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(00:00:00) Lenny Rachitsky
English:

Canva is bigger than Figma and Miro and Webflow combined. You guys are generating $2.3 billion in ARR

and you're profitable. You're also growing 60% year over year and it's accelerating.
FEiE:

Canva BIFELL Figma. Miro 1 Webflow MERZEE KR, RITEFH ARR (FELEMHIWN) =18 2312%
70, MBBELIMEH. FIIRFEIEKIET 60%, HEXRETMFEEK,

(00:00:12) Cameron Adams
English:

I run everyone through the culture of Canva. One of those sections is on giving away your Lego, finding
joy in the other things of building a team, passing on your experience, helping other people do great
writing or great product building or great engineering.

FRZERIE:

KRB PANEA Canva I, HP—PETNEXT “WHFMBFRSE" (Giving away your Lego, BHEF=
R HERS) , FAREPRIEMESRIHLEAE, LRMNEN, Bt ATHEenNSE. o
TiEH%.

(00:00:25) Lenny Rachitsky

English:

When is this coaching concept? I've never heard of this.

R EE:

XA “HER” (Coaching) BIRZMARMERRLHAN? HUBTMKRITIHI,

(00:00:27) Cameron Adams
English:

We don't really have managers, but everyone at Canva has a coach. They're constantly working with you
to look at your skills, but also when it might be time to move on to the next level.

RSz ERIE:



BINELKBRRAEX LHEE, (B Canva IS T AEBE—(I#H%k. MINSFHSIRE(E, BHRIRRREE, H
Rt ARHERIREFA ZI T — B ERBIEI Lo

(00:00:37) Lenny Rachitsky

English:

I'm curious just how you think about product management.
R EE:

RREMEMBUFIEFmEE (Product Management) #Y,

(00:00:39) Cameron Adams
English:

| didn't want to do product management like they did at Google, and that's because of the different
cultures. | have seen product managers at other companies who are very independent of teams and that
seems very weird to me. For us, product managers are really connected.

FRCERIR:

HARGETBFETRER, XBRAAXUAR. ZAIEMATN~REESHENIFERE, XEREK
REE. MEIMKY, ~aRIFEREBEERHIATE.,

(00:00:50) Lenny Rachitsky
English:

It feels like Canva has just been this non-stop up into the right all win, all success. In reality, that's never
actually the case.

AR ERIE:
BBt Canva —EERKEA, —KRRIK, 22, BEMSES, BREIEMmLt.

(00:00:56) Cameron Adams

English:

How many failure stories do you want? We got plenty.
R EE:

R8I Z DRMAVERE? FHZRI=R.

(00:01:03) Lenny Rachitsky
English:

Today, my guest is Cameron Adams. Cameron is the co-founder and chief product officer at Canva, which
is a truly incredible business and company. At the top of the episode, | share a bunch of stats. They'll
probably surprise you about the scale that Canva has reached these days.



(00:01:19):

In our conversation, we cover a ton of ground including how Canva stays product obsessed, their
freemium strategy, lessons about building MVPs, how Cam and the product team think about Al within
their product, also peek into their unique team culture, their SEO and growth strategy, and also peek into
some of the stuff they just launched.

(00:01:37):

This episode is for anyone building or growing a product or company, and | guarantee by the end of this
conversation, you'll be as blown away with Canva as | am. With that, | bring you Cameron Adams. And if
you enjoy this podcast, don't forget to subscribe and follow it in your favorite podcasting app or YouTube.
It's the best way to avoid missing future episodes and it helps the podcast tremendously.

(00:02:01):
Cameron, thank you so much for being here, and welcome to the podcast.
FRCEE:

SRHEER Cameron Adams, Cameron 2 Canva NBXERIBAFREBEmME, XE—XKEES AR
Wo EHEAFBEE, HOET —R5IEWE, Canva 1SHMIERIGESILRAIZ—IT,

(00:01:19):

FEHMNBMIEP, BRITRETARERS, B Canva (AR~ @AV, IIH%ZEEE (Freemium)
SR, WE MVP (BVAITTIE M) B9 Cam A= mEIAINAE R mAEY AlL SRNT Rt IR a9
XAE. SEO MUIEKEREE, LURAIRIN &L fHEY—LEHIhgE,

(00:01:37):

X—EESEAETHERLERTRBIATNA, HRIEENELERE, RIEH—HFK Canva FiER. T
H, I Cameron Adams, MRRERXMER, IS TAETHAXT. XEBEREIRKTENR
A, BEANFEBER,

(00:02:01):

Cameron, IERRREHTREER, VIIREIEER.

(00:02:04) Cameron Adams

English:

It is so great to be here, Lenny. I'm very excited.
FRERiE:

REMEEIXE, Lenny, FKIAFE BB,

(00:02:07) Lenny Rachitsky
English:

I'm even more excited. | have at least a billion questions for you. I'm hoping | get through at least half a
billion. There's so much | want to talk to you about, but | want to start with a warm and fuzzy question.
Do you ever just take a moment to reflect on the insane success of this business that you've built? And
before you answer that, I'm going to share some stats about Canva that | think are going to blow people's
minds. So think about the answer.



(00:02:30):

So | was researching Canva, all of this was just... | didn't know any of this actually, and I think it'll surprise
a lot of people just the scale that Canva has reached at this point. Okay. So Canva is bigger than Figma
and Miro and Webflow combined both in terms of valuation and in terms of revenue. You guys are
generating $2.3 billion in ARR per year and you're profitable. You've been profitable for about seven years
at this point. You're also growing 60% year over year and it's accelerating, faster than last year. | think this
is all quite unheard of at this scale. Do you ever just reflect back on this and, like, "Okay, I've done well."?

FROCERIR:

HLREHNE. FBEELHZANRERRIR, FERANTHPN—F. HRONABTKZT, BRIEM—TR
MRREFE: RSB F FRRBIIRFIRIIAXIE I ESHRIERTN? EREEZR, HBESF—LEX
F Canva B9¥#E, HEBXZUARAKFRR. FALUERREZ—TERE.

(00:02:30):

BEMR Canva BY, RPXLE--- HELHEZAIHRME, HERZ AL Canva BEMNFEREIRT. &7
8. TR EMEXRRWANAE, Canva #Lt Figma. Miro #1 Webflow 2R EE KX, RI1EEH ARRIAE|
2312%m, MEBERHM. FEFAL, MIEEEERMNATET . FINEEKFRART 60%, MELE
TR, LhEFER, BIANEXFNIET, XEEREMKRE, MEEGEEX—T), O 8: “4F\, &
BISHERE" ?

(00:03:11) Cameron Adams
English:

When you say it all like that, it sounds pretty amazing. | don't think every day you're cognizant of that
growth and that achievement, but there are particular moments where you get to really reflect, and for
me, it's most of the time when we bring the team together. Obviously now we're in a pretty virtual world,
hybrid in some best cases. But when the team all get together and we celebrate is when we finally have
those moments where you get to step out of yourself, look at this huge sea of people and realize what
you've achieved together.

(00:03:48):

Probably the most recent moment we got to do that was for our 10th birthday last year. So Canva is
largely centered in Australia. We've got lots of offices around the world, but we had a big birthday
celebration in Sydney right on the harbor there in front of the water and we had thousands of people
there, and we just got to look back on everything we've achieved over the previous 10 years, and that was
the pretty amazing moment.

FhaCERIR:

HIRXAWBIBHE, ITERABIET Rit. BRIANESREERIRXMIEKMAR, BEELSFENZ, R
KEFERRB. WERIR, KEZHHRESHBNTEHAMNRE—EN. 22, MERMNLTF—MEHEMAHE
R, RFNBEREERESHNA. BHAMNRE—REKRE, HNEXFETHRLNZ, RETURHER, BEX
FREXRBAE, BiRFAREREFHIML.

(00:03:48):

RIT—RXEFENNZIZEFFHN 10 BERKHE, Canva WEHETETRAFT, BARNTELEKERZHA

=, BRIIEEREBNKAETT —ZBRANESRE, MFBELTFTA, HMEHETIE 10 FRFEISH—
1], BENZ—NIFEEFYHEIZ.



(00:04:11) Lenny Rachitsky
English:

What about just personally, you basically went from a designer on Google Wave to a co-founder of one of
the most generational successful startups in the past decade. How does that feel?

FROCERIR:

BAEENE? fREZA_EZM Google Wave F—Ri1&iHN, TR T EA+ERRANRGMINEXHFCIQTZ
—HIBX S IR Ao XMRERTT0M?

(00:04:24) Cameron Adams
English:

I still think I'm constantly growing, I'm constantly learning stuff. | don't feel like I've achieved a ceiling or
being a massive smash hit. We're always changing how we're doing things. We're always doing things
we've never done before and we feel totally like a fish out of water. So yeah, I've achieved a few things
personally, but I still feel like there's so much more to go.

FROCERIR:

HMARTEHCBERK, FEHFEIFRA. RFRERELEETRER, HEMT —MERKIMINEE
Bo BRMNEBBERZMENSN, BRAMUMMKBINER, ARRETS2E “"BKNE” —HFARAFR
Ho FALL, B, HDOARGET -, BRMARSEERKNBEE,.

(00:04:50) Lenny Rachitsky
English:

That sounds right. | want to talk about the flip side from the outside, like | described, it feels like Canva
has just been this non-stop up into the right all win, all success, just killing it all the time. In reality, that's
never actually the case. It's often really helpful for people to hear a story of, okay, there's actually this
moment of this may be all falling apart or a struggle for yourself. Is there a moment that comes to mind of

just like, "Oh, man, this was really scary and hard for me."?
R EIE:

ITEEREX . HBRKS—EH. MINRE, MEHERRIIHFE, Canva INF—EHEBWRTHIRYE, MKF
8o BEMEF, BRFHIFMLL. IEARKIFIFARLE “—YIAJMBRE" ® “TARIL” NREEERER
B fRRBHEEE—TNZ, LIRGEF KM, XWNBEKRERKER. XRET” ?

