY, XR—FIUEZFHRAMKF N Al R ZTFE. BERSZERE L—BHEX
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(00:02:06):
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(00:03:04):

HIKTE Airbnb BY, BEERNITERNESZ—MERITNERFES, ERERALURIGEXE. BX. BFME
MEIBFHITYI R 9. Eppo EEZFMBXLINEE, HEEFES, ERRERIMGER, BESAMKAEKITE
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[00:03:47] Lenny

English:

April, thank you so much for being here. Welcome back to the podcast.
FREiE:

April, FERSIREER. ILEFHER,

[00:03:52] April Dunford
English:

So great to be back. We were talking about this earlier, but it feels like it was so long ago when | did the
last one. | was one of the first guests and | feel like, man, you've been running this thing forever. And that
was like a year ago.

FROCERIR:

REMEERR, HMNAZEIXT, BELXARTEEERFAUNNET., HEFRENEREZ—, B
MEXMEZFELM TRARAT .. ELtmA I T —F AR,

[00:04:05] Lenny

English:

It feels like a lifetime, but it was about a year ago.
R EIE:

RUEBGI T —EF, BREAAR—FH

[00:04:08] April Dunford



English:

But what you've done with it is amazing, right? The growth in it, everything else, it's super inspirational.
FEiE:

BIREISHIRFAIRA T, MIE? ErEKERE, *EHEMAFEE, #HERHE.

[00:04:13] Lenny

English:

Thanks April. | appreciate that.
R EE:

5138 April, FRRH.

[00:04:15] April Dunford
English:

You're welcome. It's true though. | think everybody looks at your stuff and goes, "What the heck? How
does he do it?"

FESR. XBRKE. HEFSTIABIFHRRBIM: "R, EEAMEIN? ”

[00:04:22] Lenny
English:

The secret is a lot of work.
R EE:
MIRMBRENTE

[00:04:24] April Dunford
English:

Yes.

A EiE:

R o

[00:04:24] Lenny
English:
That's the get rich quick scheme there.

AR ERIE:



[00:04:28] April Dunford
English:

Nobody wants to hear that.
FRCEE:

RN (KSEE) o

[00:04:30] Lenny
English:

Yeah. But it's work that's extremely fulfilling and we get to chat again and you are a very rare return guest,
which makes me very happy. And the reason you're back is you've written an incredible new book, which

| have right here if you're on YouTube called Sales Pitch.
FRZERiE:

20, BXMIEIESEEMME, MERINEBRNX, RER—UIFEENNERYER, XUEKEESE, R
ERNERR, IRET —AIEEEMNHH, WRIRIESE YouTube B9iE, PMERFE, MME (HEIER)
(Sales Pitch)

[00:04:44] April Dunford
English:

That's so cool.

FRCEIE:

KBET o

[00:04:45] Lenny
English:

There it is. And it's in your background, too. It's like a inception. The book is called Sales Pitch, How to
Craft a Story to Stand Out and Win. And we're going to be spending our time today digging into all of the
lessons and frameworks in the book as much as we can in the hour that we have. And my goal for this
conversation is for listeners to leave this podcast with better skills at pitching and selling their product.
Which | think every product leader and founder will want to do and get better at. How does that sound?

FRSCERIE:
FEX) Lo fRNESEHMEXAEPS, BiK (EFxE) —F, BREME (HEER: WinEkRAmtFH
REMHE), ESRH—NNRE, FITERITERNRITBRHFREEI)IFELRE, REBESORME, |

REBFNEEREBFH~mEHEMEERDG. RS~ RAFEME B ABHEMEX—RH TS
o ITEREARE?



[00:05:13] April Dunford
English:
That sounds great.

FRCERIR:
IR iRz,

[00:05:14] Lenny
English:

Okay, sweet. | was thinking as a way to get into the conversation, we start with maybe a story or an
example of a company that you worked with where you applied the frameworks and lessons they teach in
the book. And then use that as kind of a jumping off point for digging in further.

AR ERIE:

RIFTo HBEAIAR, HNATUEM—MERERHFFE, HHFSEIN—RAFE, (REWNANAHH
BUREZRANZNIEY, AR AR RE—TRNRIT,

[00:05:30] April Dunford
English:

Yeah, sure. So my background is, | do positioning work. And so in the work that | do with clients, generally
what we're working on is a shift in the positioning, which is a little bit of a shift in our thinking around,
how do we win in the market? So in order to test that positioning, what we want to do is take the
positioning and translate it into a sales pitch and then test it live with prospects.

(00:05:53):

And one of the things | noticed right at the beginning of doing this work is that everybody's sales pitch
kind of looked the same and they weren't all that great. And for the most part what was happening in the
sales pitch is there was no positioning going on in the sales pitch at all. The sales pitch was essentially a
product exposition, so essentially a glorified product box room. If there was five dropdown menus, we're
going to click on all five dropdown menus and show everybody everything just feature, feature, feature,
feature, feature.

(00:06:24):

And so, most of the teams weren't used to doing any kind of pitching in the pitch really. It was just the
facts Jack, were just going to show you that. Some would do this really lightweight thing. Here's the
problem, we're the solution. Now let me walk you through all the dropdown menus, but it is basically the
same thing like that.

(00:06:43):

And so what | wanted to do was build a pitch structure that would reflect the positioning. And so in order
to do that, we have to get a little bit into storytelling mode. Not a lot, but at least a little. And when we're
talking about features, we shouldn't be talking about features. We should be talking about the value that
the features deliver.

(00:07:01):



So let me give you an example and I'll do before and after what this would look like. So | work with these
folks, Help Scout, and so they're in the customer service space, so think Zendesk or whatever. They're in
that space. And what's interesting about them is they were built from the ground up to serve digital
businesses. So businesses that don't have a physical store, they don't have sales reps. And so their
approach to customer service was different from the outset. Help Scout said, "Well, you know what?
Customer service for that kind of business is really important. It's the only time you ever get to interact
with actual customers." And so the data shows that if you give them a really great interaction in service, it
improves loyalty, it improves repeat purchases, and it's actually a growth driver. Now, most folks in other
industries see customer service as a cost center.

(00:07:49):

So your telephone company for example, wants to get you off the phone as fast as possible. And they
want to push you to the self-serve FAQ channels, and they don't care about giving you a good service at
all. They don't care about any of that. And so they're all about driving the cost down. So if we look at Help
Scout in their positioning, the alternatives to Help Scout are a handful of things. Most folks start using a
shared inbox and it's really easy to use and the reps love it. It's easy to use. The problem is, is you start
growing and then you want customer service features. You want to be able to do assignments and
prioritization and things like that. So then these customers end up upgrading to help desk software and
now they're in this whole different world.

(00:08:31):

So the first thing is really hard to use. So we're not in shared inbox territory anymore. And the second
thing is that there's this attitude of we're trying to push folks to low cost channels. We don't really care
about them. We're going to assign you a ticket number. You're not a person anymore. All this stuff. So
that's the situation. So Help Scout, if they did a typical pitch the way | see most SaaS companies pitch,
they would just expose the features. Right? So the pitch would look like this. Digital business comes in
and they say, "Hi, Help Scout, let me show you how to log in, let me show you all the features. Look,
there's a shared inbox thing there that's really great. Oh, look, we can do assignments and prioritization
and we can do this other thing and we can do this other thing and la, la [a." And | keep going until the
time runs out and | don't have any more features to talk about.

(00:09:20):

The problem with that pitch is the customer's sitting there going, "I don't know, man, that sounds a little
bit like my shared inbox, but it also sounds like help desk software. Is it different than help desk software?
I'm not so sure. And there's overlap in the features there." And so it doesn't really answer the question,
why pick us over the other guys?

(00:09:42):

And so a different style of pitch would be one, we would do a little bit of setup to give everybody an idea
about how we fit amongst all the other solutions and what our point of view is in the market. And then
when we get to exploring the features, we would do that within the context of the differentiated value. So
here's how that pitch would look like. Customer comes in and Help Scout says, "Hey, digital business, we
work with a lot of companies like you, and I'm going to show you the product. But before we get there,
one of the things we think is interesting is that digital businesses look at customer service differently.
They look at it as a growth driver rather than a cost center. And so most of the folks we work with see
delivering a really amazing experience as a key part of customer service. Would you agree with that?"

(00:10:26):

Yeah, we would. They have a little conversation and then they say, "Great. We you have choices here. So
most of the folks we work with start with a shared inbox, and that's great because it's really easy, really



easy to use all that stuff. The problem is if you're growing and you probably are, then you're going to
outgrow that because you're going to need prioritizations assignments, help desk stuff.

(00:10:45):

And so then your option is to go to help desk software. And so help desk software is great, does all the
things. The problem is that it was not designed for businesses like you. It was designed for businesses
that want to take the cost out of customer service. So it's going to do some things that are weird. It's
going assign your customers a ticket number and it's going to try to drive them to low cost channels. So
can we agree that in a perfect world for digital business like yours, we'd want something as easy to use as
a help desk, but had all the bells and whistles so we wouldn't have to migrate to something else. And on
top of that was built from the ground up to deliver amazing customer service. Do we agree we want
that?"

(00:11:26):

Now, at that point, the customer is either with you or you're not. But if they are, then we switch to the
actual demo part. If we do a demo and then we say, "Great, we've got those three things. Let me show
you how that works. So one as easy to use an inbox. Look, here's the inbox. It's easy to use. Looks just like
an inbox. It's amazing. Two, features, so you never have to outgrow it. Look, here's how we do
prioritizations assignments, whatever. We can do all the stuff you need as you grow, and you're never
going to have to switch platforms. And then last one, deliver an amazing experience. Look, the customer
gets to choose which channel that they interact with you with. And look, they get to stay Dave and not
ticket number 1479."

(00:12:02):

That sort of thing. So that's how the pitch looks in the after. But that's a really different pitch. That pitch is
designed to answer the question, "Why pick us over the other folks?" And so as you might imagine, itis a
lot more effective at actually getting clients to get their head around, what is this thing? Why is it
different? Why should | pick you? And it just works way better in a sales situation.

FRCERIR:
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(00:05:53):
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(00:06:43):
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(00:07:01):
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ECANIRBEBIEQE], MhTARILIRRRERTFEIE, MtTRIERERBBRSVE RREEE (FAQ) &, ]
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REBIH SR,
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(00:09:42):
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[00:12:22] Lenny
English:

Awesome. So just to maybe summarize the framework 'cause you went through each of these pieces, and
| think it might be helpful to give people the kind of steps. And | have them here, but maybe it might be
better for you to kind work through.

AR ERIE:

KiET. AT EBE—TXMER, RAMRRARETE—1TEHD, BREFLAARTIHEFNTRIREE.
BXEFER, BEITHMRRBIESEH,

[00:12:33] April Dunford
English:

So you can think of it is... So first of all, the pitch structure has two big pieces. So the first is the setup. The
setup piece is not about us, it's about the market, our point of view on the market. The second bit is all
about our differentiated value. So why pick us over the other guys? So those pieces aren't equal. In a
normal sales pitch situation, we don't want to spend all day in the setup part. We want to get to the meat,
which is our differentiated value, but we can't skip that bit. So if I've got a half hour call or a 45-minute
call, maybe | spend a few minutes on this upfront, this upfront stuff is really important though.

(00:13:12):

And we could break the upfront into three pieces. So it starts with our insight into the market. So you can
think of this as our point of view on the market or kind of like the problem inside the problem, in some
ways. So in Help Scout's case, the insight is, " Hey, customer service is just different for digital businesses,
and this is really a growth driver, not a cost center. So we need to think about customer service in a
different way." That's their insight. So we start with that.

(00:13:41):

The second piece is pluses and minuses of alternative solutions. What we want to do is paint a picture of
the entire market and talk about what's good and bad of the other ways of approaching the job. And then
out of that conversation, we have a conclusion, which is what | call perfect world. But just kind of like can
we agree that if we really wanted to solve this problem and knowing what works and doesn't work in the
alternate solutions, can we agree really good solutions should tick these boxes? This is getting the
customer aligned with your worldview.

(00:14:14):

If they're aligned, then we switch to the follow through. The follow through has a handful of steps, but the
main step is this differentiated value step. So usually what we'd start with is an introduction. "Hey, we're
Help Scout. We do customer service stuff specifically for digital businesses." And then we would move on



to, "Here's the value we deliver. Here's how we do it. Here's the value we deliver. Here's how we do it.
Here's the value we deliver. Here's how we do it."

(00:14:37):

We generally end the sales pitch with a couple of little steps. So one is after we talk about the value,
generally there's a step for proof, which is how can we prove that we do what we say we could do. Which
is often a customer case study or it might be independent third party verification on stuff. But usually
there's a proof step. There's an optional step after that, which is handling objections that haven't come
up during the call. So sometimes we'll have a silent objection, "Yeah, that sounds really good, but it
sounds really hard to adopt." Or, "Yeah, that sounds really good, but it's probably pretty expensive." Or,
"Yeah, that's okay, but it probably doesn't meet our needs for security or whatever."

(00:15:15):

And so we handle that at the end in this special objection step. And then we end the pitch with what | call
the ask, which is whatever we want the customer to do next. So it could be just asking for the sale or it
could be, "Hey, we want to do a proof of concept. Who do we need to talk to about that?" Or, "Hey, we're
going to do a project. Who needs to be involved in defining the project?" Whatever the next step is in your
sales process. That's how we end is with dask.

FRCERIR:

{RETLUXAFIZAR - B5E, BAEMDAMAKR. FIRZE “HE8" (Setup). WHEIMHFZXTHNN, M2
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HNMXEFE.

(00:13:41):

FERE “BAARNMRR" » BMNEREBITINESR, TR AXNMRENEMGNEWLEFS
o ABMXEINEREH—ILEIL, HIFzH “BRER" (Perfect World), EAEFRUE: “BEAZKITA
XA A, HAETH HMARNNS, RIIRERAE, —TEEFHBRLENZAEXLERE? 7 X2
AT ILEFIAEREH SR,

(00:14:14):

MEMITVABR T, ENMEN “BLER#H" (Follow Through) . BEEHBNANTE, BRLE “ERUN
B . BERNSEM—TIEENA: 18, FK(IZ Help Scout, HEMNEINTAEFISRUEFRSITA,”
AREHEN. “XEBRIMRERINE, BMNSXHFRA; XS —IMME, RINNBXAFERL------"

(00:14:37):

HEBEABEULNNTRER, F—, ERTNER, BFEE—" “ER” (Proof) 7, RIFEATLER
BRI, XBEEREFEFMR, NEBIRINE=7KIE. BELAFIERRT, ZEE— 1Ak
SR, BEEEPHEHALHIN “RI (Objections). BINEHE “AMHNFN , LLAIRFOER: “IFiE
KA, BERERELF.” HE IMERAFHE, EFERRE” HE &7, EAEFTERINNRLE
XKo"



(01:15:15):

FRUAENERERX N ENNF SRR TR LR, &E, HMIUKFRE “98K” (The Ask) ZERiE
A, BREBRNBEEFA T —IMMH2. AUREEERTE, BAUE: &K, HMNBHE— I8
(POC), HMFJFEMERK? 7 HE “RINBRH—IHE, HFESETAEX? 7 TRMAPEERRET
T4, XMBLEREN BK -

[00:15:44] Lenny
English:

Cool. | wanted to actually talk about objections. 'Cause | imagine going through this, companies often
don't agree with what you're saying, and | wonder how you handle that. So you're going in this, do you
agree? And yeah, the silent objection is really interesting. | don't even think about that, where they're just
like, "Yeah, yeah, yeah, we agree." But they don't really agree. How would you suggest people handle
them being like, "No, | don't actually see the world that way." Or the silent objection, which | guess is
something you save for the end.

FROCERIR:

REET . HABWE “Fi o AAKEER, EHITXNRER, ARFEHAT2REMARN, FENE
fRINAIMIEX MBS, LKA “MRERE? 7 B, B ARNFN FEEB. HUMEELBIX—=,
FEfE LR WX, BMNEATE" , E0BEXHRNINE. MRNAEER “F, RELAX4AEH
F7, HEENIBMRBERELEN “TBRFN , RENARELLIE?

[00:16:09] April Dunford
English:

Typically when we're starting with insight, our insight into the market, if we're doing this well, the insight
is generally not all that controversial. So you could think of it this way. So it's kind of the reason you built
what you built. So most founders, when you talk to them, they didn't just come up with the idea out of
nowhere. They woke up in the morning and said, "You know what sucks about email, this thing sucks
about email. And so I'm going to build this different kind of email that solves that problem." Or in the
case of Help Scout, it's like, do you know what sucks about customer service? It just wasn't built for these
kinds of businesses.

(00:16:44):

And so if you've got a point of view on the world and you're talking to a customer that just fundamentally
doesn't agree with that... In the case of a Help Scout, they come in and they say, "No, actually it's a cost
center for us. We're just trying to get the cost down." They should disqualify that deal because they can't
serve that customer better than Zendesk does. Zendesk is going to win that deal. But if you've done this
properly, your insight should resonate for the target account that you're trying to go after. Now, that
doesn't mean there aren't going to be other objections, and usually there's all kinds of other objections.
But the objections are more on a level of, if | can get you hooked at the beginning in this setup, then we go
to the value, which is just proving | can do what we already agreed we wanted to get done. Then the
objections tend to be more like operational stuff. "Yeah, this sounds good, but | don't know if we can
forward it." Or "This sounds good, but boy, we're going to have to migrate off the old thing or whatever."