(00:05:17) Cameron Adams
English:

| think there's probably a few different stories that would resonate with your audience because there's
like business kind of stories of how the actual company's tracking. There's product stories of stuff we
launched that didn't go anywhere. There's team stories where you're dealing with people and all the
different quirks that entails. | think I'll choose a business story. There was a moment around our 100
million valuation mark where we were putting together around... We had a lot of existing investors who
were really keen to invest. This is probably our third or our fourth round by this stage, and it was all
looking good. There was a particular investor who was really to lead out. We were fine with that. They



were doing due diligence, got to the stage where every other investor in the round had signed on. They
were super excited. They'd wired the money into our bank accounts already. They'd signed all the long
docs but lead investor.

(00:06:15):

And about two days before they were due to sign and get all the money into our account, they came back
and said, "Look, business is going great, but essentially we think we can get a better deal, so we're going
to cut your valuation by 50%." It was a huge surprise and totally screwed up the entire round. All the
other investors were like, "What the hell are you doing?" My co-founders, Mel and Cliff, pretty much
jumped on a plane that night to go to Silicon Valley, rallied around a whole bunch of other investors,
found a new lead investor, took them about a week. This was the week right before Christmas. It was
incredibly stressful, incredibly tumultuous.

(00:07:05):

We eventually came out of it better. We actually got better terms on the deal that we came up with. That
investor has fallen to the wayside now and it was a real learning moment for us in terms of how to
approach fundraising and also how to be totally independent, and that's one of the reasons why we've
focused on profitability for so long now. We've been profitable to spend the seven years and one of the
reasons is that we never want to be put in the situation where we have to go to someone for money to
ensure the survival of the business, and being profitable means that we never have to do that. We can

always do it on our own terms and in our own time.
FRZERIE:

HEATEEA LA EEERRS R RV, X FAREENE SRS, XTFrakhaa il
mifE, REZBXRTREAGXARESMIZRNEASRSE. FoE— T B EER, ERNOGERE 1125
AR, BRIEESFE—IERE - ANERZUNERAEFEFERKR, XAMEINNFE=NFHICH
#, —EERBRINF. B—(IHENKREEFFEEIR, BIMNERET. ti1#TTRIAFE, BITHRT
M USMIFMBRAEREEINMNER. AREIEDENE, HRELCARNNIKSE, B KEXXEEELF
T, MERERSUIR T

(00:06:15):

MEMTNIRESAHBABEIRER, MIERAFEIRE: “FE, WSEBSEY, BXRLEFENEFSEED
BFRINAE, FRAFRNERRIIAGEERDR 50%,,” XRIEABINT , TR 7T BILFE, HhiREEEER
T “RMNAIREFHA? 7 HHEBRSEIBA Mel # Cliff LR ¥EiED, AT —AMEMKEE, IHH
s, 7 RA—ERE, BERRTN—E, EHEKX, thiafR.

(00:07:05):

RARNNERRMET T, IRZNEFREEZEEM. BUKEENEEEHET . XWBENMRREE—MELE
HEIBZ, XFIEHITRIZE, UNRIAFRFTENMIIY. SBRATARINKBAUR—BEZFTFRIN
FEHRZ— HINEBLBMELET, RERZ—MEBENKEFRE[BANGIKALEZAEEEFZNIR M, BIEKE
HIVXIER IR, BT USRERRBRE D EMFGHITSE.

(00:07:49) Lenny Rachitsky
English:

Something that I've heard from one of your investors actually will not be named is that at your board
meetings, you have one slide on the financials of the business and then the rest of the deck is product
updates, the roadmap. | think this is very rare, especially for companies at your stage that become really
focused on financials in the business from the CFO perspective and a lot of founders lose sight of the



product. Can you just talk about this element of how you all think about the product that's so central to
the business?

AR ERIE:

BMRNN—URHEE (MESEER) BEMR, ERMINESSLE, XTFRAMSHNIOTHRE—K, ®
THERFmEMNBLE, TOANXERFER, THENTRIIXTMERIIATE, BESM CFONAEER
FEXEMS, REQBASRLZ ™ m. REERRIRIEIABR mTE LS HEVZ O (IRIE?

(00:10:32) Cameron Adams
English:

| think one key thing is that we don't know it's very rare. We approach a board meeting just like we do
anything, we craft the experience about how we think it should be and how we think it's going to be
useful. So just like our board meetings or our product meetings or the way that we do launches, we have
shaped that in the image that we want it to be and in the way that we think it's going to be most effective.
We've always been an incredibly product-led company. We always think first and foremost about the
product. That was the whole genesis of Canva itself, having a product that we thought people would love
to use and desperately needed to get out into the world and that's the lens that we approach everything
through.

(00:11:13):

In terms of board meetings, | think it's been very helpful that our financials and our growth have been
amazing for so many years that we don't need to focus on it and we can just have that one slide with the
graph going up and to the right. We've also attracted investors who believe in us and who understand
that us driving product and getting as much product value out to our customers is probably the most
important thing we can be doing. So that's why the board meetings do focus on that because what we are
launching in the product, what's ahead is really determining the success of the company. Obviously,
financials are important and you can do a bunch of lever pulling and thinking about margins and all that
kind of stuff, but product is at the end of the day the most important thing to Canva and the thing that's

going to help us stand out and continue to have success.
R EIE:

BRERXEN—RZE, BHAFTNEXREL. BIMINGFESSMENFTEMAIR—F: RIREECIAN
RO F LURIA N B B AUKITEXMELE, PR, TRREFR. FmIWERAHR, KEHEREE
CHENTRIANRERNAAREE. H—BEE—FEHE s (Product-led) BIAE. A
KEBEERTm. XIERE Canva ENIR —RBE—RENDANANZEZHEBUFEHOE RO~ M, X
KA EHE A —IE A,

(00:11:13):

ETEER, HEGREIN—RE, ZEXRRKNIMSNRNER-—BEFELE, UETRITFFELSX
AE, RFERTBKIA—EEE ESEKIERIE, HITERS| THREMRERN]. FEFE “HWi~me!
MHNEFPREERTRNE TEREBRZENRAE, FIUEFESHIRTETI, BARIMNE~RPRE
BABRUNRARNMYEIERE T AR, B2, USRERE, (RAJSHTEIMIITHRIERE EFEER,
BYIRER, ™A= Canva RIZOBIRA, HEFBEIFATHHIN L HITFELRINEIX R,

(00:12:02) Lenny Rachitsky

English:



| really like this point you made about how you didn't know any better almost, and it reminds me of
something else | heard about Canva. It took you guys a long time to hire outside execs. Almost all your
leaders are homegrown and it took you a long time to even hire outside of Australia. Its even higher in the
US. Can you just talk about why that's been so important and just the impact that has come out of hiring
people internally and helping people be promoted internally?

FROCERIR:

HRERMEE “AARNE (BREER) PR XAl X—=, XIEFEETXTF Canva WE—F. R
T RKNEAFHREBEINEE, LFPMENASEREARIERN. RIEERTRKEBEA FRER
AFMILLASMH G HEES, EARRIRERERE T REEWRIKATAXMLEE, UKRAEEENERAS HFR
T AR ?

(00:12:26) Cameron Adams
English:

One thing really focused on is team and culture. | think you can probably bring in the world's best person
atX, Y, and Z, but if they're not fitting into your team and understanding your culture and have the same
passion and vision that you do, they're not going to succeed. So it's super important that we have people
along with us for the ride and that might mean everyone at Canva is awesome. They mightn't be the
number one person in the world for that particular thing, but they get more done than the number one
person could because they've built that trust and that safety with their team. They know how to
communicate their ideas, they know how to bring other people along with them and lay out a vision in
the way that we understand it at Canva, and that is a critical thing to building a great company, | think, is
having that alignment across everyone, across your product teams, across your marketing teams, across
your customer happiness.

(00:13:21):

They all need to be aligned and we all need to be rowing in the same direction. We have brought in
leaders, and some of them have been incredibly successful. We have brought in leaders, and they've
exited the company after a few months just because there wasn't that fit and they didn't manage to figure
out or understand what Canva was and how to work within this big ecosystem. Now we've got 4,500
employees now and it's not just a matter of you coming in and bringing all your ideas. You also need to
work together with all the other leaders that we have and the team that's surrounding you.

FROCERIR:

FNEE X FRANNX . HIANAFRHIFRILUEREREFELKKRINARHOAT, BMRMIIRERARA. R
BRI, HESEMTR—HFHENES, RSN, UL, ILEREESHA—ERTEXE
E, XOJEEREKE Canva WEMAIEE, BAMITTERAESEMSERERE—, Bttt RE—FE
SERESZTIE, BAMINSENEL T EERMET2R, MMEED@EEE, MEewmatA, HIL
Canva BN A NBLERER. HWIANBI—RFARXFNXBETAEA—=mEP. EEEP. BFPRS
HBA—& B iR,

(00:13:21):

ARFBEFZ A, @AE—NABELME. BB #EIHEPRSE, HP—LIFERY, BHELEASET/L
MREMBERT, MXEERAFRRE, MITEEFELHIEME Canva HIIREMA, URIAEXMEANES
RGP TR, BINIMES 4500 BRI, XRNNUNERIREEREZHRNOE, (MERESTENMENASE UK
1R EERIE A ME.



(00:13:56) Lenny Rachitsky
English:

As a lens into what is important. Canva, when you say that they didn't understand what Canva is, what's
something that doesn't click for people a lot of times that forces them to be exited potentially? What is it
that's so maybe unique or important to the way you all think about stuff?

FROCERIR:

1’E7U—A7')1§%TD YRR EIBE AR Canva B AN, BEEMHARNBRILMNTERAN, EERK
SABEF? FINBEZRENSG IS, AL ERR?

(00:14:12) Cameron Adams
English:

| have this theory that the type of product you're building very much influences the way that you think,
and this stemmed out of a chat | was having with one of the product leaders at Spotify. And they said that
at Spotify they do an incredible amount of talking about problems. They'll have a meeting, they'll talk
about this new product feature and they'll just hash it out through conversation. And | imagined that that
was because Spotify is a very auditory product. Everyone there thinks about music, sound, podcasts, that
is their mindset. At Canva, we're all about visual communications. It's pitch decks, it's social media posts,
it's video, it's t-shirts that you can make, and that's how we think about things in a very visual manner.