(00:17:40):



So mentally they're kind of sold already, but they're worried about, "Well, what's IT going to say? And can
| actually get budget about this?" And in B2B, we've got this network of people that we've got to go get
agreement from to move forward on this thing. And so often there's objections around that. The
beginning of the sales pitch thing... One more thing on that is that part of what we're doing in that setup
is what salespeople would call discovery. And so that setup part should not be me talking at you. It
should be a conversation between me and the client saying, "Do you agree with this? Is this what you're
seeing? Did you start with a shared inbox? What are you doing right now? Did you ever consider using
help desk software? Why yes, why no? Do you have any constraints on what you're looking at? What have
you tried before? What are you looking at trying right now?"

(00:18:31):

This is part of the discovery that we do in a first substantive sales call that your sales reps would know
how to do this. Typically, one of the things we don't have in the pitch decks that | see in SaaS companies
is there's no good place to do this discovery. So it kind of happens outside of the structure of the pitch. In
this pitch structure, there's a definite spot for discovery. So by the time we get to the end of the setup, we
should either be aligned like, "Yep, this looks like a good prospect for us. Yep, we can do something. Yep,
they got a problem we can solve. This all looks good." Or we kind of jointly come to the conclusion, "Hey,

this just... Our stuff just ain't for you, man." And that's it.
R EIE:

BEYHANN THE” FiaE, WRBAMEEE, XNHHRBEBZFZERAFIN RAILUXFE: XHSE
MEMARLZI N MR AZHEBAHFRRTREER, MR LERSE:  “(RAIEERFERFI
BI=03? X—RERkE. FIUREM—MAERERGREBRX NI, HEK Help Scout IFIF: “fRAIEER
FPIRSMEI=IT? ERAFZNXELATIZITH,”

(00:16:44):

FREL, MRIRE—MERI, MIRENBZFFAREFRINE - tbdl Help Scout BEI—PEFH:  “F, WA
RRERBIEAEFL, RITREEE.” A Help Scout MiZE#ZEKRF (disqualify) XERS, EAMITR
FIHELL Zendesk ARSZ1SEYF, Zendesk BERm. BUIRIRMGISH, MBVRARNIZAES BT RIHE, 4
A, FHAAERELAEMRN, BESEZMEFNRIN BNRLEETETFLVHREIWSIER, AFH
ANMERT GERRFKEEMEIFNTAMIIRMNER) , BAR THRWEERIREEER. k. “IFEkRHE,
BRANEEREERHE” HE “IERAE, BXRW, HNFIMIBRGEEIEIFR, KFERT.”

(00:17:40):

FRUAMICIE i, MTEEEARWER T, BMI1EL: “ITHIRELAR? RENERIFIMENL? 7 77
B2B i, HINEFBRE—EBHANRRT EH#H, FILEESEXERN. XTFHEEANA X EE—
=, BIEHBRI2ME, EXMBHEEAGRN “FXKIE#E” (Discovery), FHEIBHORMZEE —TA
T, MZEMNESEFZENME: “CMREX—RE? XEMEINNERLE? FEMEZURGFEF IR/
13? (RMEZREAMB? (RERIIRS SRHED? NHAEE, HEATATEER? (REFHARBIZFHEHE? (R
PaiEiddta? RRETEEEHAA? 7

(00:18:31):

XREMNEE—RAEEMHEHERIEPHTH “TRIZE W—359, MPBEEARNZAMEEAH. BE, &
£ SaaS AEBIHETRXF (pitch decks) H, ZHE—ITEEMMARH#ATXMIZE, FILEFERETIE
AgEHE, BERXNMEETR, E— 1 BEHRNUERLTRERE. FIUEIEEESOERE, RITEARKE
‘BH, XR—MURBEERR, HITAILURHEEE), Mi1ERAKNTAIUBR, —IERRBAE.” BARK
MEREEHES: TR, RIMNABENTEEMR.” XEWMERT

[00:19:13] Lenny



English:

| mentioned a lot of this comes from doing this enough times. You get to understand where people
generally agree, this is a problem. We all know this is our problem. And it's unlikely that you're going to

have to throw everything out because someone just decides, "No, this isn't for us."
(00:19:29):

| think one of the biggest shift maybe from this framework is that you go into a teaching mindset. It's not
just like, "Here's our product, it's going to solve your problem." It's more, "Here's what's happening
broadly. Maybe you don't have the time to do the research we've done. Here's what we found." And then
that builds trust, | think in you as a company and as a leader, a salesperson. And then they're like, "Okay,
see, they see the world the way we do." Or, "I've just realized something new. | never thought of it that
way." And then, "Okay, cool. How do they think about the solution to this?"

AR ERIE:

HREE, XRARELRTZREHE. (FERZFHABAKEBIAERRZERER. HEBMEXZRHIE
Ro RAKRABERARENRE “F, XFEER]T MSHEE—,

(00:19:29):

BIANEMERBROEAKLZZ—F, MENT M “BFOE" (teaching mindset) s FHRZNR “X=Z
BB~ m, CRBRMNEE , MR “XEEFNAEE. WIFRLNEGRENZXERIARR, X2
MBRI." FNAXERILEN AT, HAFERHEARNEE. ARFFAIRE: B, WEHRH
BN =17 HE LM T —EHAA, UBIKEXARBT,” BEM=8: “KET, Bl
EAEBBRSERNE? ”

[00:19:57] April Dunford
English:

Right. One of the key things to think about in all of this stuff that | think we don't think about enough as
software vendors is that customers will come to us and they've done their homework. They've Googled
around and they've looked at stuff, but that doesn't mean they have perfect understanding of the market.
In fact, it's usually far from it. If we think about it, most of the folks in B2B software, most of the time, your
buyer has never purchased software like yours before. This is the first time they've done it. And their
bosses come to them and said, "Hey, figure this out. Go find us a CRM and look at all the CRMs and figure
it out."

(00:20:33):

And the buyers looking at it going, "Geez, | don't know, man. There's a lot of CRMs out there, and I'm
looking at all the things. I'm on G2 Crowd and there's 24 CRMs in the top right corner. And I'm looking at
Gardner Group and I'm looking at this thing and 1'm actually doing my research, but I'm overwhelmed.
What | don't have is a clear picture of the market. What are the different approaches to this problem?
Forget about products. What are the approaches to the problem? Where do the products fit in those
approaches? What's a good solution for me look like? What should be my purchase criteria?" That's really
hard for buyers to figure out.

(00:21:10):

And in general, in a sales process, we're not doing anything to help the buyer figure that out, even though
we know it. We eat, sleep and breathe this market. We spend all day looking at competitors and thinking
about this stuff and whatever. But we've got this idea, "Well, we shouldn't do this because first of all, we



can't talk about the other guys that we'd be seen as bashing our competition, and that's bad." The other
thing is, even if we did give our opinion, nobody would trust us because we're biased. But if you look at
the research on this stuff, the research doesn't support that. The research actually says what B2B
software buyers want in a sales interaction is perspectives on the market and help weighing their options.
And we don't do that. We're just like, "Here's our stuff. You figure it out, it's up to you. You figure it out."

(00:22:03):

And so as a result, what we get are these buyers come in, they're overwhelmed with all this information.
They come in and they sit in our sales process, and we overwhelm them even more with more features
and more information. And what they're really worried about is, "What if | make a bad choice here? I've
never done this before and I'm going to have to recommend to my boss. And if | make the wrong
suggestion to my boss, maybe my boss thinks I'm stupid. Or maybe | buy something and the whole
department hates me because awful to use. Or maybe | pick something and it's just bad software and
then bad things happen for the business, maybe | get fired."

(00:22:40):

And so the data on this shows that for B2B, 40 to 60% of B2B purchase processes end in no decision. And
then when you look at, if you scratch on that data, the majority of those aren't saying, "Well, I'm not
making a decision to buy something new because the old thing we were doing is better." That's not true
at all. In fact, the majority of the...

FROCERIR:

it FAMMHNE, RNEEBBN—RE: FRREENHIETINR, M1 Google, HIH
kB, EXHABREMNINTHETENIER, FLL, BEERSET, B8EF, 7 B2BHIE, KZSHEHE
REVE R LA MK E DR IRXFR IR, XRMIE—RE, ERMANE: IR, BXBHEE. FHEN]
4 CRM, 1BHE LFIBM CRM BE—B, AEENHR.”

(00:20:33):

EIREEXERAZIME: "X, HAHE, TEEBEXAE CRM. FET G2 Crowd, ALAME 241
CRM. FXET Gartner Ui, BMNEMMAR, ERXREFERT . FRZPVINHHHEHERE, FRAXD
EFAEMPLERRN BE ? LNEFR, BEEWLE? FREXLEREPATFAAME? HERRRFFRR
BEKMAARE? RORWITENZEMHA? 7 XEWERKRIFEERER,

(00:21:10):

BEEHEIRED, HMNHKEMEASEREDIRIEEXLE, RERNWLTREE, RITEXIHHE
RERT, BRPARZEWF. BENEFEMEE. “BIFZKLIHIA, BABSHEMATFERENF,
XA, H—MAAR: “BMERMNGETEL, WRAZBE, BARIMNRERIN.” BMNRIREHEXE
R, MARERAFZIFXMMR. HRKHA, B2B MHIRERERITEERENENTIZNEZE, UKk
IR G S MERE, MINILHXE, BNRBWR: “XR2HNHOKRA, MESEEDE.”

(00:22:03):

SZRME, EXRFEANTEILNEEEHEK, LEBRNMNNEEREZEE, MENMNXBEZNIIEERNE2ILMIE
MAFIFTE. IEEEONE: “NRBRETEAD? HUFERBIXT, RERERLCIKR. IRELT
BIRIEN, BIRFESREERER. AERETINERA, SR2IIHBRAERAMITRE. HEBHET M=
B, SHARSZH, REEORewER.”

(00:22:40):

HIEREA, £ B2B U, 40% 2| 60% BIRMARRALL “TRR" 8. WRIRRANEZEEXLESE, feX
MEPRSBAHAFZRER: “RAEHNEENIBNELF.” FXRHIFML, FLE, REH----



[00:23:00] April Dunford
English:

The old thing we were doing is better, that's not true at all. In fact, the majority of those is they couldn't
figure out how to make a choice confidently. So what they did was they just went to their boss and said,
"You know what? Now's not a good time. Let's not do it now. Let's do it next year. Let's just delay it,"
because that is the safe risk-free thing for that person who's on the hook to make the decision to do.

AR ERIE:

(#Ex) - HAZHANBNE, FXLE, EXSBERZRNMNTEB EHMEERE. FTLUM{TTREX
BUITEIRR AR ERY:  “RAES? AR NFR. RNMELINET, BEBRE, BINEE—T."
EARF RN ATZHRRBIARKG, XFEHA ERTE. TXRBNER.

[00:23:23] Lenny
English:

| think this is one of the most interesting insights that you share in your book and you also share this in
the newsletter post about how buying software you could argue is harder than selling it because people
will have learned there's skills and training for selling, but buying is, as you described, extremely
stressful. Basically your job's on the line if you make a mistake. Is there anything more you can share
along those lines just to help reinforce that buying software is extremely hard and stressful and people
don't understand that?

FRCERIR:

HNAXZMEBENENREBNNEZ—, MEPREANEEHIRET . (RATLURWEE 4 EEHER A
EBX, RAHERHEKRIGMBIIN, EMLIRRENIRFAEASN, EORK. BELE, MRMRIETH, MR
BEAJREM AR T o KT X—m, RIEENZEEZF? LULKEN “MWERHFREEEEENEXR, MAIEE
FEFX—R" XM=

[00:23:50] April Dunford
English:

Once you get into that mindset, | think then you look at the situation a lot different. | think we've seen the
statistics on this that says the buyer is 80% of the way through their buying journey by the time they talk
to your sales rep. Yeah, maybe, but they might be 80% of the way to saying, "Nope, I'm not buying
nothing." And in fact that's true 60% of the time. And so how do we combat that? The way we combat that
is not just talking about ourselves, it's actually about trying to be helpful to that person in this very
stressful situation that is trying to figure out how do | make a really good decision.

(00:24:27):

So what we should be doing is giving them a way to think about the whole market and say, in the case of
Help Scout, "Look, there's shared inbox and then there's help desk software and then there's us. And |
don't care who the vendor is, I'm going to put them in one of those buckets." And so you can just think of
it that way. So you don't need to know every single feature, every single thing. I'm giving you a bigger
picture of the whole market and helping you feel good. Well, if you choose this or you choose that, now
you know why.

AR ERIE:



—BREAZMRLERN, FEFERANAXNRIATEE. FMBEIXFHFRITHRE: SERKRAMBH
EARE, MIIEXTRT 80% WWXIRIE. 287, BIFE, EM(ItLAIER5TK T 80% B “TRERKIEM
FA BRI, FX L, 60% BYIRREEXF. BHIANZMANIIE? MMBGENMUZRIERINBES, M
RERAXNENEARNNZIEZBRDIA, HBWEEOAME—NEEFIRR,

(00:24:27):
FRABA IR Z M R At T — B E BN THIZMN G L Help Scout A6, HNTALUR: “B, miHaLEHEE
WrE, BRSE0RYE, £2EFK(]. TEHNEBEE, BBIBMITAANXLNIENZ—" RAIUMRXEERE

Z, (RARBTHEES I, 8—H#F. REESFR— T HINERE, FBMEILEC. XiF, TIMiER
XMNEZHA, REFERET

[00:24:57] Lenny

English:

| think what's interesting about this is a lot of startups fail because they can't convince anyone to switch
from the status quo. And | think people always think of that as the current product is good enough and
that's why they're losing, but I think this adds an additional wrinkle of it's also the person buying it is just

like, "I don't want to add the stress to even decide and make the choice and put my butt on the line to
switch." And | never thought of it that way.

AR ERIE:

BRREFEBNZE, REVLIARNKMEZRNMNTERRERMABRFT “TR” (status quo) s AfNNEIAAKK
EENUENFmEBLEBIF T, EREFXIEMT —MEVEE: WXEHLERER, "BRAREMENE
IREHMMRE , BERARBATHIREZLMEZBCHFNZRER.” HUFMRIMZ M AEERT,

[00:25:22] April Dunford
English:

| think that hurdle is a lot more than you think. So we obviously have to compete with status quo, we
can't ignore status quo, because sometimes status quo just is good enough and so we can't ignore that.
We still lose deals to status quo, but we lose an awful lot of deals to just plain customer indecision,
customers being more afraid of screwing up than missing out.

AR ERIE:

BINAXNERIFERNEARSZ, ERABINSBNENRES, FERZUE, BAGNIKHILEBIT. K
MARIARNTRMEFRITE, EERIMNERARATFAHN MBERR MEETARENITE—FPLEEL ‘68
THK” (missingout), BIEL “IBIAZEE” (screwing up)o

[00:25:46] Lenny
English:

So to try to overcome that, to drill into the things you find most powerful, one is help the customer
understand the bigger picture and why essentially they're falling behind, why maybe competition is going
to have an advantage because they're thinking in a different way.

AR ERIE:



FRUA T miRX—R, RANRITRAARBRNAE: —REDWTFERAR, URATAMIIER EEEE
&, At ARENFRRERENBLEL R REMmSIELE.

[00:26:04] April Dunford

English:

Well, I'll throw something out about that.
R EE:

XFX—R, FBR—EFRANEE.

[00:26:06] Lenny
English:

Please.

FRCEIE:

B

[00:26:10] April Dunford
English:

And I've heard people talk about this a lot that one of the things we could do in this situation when a
customer is feeling this indecision is to lean into this FOMO and say, "Look, you're missing out. The
competitors are all doing it and you're not doing it." And so this is an interesting question. And so | was
super excited, Matt Dixon wrote this book called The JOLT Effect, and in that they studied two and a half
million sales calls, they recorded on Gong and they studied it with Al, and then they looked at what
happened after the sales call, so were these successful or not successful, did a deal happen or whatever.
It's pretty rare that we get a chance to dig into some data like this.

(00:26:49):

And so what his data showed is if a customer is indecisive, throwing FOMO into the mix makes it worse.
So they're less likely to close the deal if you throw that in. And the idea is that they're already stressed out
and you're just putting more stress on them by pressuring them, by saying, "Oh, this is happening, bad
things are going to..." You're like, "Bad things will happen if | do something, bad things happen if | don't
do something, what do 1 do?"

FRZERIE:

BEEWAR, SEPINBRRES, FITAILFE FOMO (BERBMARE), W: “F, MREFESBEINS, MHE
SXRFEEM, M. XR—NMREBNRH, HHEEENE, EA Matt Dixon 57 —70 (JOLT 2
Rz) (The JOLT Effect) B9#. MUIERBHPHART 250 H P REIFE Gong LRVHERIE, HA AI#ITT O,
AEMRHEERFEENER: BEMY, BEMN. HIMRDENZERNARZFREIE.

(00:26:49):

HAEIERA: MREFALFINERRERS, NN FOMO RMEiLERERFEE, NRIFMA FOMO, AE3Z
BRIEEE R MR ER. RRETHINEZEARKT, MBEIEERIEMINES, tbinfrx: “B, X



BHETERE, #F2REIRT -7 FAIE: “MRIEMT, IBERE,;, ORBZFMH, EIERE. RIK
BEAD? 7

[00:27:22] Lenny

English:

They just put their head in the sand, right? They're just like, "Ah, forget it."?
R EE:

TS ERES—HHEEHDFE, WIE? =8 W, BT, FET.”

[00:27:24] April Dunford
English:

So they're just like, "Forget it, I'm doing nothing. Now I'm totally paralyzed." And so there's an
assumption that companies are very motivated by this FOMO thing, but | think that that is not always
true, and if the customer is actually indecisive, throwing in this FOMO thing isn't going to do it. So what
does work in that situation is, one, giving them the tools to make the decision. So that includes paint the
picture of the market, teaching them how to buy essentially. So teaching them, look, for customers like
you, you just have to worry about these three, four things, and all this other stuff, it doesn't apply to you.
That applies to bigger companies, that applies to whatever, so this idea of teaching a customer how to

buy is one way to take that stress down.
(00:28:08):

And then there's a whole bunch of other techniques you can use. So one is if it's a really big deal, we can
split it into smaller pieces, we can do things like offer you a money back guarantee, we can do things like
sometimes we have services and support that are going to help you if things go bad and this is how we're
going to make sure. So this idea of being able to take risk off the table is a really serious one if we've got a
customer that is actually paralyzed because of this indecision thing.

FROCERIR:

i, a8 BT, HAABF M. RERVERET.” AMNSRIRATZHK FOMO K&, BIHINN
XHAEZEN, MREFFAEMRILK, HE FOMO B&AN, EXMERT, EEBUNE: F—, 4]
HRRNT R, XBERETHER, sREE “BMINAWE" . HSMN): “F, FEMRITXESN
R, MABEBOX=ZNHE, EAEHNARESRFER TR ARERLRQTAN, HELHMBRA
9.7 X E A OAWENIEZEREEIN—THE o

(00:28:08):

IESMEBIRZ HAithikI5, LN, MIRXZB—EAR S, KITAILUBEHRA/MR; HANTAI LURHHEFRERIE; A
AR MRSz 3, ABEMREAEKIIMEMHE.. MRFEFPERNILEMENRER, XM HRRXEE” /Y
/L,\E%IEE’E%FI?EﬁX&E,Jo

[00:28:36] Lenny
English:

That makes a lot of sense, basically it's like how do we help the buyer cover their ass if they made a
mistake, because what you're saying is that's the main reason they're not buying your product.



AR ERIE:

XREEE, Bt RNMASEDEREILHEN “RERBE” , RAENRFL, XE2MA1FER"m
HEERE.

[00:28:43] April Dunford

English:

And this FOMO thing is just not going to do it.
R EE:

i FOMO RZAFERA 7 X Aa) o

[00:28:43] Lenny
English:

That's so interesting. So | really like this framework. | wrote this down, teaching them how to buy, that is a
really simple way of just thinking about this whole process.

AR ERIE:

XERRT. HRERXMER, FHIZSTHRT, “BMNOABE" , XBBREBMRIEN—TEEESEET
BY75 o

[00:28:53] April Dunford

English:

Well, it's funny, I was having this conversation with Bob Moesta, he did Jobs To Be Done.

R EE:

RBE®\,, FZAH Bob Moesta BIX4, fthE “fMESS” (Jobs To Be Done) IZEILHIBIIA A

[00:28:58] Lenny
English:

Yeah, | watched that episode.
FRCEIE:

T, BEIPR—5%.

[00:29:00] April Dunford
English:

So he's just the best. And so one of the things | think of is normally when we come at this we're like, "Well,
how can we convince the customer that we do the job that they need to have done?" And obviously we
need to do that, but there is this secondary job that the champion of the deal is, and that's how do | make



a decision without getting fired? And so we got to help them accomplish that job, otherwise we don't get

what we want, which is the money.
R EIE:

tRET. BEIN—RF, BERIMMBHEENSE: “BITNARRER, RITETRMIZETHNE
5?7 BRAENFEXEY, BXZH “WEHEE" (champion) BE—" “REMFES” , BMI: “BHW
ETEMRERNERARAERR? 7 BANNDAEMIITHEBMES, SUWRIMNEFFAEHNEERN—BMERE
o

[00:29:28] Lenny
English:

It's so interesting. And it's not even necessarily get fired, it's even the performance sufferers or they don't
get the promotion, it's did they do a good job. This makes me think of a process at Airbnb we went
through to buy community forum software and | just remember these massive teams of salespeople
come to the office and pitching everyone on the software and they just keep pushing you to make what's
the next step here, who do we need to roll in, who needs to buy into it? And it's just like, "Oh my God, it's
so stressful. | have to keep this thing moving." And then there's IT coming in like, "Oh, we got to make
sure it integrates with Salesforce." And you start with | just wanted the best community forum software
because we were trying to build something really different and unique and you end up with like, "Okay,
it's fine, just go with the thing that works with Salesforce. It's all good. I'm just going to move on to
another process."

FRCERIR:

XERET., BEEFT—EEHEAR, UREMENZENH, AEZFRINEH, XBET “MIEREHERE
B o XILIAETE Airbnb B, BATEEHXKICIZRHENTR. KICBRANHEERARIDRZE, AETA
WS, AT RERERIR: “T—FEMA? RNFBILEHHFR? BFEHM? 7 XMHRERE: XK
W, EHAXKT, HELXE)LFEER” AR ITERT#HRR: “B, HNMNEHRREEM Salesforce &k~
MFRABREBRERFNHKICIZNRG, RAMEH—LRISNRE, EREMREZHT: 1708, REHR 6
#0 Salesforce BLEHIME, &, KEHELET—NRIZET

[00:30:15] April Dunford
English:

Well, this is the thing, it's so easy to default to the market leader in that situation. The market leader has
this big advantage that you can say, "You know what? Who's going to get me in trouble for picking
Salesforce? Nobody." It's so easy to just flip back on that. And so if you're the challenger in this situation,
the brand that's number two or number three, you've got to get over all of this inertia and tilting towards
the status quo, because it's just so easy, it's the lowest risk decision, besides do nothing is to just pick the
leader in the market and we'll just run with that.

FROCERIR:
", XMEREMRE. AXMERT, AMIREZMINERTZNSE. THASEE—ITERBHMNE, R
BILAM:  “fRAIEMS? L Salesforce WERILFLRIM? RA" REZMEIEAL. FALMRIRENRLE, ZH

BEZHE=N@mE, MOIRRFIENRIENRIPRAREE, HAEET7ASELEZ T, BEHGT
‘T AR ZINRRIREIRTE, BEFEEAARRMMITT .



[00:30:49] Lenny
English:

| think the classic phrase was no one gets fired for buying Microsoft. | wonder is it Salesforce now that's
the default version of that now?

FROCERIR:

HEPOLUMNER RASEANEHRORAMBEAR o HEER, WENRIAREZFEERK Salesforce
T?

[00:30:55] April Dunford

English:

Yeah, the original one was IBM. [inaudible 00:30:57]
FRCEIE:

T, PRRRZAZ IBMo

[00:30:56] Lenny
English:

| think you're right. Oh, man.
R EE:

BAEMEXA. 18, XK,

[00:30:59] April Dunford
English:

Now you totally get fired for buying IBM. | don't know what happens. The other thing you bring up is |
think an interesting thing to think about too that really messes people up in these situations is that in
B2B, typical purchase process, we have five to seven people involved in making the deal happen and so
there's this complexity we don't have a consumer, but a lot of people | think overcomplicate that. In a
typical B2B purchase process, we've got someone in that buying team is what we would call the
champion. So that person is the person who's been tasked with, hey, pick us the accounting software or
pick us the CRM, you figure it out. And so that person is the person that does the initial research, makes
the short list, probably sits on the first calls, and then there's all these other people.

(00:31:49):

Now, the other people can't make a deal happen, but they can kill it a thousand ways. So the way this
works is your positioning and your pitch needs to really work for the champion, because if it doesn't, you
don't even get to talk to anybody else, you don't even get to go near anybody else if you don't make it out
of the shortlist and you don't get the deal cooking. But once the deal is cooking it is on you to arm that
champion to handle all the objections potentially of all the other groups. So if you're the line of business
buyer, let's say you're in the sales department and you're buying a CRM, IT is going to have to get involved
at some point, and IT doesn't really care about the value of your CRM, but they do care does it meet the

security requirements and does it integrate with the stuff we already have and how much of a pain is this



thing going to be to manage, and so we're not actually pitching value to those people, we're just handling
objections.

(00:32:46):

And so once we realize that, then we can get really tight on our positioning in our sales pitch. What we're
really trying to do is just cook the champion, get the champion, and then once the deal's going we got to
arm the champion for how to handle all these objections of all these other groups so that you can get a
consensus to get a deal moving forward.

FRCERIR:

WAERE IBM RMAJBESWASR, REFANBEATMXERN. MEENS—HEHRERSEES, XEB2BY
RPZLEIUEAKK: HENRWRIEE 53 7 PASERR, IMERME CIHERTELEN. BRIANR
ZABERRFAERT, FHERN B2BRM\P, XWEAREE—1RKIIRZA “ANEbERNE" (champion) BY
Ao RPMARRIEIRESHY, tbin: “IR, ZLIAIKDIIHEHAFT CRM, REKIBE.” XMARRATH
R BEERR, HEMERBEZIN. ARABHMIBLA.

(00:31:49):

HtARE N BATREZRERR 7, BMIE—TMHAEERERZ. FMUEEARE: RIVELAIEARAI TS
“WnpE” EREW. AANNRMMER, RIRAZVN=REEMA, EEHATHEZE, B-—BXZHIKBE
6, MMNESHME “RE" X{uzhE, ZLBEEMAESRITERRENEIN. i, NRMFEBUSERIIE
K, THEEXE CRM, ITEITREEN N, ITHAXOIRHN CRM BZANE, MINRXOERENELLE
K. EERSUERAER. BEERMKRAMM. FIUARIMNHFAERERXIEABENE, RIMNIABELER
Wo

(00:32:46):

—BRMBIRIX—=, BIMITLAEEMBAZREUMNEEER, RITEEEBNERBERDE, AREXR
ZHEHEY, HERHERE AN N EMEBHANRIN, MMAMIR, H#RX5EH,

[00:33:05] Lenny
English:

How do you actually do that? Is it ask them what are all the concerns you're hearing? Is it ask the
individual stakeholders what your biggest concern is?

FRCERIR:
B EAMIE? BiEEzhE “(RIFE T WLME" 13?7 BREREEMFEEXE “REARELOZHA” ?

[00:33:11] April Dunford
English:

Well, if we're really smart, we already know because we've done lots of deals. So if we're being a good
partner in this, sometimes even in the very first meeting in that spot where we're talking about
objectives, we're going to say, "Hey, look, IT is going to come in and they're going to be worried about
this, this, and this, and don't worry, we got you."

(00:33:32):

So we're SOC 2 compliant, we do this, we do that, we know because we've done 15 deals and we know
what these deals are like and we know what the stuff is going to be. You might have the champion come



in and say, "Well, | don't know, end users might not like it." And it's like, "Okay, well, here's how we're
going to get your end users on board, this is the training we have, this is the stuff we're going to do." The
neat thing, if you have a product like [inaudible 00:33:54] on the front end of that, it takes that objection
off the table. And you might have other things like you're going to take this to your boss and they're going
to want to know ROI numbers, blah, blah, blah, and we've already done that, look, here's our calculator, if
you give us this information, we can put this in, here's how you sell your boss.

(00:34:12):

So that's what we're doing. We're trying to arm them because we've done a million deals, they've never
bought software like this before. So half the time you'll be doing deals and they don't even know what
the purchase process is. And so if we're being good partners, we're like, "Okay, does this need to go to
purchasing?" And they'll say, "Yeah, it probably does." Oh, well, here's what typically happens at
purchasing. They're going to do this, this, this, and we're going to give you this stuff and that's going to
help you get it through purchasing.

FRCERIR:

MRBNVEBIEEE, RINNEXLBEMET, AARINBEREZRZ. NRFNERA—MTFHNSIENHE, B
BEEFEFARIVOHCEIRE, EiTMEin: 9B, /E, ITWIEESNAN, I=ELA BFAC, 548
D, BIBRESRET

(00:33:32):

HEM=:  “B|I1TE SOC 2 1nE, EINNEXMEANINEE” BA1ZFALAE, SEAFEIME 15 EXMHIR
%, MEREESESEN. HEohETERN: “BARNE, REBAFPAEAENR” BEiTeIUEIRN: “&RE, X
ERIMLAR EFNAR, XEFRMNZ)ITR.” MREE—NEFNEIH™Mm, MEEHRX TR TEHM
5%, biRERERCEK, EREMERZLIIRE (RO, FENMATUE: “BINELERTT, &, XK
1Mt EEE, REMREHXEES, BITMERLHER, XM RERN G E.”

(00:34:12):

XA TEMEY. FMNBREMN], FABNMITERR S, MMM AREIXERS, —FHEEE,
RERR S, MEFEEFTHERWRER 4. MRENBHOEEAMSE, RiI=E: “XFBRLIREER
13?7 MflsE: “B8, ATERE.” HM#R: ‘B, XUBEEMXLE, HMRHIXLERR, &8
RIF S R &R,

[00:34:40] Lenny
English:

The way you're describing it now makes it feel like you need to be a big company for this to be useful
because smaller companies don't have all these reps and they may not have the resources to do all these
things you're describing. Who is this framework useful for? Can you use this approach if you're just, say,
an early stage B2B?

FRCERIR:

RIMERERITERGRRBEARDABE L, ANNABEREXASHENR, FAENRERREMIRER
FFMEXESR, X MERMIEER? MRIMFRAB—KVEIHR B2B RF], {REEAXMITAN?

[00:34:53] April Dunford

English:



Well, so it's B2B products. If you don't have a sales team, | still think you can use this structure to build a
story that marketing can use and you can use in different ways, and we can talk about that. But in the
companies that | work with, they're B2B, they've got a sales team, and so the immediate thing we're
doing is we're making a shift in positioning, we're building a sales pitch that reflects that positioning, we
can immediately implement that in sales even though it's going to take a while for us to forklift the
messaging and do other stuff and change our campaigns and everything else to match this new
positioning, but we can tighten up the sales pitch and have an immediate impact over in sales on that.
Second thing is that I've worked with tons of companies where the founder is the only sales rep and this
works pretty good for that.

(00:35:39):

| don't think we need a ton of resources to do it, but | do think we need to have enough traction in the
market that we understand how a deal typically goes. So if we haven't sold anything yet then we don't
know yet, it's hard for us to help you buy something if we don't even know how to sell it. But if I've done
10 deals, | know what happens, | got a pretty good guess of what IT is going to say when you try to
implement this stuff, | have a good guess of what's going to happen when we go to roll it out, | have a
pretty good guess of what your boss might object to or might get excited by. And so | don't necessarily
need a research team to go figure this out. This is just me trying to be helpful and help the champion do
their job of getting this deal to the finish line.

FhaCERIR:

i B2B ~miV. BMEMREEHEER, FMFAIARA LUERX N EAREE—NEHEE ] LUERY
WE, HURRNARNAE, HENMNAIUERITIE. BERSENRXEF, 12 B2B, BHEEHR. FHiliL
BEMMRETEM, HEI—MRBIZEMNEEIER. FHNMNULIIEIEHEEFXE, RESEEMNSHE
B, B &£ EsUALERHEMNTERNE, BRIITUEREHEHEER, HEHERCEILFRENNE, B
THE, HEEERZEAE, Sl AR —HHEE, XERZEMNMITHBIEEEN.

(00:35:39):

ERNINAXBEARERR, BRIANNRNSEETZ LBEREBHNES|S (traction), UETBERZ1EESM0ME
HITH. MRBNIEEEZHIEMREA, BEINBLAHE. NRBTEELAZTAFE, MEEBIIANEA
L, BUNRKELMT 10 ERS, BMANEBERLAETF4A. HERINHMES AT IT HIWA4, KERE
T N2AETA, RBEEBIFREBRSRIITARITTARNTB, FAIUBEHTIEE—THREAKEER
X, XRBHREHNIEMER, hBEIERHRMIINIE, IBRXZHEERE,

[00:36:23] Lenny
English:

So maybe the MVP of this approach is a deck that you continue iterating and adjust and restructure, and
also bullet points of things you want to bring up like, "Okay, cool, IT is going to ask for these things," a few

bullet points that you keep track of.
FRERIE:

FRIAEM7S AR “R/NelfTiE™m” (MVP) AJRERiR— P AREmER. BABMEMNERXRE, BN L—Lir8
EEINER, b 1T SIS RXERR , ERTXEER,

[00:36:38] April Dunford

English:



Exactly.
FRZERIE:
5o

[00:36:39] April Dunford
English:

I'm also thinking from the perspective of a product team building a product, they don't really sell it
themselves. They work with sales, they work with marketing. Is there anything that you would
recommend or that you think product teams could learn from this approach of selling that would help
them build products in a different way or work with sales in a different way?

AR ERIE:

BEEMNTREANAERE, MIARITES R, ERFFERHEE, MSHENEHEIEE. FEHFA
BiY, HEMANTmEANT UMZIMEET ERZETA, MIEBMIURENA TS m, HEUR
ERNANSEERIEIE?

[00:36:59] April Dunford
English:

Yeah. So here's what | think, the core of a good sales pitch is really deeply understanding your
differentiated value, which is what is the value | can deliver that no other solution can. Often what | see at
companies is you got a smart product team and they know a lot about the stuff they're building and why
it's important and what the value is to the customer, and they did all this work on that when they were
building it, but that information never made the jump to sales, because sales isn't even trying to pitch
value. They're just pitching features like here's the dropdown menus, here's what they do. And so the first
step in fixing this | think is to have a cross-functional team work on positioning.

(00:37:43):

So if I've got product, marketing, and sales together in the room working on defining what our
differentiated value is, then I'm going to get all the good juice out of the product team that deeply
understands the product, deeply understand what's differentiated about it, deeply understands value,
and then I'm also going to have all the juice from the sales team that understands what the common
objections are, what the champion really wants to get done and doesn't want to get done, what the
situation is in a typical account, and then all of this cool information sharing happens, which actually you
end up with way better definition of your differentiated value in the first place.