(00:15:01):

So one of the things that's very particular about Canva is really setting visions. And I'm in visions, not just
in the sense of looking forward two, three years, but also visions in the very visual sense. We need to be
able to see it. We need mock-ups. We need prototypes. You need to get that idea out of your head and
present it to someone in a visual form that helps you talk about and communicate about it. That's one
aspect of why some people | think don't land on their feet at Canva because they aren't necessarily visual
thinkers and they don't end up communicating what they want to do in a visual way to the rest of people

at Canva.
(00:15:38):

Another way is that the way that we've grown, the way that we've built product has been quite
idiosyncratic over the years. And as | said, we've learned so much just through doing and established our
own processes. And | think in any system, if someone comes up from the outside with preconceived
notions or this idea that they're an expert and tries to bring that in, it's going to be rejected. So you really
need to work together and | think the advice that | can give to people coming to Canva is just listen for a
couple of months, figure out what is really working at Canva and why it works before you try and change
it. We're very open to change and to new ideas, but just coming in wholesale and totally changing the
process, just because that's what you've done somewhere else isn't going to get you the most level of
success.

FRCERIR:

BE—NEIS: (REAMENF RERSRAMEMRNBL SR, XRTFHS Spotify — (I~ 5AA = ANBIX,
it 7E Spotify, M I=EAREREITICAM, MMFITIEFHINEE, MBI ITERBER. HEXEAN
Spotify @— MM, BENEMABBESZ K. 55, BE, BEMIOBREERER. M7E Canva, FHilx
ARNEMRAE: BRXE. HREEIGF. WA E6 T, XMERIMIUMREARBERENRE.

(00:15:01):



FrLA Canva FEEMFN—=E “KERBR" (Setting visions), MBS NSEBERRKH=F, £aE
FEEXEN “MEN” . HNFBREFIE, FERE (Mock-ups), FERE, MERILREMNRTFER
Hk, UMBERRA2MARIAN, XETFR. FHINNELEATLEE Canva LBRHNREAZ —ME2 IR 25
BEE, KEUMTRANAGXREMALEMIINEE,

(00:15:38):

F—PRER, SERFBNNEKNMEFRNARNIERERT. EMHEFAR, HMEILRFETRS, HEIL
TEAENRE. WANEEFARSET, IRBEAFTELEANIHMNISH “TR" ESMIMNBHERHHERMX
LKA, HBIHF. FRURERNFTENE. HLFIMA Canva WABEINZE: KR/LNA, FER Canva
AR AEREFEAURATAEER, AEBRHANET. RNNTBEMFHEEZIFEFB, BORRNRNIFRE
MBI EEEEHYRAZNERE, BFIEUSHIIR.

(00:16:31) Lenny Rachitsky
English:

That makes so much sense. We're talking about cultural elements and so | have one more question
around culture. | saw a video interview you did once about how you love this concept of giving away your
Legos, that's part of your culture and the culture at Canva broadly potentially, and this was originally
popularized by Molly Graham in this first round review article. That's something you still believe in and if

s0, can you just describe that concept briefly because a lot of people haven't actually heard about this?
R EIE:

EBHEE, BARNMNERIEXHUTER, BEE— X TFXXUNRM, HKEEIIRN—MRR, #2RIE
BHSR “MEMWES" (Giving away your Legos) XM, XZ2IRIIXUHN—E9. XM RVEH
Molly Graham 7£ First Round Review X EAH# KM, FMEREEX—R3? IRENE, REEHE
ER—TXMES, RARS ARTRRERHT?

(00:17:00) Cameron Adams
English:

Yeah, Molly wrote a great article, which | actually refer everyone who joins Canva to in the cultural
onboarding session, which | give them. So | run everyone through the culture at Canva and what they can
expect over the next few years as they work here, and one of those sections is on giving away your Lego,
and it's really important to us because part of being in a startup is scaling, when you're scaling from zero
users to a million to a hundred million, and when you're scaling from three founders to 10 employees to
100 employees to 4,000 employees. You're scaling everything from the product to the internal processes
you have, the finance team paying people how you deal with user feedback. Everything's just constantly
growing, growing, growing. And | think this is slightly different to a traditional job where you get good at
the thing that you always do and you try and turn that into a process that just continually works all the

time.
(00:17:58):

As a startup, you just have to be changing and we want people who are flexible, you can bring new ideas,
you can go to that next level. You can think about not just a million people, but 10 million people, 100
million people, a billion people using the product, and to constantly ratchet up that multiplier, you need
to change yourself, which means that you probably need to give away some of the stuff that you're doing
now in order to get to that next level. If you're the first email copywriter at Canva, you can get away from
writing all the emails for the first year maybe, but when you're writing emails for 100 million people in



190 different countries, in 100 different languages, all at different stages of their journey through using
Canva from beginners to intermediates to experts, that just massively multiplies the complexity of the job
that you have to do. And if you're trying to write every single one of those emails, you have no chance of
scaling.

(00:18:56):

So you need to think about who you're going to bring in to help you, what systems you're going to
introduce, what are the processes needed to get 100 different languages translated every time you send
out an email and that requires you to hand off that stuff. You need to maybe stop writing every single
email, give that to someone else, be comfortable with doing that because you often build up a lot of self-
identity and doing that and you get a lot of joy out of it. That's why you're a writer in the first place. But
finding joy in the other things of building a team, passing on your experience, helping other people do
great writing or great product building or great engineering is really what giving away your Lego is about.
And we still encourage everyone to do that, to think about those moments where they need to level up in
their impact, how they can bring their team along with them, how they can pass on their experience and
help everyone really have a tremendous impact with the skills that they have.

FROCERIR:

T, Molly BT —RIRENXE, FXLE, EEMHAMNA Canva WXUNREFYIF, FEMSRAMIIHEEFX
RXE, REHART# Canva X UNRKILENTH, HP—TENHE “BHRMUFRS" o XA
FEEE, AR —EOMEIENL (Scaling) — MEAFRE—BABE—Z, K3 MEIEAZ 10
5T, 100 MRIFE 4000 MR, MmBEIRENRE. MSEAM. BFRREAGE, —tEEFHIER, &
IAXEERTERERR, FRIFRHMEREASHBEEREANEERIZ.

(00:17:58):

ERIIRR, ROATEET, RINFERE. EHRME BERESEMHIA. REEZENTNE
—BAA, MBTHR. ZREEHZRAF. AT REHRAXNFELE, MOAREES, XERERAIES
ERFAREEEMH—LEEE, UELEIT—TKF. WRIRE Canva BB —UBIHFXEE, F—FIRAIEERE
RZASFRB B, EHAREX 190 MEZK. 100 HiES. A FAEEARME (MFFRIEXR) N—ZAF, T
ENEZE S/ LAEHIE K, MRIMEEEFES B, (RRETELIMMRL,

(00:18:56):

FRUMREEREZFEREM, SINTARS, SRRBAFEFAHNEIERE, XERMBFXNIEREH
%o MARFEFLSE—HEM, BERSLFIA, FXILEREIEAR, XRYE, AAMEEREXLETFRREIL
TEHBEIARAHRE T Rl, SURMRRVEAERNERER. B “BHRMNES" sRESEAZRM. £EEZ
. BEBMATHHETF (BEEEF. FmEEIRE) RIHHNFE, RINDARBE D AXFMY, B
ZWERA B M, WFEHEE, BT ZLEiE M ARERIZERNIER.

(00:19:51) Lenny Rachitsky
English:

| think a lot of people and a lot of companies struggle with this idea, and I'm curious if there's something
you've learned about how to actually implement this. Is it just like, "Hey, go read this article and then |
might bring it up sometimes when things are changing and there's a reorg."? Or is there anything even
deeper of just this is a cultural element of we are constantly giving up our Lego's giving things that we

own?

FRCERIR:



HRERZANBEZAVHEXMES L. REBBMBMREEMAITRENAOT. BN 18, Hix
BRXBXE" , ARTARRMWBARIE—T? EREERRRNERA, LLERA—f “HIFHRFECH
BNARAE" BIXHTER?

(00:20:10) Cameron Adams
English:

Probably the deeper thing | think is giving people opportunity so you can talk about growth than just say,
"Please grow." That's not going to be terribly effective, but giving them the opportunity and the support
to do so is super important. We have a system we call coaching at Canva where you have a coach and
they're constantly working with you to look at your skills, how you can improve each of those individual
skills, but also what it is that you're actually doing and when it might be the time to move on to the next
level. Say you are just doing a product role in this particular product and now you need to be a coach of
other product managers and help build products. Understanding those pivot points is really important
and our coaches help everyone at Canva. Everyone at Canva has a coach that is constantly thinking about

this aspect of their personal growth.
(00:21:00):

And finding those opportunities where you can push someone to do something that they haven't done
before or to expand upon an idea that they've had and give them ownership of that idea is super
important. So when people do come to us with an amazing product idea or a feature that they want to
build or an entire team that they think should be spun up, we really listen to them, and if it makes sense,
we say, "Go and do that. Go and build that part of the product, grab a couple of people and start building
video at Canva. Do that thing that you're talking about." And I think if you give them the opportunity and
a little push to go beyond what they think they're comfortable with right now, that is the best way to drive

growth in your team.
R EIE:

FRBRRNERANZZAAMINE, FAERZOXLER “BlK” , BRAAUR, GtINESNHEAE
XEE, 1f Canva, ETBE—EMMH “BE” (Coaching) MARSK. BNMATME—UHL, MIN2FMSHRE
E, ERMLIREVIEE, HRITIARA, EEEREEMNEURMZER T—MEER. b, REXRIAR
ETHEFmNTRIE, MERFERESEMTREE, ERXERITRIEFEEE, Canva IS TAEE
—UEsk, ERHRBEMITNARKEX—7H,

(00:21:00):

FHABEATLIENEAZARBHINE. HEY RUNEEHA T MINPAENRENE, XIFEEXE U
BEAFEREANT @IS, e BSARREANRICRI RN, RMNSIAEMF, WREE, Hil=
W EMIE, EMEIE D@, HILDAFHETE Canva #ESATIEE, EMMIRRIB DR Hikjy, At
MNSHHE—E, iHtTEHERNEEX, BREFARKHNRES.