(00:38:22):

And so once we've done that work, it is very natural then for us to work together on the sales pitch that
reflects that. What typically happens is not that at all. What typically happens is product's working on
some stuff, sales is working on some stuff, marketing's working on some stuff. Marketing in their own little
bubble comes up with positioning, they might build some stuff for the sales team, heave it over to the
sales team. Sales team looks at it and says, "I don't get what any of this stuff is. | disagree with this. This
doesn't match what | see," and they just throw it out and they go back to doing the same pitch they've
been doing since the year of the flood.

AR ERIE:



BN, BEXEFERR: —MFNEEEANZOERNERIEN “ERUNE" , EIFKEREMEMBRS SR
TERENNERT 4. REEELFAET, ~nEARIEHE, Mi1FEETRESERITENERA, FEEN
HAEE, HEENEFNNE, MIEALRRBTAELE. EXEEEMNKRERLAHEE, BAHEHEEER
FERAEEE “NME . IIREEHESE “ThEE” , il “XRTHXRE, XEENINIIEE” o FIUIKIAN
fRFX AN R —F Bt — NS ERREF AR A IR TE (L,

(00:37:43):

RFILT @ ERENEEARRE R, HAEXEHINNERUNE, BAKXMENTmEABRRIFHEE
—TRIET @, MEERKER, BERONEFT. B, RBENEEEAMBERSREE—MRNAESR
RHFNEMA, HEHERERARMA, FRAMMHA, URHEBEANER XIMBEZNESHE—BEX%
£, MEINESENMENEXRZERFEFES.

o [t

(00:38:22):

—BEmTXHIE, AR—EFHERBRZNENHEEARERINERET . MBEBRHIFNL. EFEE
FmEItECH, HERILECH, EFRBEITECH. EHHIIEE S/ N BEFERE—EEL, AJRENH
EHAERER, ARNAHE, HEHN—E: "BRABEXERHT4. RAEEXT. XMHZBNER
" AR ETHNIRGE, HEAREBRGHREMRMERNERETIER,

[00:38:57] Lenny
English:

That's a long time. So first podcast episode was all around positioning, and so folks want to get deep into
that, they should listen to that, so we're not going to spend tons of time there, but differentiated value is a
big part of this process also so | think it's worth spending a bit of time here. Could you maybe share a

couple examples of what this is to give people a sense of what does it mean to share differentiated value?

FRCERIR:

BHALRAT . HKMNNE—EBEL2EXTEMR, FIUERNTBHUARZERB—E, BRITMAEXER
REHET, B “EFRUNE LEXDRIENEEZAMES, FIUKZEERSETXEERE, REDFE/L
MIFID? LARBR-TAEERUMEZIRERET 4o

[00:39:20] April Dunford
English:

Yeah. So differentiated value is the answer to the question why pick us over the other alternatives? And so
the way we get at that in positioning is we start with putting a stake in the ground of who do we actually
compete with? And so if we didn't exist in the market, what would a customer do? And so typically there's
some status quo thing, it might not even look like you, it might just be a spreadsheet, or do it with the
intern or manual labor, and then there's whatever else ends up on a short list against us. And it's basically
the definition of | got to beat all this plus indecision in order to win a deal, so | can stick my stake in the
ground. Sales knows the answer to this question. If you have a sales team, they know the answer to this
question, what would a customer do if we didn't exist, they know.

(00:40:06):

And then we get to the next step is, well, so what do we have that's different? And that's capability wise,
feature function of the product or capability of the company, so it could be features, it could be your
pricing model, it could be we have support in a way that the other folks don't. So there's all kinds of
things it could be. It could be be the breadth of the portfolio that you have beyond that one product, we



can fill whiteboards with this stuff. And then what we do is we go down that list of features and we say,
"So what? You got advanced Al, whatever the heck the thing is, so what? Why does anybody care?" And
the answer to that so what is your value. And because it came from this differentiated feature, it's
generally value that the other guys can't deliver because they don't have the capabilities that underpin it.

(00:40:53):

So if | give you an example, a company | worked with a few years back, they've recently been acquired by
Salesforce called LevelJump, and so they're in the sales enablement space, which is terrible. There's a
million companies in the sales enablement space and they all look the same. And so LevelJump, so if you
look at, well, what's the competitive alternatives, if | look at all the companies in the sales enablement
space, you can put them into two buckets in terms of approaches, they're either a CMS like a jazzy
content repository where you could make sure that people are using the right content and whatever, or
they're an LMS, a learning management system, which | can build the course and certify you on the
course, and that's how we're going to train the sales reps.

(00:41:39):

If you look at LevelJump, they're differentiated capability is they're the only one that's built on top of
Salesforce. That's the feature, we're built on Salesforce, the other folks aren't. And then who cares? So
what? And so when we first had a conversation about it, there was five or six different answers to that so
what question, but the big answer was, well, because we're built on top of Salesforce, my sales
enablement data is integrated with my sales data. And then you say, "Well, so what about that?" Well,
because then that means | can actually tell did the sales enablement improve time to first deal or
improve time to make quota? Well, so what about that? Well, if | improve that ramp time, then we get way
more revenue faster. So that's the differentiated value.

(00:42:29):

When | go to do that in a sales pitch, | can translate that into my insight. My insight is every day your rep's
not making [inaudible 00:42:36] it costs you money. So if we really want to solve sales enablement, don't
we really want to have something where we can measure whether or not the sales enablement is working
with sales metrics? Yeah, we do.

FROCERIR:

T, ERUNEMBEIZEXINIE: IFABRERKNMAREMERSR? EEMS, HNELERH: K
MNEIREMERS? MRBNVETILEFEE, FPIEAMM? EESE L DK , EARBERRER
BIRB=m, ATRERE—1 Excel {8, HEILLIEEM, HERBARNHE. ARBHMENERRHNZEN
Fo BER L, ATRWIERS, BOATHVAAIEXERRNLEPBINERNR HEARNEXNREAESE.
INRIFEHER, WNMBWMRIRNFEFE, EFREAM.

(00:40:06):

BEIRN—TE: BENEFARERMG? XBEENHTE. oIS ESATNEE. FAILUEIEE,
AURENRE, WAIURHNMNAEIIARENZFAR. AUERSM. EEJURRTX—1N=mzih,
MAENENmASHT E. FHMNITUBXERAEBENOIR. AR, HNEZ—EEFXLEINEEH P B
NXEHF? (Sowhat?) fREKHMN AL, BERHAR, BWREF? ATABAIEF? 7 WX “BEF
MEIE, MM “ME" . BNERTESRKNINEE, FIULEERINIATERHNNE, BAMBITLAEXE
ERKEE.

(00:40:53):

ZEANGF, BILEFEFSESHN—KRQENY Leveldump, SRi# Salesforce BT, 1B F “sHEMEE"
(sales enablement) 4ig, XNSUHEER, B LEBEARQE, MBAARKE—F, WRIFE Levellump BY



REERAER, XNMUENFIEAT U AR —K2 CMS (RAREBERY), ME— I EHNREE,
FRAKERAERPAS; B—EZ LMS (BIBERY), AUEBEILNEREFHHITIAOE, MUEEIHEERR.
(00:41:39):

WRIRE Levellump, TN ERKENETF: M ——KXEIZEMEE Salesforce 2 L8, XFEINEE
— A TMEETE Salesforce £, FIARR. BXEH? HEF? HENERNEXNRAEN, BEHEADNARE
MEZR, BZOEERER: AR Salesforce 2 £, FRUFMEEREEIES RMHELRIERERM.
BER: “‘BBXEE? 7 & ‘XERERAUEERHMHEEMERSERE T EARNE—EXZH0E, HER
EY85E T X4F (make quota) BYBYEL” Hinl: “BBX/EHF? 7 Z&: “WIRFERE T ARMECHKE (ramp
time), EIMEERIRFEZIUN.” XHMBERUNE,

(00:42:29):

HEBX MV ARHEEEARTN, HATUBEREANTRN “BE . HERER: FRHEEAREINIR—XE&
HE, REETH. FRIRENERNEAREERERE, ¥WEk(I P EE— T EREEETREERER
DEMBITAL? 2/, RITEE.

[00:42:47] Lenny

English:

Interesting. So the differentiated value often informs the insight that you start with?
R EE:

RE®B. FMUERUNEREZBRIMFLFIARNIT THE" ?

[00:42:52] April Dunford
English:

It does. It absolutely is. The insight is basically the context that makes your differentiated value
important, what is the thing you need to know to understand the importance of my differentiated value?
In the case of Help Scout, the insight is, look, digital businesses like customer service is a growth driver,
where does that come from? If you look at their differentiated value, it's there. And so we can just reverse
it, flip it around. Even if the product wasn't necessarily constructed with that insight, maybe we got there
sideways or the roundabout way or whatever, we iterated our way into that. We can look at the
differentiated value and then basically reverse it out to the insight.

AR ERIE:

R, BWNEXF. FREAGLZILMPHERUNERFSERN “BR™ . A TEERESUNENERE,
RBEBEAEHAER? L Help Scout Affl, TARZE: &, WFERFIWSKE, BEFRSEEKIENT. XMAE
mk? MRMEMNNERKNE, MERR. FAURMNIUREES. BIEFRRIF—ERETXNEE
MERN, IFRINEETEERNEBIEANERNTX—F, HNEALUMRESRANE, ARRAESEHED
HE,

[00:43:33] Lenny
English:
What's a sign that the differentiated value or insight that you've come up with just isn't clicking?

AR ERIE:



Bt AR ERBRIEHBERUNETRRRALEER?

[00:43:37] April Dunford
English:

If the differentiated value doesn't work in a sales pitch, what you'll get is the company going, "Why would
| pay for that? This is not value for me, buddy." The companies | work with, the way | look at it is if you're
in market and you're selling and you have happy, engaged customers, there's differentiated value there.
That's why they picked you. That's why they love you. That's why they don't turn out on you. It's there.

You might not know what it is, we might have to do a little process to get at it, but it's there and it exists.

AR ERIE:

MREFUNMEEHEERAPAEER, FEMEFLR: “BATAENLME? K0T, INBRFFEN
B, XFHREENAR, RNEEE: RMRELEHZ LHE, HERERE. BRNER, BAERKUN
BE—EFT. XMBMITERIMR. BIFMR. TAKNRE. EMERE. REgEERNEERTA, KT8
FE—NMNIRIERIEEERELE, BEmEFT.

[00:44:16] Lenny
English:

Awesome. Another question that's been in the back of my mind since we started talking about
differentiated values is just how honest should you be about the competition? Obviously there's a
spectrum of extremely honest to super biased, what's your guidance on just how honest to be there?

FRCERIR:

AET. BMENABRITICERUNE, BARFE-—HRERES R ERERFNFH, RNZEZH
7 B, XPEIBE—MHE, MIRIGRSEEIBRRL. XTFRKE, REFTAEN?

[00:44:34] April Dunford
English:

The posture | think you should assume in a sales situation, | had an old boss used to talk about this, is the
posture we should have is calm confidence. So where that calm confidence comes from is we really
understand why people should pick us. So this is differentiated value, we really understand it and we
really understand who that's a really good fit for, and we don't even bother trying to chase anybody else.

(00:45:03):

So we should be able to come in and say, "Look, we're sales enablement that delivers results. If you don't
care about those results, you shouldn't pick us. You should pick someone else." And so generally what
we're trying to be is extremely honest. We're trying to come in and actually give credit where credit is due
with the other approaches, because typically the other approaches work just fine for other kinds of
companies. If you're really small and you're not growing e-commerce business, use a shared inbox. It's
free, it's easy to use, there's no problems there, just use it. If you're really worried about bringing the cost
down in a customer service center, maybe you should use Zendesk. And so | think the more we can act as
a guide in this situation and come in and say, "Look, these guys are good for this, these folks are good for
this, and we're good for this. And you might not care about that, and if you don't care about that, we're
not the one for you. You shouldn't pick us." But | think that...



AR ERIE:

BRUNNEHEGRPMRUZRMHNES —RUFANEREERIX—xK—m2E “MBEHEE" (calm
confidence), XFBEERFRITEERBEANTAANNZERRN. XMBEFAMNME, RITRANE, R
EREGHE, RITEEMSEEZAEMALENER.

(00:45:03):

FRUAFRNNZEEREREW: “B, REEXNERNEERETR, NRGFAEFXLELR, MAZERK
i1, fRMZER A" EERMNZAMEIRIFRS. BNNEESLTHMARNENEE, RABEEMARENY
HtRBNABHEER. MRMFE—HKMRRN. FEAEKIER, BRAHZWAER, =B 7H,
RER. MRIFENRBOFEZRPOBIMZ, WIFREIZA Zendesko FIAAEXMERT, HiTHaED
BT HAS, il XERMERXD, BEABRKED, MHEIHERKXD. FRAEFEFX—R, W
RIRFEFE, BRENFEEGR, FRZEHN]” HEF-

[00:46:00] April Dunford
English:

We're not the one for you. You shouldn't pick us. But | think that this calm confidence idea is that where
we know the client should pick us, we should be unafraid to fight for that business. But we should totally
walk away from business where we're not the best fit. We shouldn't be chasing that business at all.

FROCERIR:
(L) - FFREEMR, RRZERT.” BXM “MBFBERE WEIET, SRNNEFFHENZ

EREAN, HMNNSEFARIEMESN. EXTRNFEREERNWS, HNNEZTERF, REFZEE

Eo

[00:46:20] Lenny
English:

And this comes back to teaching them how to buy again and again. For these cases where you're like,
"This is not a fit." Ideally you know that before you fly to their office and pitch them.

FROCERIR:

XXEET “BTNEAEE" X—<. WMFRLE “RLE” BER, BEERT, ERTEMNDREHRT
WESHZ R0, RFINIZBEMET .

[00:46:29] April Dunford
English:

Yeah, generally you've had some kind of qualification happen upstream, and so that qualification could
be done in lots of different ways. If you've got some kind of product like growth motion in the beginning,
you're looking for signals in that. And if the signals aren't there, then you're not talking to them. And so if
you've designed your signals right, then you already know there's intent there. You already know you're a
fit. You already know stuff. The way a lot of companies do this is they'll have inside sales do a qualification
call before they set up a first call with a sales rep. In that qualification call, you're trying to make sure is
this the right person? Do they have a need that we can actually meet? Is this actually a good fit for what
we do? And if they're not, they don't even make it to the call.



AR ERIE:

B0, BEERELFSEEM “BEANHE" (qualification), HEAIUERESHAN. NRIFE—FRBEMH
PLG (PmIFapiEi) B, MESIHHEPNES, IRKERES, MRERSHMITR. MRMRITHESE
H, RABEMENAERE, MERNEREN. REQARANMER, ERAIFEEARHAITEREXEE
A1, FILAEHE (inside sales) FT—NMEEIE, EANEIFE, MEHIA: XEXWHIAIL? thiTEFH(]4E
AENRRLD? XEMNEEHND? MRFES, MIIEELNIHANEEERT,

[00:48:09] Lenny (Sponsor Ad - LinkedIn)
English:

Imagine a place where you can find all your potential customers and get your message in front of them in
a cost efficient way. If you're a B1B business, that place exists, and it's called LinkedIn. LinkedIn Ads
allows you to build the right relationships, drive results, and reach your customers in a respectful
environment. Two of my portfolio companies, Webflow and Census, are LinkedIn success stories. Census
had a 10x increase in pipeline with the LinkedIn startup team. For Webflow after ramping up on LinkedIn
in Q3, they had the highest marketing source revenue quarter to date. With Linkedin Ads you'll have
direct access to and can build relationships with decision makers including 950 million members, 180
million senior execs and over 10 million C-level executives. You'll be able to drive results with targeting
and measurement tools built specifically for B2B. In tech LinkedIn generated two to five x higher return
on ad spend than any other social media platforms.

(00:48:09):

Audiences on LinkedIn have two times the buying power of the average web audience, and you'll work
with a partner who respects the B2B world you operate in. Make B2B marketing everything it can be and
get $100 credit on your next campaign. Just go to linkedin.com/podlenny to claim your credit. That's
linkedin.com/podlenny. Terms and conditions apply.

AR ERIE:

BR—T, B—MtAMRAI LIREIFENEBERR, HFUSENLBARHNESRTEMITER. R
B—XKB2B )k, X MAHIIEE, TR Linkedin, Linkedin &1L REESER EE EMINEREIIEH
MXAR. Bl EHMIEER, ENRMAXKLEHS AT Webflow #1 Census #=Z LinkedIn B9 IHZEHl,
Census i@d LinkedIn g FIPASEI T HHEEL (pipeline) 10 {ZaVE{K. Webflow EE=ZFEMK LinkedIn
BANG, RBTESHIERENEHERKREWANEZE, @i LinkedIn ™2, (RE] UEZEMHAFSREERILEK
&, B 951Z8A. 1.8 ZEEMEBET 1000 & CASE. FEREBFAE N B2BITENERAMEE T AR
mplvaR, TERHRUE, LinkedIn B9 &2 HERE (ROAS) b HMEFtHRIEAFEEE 2 5 5 &,

(00:48:09):

LinkedIn EMZRIAEZBNBZARRENWES, RES—NPEEMRFIL B2B SR S1E. 1L B2BE
HEEESKESN, HEMFRNTRIESIPIRE 100 ETiREE. REAR linkedin.com/podlenny BIRT 7
BY, #i3tR linkedin.com/podlenny, Z&HAFHLIR,

[00:48:32] Lenny
English:

Another question around this idea of differentiated value and just alternative approaches is there's a
certain previous guest who was very big on creating a category being extremely important, and that
potentially being the only way to build a legendary business. | know you have a different perspective on



that because in theory if you go that direction, there's no alternative. It's like "We're the one." What's your
take on that?

AR ERIE:

XFERUNMENBALR, 26 —1ME#E: HZAEIN—UERIFERE “giEmE" (creatinga
category) NEZM, INAXATRBITEFTEINE—REF, RMEMMEERANEE, EHELLNR
fREMFE, MEBEERAET, MEER “HNN2H—XZH" . (RHLEAE?

[00:48:55] April Dunford
English:

Well, so here's a few things. So one, obviously creating a category is not the only way to create a
legendary business because the vast majority of legendary businesses did not create the categories that
they're in. So Google did not create search, Facebook did not create social network. There's so many of
them. It's actually more of an exception to the rule that the company is creating a category than the other
way around. So | think it's a bit disingenuous to say the only way. It is a way to build a big business, no
question about that. But it's absolutely not the only way. In fact, it is not the most common way, but it is a
way and it does work. So that's one thing. The second thing is that category creation is interesting. Like
most companies, if you look at their arc, even the category creators that are successful, they did not start

out as category creators.
(00:49:53):

So they started out as a niche play in an existing category, and that's because that's generally the easiest
way to get traction for a company early because what is the job of the market category? The job of a
market category is to help answer the question, what is this thing all about? If I'm positioning an existing
category, | can say, "Well, I'm CRM for very small businesses." That was Salesforce's initial positioning. |
didn't have to explain to you what a CRM was, that already existed. There was already billion dollar
company in that space. We know what a CRM is, and | could say "We're CRM for very small businesses.
The reason you can use in this very small businesses is we don't have any software. So you don't have to

have an IT department to babysit it. It's fantastic."
(00:50:34):

So most companies start there. Now what happens is that if you become the dominant player in that
space, which again, category creation folks talk about this like no category creator has ever lost the
market. In fact, most category creators wins their market. Like what happened to MySpace? What
happened to Ask Jeeves? It didn't work out so good for them. Most category creators actually get
overtaken by fast followers. So if we look at the CRM market, Siebel was the big dominant player there
and now they're not. So now we've got Salesforce. Once you're the dominant player in that market, a cool
move to do is to actually extend the boundaries of the category so that you can continue to grow. And
most of the category creation examples we see are companies that when they were 200, 300, 400 million
revenue dominating their space, then decided to move the goalposts and say, "Well actually now we're
expanding into all these other areas and we're going to call this category something. And that's what it

is.
(00:51:38):

And there's loads of examples of that. Like Qualtrics for example, is a company that a lot of people talk
about very successful category creation. Well, they were survey software up until there were 300 million
revenue just like everybody else in an existing category. So that got them there and that worked just fine.

Oh, well, once we're dominating it, now we can say it's whatever, it is, customer experience software,



whatever it is. Snowflake. Another good example like data warehousing in the cloud, they were that data
warehousing, an existing market, were data warehousing for the cloud. That is not category creation. And
that took them all the way up to the point where they were about to go public and now they're cloud
data, which is their attempt to expand and say, "Well, it's not just data warehousing, it's actually data
lakes and all other data stuff."

(00:52:22):

And so that's a smart move for them because they're now very well known in that space. I'm not saying
category creation is a bad thing. There are examples of company that came right out of the gate and
successfully created a category and then survived to own the category longer term. But a more common
thing that happens is that the company does the hard work of creating the category and in exactly the
moment where the category starts to take hold, fast follower can come in with fresh funding and a lot of it
and learn from all your mistakes and come in and knock you off the peak right when you think you've
made it.

(00:53:01):

So | think category creation is, again, it's good, it works, but | think we have to be very careful when we're
thinking about doing that at an early stage business or a business that isn't already dominating the
category that they're in. It's much more common to see companies come in, shave off a piece of the
market, dominate that, and then successfully branch out. It's what Jeffrey Moore called bowling pin
strategy. Almost all successful companies follow bowling pin strategy.

AR ERIE:

9, BILREE. $—, EACEREATZIERTEINE—ER, RAERSHETFEIWHLIEEIE
ENFRENmE. fFLKBLIERER, Facebook RBBIGEHRZME, HlFXZT. Efrk, —HKQABLE—T
mERMERH, MARES. FIURER “MH—BR" ARTHEMN. cHERBITEARIHN—MER, X
§¢in), BANFEM—MAN. FXLL, CEEFERERNLGR, BEHLE—MATHAR. X% —
o BIRE, mEACERAE, NRMUBASHARNELRNDT, BMERBLEMIINMELIEE, i1k
PEFZUMRELIEEN S 1188,

(00:49:53):

S ZENE REFM— P FEDG (nicheplay), ENXBEBERABRHPREESINEHENAGR. A~
ta? BR ‘TR’ WERRHA? eNERAERENEE “XIKENMMAKRAE . MREEMAT—TN

mER, EAIH: “BREII/NMHELILITE CRM,” Xt Salesforce R¥NIE L, HAFTEMIRAE
Bt 42 CRM, RANEEBLKERT, BIMTHELENETZETHAT T, AREME CRM 2t4, HR
T “BNR2LIVAEIW AR CRM. ZFFLER/NMAT, REABRINAFBERERMG, FAFEIT 861K
B, KIET.”

(00:50:34):

FAIARZHATIRMNX BB, FTREENZE, NRFERATZIENHEE— INER—T, BLEZWSR
LUEMA RN MELIEEMRIT T, FLEAZHBLELIEERLR 7. BFF MySpace RETHA?
Ask Jeeves K& T HA? NERH R AEHRRLLEELIT LW “RIREHE" (fast followers) B
. B& CRM ™17, Siebel EBFHEE, MEARRT, MAER Salesforce, —BIRAZTIHNEE, —MEES
HZSh Y KMEMIAR, UESHESIEK, BITEINAZHEELENGF, EXLERAREEERRE 2
1Z. 31Z. 4 ZEFTHFATRESEG, REBEKIE, . “HIFENNELEYT BIEFEXLEHMGR,
BINEEXNGREUERE,” FEHEMEXE,

(00:51:38):

XIFRFIFECEE R, LEY0 Qualtrics, RZEARERIFERINHIMELIERA. EEEWRE 3 ZEEZH],
IR EIAER G, MIEREENEMA—F. XILMIRT TR, BRRTF. B, BEARNGET



BERMS, RAEFHMNALURER “BFFRNRAE" HEMAAT. Snowflake EF—1MFHIF, ftilmA=E
‘TIRHECE" , BIECERIA™Y, IIRE "SRl . XAFEMELE. Xittl—EEET L
RS, WEMNNY “BHE" , XRMOSEKOFR, W “BIIFRZHIECE, RITEMEIEHAN
FRrE Hth iz 53,7

(00:52:22):

AR ZRRE 22, HAMNEEEBMURIFEEERT . HABRMmELERF. BEEQE—HI])
ARIIEIE T mEH KR, EEERNERRE, —RARNFEMENET MK, MEMEFIRLTRMERRIAR
—4, — M HEEMASHRRRHAFLINT, WETIRFAENEIN, SEMRUNECKINT B9 E, HBIRM
BRIEIE T Ko

(00:53:01):

FRUFIN I mE ISR, RER, EYHRNIZRENCIMNERIHERIOAIME mERRXEM, LR /N
Do BEEANBRARBABTHENTG, IT—RER, K8 E, ARRIDZY Ko XMENHAE - ER
(Jeffrey Moore) FRitHy “GRESEKHASRBE” (bowling pin strategy) . JLFFiEMINHIA T EBEEREIKIRSE
B&o

[00:53:29] Lenny

English:

Wait, what is that? Let's touch on that real quick.
R EE:

FEF, BRAA? FATREHEZ .

[00:53:31] April Dunford
English:

Oh yeah, you remember that thing. It's funny how many times I've talked about bowling pin strategy in
the last two months. So this comes from a bunch of work that was done around the way innovation gets
adopted, blah, blah. So there's a bunch of research done on this stuff, and I'm going to misquote it
because Jeffrey Moore stuff, I've been reading it for decades. But bowling pin strategy goes like this. The
easiest way to take over a great big market is to define a segment of the market that is underserved by the
market leader.

(00:53:59):

And so if you think about a bunch of bowling pins, we're going to circle around the lead pin, which is this
little piece of the market that's easy for us to go get, and the market leader probably doesn't care about
it. And so we knock over that pin and knocking over that pin enables us to get to the three pins right
beside it. And so now I'm established here as a beachhead and | can go get the next three pins, I'm going
to knock those over, and eventually | get big enough to challenge the market leader and then | overtake
them.

(00:54:28):

So the example for my early career was | worked at this company, we thought we were enterprise
software. We narrowed it down to CRM for investment banks, and so we literally drew bowling pins for
our investors and said, "Lead pin is CRM for investment banks. Once we knock that over, then we're going
to go to retail banking, then we're going to be CRM for banking. And then once we knock that over, we're



going to go to insurance, then we're going to be CRM for financial services. Once we knock that over, then
we're going to be a great big company and we're going to challenge Siebel to be CRM for enterprise
software." Instead we got acquired by Siebel for like $1 billion, but whatever. So most companies, if you
look at the history of them, they actually start that way. And so yeah, if we just fast forwarded to when
they were 300 million, we can say "Category creation's the only thing to do," but it's like, well, what
happened before then? That was something different.

FROCERIR:

BB, (REIEFEAIRT. REE, SEMMARLHRRIRRIKMREE. XRTXT T A AN—RT!
M. RNFHE - BERNARARELRT/L+ET, KARISIBEAREH. EREIRERBABREXFH:
A= EXTIRERENGEREX — TR HASEBANAD T,

(00:53:59):

NRIFEAR—HRECTKAR, FHANISBERD “UkHR” (lead pin) , BIMEB—NRENNBZETHTG, M
HAFEFTERESFEFE. RINEEARMLF, ERCELBNBESUN=F, REREXEEILT
— N KM, RAUEERTRNZ=ZMF, RERTEEBERK, USRS EH B,

(00:54:28):

BRWEEFHRNOFR: BRE—RABIE, HMNBUNARELRG. BNNBEENE “RARITEH
CRM” , HAERIAKRZER 7RI, ¥: “MKHERTT CRM. —BERE, HMTMHANZERTL,
RAIRITE A CRM. BHEEER, HATMENRIL, BAERARSE A CRM, FXLEEERT, HITMAT
—RKARF, AUk Siebel, BASITLMEILE CRM,” LEREATH Siebel LA 10 ZETWB T, FIX
FER, KEZBLRBMRIRERE, HEHMBXFEAEN. L, MRFNERRHAZIMITEU 3 29,
BATAILAOR “mEEISERME—HE" , BREE, EPRZAAETHA? BERETRVEE.

[00:54:47] Lenny
English:

Awesome. Let's come back to your framework. I'm looking at the list of bullet points. So we've covered a
lot of this already actually. So there's the insight where you helped them understand what's happening in
the world and what's changing and why this is important. Then you talk about what the alternative
approaches might be, pros and cons. Then there's this third step, which we haven't talked about yet,
which is sharing the perfect world characteristics of a perfect solution. Can you talk a bit about that and

why that's important?
R EIE:
KHET o ILFENEEHREIER, REEERTIR, HERNELRETREAR. 8€iF “FE" , BEHER

ERHRIEEREFA. FAEREURNTARREE, ARMRITEATERAMRR. EEEE=
T, HELHE, MENE “EEHR" RTRABRSGROEHE. MERRKX—RURATAECREEDT?

[00:55:47] April Dunford
English:

So this is the conclusion of the setup phase. So if I'm Help Scout for example, the conclusion is we say,
"Look, you really want customer success software that's as easy to use as an inbox. You're never going to
outgrow it, but it was built from the ground up to be deliver an amazing service." And so it's this part of
the pitch where we actually get agreement with the customer that we are aligned in terms of our point of
view on the universe. So it's where | say, "Okay, we've had our little discussion about the pros and cons of



the other alternatives," and we say, "So look, so are you with me, man? Can we all agree that a really
good solution for you would have A, B and C?" And the customer is either like, "Yeah, right," or they're
not. And so if they're right with you on this definition of the perfect world, then I've got you. I've already
won the deal and | haven't even talked about us yet because the way I've set it up, I'm the only one that
can deliver that.

(00:56:49):

So if you say, "Right," all | got to do is prove that | can do that and get you over the hurdle that it's
possible for you to adopt it.

FROCERIR:

XEHEMRAEEE, Ll Help Scout Aff], FitMBRITZH: “F, (MEEBRENE—REWAE—E5
B. XZA=FBH. BEMEEZELMEN T RERARSMWENE P RIIRM.” AR, &
MEfR EREIKEFIVIAR, BWIARMOERMZ2 0. 3R “HF7, HMELNETHEMBENLR
BEERR,” ARE: “Ba, RNEE? ZIEERE, —MTEEESMOIFHRENZASA BHMC? " &
FEAR B8, &#E , BATIAE. MRMITART R “BRAHETR" BEN, BEMINEMRT. ZEE
ERFEKERNBE, MELRTTXERS, RARERNIRE, REE—RHRHXLERANA.

(00:56:49):

FREVGNR(RR &1 , TR TREBMBFSIEATEME], HERRRRAIIZRIERS.

[00:56:59] Lenny
English:

Sounds too easy.

R EE:
IFERKXES 7o

[00:57:01] April Dunford
English:

Yeah, | mean...

R EIE:

=W, HER-

[00:57:04] Lenny
English:

It's like you lure them in.

R EE:

MG IREMITIERER—1F,

[00:57:04] April Dunford



English:

If all of this was easy, Lenny we would be on a beach drinking out of a coconut.
FREiE:

Lenny, MNRX—IERE S, HIMEMETD M LEEMFIEKT,

[00:57:09] Lenny

English:

Oh man, let's make it happen. Okay, so that's the setup. What do you call the second part again?
FRERIE:

ROk, IEFATSEMER, 57, R “HE” HH. FZHAFUEHARE?

[00:57:14] April Dunford
English:

It's the follow through-

R EE:

2 “B8ER#” (Follow Through) —

[00:57:14] Lenny
English:

The follow through.

[00:57:15] April Dunford
English:

... which is really focused on differentiated value. So in the second part, the first step is usually we
introduce our stuff, which is where the market category is important. So we come in and we say, "Okay,
can we agree that a really good solution should tick these boxes? Yes. Okay, good. Now let's talk about us.
Okay, so we believe that. That's why we build what we build."

(00:57:36):

So here | am, I'm Help Scout, we're customer service software for digital businesses or whatever our
market category is. So we introduce it just to get people straight in their mind about what it is, and then
we move to here's the value, here's how we do it. If we think about a typical sales call, like let's say a sales
callis half an hour, 45 minutes, | would expect to spend more than half of the time in the sales call in this
differentiated value phase. So if we're doing a demo, that's the demo, and we're saying, "Okay, step one,
let me show you how we do this. So easy to use as an inbox. Here's the features. Never have to outgrow it,
here's the features. Delivers amazing customer experience, here's the features." And so that's where



we're getting to the meat of what you thought you were getting when you clicked on the button that said,
"Give me a demo."

(00:58:25):

So that's what we're doing there. And then we end with these three little pieces. One is generally | got to
show you some proof that | can do what | say | can do. So if I'm claiming this thing delivers an amazing
customer experience, how do | prove that? Well, | can prove it by other customers saying it was amazing.
That's one way to prove it. If | had some independent third party data that proved whatever | was
claiming, | could show that there too. But a lot of times what we're doing is we're like, "Let me show you
how this worked in a company that used our stuff. So this is what the before looked like. They did this
thing, here's the after." And so customer case study is usually good way to do that, but there's usually a
step called proof, which is, | showed you the value, now here's the proof that | can actually deliver on that
value and it's not just me blowing smoke.

(00:59:16):

And then the step after that then is this optional objection step where they say, "Oh yeah, sounds good,
but IT is never going to go for it," or "Sounds good, but maybe it's going to be too expensive," or
something. And so you're going to handle that objection as best as you can. And then you finish with the
ask, which is whatever the next step in your sales process is. So it's, "Hey, so what we have to do to get a
deal cooking here, do we have to get IT involved? Does IT need to see it? Would you like us to come in and
present with you with IT or do you want me to just help you work on some stuff for IT?" It's whatever your
next step in the sales process is.

AR ERIE:

------ XEDEERETERUNE. EF 87, F—TEE
To FAPR: T, HMNBERAE—MFEIS RN IZHEX
BN, XFBRA LR mBRE,”

ANV~ m, X “HipmE” MREE
M7 BW. KFT, MK FHIMDBA

=
=
it

(00:57:36):

FREL,  “F2 Help Scout, ZMTRAMFUSZRITHNEFRSNM (FHEMRER).” RITNMBERENTIL
ARBFEBANBMBIS, AREAN. “XEMNE, RNNBXEFRMB.” NMR—NHEBAHEBRFEEF /)
2] 45 289, HIFIE—FULHREEXINERUNENR. MRFNHER, IRZ2ETHT, KRilz
W B, LHERRNINAMEIX—R. GRGHE—F28, X2, XEFIFBAE, XEIEE.
REIFANZFER, XZ2IEE.” XARMKRE TLUER RAREERENZORS.

(00:58:25):

R IAER) L. REFRMNU=ZNMNFTER, F—, BEETOMBTR—LE I , IERARERE
HE, WMRFEMXERMEIFANZTLELR, FHEAIER? RATUERREMEBEFABFIT. MRBEBUNE=
FEE, ZREAUET. BREMERNZR: “UERER—TXEF—HKRARZNTEEN. XEZRINE
T XN, XRZENER.” BERERAIMABESREFNAN. XNMFATHN “SER” , Bl HERT
e, MEXZBREXMNZNERIEE, MAEHERT.