(00:21:44) Lenny Rachitsky
English:

Okay. There's two things | want to follow up on there. One is this coaching concept. I've never heard of
this. So how does that work? Do they have a manager and they have coach, and who is this coach?

FROCERIR:



FHY, XFRX—RBEBERREGSE. —BX" W B, BEMKRFRD, ERWAEEN? RTEHRELR
BXEHAT? BENER?

(00:21:54) Cameron Adams
English:

We don't really have managers. So your coach is the person who thinks about you in a specialty sense. So
we have specialties, engineering, product design, we got tens of different specialties across Canva, and
your coach really helps.. Your coach is a similar specialty leads, so if you're a product manager, they're a
product manager, so they know the skills that you have to use. They know the trajectory that you could
possibly grow into. They know the structures that are around Canva that you could slot into when you
want to go to the next level. And your coach constantly checks in with you, has sessions, might help you
with the strategy doc, might have a one-on-one with you. They just constantly thinking about those ways
that you can grow and improve at Canva.

(00:22:42):

And then we have probably more of a, | would say, collegiate managerial circle of colleagues who help
you who do 360 feedback, all that kind of stuff. So that's the structure that we've arrived on and it's
worked pretty well for us and it was driven actually by a formative coaching experience that we had as
founders quite a few years ago from an external coach and we decided to bring that into Canva as a whole
philosophy.

FRCERIR:

HINELREEE, FRBGEMN “TUTE" NAERKERIA. Canva B/L+ M RERNZ LU, 0T
2. FmigitEF. MOBGEEERMENGASE, WNNRMETmiEE, MNBGEEF~REE, Fit,
7 ARIRFR TR RV AE, RBIRATRERVRKENIE, tFE Canva RERRILULIREFABIZRN, BESTMSIRE
w8, HITHS, BIRMECUHBES, HEHIT W —iE, ML ERERE Canva BKM#HP RIS

(00:22:42):

te5h, FATEE—THFzN “FRAEER HRFEE, t128d 360 ERIRFANRMHE. XeE
HNNREHENLEN, WENIFEER. XKFFLEFRTZERMIANEIIEAMIMNIEEIR RRSH—RRZIB4H
S2FH, TRAENREFEEAN—MEBELFESIN Canva,

(00:23:10) Lenny Rachitsky
English:

And these coaches, are they professional coaches or they're people in the company that are like, "l will be
a coach for this function."?

FROCERIR:
XEHGRRHLE, ERATAMIIAR “FREEXMRENEL” ?

(00:23:15) Cameron Adams
English:
They're people in the company. So we've got probably close to 800 or 1,000 coaches now at Canva.

AR ERIE:



HAITEABIARIHIA. FTE Canva KL9F 800 % 1000 & # Lk,

(00:23:22) Lenny Rachitsky
English:
Wow.

FRCERIR:

|+
I:l:l: o

(00:23:23) Cameron Adams
English:

We do have very specific coaches who are just coaches and they can drop into any situation. They're not
product managers, they're not designers, but they're relatively few. | think, we've got probably five of
those type of coaches and they just work in very special situations, but what we're focused on is enabling
the broader circle of coaches, so those 800 people to understand what it is to be a coach and have the
skills of coaching. So we focus a lot on teaching them the skills of coaching, how to build a growth
mindset in their coaches, all the skills that you need. So yeah, it's a massive part of Canva.

FROCERIR:

HMNHLB—LELZTNRMBEHIN, AITUNNERBER. WNFRR-REERigitn, BEXEABNR
b, RBFERE SN, ZFINAEFERHRNER. ERIMNNERZWAEEIR 800 ZREZHIHERHE, iLM(1E
BT ARBGEURERH G, RIRAKRERAHMITNEHS. NAERBSEPEINKERES,
FRLL, XHASEE Canva IEEEEH—E5.

(00:24:02) Lenny Rachitsky
English:

And so there's a product management coach and this person helps all the PMs become better at the craft
of product management.

FROCERIR:
FRIASE— T mEERHE, XTALTEBRENPM (FRiE) RAFmEENT IiEE.

(00:24:09) Cameron Adams
English:

Yeah.

FSCEIE:

=0

(00:24:09) Lenny Rachitsky

English:



Wow, so interesting. Okay, and then the performance review piece, how does that work?
FEiE:

B, XKEEET. &ML (Performance Review) ZR49 RIEAIEIER?

(00:24:13) Cameron Adams
English:

Yeah. So your coach feeds into that, but we also do 360 feedback from all the people that you work with
and we do that on regular cycles. As with everything at Canva, the cadence of those cycles has changed
over the years, but now we do that every six months.

FROCERIR:

BESRMRE, BRINTESMEEIERFBABRRIRE 360 ERB. HRIIIERHTT, #k Canva EME
B—, BENTRZSEREREN, BERSATE—R.

(00:24:29) Lenny Rachitsky
English:

We talked about product for a little bit. | want to spend a little time on product management. I'm curious
just how you think about product management. There's this constant debate across tech companies
about the value of PMs. Are we better with more PMs? Are there too many PMs? What do PMs do for you?
You're a chief product officer. Where do you find product managers bring the most value to Canva? And
then do you just have thought on the future of the field of product management?

AR ERIE:

BINAWT —=) L= m. BBEFmEE LZERNE, FREMEMBNAEFTmEEN, BHRAF—
BEFIE PMBHNE: PM Z—REFIE? PMEZFREARZ T? PM WMRREERENFA? (FABRFRE, fRIA
HF=mEIRTE Canva MERIZFNNERK? HIb, R mERMWRABRREFTAEED?

(00:24:54) Cameron Adams
English:

| don't know. It's one of those things that | don't want to quantify. | don't want to put it in a box and say
this is product management. Because I've worked at a few places now. I've actually only had one real job,
which was at Google where | got to experience product managers the Google way. And the way that they
do product management is totally different to the way that we do it at Canva, and that's partially by
design because | didn't want to do product management like they did at Google, and that's because of
the different cultures that they have. Google's a fantastically engineering-driven culture and the way that
they think about product management is mostly in the technical sense of like, "Here's a piece of
technology, what can that technology do, how do we scale it?" At Canva, we focus a lot on experience and
as | said before, it's a very visual experience, so we require a different product management process, but
also a different product management mindset.

(00:25:51):

| think we probably did that more from the ground up than a lot of other startups just because Mel and
Cliff were a lot less, | think, inculcated into how product management has done other places. | had a bit of



experience from Google but was still fairly independent in my thinking, so we almost went back to first
principles on how product management should be done, and to be honest, we didn't want to have the
term product manager for a long, long time. It wasn't until about year '06 or '07 where we actually had
product managers, we decided to cave just because it was easier to explain to people.

(00:26:30):

But it also took us four or five years before we even had another product owner who wasn't us. Part of
that was us giving up our Lego, and | think we took a little too long to give up our Lego on that one, but
the other part of it was us figuring out exactly what we wanted and how we built product and how to
communicate that to someone else and get them to do it in a similar way and work with the teams in the
way that we did.

(00:27:00):

For us, product managers are really connectives. They connect the team, ideas, data, a whole bunch of
different things, and it's very messy. There's no exact recipe for how to do it, but connecting these
disparate areas and moving the team and the technology and our customers to a new place, a new vision
is essentially what product managers do, and it's going to involve compromise, it's going to involve
changes in the feature scope, it's going to involve timelines of like, "Okay, we can't ship it in May, it's
going to have to be July. Let's figure out what we can do with marketing to make that work." This
constant movement and connection and reorienting around the constraints that have suddenly arisen in
the last week, and that's where we see great product managers operating in Canva.

AR ERIE:

HAME, XREFEREZEUNFRZ— RFABREBEERKR XM mEE . RARKBE/L TS
TEE, AREREI—MELERN TI" 25, mEEeR, ERERFRTSRAN~REE, i1~
mEBEENANXS Canva T2 N6, XE—ERELRZIZNZH, BARTRGAIBEM, ERXURE.
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(00:25:51):

HERINHE B2V AT EARMMSFBEAEXIERR, RA Mel M Cliff LI &EZ R Hithith 5 7= REIEERE
RNEM, BAREARNELK, EBRLEEEM, FUBRITLFEREERT “F—H4RIE" REBEEZ-REEN
ZEAM. B, BEK—ENER(IBAEFER “TRAIE" XK. BEIABMES. ©F, HIAERX
BTERERE, RINZWIRRERAXFER ZEINER.

(00:26:30):

me, FMETHEFENEAETRTHNEBAZINEMTRAT A, SBoRERZHN] “BFERE” BE
EET =, BER—NoREAZSRMNENEEEZECIREBEMFA. EAWESR, URIMEREXLEEFRLS
WP 3 (1 P Sy v I

(00:27:00):

MMV, FREEARLER EEE o MINERE. BA BUBNSMREANEY. XSBHYIEIM
R, ERXESHNTNERER, HEIFN. RANZFAED—THNRESR, XMEFmIENTE XY
Nzth. ThEEEEER. RERNE) (til S BAART, JSHEI7TA, BAEARSER"). XA
#%ah. ERUNESRRAREHITHERENL, ERRITANNE=mIEETE Canva KIZERRIMT.

(00:27:56) Lenny Rachitsky



English:

You mentioned Mel and Cliff. For folks that don't know, they're the other two co-founders of Canva and
they were dating when they were starting Canva, | think it was called Fusion Books back in the day before
Canva. Now, they're married. What's it like working with a married couple as the other two co-founders,
and is there something they did well that didn't make you feel like this third wheel person that isn't
married to them?

FRCERIR:

RIS T Mel # Cliff, MFARTHRERMA, 12 Canva WBIMNFAIEESOIIEA. f1ERISL Canva (HETDY
Fusion Books) BYIEFEN%=, MABKLEET. (FASRIMNRUEKEGEIBA, M—NKXE—EIIFRHARNK?
AWML S HISRY, IHRAIRR/ECHN “BITE" ?