(00:59:16):

ZERAEN “RIWAE" T, BEARRRE: “IFERAFHE, EITHNEFZER,” HE “FEXKF
i, BRI T.” MERNVEXERW, &F, R “BXK" £R, MHEERENT D, tbal: 9§,
ATHHEXER S, HNFBEILLITEIANG? ITHRREETRE? MEZRNMIT —EF IR, ERAFEIRE
FEL ITENER? ” TRT—IEHA, XMEER.

[01:00:21] Lenny



English:

Awesome. So let me read through this just to have it also succinctly here in case people are taking notes
or trying to remember the stuff. So there's the setup, there's the follow through. Within the setup, you
have the insight, the alternative approaches, pros and cons, in the perfect world. And then you introduce
your product, talk about the differentiated value, share the proof of why it works, potentially handle
objections, silent objections, and then the ask of what comes next.

FRCERIR:

KiET, UREEER—E, FEAKICELCHIEIZ. 2R “HE M “BREH” . HEEE. R 81
BEREMGRR, BEHR, GEEREHEE ME7m. KICERUNE. DEMINAER. QLEBEEFRN
(BETRARNFN) , REEXT T—THIEK.

[01:00:34] April Dunford
English:

That's right. That's it.

AR ERIE:

B, Xt

[01:00:34] Lenny
English:

In terms of knowing if this is working and if your differentiated value works or if your insight works, do
you have kind of a heuristic of a success rate that feels right? How often should this work for you to feel
like "I think we have it?"

AR ERIE:

XTFMEFHEXBERY, URIMFHNEFUNEIAREESEN, MAERKE - TRBELRSIEAIRINRITAE?
REIFARIAR, (A RBRE “BRESHNBT™ ?

[01:00:41] April Dunford

English:

Well, so generally if the sales pitch isn't working, it's because the positioning was weak.
(01:00:41):

And so companies that jumped straight to building the new sales pitch without going back and really
making sure that they really nailed the differentiated value, who knows? Maybe it works, maybe it
doesn't. And a lot of times it doesn't, | think. And so in the work | do with my clients, we go all the way
back to the beginning. So we go right back to let's work on the positioning first. Now, if I've got the
smartest people from the company in the room and we've done enough deals that we are pretty
knowledgeable about how customers buy and what they like and what they don't know. If I've got the
senior executive team in the room and they've got a reasonable amount of customer experience, we can
pretty much feel good that the positioning we come up with if we're following a process will be good.

(01:01:25):



Then it's just a matter of taking that positioning, mapping it to the sales pitch and then going to test it. So
| think there's a bunch of things in testing that are really important. So one is we absolutely need sales
involved in building the pitch. If we don't have sales involved in building the pitch, the pitch is never
going to stick. The rule with sales reps is even if they don't like their current pitch, they're comfortable
with the current pitch and they know it and they've memorized it and they have a little joke they tell on
slide three. So they're not going to give up the current pitch without a fight. So you got to get sales
management involved in building a new pitch, and then | would never just build the new pitch and then
heave it over the wall and say, "Good luck, Chuck." Because what'll happen is they'll come up with all
kinds of excuses why they can't use this pitch.

(01:02:07):

Instead, what you do is you take your best sales rep, your best one, and you bring your best sales rep over
and you train them on the new pitch. They got to learn it, they got to pitch it to you, pitch it to the head of
sales. We do a bunch of repetition on that, and then we have that rep test the pitch with qualified
prospects. So we don't go to existing customers. They've already been polluted with the old positioning
and the old pitch, and this needs to work with a qualified prospect, so let's do it in the way it was
intended. We're going to take qualified prospects and work that new pitch with them. Usually what we'll
do is a test period where after every pitch we'll huddle and say, "What worked? What didn't work? Maybe
that word is tripping people up. Maybe we need to move this slide from here to here," and so we'll tune it.

(01:02:53):

And then after we've done a bunch of pitches, one of two things happens. And so in this test structure, |
am very much relying on the expertise of my best rep to know what's good. So after the best rep is
comfortable with the pitch, done a bunch of pitches, re-twizzled it, at some point the rep will say, "Okay;, |
think we're done optimizing this pitch, and I'm not going back to the old pitch. I'm sticking with this pitch
because | think this one works better." An experienced sales rep will know that, whether the pitch is
better than the old pitch, if you give them the opportunity to feel comfortable with it, work with it a bit
and pitch a bunch of new prospects with it.

(01:03:38):

So if your best sales rep says, "Oh, this is way better than the old pitch. | can just feel it from the way
people react to it and the number of times we've been able to convert people over into actual
opportunities from a first call." Then what you do is at that point | call that pass. So then we take that rep,
we can film them doing the pitch for training, and then we can take that rep, go back to the rest of the
sales team and have that rep sell everybody else on it. So that rep goes back and says, "Listen up people,
you're stupid if you're using that old pitch, which sucks. This new pitch is way better. Trust me, I'm the
best rep on this whole team. By the way here's the list of deals | have cooking in the pipeline that | got
using this deck. You should go do it and I'm going to teach you how to do it."

(01:04:24):

Now | got sales, teaching sales, teach and sales instead of marketing, sort of throwing something over the
wall and crossing their fingers and saying, "Hey, | hope this works." What we should see is an immediate
uplift in what happens after first call. So most of the time what that is we get a higher percentage of deals
converting into opportunities after that first substantive calls. Sometimes depending on the quality of the
pipeline we had coming in, we're actually disqualifying more. But sometimes that's a good thing.

(01:04:54):

But what we should see is an immediate uptick. It's stuff coming into the pipeline. It's a neat trick to pull,
especially right now when everybody's budgets are really tight and you're just trying to squeeze more
juice out of the lemon. It's a really easy way to get some more juice out of the pipeline. Just go in, tighten



up your positioning, tighten up that sales pitch. And we can have instant impact with that because we can
roll that out in a couple of weeks and start getting better deals flowing through the pipeline because
these customers are understanding your value better, understanding why to pick you better. It's just easy,
low hanging fruit to do when the economy's bad.

FR3CERiE:
BEBERT, MRESEATEER, BERNEMLLKTS.
(01:00:41):

BLENFEERIIMEER, MARKMASTEENETERUNE, SFRENER? UiIFERA, HiFR
A, RREAZHER AN, ARSEFSFEN, RINZEERFIE, FAEEM. NRFILQFDERE
BARARE—IE, MARMNBIIEBZHRE, NEFWNAMBE, ERFTA. FTHEFABRBHNTHE; MR
SEFNLED, BEFENTFALN, BARBEEME, HNFHNEULREZRIT.

(01:01:25):

ETROIEMBILEURGEIFEEAS, ARENR. MAPE/LREEEE. F—, BNFTEHEAR
SEWRIERN, MRKAHESS, XBEAKZLEEZ, HEARNARE: BEMITRESRINEHEH
A, EMIIELIRT, MNAEE. BT E, EERF=ZKINTHFETEEN/NKE, WIIFIEZN
FUANARN. FIUMREGIILEEEERESSMEMER. REFSTXEREFIERN, ARNAHEER:
BRI RABERE, MISHE—A T EREXEERNEA,

(01:02:07):

MR, RNMIZIIFRMLFHEENR, RIVREE—1, BMHEIFR, HbETHERNEI, HEFIE,
MfRETR, MHEEEERT. HNETZREELS), ARIUEXURKREN “GRNBESTFR” #1788
iHo AR, FEHREZF, EAMMNEEKIBEMNIBIEAR B 7. XERASTESHENBEEFAS L
£, FRURMNEREAXHIT. RNSHERBERTF, BMEARMMIN%K. BEHNZR—TNR
Hl, 8RKTRFMNBSMKINE: “HARMT? FAREN? BRAEBMALARERT? BFAE2EIEX
SKEAVTHRIANMIE? » RAEFHTTHIE,

(01:02:53):

EHITT—RYLHE, sHUAMERZ—. EXNURAEET, RIEBRBINRARNET W HIET, ZHInKk
RRIETIEAR. RTIUR. FOATIVRE, EEMHZIMSE: 997, EREBRKEEREZT. BFAEH
RIRIEART, BERFRAXE, AARIREXERREN. — 1 ERFENHEARIMNEMEAZRESMNTIH
EAR, REMREHISEATE. LRE.

(01:03:38):

MRIRATNRMARYE: I8, XEEIEMNTFRZT. MANTHREUKRITTME —RIBIEFE K A LRV SRR ER
FEERTIGHEK.” A, Xaml “BIME” . ZAREMETXURRERXEIEANMTATHI, Biktt
EIEIHERPAS, itEREMABEXEIER, XURKRIEENR: “ARAFT, NRFEEZEBELS
THIHER, BFEREEN. XEMEATFEZ. BER, RE2IREN. IMEH—T, XERAXEFR
WTFRIITRIIR, RMINIZERE, BRBIRITEAM.”

(01:04:24):

METHT “HEHHEHE , MASREHBI HEARANIEAGNHEEER. BN ZEFIE —XBIEEH
BAEIEA. KEHERT, XEFREESLHANIHREBEENATHEN S, ENREHRNERR
=2, BITEr LsHREEZAGENTF, BEXENEHHTSE.

(01:04:54):

BERMNMZERIIFREHER, DENELZNTEESZ T, XB—MRENKIS, LEREINEARNEE
RE. MBAMITEREFLEZ IR, XB—TIFEERIMNELPRINESNENSZE: #E, WEE



i, WEHEER, HNATUE/LARBE HEENR, LEFNRZRARAESL, HAEF EEERIINE,
FHANTARER. EEFARANRE, XNERBTZHIN “RENRLK” .

[01:05:32] Lenny
English:

To give people a sense of maybe how easy that might be, how long would you suggest people spend on
maybe tweaking their positioning and then also on this pilot, how much total time could it take to
potentially significantly increase sales?

FRZERIE:

ATURRBEMEE, FENAMNESKEERBAREMN? 2EXMIRTE, SHEEZKNEAEERIHE
EHNEZEK?

[01:05:45] April Dunford
English:

So in the customers that | work with, when we do the positioning stuff, the positioning stuff takes a week.
We're beginning and we're done in a week. We're all about speed on this thing. We're trying to get the
thing happening fast. So we're in and out on the positioning in a week. It might take you, it depends on
the company, the bigger the company, the slower this is, but some big companies are actually quite fast,

and if you're motivated, it shouldn't take long for us to take that pitch and make it real.
(01:06:11):

Then we got to find a rep, train the rep, and then how long it takes us to test it really depends on how
much deal flow you've got. So if you're working on monster deals and you don't actually get that many
qualified prospects to pitch, that might take a few weeks. But if you've got a lot of prospects coming
through the door, and you can get through this fairly quickly. So I've had companies do it start to finish.
We got new pitch out the door and people using it in two weeks. That's about as fast as you can get it
done. Most folks, | would say take about a month.

AR ERIE:

EEREENERPP, BEUIERFTE—A. ANABRIER—FRE. RITBRNEZERE, BiLHBERIK
£ FIUNEM—AHRER, EFIEEMRUNIER, XBRTATME, ATEAHE, EEEARTHEHLE
RiR. MRIFENA+E, BIEREERAFERA-

(01:06:11):

RRBMNEL—MK, Bt NXFBRZKEBURTMIRZRE. MRFENZERRS, SHEVE
AEFAZ, BAEFE/LE. BMRFERSBERTF L], RAILIRRTH. HRIEATMKEIERAE
FILFTEAREHARANERT . XVFERROEE T KZHAN, HIRANFE—TA.

[01:06:50] Lenny
English:

You mentioned marketing and earlier you said that marketing is involved in this process in some way.
What's your advice to just how to involve marketing, where they fit in?

AR ERIE:



fRIEI T EHEI), ZRfMERERESIZURM SRS 55X N EE, XTOILESESIIS58HK, Ukt
MMZSTFHAE, RETAEN?

[01:06:58] April Dunford
English:

Yeah, so usually marketing is going to end up being the stewards of the positioning once the positioning
is done. So they're going to end up being positioning police after this because a lot of the positioning stuff
is going to take the form of marketing things. So they're invested in this. So when | was the VP marketing,
| was the person that would instigate the positioning thing, let's get everybody together and work on the
positioning. And then | would usually be the person that is driving, getting the sales pitch figured out, but
it's me and sales and product working together. And then once the sales pitch is done, depending on the
size of the organization and whether or not you have sales enablement or somebody inside sales that can
babysit the pitch. Usually me and the head of sales would work on, "Okay, this is the pitch and this is
locked down and we're not actually going to change this pitch until something happens that requires us

to change the positioning. And then that's when we'll re-look at the pitch."
(01:07:55):

So we would look at recertifying the reps every quarter on the pitch and all that kind of stuff. And that
would be generally, me in partnership with the head of sales. But it depends on how you do it. | don't
think it really matters who owns it. If you have a good product marketing organization, good product
marketing organization generally is very concerned with the positioning and the pitch, and those two
things sit in their purview, but depends on how you define it. | can't wait till you get Airbnb. Tell us how
this stuff works. They're different because they're a consumer, but companies are arranged in all different
ways. So if you have product marketing, it looks one way. If you don't, it looks another way. Somebody's
got to kind of be the owner of this thing though. And so we have to decide who that's going to be.

FhERIE:

=0, BE—BEMNTH, EHEIBIIMSBEATEAMN “EX” . tREZ2HA “ETUER" , AARZEN
ABREUNEEEREM. FTUMITHLER AN, HHIETEHI SN, REAEEMTENA, BEAR—
R, ARKEBREMFIEHEEANA, ERESNEE. mRaIIIEE. —BiEAER, BURTFAHRM
BUREEEHEWERN, BERNMHEEFEIER—N. ‘U7, XMERLIEAN, ELYUET. FRIEL
S EERTEMNASE, SNENMNARLEE. EFNENASEFHREWER”

(01:07:55):

KMNE2ZEBSZFENRRHATERNNEZ LN, XBEEENHETESERNN. EXBURTFIRIVAKM
%, ERESHAEE, IRFE—MEFHN~mEHE (PMM) EHPA, MiEESIEEXRFEMMERN, XFmHF
EETFMIINERTEEE, XEURFRHNEN . BERRIEIFIT Airbnb B EABENT, flE Cim, BRA
B, BEABREAER, B PMME—MiE, REXEZ M, A, BEEARIEAXD “ARAN , BIEE
RE B,

[01:08:38] Lenny
English:

Just a couple more questions. One is to motivate people to do this. What kind of impact have you seen at
companies that invest this time and rethink the way they pitch?

AR ERIE:



REEE/NEE, —MRXTEIN: ERERANEEMEZHELANQT R, REET HAFEMm?

[01:08:49] April Dunford
English:

Well, so people don't like me to talk about revenue stuff. Hugely what we've seen though is again, the
immediate impact is felted sales, and everybody's very jazzed about that.

(01:09:00):

Impact is felt in sales, and everybody's very jazzed about that. Because sometimes what the worry is, is
we've got this old positioning and they came in through the pipeline that way. So they were exposed to
our marketing somewhere with this old positioning, and then we hit them with the new positioning with
this sales pitch. And aren't they going to be all like, "Oh, you moved my cheese." And usually it ends up
not being a problem at all. So usually what we see immediately is an uptick in what's happening in sales.
And so I've had a couple of companies tell me they've doubled the number of deals that they're bringing
from first sales call to opportunity just by tightening up the pitch and getting that going. | think that's not
unusual. | worked at a company where we did it in-house where | was the VP marketing, and we, within
two quarters, had doubled the revenue just by tightening up the pitch. Just tighten it up.

FRSCERIF:
MIFAERRKKICEENMANEIE, ERINEINEATKE, HEREIANRZS M, ARKMILHIEE

V4
7N\ o

(01:09:00):

EABRAMES: “BNEHENEM, FREETIAEMHENELN, WIERLZMTIBEMUNES, A
REMNRAEHEEARPREFHEN, MIISFAIRE R 7THROPNE ? 7 FLEAXRERZE R, &
BRAELABERHEMENRA. BLRXQBERFE, XNEIWEER, MIME—RERIRUAEE
NERHRRERT —&F. WNAZHFFEL. HBE-RAFDVEEEHRISRNEFMT, RITERIZER
BEWRIFEARILBNE T —&. (VMNEWETE.

[01:09:53] Lenny

English:

Holy shit. All right. Tighten it up. No big deal.
FRCERIE:

KW $FIB, WEE, RHTARFTH (K),

[01:09:54] April Dunford
English:

It was a big shift in positioning, I'll tell you that. Not small. Most of the time, we're not doing that. Most of
the time, it's a tightening. We're not saying, "Oh, we used to be this and now we're this." Most of the time,
it's a tightening, but usually the pitches are so bad. I'm telling you they're so bad that there's this low
hanging fruit there that if we could improve it even a little bit, it actually has this big impact on how much
stuff survives down the pipe.

AR ERIE:



BREMNFREHRIRRA, HEAIN. FR2IMTNH. KSHMEZRNATEZBRARNZR, RE K
£ o BAIAZER B, HMNUARA, HER B . RSUIHREMNK, EEFARERLERIET &K
HiFR, ERNEEIRT, FUBEERS “RENRK” , RERHNE—RR, MENELTEENTEHR
B L BRIIRE,

[01:10:25] Lenny
English:

And again, if folks want to go deep into the positioning step, your first book Obviously Awesome, is a
great guide, and our first podcast episode goes through this. Plus you have a guest post in my newsletter
where you give them a quick start guide. So there's so many tools to help you through this process.

FRCERIR:

BRBIE, MRAKBRNTREMUTE, MHE—XH (EARE) (Obviously Awesome) ZiR{ERIHE
/M, BINNE—EBFHERTICT, i, RERBER (newsletter) FEEIT—REEXE, RIHET—
MRENI TR PRUBRE TREAUBEBARTEHX NI 2.