(00:28:22) Cameron Adams
English:

It is always tricky working with a couple because they're on it 24/7. When you leave the office and they
head home, they're still talking about product, business strategy, all the things. | think they've done a
really good job of evolving those ideas overnight through the conversations they have and over dinner
and walking, but then bringing that back the next day and being transparent about that and that's super
important. If you are working in that kind of dynamic. There are definitely moments where | have missed
out on a memo and stuff has rapidly proceeded, and | think I've just gotten used to that and gotten used
to catching up really quickly, having a word with them on the side to clarify what the motivation is here
and just constantly maintaining that alignment.

(00:29:11):

And | think it happens in any partnership or team. There's moments where there's small alignments,
there's more tectonic stuff that happens over months or years, and you need to realign at some stage. |
think it happens with friendships, it happens with my wife, it happens with our product teams. There's
always these moments where you need to re-communicate things and relay the land of it. And | think
we've been great at doing that as co-founders even for the small things and also for the more tectonic
things.

FRERIE:

M—WRZEBITERHIRBELEMLY, RAMITE 24/7 2@XKIEELR, SRBADARE, MIIRZEIRG, FIEEEY
Brrm. BLSAREMESR. RIEGMITMSEEREN—RE, BIBREIBEIIINRE, HIEERENE
B, SAETEE _RIEXLREHERHFREER, XEFEE, NRMEXMSIFRTIE, sSE2BHE
WRBRESFEELE VEHENRZ, REXELIMTX—R, JRTIRRERLHE, FATHMb T LES
Hazhil, FHABRE—E.

(00:29:11):

HNANRXEEAEUXZIENFRELE. SENNDK, BERSBAIBMEN HWREEH" REIKE
B, MEEERXTMEREFRNT. XEREFR. HMEEFHXRP. URHENO~mBFHLE. 25
BEREENDE. EMHEIIVRIIEZ, BIAAEREKGEIRA, RITELEXENENASE LEHIFRT.

(00:29:44) Lenny Rachitsky

English:



This episode is brought to you by Vanta... (Ad break)
(00:30:37):

I'm going to go back to the beginning of Canva. | know that it took you guys a long time of building before
you launched it, so it took you a year to build the MVP essentially. And | know you have some strong
opinions on how long to wait, how MVPs are often way too early. Can you talk about that just why you
guys waited so long before launching clearly worked out and so I'm just curious your lessons from that
experience.

FR3CERiE:
(r&58g)
(00:30:37):

FAEEZ Canva BIFIRIRT R, FAERIIFEARMRIL T RKIEAE, B4 EET —FHEAME MVP, T
BN T “FHZAKRE UKk ‘MVPEREGEAR” B—LBIUNEZE. RERKNTARNEFTXAX
ZA%RAH5? BAXNRERIER, FRBFIFRMIDREHHFEIBEII

(00:30:59) Cameron Adams
English:

Yeah, so when we launched or when we were building the Lean Startup book came out, so that was all
anyone talked to us about investors, other people building products, trying to give us advice. They were
like, "Just get something out the door, as crappy as it is just to get in front of users." | think, for us, the
product is the experience and giving people a great experience is an intrinsic part of the product. It's also
an intrinsic part of how we've grown. People having a good experience of being enthusiastic about it has
been how we've spread the word of Canva and organic word-of-mouth growth was the biggest driver of
Canva's growth for many years and probably still is, | think. People just telling someone else to jump on
this amazing product, | don't think we would've had that if we just put our pretty crappy product that
people didn't have joy in using. Sure, it might've got the job done, but if they weren't excited about using
it the next day, then that wasn't a bar that we wanted to hit.

(00:32:08):

So we did hold off on launching the product for a long time and investors did ask us many, many times,
"When are you launching? Can you just get this thing out the door?" But we had done enough research,
we knew the problem space, we knew what people wanted from the product. Part of that was due to the
work that Mel and Cliff did on Fusion Books in a very constrained area. They had looked at school
yearbooks, they had built an experience for that, and they had observed what worked didn't work and
how they might scale that into a bigger product. It also worked for me who'd worked in a lot of creative
tools and built a lot of creative tools over the previous 15 years. So | had a lot of understanding of how
people interacted with these systems and the experience that we wanted to build.

(00:32:57):

So we did hold off and the product we launched launched, we obviously weren't happy with. You have to
launch something that you're not completely happy with, all the rough edges, but you're releasing it
knowing that the rough edges are going to be outweighed by the joyful experience. We still did a ton of
user testing, right? It's not like we just launched this thing blind and said, "We hope people like it." We did
a ton of user testing. We did a ton of user research into the features that people wanted, and we built that

up over time. And one year to me actually seems like short time, a lot of people think it's a long time, but



one year was just enough for us to scrape in with an experience that people did truly love when we
launched, and particularly the market that we went after when we launched really loved it.

AR ERIE:

Tl HENFFWLWERN, (FBmellk) (Lean Startup) XABRIGFHAR, FFLURHEEME MM @I AERE
ERFEATIIX A, MR “EFNARALEK, WEBEHESLHERF” BXEINEKGR, ~mEMAE, R
SHNAEEFmBREARE D, XWERMNEKNAENN. BARPAEREFNEEHMNILFTHAE, &
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FEZXAEBRE, PIRBBNIBIRE

(00:32:08):

FRUAFRAHSSHER TIRAA &K1 RAEZRER: “MHABHERARN? BERRESLIBRAFLFR? ” BHAMT
BB, THERERE, MERFEEMfA. B2 REET Mel A Cliff 7£ Fusion Books BFHARYFRER, 1th
MNEFREEXMEEMEMNED THABR. HATH, UNRINAKET BABERN~m. MEFHEZN
e, 2RI 15 FE, FALXIRZUEIA, FETRANNESXERSRZE,

(00:32:57):

FRUFN IR ERE). S, KGN REMNEARTERE. MEFSAT—LECTT2RHE. EERAN
R, EMAHGENRRMNEXERAZWMITAVALITE. RMNETXRENBPUR, AFREEX
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(00:33:49) Lenny Rachitsky
English:

I'm curious just what advice you share with founders when they're asking you how joyous does this first
version have to be? How awesome does my MVP need to be? One thread | picked up as you were
describing your experiences, you all had deep experience in this space, so you knew what you wanted to
build. It wasn't like this dark forest of exploration is like we know what we want generally. Do you have
advice you share with founders of how awesome their MVP should be and when it's worth spending a
year or two or three building it?

FRZERIE:

HIRBAE, HEBARR “B—TREFEZALAMIR? HHMVP FEZAHE? 7 B, G111 4
Bi? FoEREREMAZLHNBN—MT . MIEX N UESERENER, FrUIRNAER SR 4. X
FERERBHMEBERR, RIABHMEEF. WF MVP RIZAEIHAKE, URTAMRERE—REREE
ZEEWEE, RETARING?

(00:34:20) Cameron Adams
English:

There's a couple of points in there. First is that even today we build for ourselves, and | think this is advice
that probably a lot of product people wouldn't give you is that you shouldn't build for yourself, you
should build for your customer. But | think we're fortunate that we are our customer and that the
problems we experience are the problems that hundreds of millions, billions of people experience. | think
that is maybe a fortunate part of just the problem area that we're interested in, but it has enabled us to



move really quickly on the product because we can quickly know what's working in the product, whether

this feature is useful, whether it's reached that bar of a great experience.
(00:35:03):

So that's one aspect of it and | think that is also about being passionate, you entering an area that you are
extremely passionate about. | often hear people are like, "I want to do a tech startup. What is the best
area | should focus on to build a product in?" And to me, that is totally the wrong way to go about
building a company that you're going to spend the next 10, 20 years in because if you're in an area that
you are particularly passionate about but you see the opportunity to make a bit of money or have some
external measure of success, that is a terrible way to go about being a founder because you're going to hit
these rock bottom dark places and if the passion isn't driving you through that, you're going to have an
incredibly hard time getting to the next step. So that's probably the first area | talk about in terms of
knowing when a product is amazing.

(00:35:58):

The second one is that it really needs to spark, joy, and delight in people and just pure excitement. It can't
just be like, "Oh, yeah, this is a useful tool for me." It needs to light up their eyes. They need to be like,
"How do I sign up for this thing tomorrow? How do | get it? How do | pay for it?" And they need to want to
talk to other people about it because in the early days of your startup, you don't have marketing dollars,
you don't have channels which you can go to immediately get access to a million people. You need to
really foster the first people that are going to use your product and they're going to be the ones that are
going to spread it and they're going to set the foundations for your growth.

AR ERIE:
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(00:35:03):

FIAXZHE—=, XtUXFHE. MEIuEN—MRIRERZENTE, REFRIBEAR: “BEMHERC
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BHE—NAH.

(00:35:58):

EIRE, CENFEEBAANNSHMNAENNE., FERE ‘W, XNBREER” , MEEILMIINR
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(00:36:41) Lenny Rachitsky
English:

Interesting. So piece of advice number one is work on something you really want yourself that you're
excited to work on. Two is get it to a place where it lights up people's eyes. They're just so excited with
this thing. For that second bar, what was it for Canva? Was it just that it was impossible to do this design
in a browser?



AR ERIE:

KEE%‘E\E’ FRABIN—: MIFECEERE. #EEHBEEMNER. BN EBeHEEILAPRI—=.
REMERIRE. WTFE-MiE, Canva HEEEAMEIR? RN IHBIERKEEMILIHLFE2FATEE
UE?

(00:37:00) Cameron Adams
English:

It was 2012, 2013 when we launched and visual content was still in its infancy. Instagram had only been
out a couple of years. Pinterest was on the rise. People were just getting used to creating visuals and it
was hived off to a very select few because to create those visuals you needed to afford some expensive
software, know how to use that expensive software, nowhere to go to get fonts and photos and
illustrations, know how to put that together into something that looked decent and then ship that off. It
was something that only 1% of the world could do and democratizing design, empowering the world to
design is Canva's entire mission, and we saw this sweet spot at the time in social media. It wasn't what
we set out to go after. We set out to democratize design to bring design to literally everyone in the world
and to everything that they're doing.