[01:10:39] Lenny
English:

The other thought I've had in the back of my mind as we've been chatting is a previous guest, Andy
Raskin, has a different framework, feels similar, but | know they're different. His framework starts with a
shift that's happened in the world, and then here's who's going to win in the shift, here's who's going to
lose. And then he goes into why this product is the best. What's your perspective on that approach versus
this approach and the big differences?

FROCENIR:

ERAIRES, FRFEAINSZ—NEERZ: HZAIB—IEE Andy Raskin E—ERERIER, BIEER
&, BRMECIITRE. MIEREM “HR ELXENREMEE" Fia, ARH “EIEXMETHRE, #=
KW, BEAHEN N AXTTmERFE o (RNAEGFMBFESIRRTG AZRIXS]?

[01:11:01] April Dunford
English:

So the thing with that framework is | do think it works in certain conditions, but again, | think the
conditions might be kind of edgy. So there's a couple of things that | think are lacking in that structure for
a sales pitch. So the first one is there's actually no concept of differentiated value in that pitch, which for
me is a giant miss. So in that pitch, it assumes that new is inherently valuable and old is inherently bad,
and sometimes that's true. So sometimes there's just you versus the status quo and the status quo is
some terrible old thing, some legacy thing or it's manual processes or something, and you're the only
thing out there, then you can get away with that. But most of the time, we don't have that. Most of the
time, there's multiple new ways of doing something and you just can't say, "Well, I'm the only new and
the rest of you are old and bad."

(01:11:55):

So usually I've got to thread the needle. And so that's the first thing. The second thing is that for most
companies, if we really understood customer and decision, old is good, it's safe, it's not risky. And does



anybody ever say, "No, I'm not going to buy Salesforce. That's the old stuff,"? I just don't think that
happens. So in a lot of cases, | don't think you can rely, it's lazy to say, "Buy this because it's new and new
is better." Most of the time, the customers are going to want to know, well, what's better about it? Tell me
what the value is that | can't get anywhere else. And you're going to have to get more specific than just
saying, "Trust me, it's new and new is good." So that's the first thing. The second thing is this idea of
starting with a trend. On the surface it looks kind of good, but the problem is often the trend is not unique
to you. So everybody else sees the trend too. And so you are starting in a way that any of your

competitors could start the same way.
(01:12:59):

| did this for years where | was taught to do problem solution. We would define the problem like a trend.
We'd say, "Well, the change in the world." | was selling databases and I'd say, "Change in the world, data
is exponentially growing." It's like, no shit. We all know that. All of my competitors could say that, and all
of my competitors deal with the trend in the same way. So unless you have a particularly unique take on
the trend, well, then it's not the trend at all really, is it? It's your insight into the trend. So | don't think
trend is that great because it's not always unique to you. And ideally what we want is something that we
can say that none of our competitors can. And typically a trend is something outside of our control. It's

outin the world and everybody else can see it too.
(01:13:47):

So I don't think it's great. | think that structure looks a lot like the structure we use in a VC pitch or an
investor pitch because we're talking about much longer timelines and we can say, "Look, the world is
really changing and 10 years from now there's going to be chaos and destruction and the only one
standing is us and therefore there is no competition." And because the timeframes are longer and we're
talking about disruption of an entire market, which is pretty theoretical, we can get away with a lot of that
stuff in investor pitch. In fact, we want to go there in investor pitch. Sales pitch is all about right now.
Sales pitch is like, okay, I'm going to exchange my money for right now. You can't get too far into the
future. Otherwise, all I'm doing is giving everybody a reason to delay, which they're likely to do anyway
because they're indecisive about what they should do.

AR ERIE:

BIERFUANEREFERG TE2ERE, EXERGITELERRR. BIANBIEMEHREFAFE/LR
K. F—, EEMFLRE “ERUNE" BB, NHEKEXZ—PERNKIR. BMERNRIR W &5
MENE, “1B” EEMEFN. GNHESNL, LNRERMIMIRES, MILKEXMIEREIE RSN F6h
iz, REM—RIER, BFRATURXAR. EXSHEHEHIENL. KSHEE, BSM W AEERS,
RARER MR "R —8FEE, MRITEMAZRZIEN. F” -

(01:11:55):
FTABDIFEETIN, XRF—R. FIRE, WFARZHAFRR, NRFNEEERERTFPIRELIE,

‘IB” BEREE. T2 TR, BRBEAZR “F, FHAXE Salesforce, BREHE" ? HREFF=. FIll
ARZBERT, FIANRERE “EXTENECEMB, FM2E , XKXEMT. KSHEE, FREA
B CRRMEEY? SIFRBLTEEFNRIFHNERT L. ROTILE “1BEHK, FmEE HEEARK.
EXEE—Ro B_mEXT “BBEAX . RELEFHE, ERATEBEEETSRREN, S AEREE

B, XRHEMIERARZSENFHRAUBRENA L.

(01:12:59):

BUAEX AT, HRERASEN WE-BRAE . BRINFEREEXFEIES. BEH: “F, R
TE.” HRRAESZBUERE, REW: HRAER, HESHEAPEK EIE, ARBNE. KBRS
FHZXAR, MEMMNLEBENSRNBRENR. AL, BRI EEEFIRSIE, SUIRRER



T, MEME THE" o FUTIANA BE” LBRAY, BAEFRESZMFRER. BRBERT, RN
—ETEXWFRALRE, MEBEEERALEZFR, SIMRHRLLIR,

(01:13:47):

FRABRARFERE, TIANBNENERRZ VC ETTIRAFE BTSN, HARRXTERNNEEE,
A ii: “F, #REFELXEET, 10 FERE—FHEL, RBERNEIZIFE, FRLUEERS.” BER
BEEK, HENEBEIHZNAE (XRERK), ERAFFEBRFAUXAR. FRLE, REFETMIZX
AYl. BREEFEARXT YR 1. HEEAR: W, HRNEEHEMIRORE” RAEILKIZAIRE,
BNRRZEL TN NRHERIRRAVIER — M 4K E ISR T HE TR,

[01:14:39] Lenny

English:

| feel like | need a debate version of this podcast where people come on and-
R EIE:

BUFRFZM— I PHCRAVES, ILRREXR -

[01:14:43] April Dunford
English:

| know, but here's the thing that | think people should think about when they're looking at all this stuff
because it's terribly confusing if you're trying to figure this out. The one thing | really dislike about the
category creation folks is they say that's the only way that you can be successful. And in general, that's
just not true about anything. There's lots of ways to do everything. And so | think people should mess
around with stuff. And for any of these frameworks, I think they should look at it and see if it works for
them and their situation. And maybe it does, maybe it doesn't.

(01:15:16):

And | think they should steal things from wherever they can steal it and figure out what works in their own
situation. My stuff, | like to think is a starting point, folks should use it as a starting point, but people
shouldn't be slaves to it. There are lots of things that work at a market, and | think the only thing that we
know for certain is that we can't say, "Well, this is the rule and it always works like this." If it was that easy,
again, this wouldn't be so hard. We wouldn't have podcasts and newsletters and all kinds of things trying
to figure this stuff out.

AR ERIE:

EiE, B —SRUBARTEXLEARANNZES, BNNRFEFHER, XHLIFESTARX. Hef
EX ‘REME” KN—RZE, MITRABEMINN “HB—" &F. —MFKR, EASFEHLEHR—REIT. |
RAEHMERZHE. FIUBRINAARAREZZ SR, M TFEAER, BLZEECERESBSHMALNE
S HITFES, BIFFES,

(01:15:16):

FIANAKRMZMNE SRR, REEEECHNAE. BEFEBNAAR— MR, ARXNZIEBESEE
s, BRMZEATENNR, M LERZSITZERNGZE, HIAAE—AIUBENE, EITFEER “XH
BYE, KZBAW . NREMAER, XB)IMAIXAKT, RITEMAFTERE. BINNSHRERHA

RET.



[01:15:49] Lenny

English:

Extremely true. Well, with that, we've reached our very exciting lightning round. Are you ready?
R EE:

FEEWH. B4, FNENTIEFBELSAXENABRZNT, HE&FEF 75?7

[01:15:54] April Dunford

English:

Oh yeah. Lightning round. Oh gosh. It gives me stress. Okay.
HRCERIE:

MER, WEEZE. KM, ENFR. K,

[01:15:58] Lenny
English:

Okay, question number one. What are two or three books that you've recommended most to other
people?

FRCERIR:
%, F—NEE. FRAAEEFRSHM=EHEMHA?

[01:16:04] April Dunford
English:

Well, that's an easy question. So right now I'm really into Matt Dixon's work right now, which we've
mentioned him a couple of times on the podcast, but Matt Dixon's new book called The JOLT Effect is
really great just because there's all this data and the things that he discovered with that data, a lot of it go
against what we would consider accepted sales wisdom. And so | think that book is full of juicy nuggets
and everybody should look at it. His previous book, The Challenger Sale, and there was a companion
book to that called The Challenger Customer. Those were also excellent and based on a deep set of
research. And those books are older now, but what we see in The JOLT Effect is all the stuff holds true. All
the stuff from The Challenger Sale has not changed in 10 years. So | think those books together are really
cool.

(01:16:54):

The other one that | always recommend is the original book on positioning, which is the book by Ries and
Trout Positioning: The Battle for Your Mind. | have my copy of it, is dogeared. | probably read that book
100 times and | still see stuff in that book that | didn't see before. So I think if you really want to go deep
on this positioning stuff, my book is the how to book. Their book is what is it in the first place book. And |
think everybody that's interested in positioning should go read that.

FROCENIR:



i, XAMER, FKIMEIEFE XK Matt Dixon BESR, HEMETERERIM/LIR, 9P (JOLT MEZ) (The
JOLT Effect) JEEHE, AANEEBEAEHIE, MBEIHIELINESRATETE T HINOANHEESIR. FKIA
FBERBFLEHH, KAKREBIZEE. Mz H (PkiEzNEED (The Challenger Sale) UKIEEMN (HkiklE
F) (The Challenger Customer) t2iFEHE, MEETREMR. BEAPBLERELELT, BF (JOLTK
B2y HFENIEER, BLEEICKARIL. (M HEHE) BEMREE 10 FREET, FAIURENEXEREGRERE
REL,

(01:16:54):

F—ARLSREGNEXTEMUNSME, BHRNEHREN (B #FFRAOENHS). RBEFELBI=T,
HAJAEIRT 10018, E8RRARLRIUIMSIEZINGRA. NRIFBRNAREM, ENBE "N
BFA, MilINBER “EEREHA" NER, BREETNEMRBNMEBRI AN IZIRIEIAE .

[01:17:19] Lenny
English:

Amazing. By the way, | have your first book somewhere behind me there. | don't know where it is, but it's
there.

FROCENIR:
AET . IER—T, MOBE—EBRERIENEIMTG, HAMERETEN, EEET.

[01:17:23] April Dunford

English:

| got mine right here so | can do this gag. There itis.
FRCEIE:

BX) L BE—7, EFFIUESIREXEH. TEX) Lo

[01:17:23] Lenny
English:

Nailed it.

R EE:

FEER .

[01:17:27] April Dunford

English:

There's the new one, there's the old one.
FRCERIE:

XEHHY, XZIAB.



[01:17:27] Lenny
English:

The YouTube audience can see that trick that you've learned. Second question, what is a favorite recent
movie or TV show that you've really enjoyed?

FROCERIR:

YouTube BIXLAR AT AB EMRERBIX N NEXL. BRI, SERIFESNHBERENRIZTA?

[01:17:36] April Dunford
English:

Oh man, I'm going to get in trouble for this. So you know Bong Joon-ho is the guy that did the movie

Parasite?
RS ERIE:
BRI, XN IEHREMN, MAEFRIM, mMEn (FER) NI SE?

[01:17:47] Lenny
English:

Yeah.

R EE:

ySIPER

[01:17:47] April Dunford
English:

So [inaudible 01:17:48] before Parasite, there was this book called, this movie called Snow Piercer. It's
really old. I think it came out in-

RSz ERIE:
£ (FER) 281, 2B (SEFIZE) (Snow Piercer), HEENT, HEZ--

[01:17:54] Lenny

English:

I've seen that. Is that with the train?
R EE:

BEL. BXTANERABERG?

[01:17:54] April Dunford

English:



2013. Have you seen it?
FRERIE:
2013 F R, REI?

[01:17:54] Lenny
English:

Yeah.

R EE:

E=puis

[01:17:57] April Dunford
English:

So | love this movie so much. So recently | went on a train trip with my dad and before | went to the train
trip, we got talking about trains. And then we all had to go watch Snow Piercer again. Like me and my
daughter watching Snow Piercer. We're really into this movie. And it's funny, when it came out, | was
working at a startup and the CEO came and said, "Seen any good movies lately?" And | was like, "Oh man,
you got to see this movie Snow Piercer." And he went on a first date with a woman and he came back the
next day and he was so mad. He was not just kind of mad. He was really mad at me. He was like, "That
was the worst movie I've ever seen." | was like, "Dude, you should have told me you were going on a date.
| didn't know."

AR ERIE:

HRERXEERT . RIEHMHEELNERTT, HEAMBNWETAE, ARRINAERXET—E (T
EFZE). HMBZL)L—EEN, BEBEXEER. GBS, XEFBTN LRE, RE—RVEIQETL
E, CEOIRKiR): “BRFMAIBRTE? 7 Rik: “MBikit, f—EEE (FEVF).” ERtEE—
LEEFE—RAZHRETXEER, FRERMBIRT. F2—ROES, BEBERNS. i: B
HEINRENBR,” Fii: “ER, FUZEFRFRELOZH, RANEM,”

[01:18:40] Lenny
English:

Yeah, that is my experience with that movie. | did not enjoy it, but | think you have to go into it [inaudible
01:18:46]

AR ERIE:

[01:18:46] April Dunford
English:
It's polarizing. You either think it's amazing or you're like, that was terrible. What did | just watch?

FRCERIR:



ERTNRAR D K. MBARKFEXHT, BARETXET, O “RERETE? 7

[01:18:52] Lenny

English:

This explains your taste in movies. We learned a lot about you, April. That movie is something else.
R EE:

XARRE TR MR, April, BITIHIE TERNT . AREFEERHALRF.

[01:19:00] April Dunford

English:

Did you see Parasite? That was amazing.
HRCERIE:

fREE (FER) 13?7 BERXET

[01:19:02] Lenny

English:

That was amazing. Very different. Not what | imagined. | didn't realize it was the same person.
FpERIE:

AEHLRE. EEFRRE, T2HFER. BUFNERIRIIZE—1FE,

[01:19:06] April Dunford
English:

Oh yeah.

A EiE:

B2,

[01:19:08] Lenny

English:

All right. Okay, cool. That's two movies for people to watch. I'm curious how people think of Snow Piercer.
R EIE:

7o B AXBERBMBELAUET . HBREFFARELE (FETE).

[01:19:13] April Dunford

English:



Be warned don't go on a date with this.
FRERIE:
EE: TRINEENESWNRES.

[01:19:16] Lenny
English:

Oh man, I still think about that movie sometimes. Next question, what is a favorite interview question you
like to ask people that you're interviewing? Usually this is for when you're hiring, so whatever this comes
up for you.

FROCERIR:

MR, HAENTESEEBIER . T—NIE, MERIARKERENEEAZHA? EEEEMBARR
B9

[01:19:28] April Dunford
English:

So back when | was running teams internally back in my VP marketing days, | felt like a lot of marketing
folks came with a certain amount of bad habits, particularly startup marketing folks. It's a bit of the wild
west in marketing. And so sometimes they'd come in and you get into somebody new and they'd be really
smart, but they learned something at the previous company that you're like, please never do that here.
It's not going to work here. And so | developed a thing where | was just looking for attitude. Were you
enthusiastic? Are you super into what we're doing here? And | can teach you pretty much anything. The
only thing | can't teach you is persuasive writing. And | think that's a learnable skill. | think people can
learn how to do persuasive writing.

(01:20:12):

| just don't have time to teach it to you myself. And so | used to give people a writing test, so 1'd say,
"Look, think of something you bought recently and write me two paragraphs and just sell me on it." And |
used to love that test because people could either do it or they can't. And there's just so much stuff we
end up doing in product marketing and marketing that involves a little bit of writing that it's kind of a
foundational skill. And if you don't have that, that was the one thing | couldn't teach you.

FRZERIE:

M BT EREHR SHFHEME, HRSREZEFEARMEE—LERIR, LHEVLIZTANEHEAR.
EHTEEAERG TERE o AEARK, MIRER, EEM—RAFDFIN—ERAEILMRERF: “X
Y, TANEXEXAT, XITFR," FIUREEH—ERZE, HRESE: RESEAE? METENN
HANEEMAERAE? R UBIRLFEARA, BWREAR TR “HRESIE (persuasive writing) . &2
HIANNX BRI LIS SRRE, BRKHEFEBHEMR. PAUERMRRANBE—ISENLL, R3W: “I7E,
BRMMRIEEN—HARA, SHRIEAKREEE” HEFEEERXNNL, BA—PAGTRT, —SHELFK
To EEmEWRMBEEHTR, BRAZITHEINGME, XB2—HEMEN. NRARTAES, BEHME—LEH
fREYRFE,

[01:20:42] Lenny

English:



Wow, that is fascinating. I've never heard of that as an interview question. And | love it. | feel like product

managers-
FRERIE:
IJ}:, j(ﬁalp\To ﬁ}‘AﬂEuﬁl—g$¢EﬁtLﬁo ?‘K_AEE Ao ﬁs’i‘:/gﬂfzt%ééii """

[01:20:47] April Dunford
English:

| stole it from a company that made me do it before | got hired, and | was like, this is a really smart thing.
I'm [inaudible 01:20:53] stealing it. My thing was | got anxiety and | couldn't decide what product to write
about, and | had literally just bought a new pair of running shoes. So | wrote two paragraphs about my
new Brooks distance running shoes. But it was good. | got the job.