(00:37:59):

But through the user testing that we did, through the levels of excitement that we saw from different
people, social media managers really came to the fore at that time. So we knew that they really fit what
we could ship right now. We didn't ship a presentation product or a T-shirt builder in our very first
version. We shipped a thing that could make square landscape and portrait graphics and blog post
graphics, and that got a particular segment of society excited. We added on all the things afterwards
because that was part of vision and ultimately what we wanted to build. But with a team of 10 people in
the space of a year, building something that really got social media managers excited was what we could
pull off. And that's something we realized in the last six months of that launch year. We didn't quite know
who our audience was going to be. We knew it was a tool that anyone could use, but in that last six
months of user testing and refining is when we really identified that first target market and we just leant
into it.

FROCERIR:

HNTAMBREE 2012, 2013 F, HRNMERNBTELTEHATFMEL, Instagram 7 HRJLE, Pinterest IETERGEE
AIRIFEIIRIRAEAS, BXFHEARBRFROHBA. AAEFEILERNR, Wm%?:%immﬂ’ﬁ)\
, FERE, ®ENEEZMEHRFAH. BAMGE, MEMEeiAsmAEnsEF, REBREE.
XELHNELEKRE 1% BWAEMNE, m “SitREMH, BFHEFILGTNAHE” 2 Canva WL FEdm. i
HNERREERTFEEE T —MIAR. XHAFRRRNEVSENHE—BR, BIWEMBILER EE—1A
S — BRI T,

(00:37:59):

EiEITAFP MM BREABINEREE, HREALZIE (Social media managers) EHEBEME, ]
MBI 1IEE RS RN LN ER T M. BMEE—MREREEAMERX R T MigitIhee, FHi1&H
WR— A UEHEES. #E. dEEEMEREEN TR, XiHSENRERIINMNE, ZERIAEER
my EibIhge, AABREEH—B9. BERE 10 MA. RE—FENENERT, ME—MERIEREE
MENARARKIEMEINRIR. XRERNELAHFR—ENRESNTAERRIRIN, EVNEMNHAZTEHES
REE, RHEXE—MEAASERANITR, BEREATANIEIEES, RINBETE— 1 Birhs
FH2 LUk,



(00:39:08) Lenny Rachitsky
English:

There are so many things you all nailed early on. One of them is the focus persona/ICP, which is you said
social media managers. Just to take the lesson from that, you basically saw that segment getting the
most excited about the product and that told you, let's focus on this group. Is that right?

FROCERIR:

RIFHHN TRZEE. ERZ—mMENE TZOBFE®& (Persona/ICP), BEI3RALZIE, 24— T
il fRINEA ERBEINEAEN T~ mEHE, MMREZETXDEHE, X032

(00:39:27) Cameron Adams
English:

Exactly.

R EE:

Ao

(00:39:29) Lenny Rachitsky
English:

And was it like an order magnitude more excited? What do people look for there that tells them, "This is
the one."? What did you see there other than just more excitement?

AR ERIE:

PBHABERERSE —TMHERD? MINZIHATAENESREFEC "MEBXMERKT” ? FRTXEZ
5, IRIEEEIT A2

(00:39:39) Cameron Adams
English:

It was just incredibly emotive language, like sheer joy. Particularly coming into the product, we worked a
lot on the onboarding process in the last couple of months of launch and that was really pivotal because
the product features were there. You could add text, you could add images, you can change the color of
things, you can move stuff around the page. It was a simple but powerful product, but there was this
thing holding people back from actually using it and understanding what Canva could do for them. And
when user tested the onboarding of Canva a ton, actually usertesting.com had just launched them, which
really unlocked us because we didn't have to do these big formal labs or anything like that. We could just
go online and get results in the space of half an hour. So that was like a pivotal unlock for our product
process and that's something we still employ today.

(00:40:39):

And through that, we tailored the onboarding process to get people excited and to understand the deeper
goal with Canva and the deeper impact it could let them have. It wasn't just about letting them put a
pretty picture on the page, it really unlocked their ideas and let them do things they couldn't do before.

And we shaped the onboarding to do that and it resonated the most with social media managers because



they had this massive content need that they couldn't really service. And in the first minute of Canva with
the right onboarding, it just unlocked the whole realm of productivity and impact that they didn't have
before and that's why they got super excited.

AR ERIE:

BRIEERMEMNES, AENEN. FRIREENTRN, RNELAHBNRENTBERTRSZEHMNL M
F35|8” (Onboarding), XIFEXHE, ANFRINEECLKAET: FNXE. BF. XF6. BoUs. =R
EEmaEA, BRBLRAMRBANBEFGERHFER Canva WNE. EIWEHFSISMT KEMX, HEt
usertesting.com NIl ££%, XETKIT, HARNMNAFTEMERNNILR=NL, RFLRREEER/ NIRRT EILE
R, X TEIFSAEN—XRRED, KITERES,

(00:40:39):

B, HAVERTHFSITRE, ILANBREEHIER Canva FRE BRI, XAREILAEA]
EREER—KERNER, MERERAENNEIE, LI MEEUEMARINE, HMTEETSISHN, XE
HIRFEARFIERSE T RBIUAIHNS, HAMINEEARNRBZRINEEHR. 7 Canva WE—2, EESIE
Hr5|1F, EFRT —TEMNEFAMEMAOMN, Xt B HEnIRE,

(00:41:23) Lenny Rachitsky
English:

We talk a lot on this podcast about the power of onboarding and the impact that can have on retention
and everything down funnel. Do you remember what the unlock was in terms of and getting more people
activated? Is there anything that's something that other people can learn from?

FRSCERIE:
BNEREEZXEIHECHFIIEGNHE, UNEXNBEMRI TRHRNEM, MTCEEREBFPEERAHE,
BNXEN RIS 2H4E? BHAREMATUMELER?

(00:41:38) Cameron Adams
English:

For us, it was taking that first step, particularly with Canva and any | think creative tool. There's a real fear
of the blank page. So prior to any onboarding thought from us, we had a blank page. We had a few coach
marks that said, "Here's where you do this, here's where you do this." And then they'd be left on this
blank page and people would freak out. So what we really focused on was just taking that first step and
then the next step and then the next step. And before they knew it, they built a design. And the way that
we did that was to encourage a really simple step. So the first one was click on this search box and search
for a monkey. It literally said that.

(00:42:18):

Searching for a monkey is something you probably don't do in most tools. So it was a little surprising,
which was a good inroad, but it was still super easy. Anyone can type monkey. And then you type that in,
it comes up with this whole sway the monkey images, which look hilarious, and just dragging one of
those out onto a page is another simple step. And we just got people to walk through that keeping their
interest up, keeping the bar of effort quite low, but within three or four steps, they'd built up something
that they've never been able to do before, and it surprised them. The words that we literally got out of
years at testing were, | didn't know | could be a designer. And that was what we managed to do through
several rounds of refinement on the onboarding process. It is lowering the barriers to entry and also



increasing the amount of delight, and | think those two things are what you should be aiming for with

your onboarding.
R EIE:

MENEY, XBRBAHE—F, LEHENTF Canva XMEIETE, AT “THIE" B—FHRARZIE,
FEMLEIFZE, HMNIE-—ITZER, M/INMETRRR “XEEMAAN” . ARAFPENZ=EImME
To FAUERMNEZZTISMUNELE—F, ARET—F. AMIRIREZAE, MIIELTM T —Mgit. &
MNEEER— MREERENEE. 1R fRERRE, R “KF . FALMEXATH.

(00:42:18):

EARZHITRBMARAZER BT , AUAZEREARH, 2MRENTIAR, MEIFEER, HH=
T “BF XA, BREsbil—RHEERNGEFER, BEP—KEZNELXEEHEN—T, HMMX
HSIRARETE, RIFMIIAE, REHEIRESRE. =P 2R, MiTRMd 7 eI KRR
78, XILIIRIIFRS, HMNTWAFAFNFRER: “BURRHEREELSIGITIN” XMERITEILE
MFSISFMULIMBYER: FBERENIE, FIEMERE. FIANNXEREHF5I SN IZIERKI BT,

(00:43:16) Lenny Rachitsky
English:

That an incredible insight. Is there a video of that original onboarding out there or is the current one still

similar?
Fh>CERIE:
EEE M, MEFEEIBNREFHFS SOOI ? HEMENS | FEMLLEISEMUIE?

(00:43:16) Cameron Adams
English:

The current one isn't similar. We have constantly gone back to it because it performs really well. We do
actually apply the same approach of little steps building up into bigger accomplishments, and that's
actually rolled out through our last round of launches for the last couple of years through something we
call learn and play. So with every launch that we do now, we think about how to teach people about that
feature and how to get them really involved in it. We have a whole series of learn and plays where when
we launch Al photo editing, they can try it out right then and there. They've got some great content that
they can immediately operate on, and it's a super simple step for them to type in a prompt and see the
result of that.

AR ERIE:

MENSISBERARA—HT. BRINELELME, BACKRNFBIELET. BITMIENBARENSZE: BNSE
FRRMAR . XELE/LEFENAFBRBEIHENTZH “DFEBI” (Learn and Play) AR F7T . WME
BERH—NHINEE, RNBBENEHBAERAHILMNSS5#HEK, BIE—RY “QFaie” 11, b
A2 A BRREBINGEN, ARPAIUHEZRA. RIEENANEMILMITRE, IRFRARTIE
(Prompt) HEEBLR, TERERE,

(00:44:05) Lenny Rachitsky

English:



| think an interesting and really important takeaway here is you built a very delightful, incredible,
innovative product, but it still didn't work until you figured out the onboarding and that you needed to
figure out the persona to focus on. All those things end up being incredibly important, it's not just build
something amazing and delightful.

FRCERIR:

IR XBEAE—TIFEEERAENSGL: MUET —MEES AR, FURNELIHN~m, BEMREE
MFSISHBER OB BGZE, ERATLTERREY. FIEXERZREAHREERE, MAEH—T
HE. FRANKRA,

(00:44:25) Cameron Adams
English:

Definitely.

R EIE:

B EXIFo

(00:44:26) Lenny Rachitsky
English:

Staying within this realm of growth, you've grown in large part thanks to this incredibly SEO template
strategy. You mentioned in interview there's this guy, Andre that came on early and helped you figure this
stuff out. Is that true? And if so, what was the key insight that he had that led to such a great success in

terms of growth for you all?
FEiE:

EEIE RN, (RIIBERKBARIZE LT TFREIZAL SEO RIRKE, REXRITFIREE—0 Andre BY
A, HREMIMAHBIRMEE T XL, SEMNE? NREME, MAUARNNXBREIMHA, MHRT WL
EXRBIIERKIN?

(00:44:49) Cameron Adams

English:

Andre is an amazing guy. He's actually been in and out of Canva three or four times now.
FROCERIR:

Andre @17 FERIA. thSLfr EBZ#H Canva ZIWX T,

(00:44:54) Lenny Rachitsky
English:

Keep pulling him back.

R EE:

—E iRk,



(00:44:56) Cameron Adams
English:

Yeah, keep pulling him back. We originally found him, he came from a startup that was going under here
in Sydney. We had thought about SEO. We knew it was this thing that you could use, and | think in a
couple of our pitch decks, we had SEO as a whole growth channel that we were going to execute upon in
order for investors to make a ton of money, but we pretty much knew nothing about it. And it was sitting
away in our backlog of things to do in the first couple of years of Canva. And we came across Andre and he
just really crystallized what SEO was and how it would actually help us grow. So we brought him on, he
rolled out his strategy and it was fantastically effective. It was also incredibly cheap, and it was super easy
for us to do ourselves.

(00:45:51):

He set up a whole team of people who looked at people's motivations and the top jobs to be done that
Canva could service. He then mapped that through the entire experience of going into Google, typing a
search query, getting that search query, seeing that it was a great result, firstly getting to the top result,
but then also the experience after they landed on Canva. So if they searched for want to make a
Halloween poster, the top Google result would be Canva. They'd click on it, they'd land on the Halloween
poster landing page. It would tell them how they were going to do, it show you how the product was
going to do that, have a button there that immediately took them into a Halloween poster template, went
through a fantastic onboarding of customizing that poster really simply, and then they would hit done,
download the image, and they had a fantastic experience and he thought through that whole end-to-end
flow from first landing on Google and typing into the search box through to that magic moment where
they're like, "Canva just helped me do something amazing and | want to do it again."

AR ERIE:

B, —BERIMER, BI&EDAIMME, mNIMNERE—KEHABNFEIQREHR, F(ZEd SE0, MEERE
BILFIANFR, E/LEELHRBEF, RIME SEO FIA—MEKRE, AR AERRIEEMAR, BHSE
AL —FE R\, 7 Canva BIKJLE, E—EHMNERNNENERE, ERINVBET Andre, Bkt
AT SEO B AR EIMAEBIFANE K, HANEBET M, METTHCHRE, MRIFA. MEMAIRIE,
B CIREERBIEERZ.

(00:45:51):

AR T — 1 HPBA, ARBFHEINIK Canva BETRMEEY “FFMES” (Jobs to be done) . FAIGMIRIXLEBRET
FERAMAIF: MHANSRBANIERE, NEIERER (EEEHEE D), BE#A Canva GHUEK, tb
M, NRAFPEER “BH—KAENER , SRNE—FKERME Canva, [EFFNFEZTEIREHI,
NESSRFRAFPEAM, BrrEmiee, HE—NMEAEETRAPEANDZRTERER, ZEH5adiREHnF
SISEREIRES, REFTHH TH. Andre BE 7T MATERESIF “Canva BEERTH TIRAEMR, HKiF
BBEA—X 1 “BARZ” BRI,

(00:46:58) Lenny Rachitsky
English:

Amazing. Okay. So a few things I'm hearing there. One is figure out the jobs to be done of potential users,
figuring out where their search volume, figure out ones you can actually solve for them, like say a
Halloween poster, and then think about that experience end to end from search to landing. And
obviously, you have to deliver on that promise. You have to actually show them a really cool Halloween
poster that they can create, right?



AR ERIE:

AET. HIREIT/LR: —BRFFRETAFPY “BNES" , REERRENTER, —EHREMEREEREM
MNARHAFR (WMBENBR) ; ZBBEMNERIZFMN R REL, B2, (REMRIAE, BERAMI)
TR — eI EREBES BRI, XIIE?

(00:47:19) Cameron Adams
English:

Yeah. Again, it's like product led truly means product led because you can't just SEO the hell out of
something that is a terrible experience. So tying that experience at the end of the SEO journey is just as
important as the technicalities of SEO itself, and Andre really harnessed the whole spectrum of that to
produce the end experience, which ultimately ended up with an active user having a delightful
experience.

FRCERIR:

. BREIAE, “‘FamikE” BENUFmARD, EARFEN—MERRERNFREHITRIER SE0.
SEO MRIZR RAVATUITEEYF, 5 SEO RAXBFEFER, Andre EFETENIFT, MMENET&RARKR, L7
R PIRE T iR

(00:47:47) Lenny Rachitsky
English:

Is there anything else along those lines that was really surprising to you or really, wow, that worked a lot
better than | thought because it's probably one of the most well executed, most successful SEO strategies
in history. And I'm so curious, just if there's anything else there that's just like, "Oh, wow, that was really
effective and | didn't expect that."

FROCERIR:

AEXBEEEFALMBEIRG, HEILRRERF 2, XLFRBRNFES” NEBEGR? FAXAgERAEL
MITRHE. RAIIAY SEO RIRZ— HRRVMEBEELEE EMWILIREERRNE IR,

(00:48:05) Cameron Adams
English:

There's a ton in the SEO realm that Andre drove that can get quite technical. But | think one of the other
pivotal growth moments for us was internationalization. | think as an Australian company, we're fortunate
in that Australia isn't a great market to focus on. We've got 25 million people here. It's okay, but it's not
sizeable. It's not going to make you a huge success. Whereas probably a startup that starts in the US will
tend to focus on the US because it's a huge monetizable market, and you can entirely create a great
company that just services the US. But from Australia, we needed to think about the world. And that

meant that we very quickly got into internationalization.
(00:48:52):

We started localizing and internationalizing our products three years after launch, which is quite early
compared to a lot of other companies. And we tackled it with real vigor. We had a goal of being in five
different languages within the first year of localization, and we actually hit eight in that first year. And
then we set ourselves a goal of being in 100 different languages the next year. And the internationalization



team smashed that goal by the end of 2017. And it has drastically changed Canva's growth trajectory
because being in other languages, offering a localized experience, something that people in Brazil or
Indonesia or Spain or Poland can authentically feel like they're using a product that's made for them has
totally changed who our market is, how quickly we can grow. And the way the product's used
internationalizing into Brazilian Portuguese meant that we had to focus a ton more on the Android
mobile experience, which was really different for us because we focused a lot on the desktop experience
for the first four years.

(00:49:58):

People also in Brazil run entire businesses from their mobile phone and the types of content they're
creating to interact with their audience is totally different. So it's actually shaped our product and
changed our product trajectory as a result of thinking about internationalization. And it has just fueled
tremendous growth. Brazil, India, Indonesia, they're all in our top five markets and they grow way faster
than the US does.

FRCERIR:

Andre #zhE SEO M BERZEERAMUNARA, ERINAZT I XENEKEZZE “BEfrk”
(Internationalization) ., fEA—ZRAFIL AT, FEIREEE, FARAFTRZGFE—MEGFENTIT,
XERE 2500 FA, &7, BIMERBER, REUZEEARNMA. BLLZT, EENYLIARFEEETE
E, EABE—1TEARNZHHY, Rl URARSEEMMA—REANAE, EMNERAFTEHLY, &

A MEELIK, XEKRERIERERHFNT EFF LM R,

(00:48:52):

BINER B ZFEMABN T mETRMUNERRL, XERZQFTEMER, FIRNTEXREN. F—FH
BinEXF 5 MIES, SRMET 8M, FFMNBIRE 100 MiES, EFRLHEPRATE 2017 FRMEBIMTH 7 E
5o EMURIAE T Canva B KMT. ZRHSMIES. RESMLER, ILERE. e, BlFsR=RNAF
REXEAMIMNESERNS~Mm, XRETHNOTDURIEKERE, N, #EERREFETIES®E
BATWINE X7 Android B apiniale, X5HNFIHNFLEEREHTERE.

(00:49:58):

EEAFEER2BIFNEE LS, MIefFREREtT2RE. Eit, EfrMCEBE LR LBEHRE
TR @NT. EFRTEARERK: B, NE. QRREMERINNIAATHZY, BEKEEEZR
HBxEE,

(00:50:25) Lenny Rachitsky
English:

I know you went international in your four, something like that, which is really early for a company. It also
makes sense for SEO plus internationalization. Makes tons of sense.

FRCERIR:
FRERIEBNFEAEMTRERLT, IN—RAFHKRIFER. SEO MLERL, XZEIFERIR.

(00:50:35) Cameron Adams
English:

Totally.

FASZEIE:



L.

(00:50:36) Lenny Rachitsky
English:

It's a lot more surface area. Okay. I'm going to have two more questions. One is around your freemium
strategy. Another a thing you all nailed. There's just this, you're both seeing incredible growth and
incredible monetization. I'm curious what your philosophy is on what to include in the free plan versus
what people should pay for because it's clearly worked out great.

AR ERIE:

XIEMT EANBER. 8, HEERIKEH —PEXTIRINREEE (Freemium) REE, XBZER
MR REN—R. (RIBENEI TIRARNEKMIRANZIR, FRBAEMFRIN T WEZREE. HLEzR
T NBEFEMA, BAXEAFERN.

(00:50:59) Cameron Adams
English:

Freemium for us wasn't so much a growth strategy or a monetization strategy as much as it spoke to our
core mission of empowering the world to design. We truly want to democratize design, which means we
want to get design into the hands of as many people as we can because we think that the world is a better
place when more people can create really rich visual content. So freemium just made sense to us because
we could get the tool into billions of people's hands and they wouldn't necessarily have to pay for it. And
much of the world can't pay for products because they just don't have access to that level of income.