FRZERIE:

HEM—KQERE “@" Ky, BARIMBIIMILEEEXD, HEESXKEAET . SNRREE, FHE
BEt A m, EFRNIET —XHRE, TERAME 7R TIREY Brooks KEBEHNAT. MRTHE, HE
2T AR TR

[01:21:09] Lenny
English:

It is an excellent segue to our next question, which is, is there a favorite product you've recently
discovered that you really like?

FRSCERIF:
XEFSIHT F—Naf: FRIAESERMHTAEESZTHM. OKFH=m?

[01:21:15] April Dunford
English:

Right now I'm kind of into, | don't even know how to describe this category of things, but things that are
kind of low tech but are awesome. And so one of the category of things that | really love right now is I'm
really into fountain pens. | don't know if you've ever written with a fountain pen. [inaudible 01:21:35]

FROCENIR:

HMEERR LT - REEFNMBEZEAWARX LS, HEBH “REHERE NKRE, HIMEIE
FEXN—TmERWNE. RFMNEFEREANESTIF,

[01:21:35] Lenny

English:

I haven't, but | know what they are.
R EE:

"5, BRAENE.



[01:21:36] April Dunford
English:

And so there's this company, Lamy, they're based in Germany, and they make the world's greatest
fountain pens. They're beautiful, they're amazing. Some of them are really expensive. If you want to
spend a lot of money on a pen, you can. But they have this one called the AL-Star, which is not an
expensive pen. It's 20, $30. It may be expensive for a pen, but it's not so much money that you wouldn't
feel bad if you lost it. So Lamy AL-Star. That's my great product lately. | don't have one right here. | should,
it'd be a great prop to pick it up, but I actually don't have my bag here and it's in my bag. But Lamy AL-
Star. You Google it. These are beautiful pens. And then if you haven't written with a fountain pen, it takes
a minute to get used to it, but then it's like, gosh, it just feels great. You'll never write with a ballpoint pen

again.
FROCENIR:

BE—XEEATW Lamy (%%), GEHR LREONE, FEF=, FEHT. BLEFEESE, WRME
TELTERE, TEALU Ei1E—R ALStar (BERT), HARHE, K920 2 30 £, (FA—XEA
REEEN, BEETHERERNOE, Lamy AL-Star, XREHRGE MM m. RATEFURE, TRUZER
HEAW, BRESESN, EEEE, FAIUERE Lamy AL-Star, IFEFE=R. IRIMLAIWME, FIES
B—oWiEN, BE-BENT, XM, FRXET. (REHFEARKET.

[01:22:22] Lenny

English:

| was going to ask, is it the feel of the writing that you really enjoy about it?
FREiE:

HIERR], (FRERNEFERFHBEHIRGE?

[01:22:25] April Dunford
English:

Feel. Totally different. Yeah. Amazing.
R EiE:

MEFH. TEAE. BB, KHE T

[01:22:29] Lenny

English:

| use Muji pens. | don't know if you know these pens.
R EE:

KALHREM (Muji) BE, FRIERMAFIE,

[01:22:31] April Dunford

English:



Oh yeah, these are actually really good. They're like roller ball pens, roller ball pen, very good, but not as

good as the fountain pen.
R EIE:
WRAE, ARLHNBRE. eflEREE, FEFH, EXRRER EWE,

[01:22:31] Lenny
English:

It's no fountain pen.
R EE:
FSEEE R ETNZE,

[01:22:38] April Dunford
English:

The Muji pen is pretty good.
HRCEIE:

TN R mAvER R 51,

[01:22:39] Lenny

English:

Then do you have to dip it in ink and stuff? How does that work?
FpERIE:

BNERFBISEHRBKZER? EAF?

[01:22:41] April Dunford
English:

No. You actually, they either come with a little cartridge that you stick in or if you feel bad about the
environment, you don't want to be throwing out cartridges all the time, there's a refillable cartridge, so
you basically just stick another thing and it sucks it up and yeah, you don't dip it in ink. That would be

crazy. | can't take that on the airplane, man.
R EIE:

. KirLE, ENBARAGAUEHEANNEE, BANMRMRRESENEBERIR, HERREMIRES,
RRAFBIECHEERERIT. TARSEK, BORITT, HB&ES LM,

[01:22:58] Lenny

English:



Confiscate your ink. All right, questions get a little more challenging potentially or really easy. Do you
have a favorite life motto that you like to repeat to yourself, you like to share with people, that you find
useful to come back to?

AR ERIE:

RUIREIEIK (K)o, 7, ETRNRAATESEEHRGE, BAREERE. FELKEFTAREROAER
=, =ffEEXNECEE. EXNESTIA, HEARFREAN?

[01:23:11] April Dunford
English:

My thing lately is, and maybe this is just an old person thing, but my thing lately is nothing's a big deal.
Nothing's a big deal, nothing's a big deal. And so you'll have stuff that you think is a really big deal,
positive or negative, and you'll be like, wow, if this thing happened, it'd be so great, and then it happens
and you're like, yeah, it's pretty great, but things are good otherwise, or it'll be the opposite. Like, oh, if
this thing happened, it'd be so bad. Then it happens and you're like, that wasn't that bad. And so | don't
know if this is good or bad, but lately I'm in this zone of I'm in this kind of chill zone where I'm like,
nothing's a big deal, man. Everything's cool.

AR ERIE:

BRRIANBER —HIFXRRFLR TR —ERRAEBEENZE: “RHFAKRFTH.” BHTAKRERT
B, BB ARRZER—ERANEBERNEE, TIRRHFEF. @ “H, MRXELT, PR
BT SERMT, RWEF: R, WY, BEFEHMIRE” WERIK: R, MRXFLET, B
RIET.” GBREET, REF: "HLBRIAR.” BANEXRFEEN, ER&ZELT—HIFEHRET
WS, Bl “at, RHEFAKRFTH, —HIERREST.”

[01:23:56] Lenny
English:

That super resonates. And as much as you say that to yourself, it's still hard to convince yourself of that
sometimes. But that is a really good motto. I'm going to steal that myself. | kind of say that to myself often
in different way.

AR ERIE:

XEEEHE, BAMNECIXAR, EERNERRERERREC. FTIXHBLE—AREFIES. REL
EffidRA. REEUFRNSG N B SR EMETIE,

[01:24:08] April Dunford
English:

Yeah.

FSCEIE:

=i

[01:24:10] Lenny



English:

What is the most valuable lesson your mom or your dad taught you?
FREiE:

MR BBLLMTNRERN—IREMTA?

[01:24:15] April Dunford
English:

Yeah, it is funny because it's a little bit related to that. So my dad ran a business, so | grew up in a really
small town and my dad and it's cottage country in Canada. And so my dad ran the local toys for tourists,
like boats and motorcycles and ATVs and that sort of thing. And he ran that business for years and years
and he sold it a few years back when he retired. But it's a neat thing to grow up in entrepreneurial family
because you kind of see this highs and lows. The business is really good. Then the business was really bad
and then we were all broke and then the business was good and we were not broke. So there was this
thing, and my dad used to always kind of have this attitude of you just got to grind it out.

(01:25:01):

You're just going to grind it out. There's going to be good stuff, there's going to be bad stuff, but the key is
to just keep going, just keep going. And so he ran that business for whatever, 30, 40 years. | don't know.
His motto is the home of fun since '71. So he started it in '71. | think he sold it three, four years ago. So a
long time.

FROCENIR:

BE®, XMNAHNERXR. BRRFEEE—HER. REMERN—NMNEKK, BESERM, &K
REZLEE—RLTNRGHE “KRInA” W5, tbps. BEE. 2eE (ATV) ZEM, tEETRZRS
F, LEBRARR A 2iE, ZEIVREKAR—HRENE, AAMSEIEEEE. ERFNHEIFEL,
ENMEIEEE, 2RERKTT, AREBXEFET. FIUBERESEE—MIE: “RRFERIE
(grind itout),”

(01:25:01):

MARERIE, SBFSE, UeEHE, BXREREFH, TEMETE. HEERMDERKIHE 30, 40
FIE, MNERRE “B 71 FLLRBIMERZR o b 1971 £H/E, ZMFFIEEN. ERRA.

[01:25:21] Lenny
English:

Wow.

FCERE:

|+
I:l:l: o

[01:25:22] April Dunford
English:

It all worked out good in the end. And so | don't know, | think there's something cool about growing up in

a family where you can see the highs and lows and then again be like everything's we're just grinding it



out over here. Nothing's a big deal.
FRERIE:

RIGEREAET. FIUEANE, RRSEEREISHNBENRERARE, XILRREST: “HIMNRZES
HEIE, ‘RETFARTTHL”

[01:25:34] Lenny

English:

It's clear where all that comes from now.
R EE:

MERBFRIRABIRIERRZMIB) LRRI T o

[01:25:37] April Dunford
English:

Yeah.

FREiE:

=i

[01:25:37] Lenny
English:

Final question. You do a lot of traveling, you do a lot of speaking, you go to a bunch of cities. I'm curious
just what is your favorite either city that you go to that maybe people may not know about or venue that
you speak at?

FROCENIR:

RE— NI, MREBHE. Biff, AI3RZSHTH. RREME, MESERET (BFRARTRRERN)
HERERENRAEHAIERTE?

[01:25:49] April Dunford
English:

It's such a cliche, but | love Paris. | just love it. But for me, Paris is like a particular vibe. So when | was in
university, | did an exchange when | was in engineering and | did third year engineering at a school just
outside of Paris. And so | spent the whole year there, learned a bit of French. My French was pretty good at
the end. My French is really bad now. So | kind of get Paris. | like Paris. And so when | go to Paris, | just
have the best time. | have my set of restaurants | want to go to. | have my handful of places | want to go
shopping. | put my butt down in a cafe, look at the beautiful people, drink my nice coffee. | just really dig
the whole vibe of Paris and people are starting to know that now. So French companies will call me and
they'll say, "Do we get a Paris discount? We hear you like coming here." And | go, "Okay."

FRCERIR:



BAREE, ERENRELER, AMBENAE, HHKY, BRE-—MEFNRE. XEFRFFIRE, K
ZREREERMWIMNI—FIFERERME, RAEBER T —BFE, FTRZEE. SRAEERE, WERE
7o FIUHREER, BXEEBRUBMITEEF . RBLENETER, BEENWYEL, RSLEM
HHEE, BEEREOEWBIALN, BEXRKBMEE, HIFEXRTERNFRE, REARBNEX—RT. FIL
EENEHTHEIEAKE AR “BIAMXAENHKX)L, sL3MT BRFN 132 7 . 708"

[01:26:50] Lenny

English:

Now this is going to [inaudible 01:26:51]
FRCERIE:

REXFEILEERT K)o

[01:26:51] April Dunford
English:

There's a great product management conference there called La Product Conference run by these folks at
Tega, shout out to Tega. So I've been there a number of times for their conferences and they do an
amazing job and the venue is really great. It changes around. But last year, the last time | went there,
which was two years ago, it was at an old theater in [inaudible 01:27:13]. Absolutely beautiful. And that

was a pretty great venue in a great city with a great conference. So yeah, shout out to French people.
FZERiE:

BEE—MEEN~REERIN La Product Conference, ZH Tega BIAARANIA N, [ Tega Hille HE
SMEFURMENNRIN, MIHSESLE, HttbRE, T, BREE—RE (REH) 2E—1
DENRIRE, BXELER. EHEANHBHENMEANZIN, EBEGHAGZE. PR, REERAIIEE.

[01:27:22] Lenny
English:

Oh man. That sounds dreamy. Paris. | see how that could be a favorite. April, | think we accomplished
everything we were hoping to accomplish. | think everyone that has listened to this podcast is going to be
better at pitching and selling. It feels like even if they take one element of this framework, say starting
with an insight or focusing on different value will make them better. And so I'm proud of us. Thank you so
much for doing this. Two final questions. Where can folks find you online if they want to reach out and
how can listeners be useful to you?

FROCENIR:

MR, ITERGE—1F. B3R, HBAENTACRMOIRET . April, BT TIHENFIEBETR. &
BEMIXATENS M AEHENHEE T EHIERREA. BEERMNIKAXMERFN—ITER, Lt
MMRTRFE, HRETETERLNE, BILBIREER. HAFNBEER. FERFFSNTE. &
[ERNEE: SNRARBEXRIR, BIATEMEREIR? IRARA AR A?

[01:27:50] April Dunford

English:



So where can people find me? I'm aprildunford.com. The only social media I'm doing these days is
LinkedIn. I'm a bit social media-ed out. I'm experimenting a little on threads and Instagram, but LinkedIn
is a good place to find me if you just want low lift way to follow my stuff. But I'm doing all the things now,
Lenny, | got a podcast, it's called Positioning with April Dunford. | got a newsletter that's also called
Positioning. You can find that if you go to, it's on Substacks, you can find it there, otherwise
aprildunford.com/books and you can sign up there. But those are the big things. And then there's the
books, obviously, if you want to learn more about this stuff. Everything | know is in the book. There isn't
stuff that | know that isn't in the book to be honest.

AR ERIE:

AREKe] EH R EIF? FHpIMiLE aprildunford.com, XLEXRFEME—FIRAIFE R IEAZE LinkedIn, FITHER
BAEBERERT. HMESI Threads M Instagram, {BINRIRAABE R FFHIEIE, LinkedIn BRIFHY
7, Fid Lenny, HIEMLEBEM: HE—MEEWN (Positioning with April Dunford), F&— R
{Positioning) HYIEIN, #RPILATE Substack £3%%], (& X aprildunford.com/books iTif, XLEBFER
B, HAXEEND, NRMERNTHR, BFIEN—T#HERET, BXY, REEHTAEHERENFIRE
REHPEN,

[01:28:34] Lenny

English:

Amazing. And then how can listeners be useful to you? Just check out those things.
R EE:

KET o BIRARBENRMRAA? MEEFFXERAEG?

[01:28:37] April Dunford
English:

| guess so. You know what? I'm in this phase. | think, again, | think it's an old age thing. | am in this kind of
philosophical phase where I'm not going to be doing this forever. And what I'm trying to do right now is
get everything that's useful out of my head and out in the world before I'm done. And so right now I'm
very focused on delivering useful things for other people. | didn't think | needed to write a book about
sales pitches, but then | got the idea in my head, everybody's sales pitch is so bad and there isn't a book
on how to build a sales pitch. And I'm not saying mine's the world's greatest thing, but it's better than
nothing. So this is what I'm trying to do right now. I'm trying to be useful to other people because pretty
soon I'm not going to be doing anything, | think is the idea.

AR ERIE:

HEEN. MAER? RELTFEF—TMER—HEBXNEFLEATHRIL —RAT—MEZEEEH, &
FECA=KZHXMHE. HMEEHL, MEERAIICRNFEFMEERANRAETELER, DEHLMHA,
FAIUERIMEFE T ETHMAREERNATE, RUNSEIEE—AXTHEEETANS, BEXETIRIX
KEEEEAAIZT, MATEHLRARE —FHANARNRHEEETRAN T, RFEHREVB2MHR L&MH
REY, EELRER. XMERMEER: ZHWMWABR. AARERS, RREMTABAIETFT,

[01:29:29] Lenny

English:



Arnold Schwarzenegger's new book is called Be Useful. And | feel like that's the perfect description of how
to be successful and especially in the work that we do, just helping people. But | keep coming back to
that. It's just be useful.

FRSCERIE:
FlEME - FERERNF B (MANEHENA) (Be Useful) s BHEEXEMUNATRERIBRRENER, £H
BERINFMENIED, MEREMtMA. REROHIX—2a: REHE “BA” it

[01:29:41] April Dunford
English:

| think this is a really important thing. When | wrote the first book, people started writing back to me and
saying, "Oh, your book was so great." And my reflex action was to say, "Oh, I'm glad you enjoyed it." But
then | stumped myself and | was like, you know what? | don't actually care if you enjoyed it. This isn't
entertainment. I'm actually trying to create something that's useful. So what | really want is for people to
read this stuff and come back and say, "That was useful. We were struggling with this thing, and that
unlocked something for me and that was useful." And that's what I'm trying to do right now.

FROCENIR:

HINAXIFEEE, SREF B, ATFELIKEER: 1R, MEBRET.” RNRERNER:
R, REMMENRE,” BERZRIBT—T, 8 (FHEL? RELAFEFFRES X HRE, X
FRE&ESR. RREZHE—EEANAA, FIUKEERENE, AMIRTEERSFE: “XREA. &
MNZeEX N ERIFIL, MEVBABREATOE, XREMR.” XMERIENET.

[01:30:11] Lenny

English:

April, thank you so much for being here. This was amazing.
FRCERIR:

April, IEERSIREER. XEITEXEET

[01:30:14] April Dunford
English:

Thanks so much. It's always good to be here.

FERE. REXBLZRMR

[01:30:17] Lenny
English:
Always good to have you here. And we might do a V3 when you do a third book if you ever-

FRCERIR:



HIREER. MRMUEEE=4H, KAIERME=RIHK

il

&

[01:30:21] April Dunford
English:

No, not happening.

R EE:

T, F2BE=ZEXRT (K.

[01:30:25] Lenny
English:

Okay. All right. Well, 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:

SFE, WFEY, BRA, AREW. IEEREKIT. MRAREESXBETEENE, FAILUTE Apple Podcasts. Spotify
FIREMBEELN A LITHE, o, BEEERARIMTIXBTITE, XeeRAMEEMTRLINAER. R
AJLATE lennyspodcast.com 3 ZIFA BT B THREZEE. HIMTHTEBL,.