(00:51:36):

So providing that equality was really important to us. But also you need to build a viable business
because you can't help the world design if you can't afford to keep the lights on. So freemium just really
hit this sweet spot for us between philosophy and business building, so it was always part of our plan
since day one. We initially had element sales as our business models. So when we first went to pitch
Canva, it was all about create a design. Anything you use in that design will cost you a dollar. So if you
dragged in a monkey and you wanted to export that whole design, you'd have to pay a dollar for the
money.

FRCERIR:

MEAKW, RFREESHRSERFEMERER, FORENHEN WP HAIRITHE” ROEHRRIEKIT. &
MNEOFERNRITREN, XERERNBIULRAESHAZERITES, RARIMBEHES AGELIFE
ENAREAREN, HRIERF[EF. FIURREENENRRIVERS, BARNATLOLBHZAERXAT
AMEXHME, R ERSMAHARBRENES @, BRI FEREB—F,

(00:51:36):

REXMFEXNHNIFEZER. BRI, MEFBRI—DARENLS, HANRMEBERERZIFIE, MK
REE IR, FRURFREEERNNEZNEUARZERET TEZNTFER. MNE—XIE, e
HRIB—E 0. RMBEMNOELENRE “EMEE” o RNFREHH Canva BiY, ZO2: SIE—TIK
it, MMAERITHERNEAEMEIRE 1 £m. thilfREE—RRFEM, FHEMKITH, (FEEABRE
FAT 1 &5



(00:52:14) Lenny Rachitsky
English:

Yeah, I've done that many times.
R EE:

e, BUAEEXAT,

(00:52:15) Cameron Adams
English:

Yes. It was really exciting to investors at the time. It was also really exciting to the content creators who
were giving us the monkeys to put into our product. It was a totally new business model. It unlocked, I
think, an area that a lot of people were unfamiliar with, which was stock photography. Most people had
not paid 100, $500 for photo, and that really held them back from being visual content creators. So it was
a really unique innovation for us. And for the first two years of Canva's life, that was how we derived our
revenue. It grew pretty well. It was still like, | don't know, 30% month-on-month growth in terms of
revenue. But you can do that in the early stages of a startup. It wasn't until we introduced our first
subscription product that we saw really hockey stick growth in our revenue. And that was always the plan

to launch a subscription product.
(00:53:09):

But as with many things, it was a vision that we didn't quite have meat around the bones. So we knew we
wanted to put in a subscription what exactly that subscription would look like. We didn't quite know. And
through the first couple of years of Canva, we started noticing what people were asking for, what they
would be more likely to pay in a subscription for. And that formed the first few features that became what
was then called Canva for Work, which is now called Canva Pro. And we launched our first subscription, |
think about three years after we launched the first product, and we just rapidly saw the revenue from the
subscription start overtaking the $1 image payments.

(00:53:53):

So much so that three or four years later we made image element payments part of the subscription. And
again, that was like a second hockey stick in gross in terms of the revenue from the subscription because
all you can eat images inside the Canva Pro subscription with just amazing value add for people. And |
don't even know if we get any revenue from image element sales now. It's all about just going into this
subscription.

FRCERIR:

B, YRXIHRAEFREME, WiLBEREEMIEIFEIFENET. XR—FMeMEiER. eFEilT
—MREARAEN NN —BEEFERT . KSHWALUBAZTE 100 5 500 EoE—KRF, XEETIIKA
MICIEE, FrLAXMEARRZ— N EBIRFHIEIH. 7E Canva BIKRE, XMEHNBIBARR, EEK
"7, AEWIERERLE 30%, BRI, XEAREE, BEIFNIMETE—MTE~m, KB
ZREIEHLIT “EXEN BIRAER. #HEITR~m—BEHETIF.

(00:53:09):

BEMERLZHE—F, HRNXRZ—NEER, BEKA. HRMNAEZMITHE, BEAKAAFEERHAE, Bt
ERMENNR, BITFIRIBFAERAASER, tNEREAITRPHLINEER S, XK T RO
BE, LFELRERAM “Canva for Work” (BLER A Canva Pro). HRITERFERTRA=ESHETITHR
%, RIRITRWAREE T 1 ETHEREMTE,



(00:53:53):

UEFZMFE, BBEEMNEERESTE TITHAR. XXERTERBNEL, E7 Canva Pro iTiHE
B “EMERE MAFKENEER. ZRMTEEFNERREMEELHEZBEWN, LFFREASERT
TR

(00:54:24) Lenny Rachitsky

English:

Amazing. Just hockey stick after hockey sticks. Speaking of another hockey stick, | want to talk about Al.
R EE:

KEE T, —ME—IRBAIEK, REIGK, FRARE Al

(00:54:29) Cameron Adams
English:

Oh, a whole hockey team of hockey sticks.
FRCEIE:

IR, FEEE—BZEIKANIRRIEK,

(00:54:32) Lenny Rachitsky
English:

Just need to acquire hockey teams. | want to talk about Al, something on the top of everyone's minds
these days. It's another area you guys have nailed. You're doing amazing work with Al. It's providing
actual value and business impact. | hear you have an amazing internal Al ops team. Is there anything that
you've learned so far that you can share about just how to integrate Al successfully and effectively into a

product?
AR ERIE:

FHeAELEHEXAET . HEWH Al, XRRESDABMERTIERL. XBEIRIBFIFE LB,
fRI1E Al FEMISRE, BT KM EMB LR, HIMRIRNE—MRENRE ALZERR. X TR
WEARME Al EREI~mP, REFASEUSED?

(00:54:58) Cameron Adams
English:

As a technology company, you always just need to be constantly evolving and using the best technology.
And when we started that was mobile phones and cloud computing. They were the innovations that
came in that really unlocked Canva. Al is the next decade | think of innovation. It's the next pivotal piece
of technology that helps you build better products, but it also can't just be the basis for your product. You
can't just be a product that's purely built on Al on being a rapper around an LLM or something like that.
You still need to think about what it is that people want to do and how you build a product that actually
meets that need. It isn't just about slapping a chatbot on something that already existed. It's about
deeply thinking about how Al can help them get to that goal even faster. And we view Al as the next way of



democratizing design and empowering the world to design, helping more people design, helping more
people design quicker, helping more people design quicker with better quality. And that's how we
approach every aspect of including Al in the Canva platform.

(00:56:04):

We've had a team of machine learning engineers for probably seven years now. | think their work has
become a lot more visual now and more customer facing way back when they were just doing
recommendation engines inside our emails and our homepage and suggesting templates to you. But now
they get to work with some really cool technology, which lets them produce images for people and create
designs and summarize text and translate to a hundred different languages like it's really stuff that you
can put directly in front of customers now, and that's super exciting. And over the last couple of years,
we've built up more and more visual Al experts inside Canva, and we approach Al inside the product
through three pillars.

(00:56:53):

First of these is that we need to build some of our own Al tech, and we focus on building the Al tech that
we have the biggest advantage in that we have the most data that we can put into it, the most insights,
the most criticality to our product and our business. So we have teams building our own Al models
around design and images and that stuff. Second pillar is just finding the world's best Al people to partner
with. And there's a whole bunch of stuff that you don't need to internalize in your company. You don't
need to create an LLM because it's a commodity thing now. And there's a bunch of providers who can do
it way better and have way more resources to do it with than you do. So finding a great partner like
OpenAl, and we partnered with RunwayML to do video generation, finding the world's best and bringing
them into your product with a great integration, the second pillar.

(00:57:48):

And for us, the third pillar is our app ecosystem. So we're fortunate now we've got 170 million people
using the product every single month. We have quite an audience that people want access to. And
through our app developer ecosystem, they can build apps which directly integrate with the Canva
product to give them access to those hundreds of millions of people when people are quite eager to do
that. Now, we've seen huge uptake in that from Al developers who have included stuff in Canva from
music generators to virtual avatars that can present your presentation to you to a whole slew of things.
And those three pillars have, | think, allowed us to create a really coherent experience and one that still
keeps a focus on what people want to do, how to help them reach their big goals in a way that doesn't
just push technology in the face in a way that just is part of the experience and is a natural way of getting
them to where they want to go.

FROCERIR:

ER—RBER AT, REAREEEHERRILENREAR, BITNESHN, BEFVNNRITE, XLECIFELE
fRELT Canva, FIAN Al BRR+TFHEIFHIZC. ER T —TEESEMEEBHF~RIXERAR, BEFREERX
ErEmi2Ek, RAREH— I EEET AN~ m, HINREAKESEE (LLM) ENFR. RNATERELTH
P4, URIAHE— T EE#HEZEKRKN TR, XAMMUXEERE~@m LM PMIRYTIZEAN, MEER
ANBE Al tNEIEBAFR EREAKRETF. FITE A MMAZIGITREHHINERE: BEIEZ LT, EBENti1i%
HRER, BREFS. XMERITRF AR Canva FERNHEAZ R,

(00:56:04):

BENNBEITRRMHAABEFEERALET . Ut RESMEREHEINHEESIZE, BIRRAT AR
o EBIMEMINNIEEH/EMARCEARRTF. MMNNEFHABZNEANBFRERER. It 2
EXAR, BEFEMES. XEARBIUERENERFEA, FESAXNET. 3E/LFE, RINTANIERTH
LN Al ER, F1ES = SZAERE#H MM Al



(00:56:53):

B—, WERENBCHAIKRR, BT ETFRERNRERARNENME, BHAERSHIE. ARDURI I
SRAENTE. FTUBMNEEMERZXTIRITNEGRIBESE AlRE, =, FHEIKINRE Al S1EAH,
BREZARBIRFFZETLRABECH. (FAFBEBECH— LM, RANRELR T ERER, BRSMHENE
MASLLIREF. BIRELLIRZ . FRIARIIFHE OpenAl IR EEKR, TEK RunwayML XiF S 1ELE RS,
R 2K AEME mp s~

(00:57:48):

Bz, RNNAESREY. RIVR=EED, 8AF 1L.72ERARP. XR—IMHRETRURNZREHE, B
BANAFEAEES, TR EEERS Canva R A, KITER A FAEMIERMAZ, NERE
Pl Es EIRI ISR IR B E TN, SMNAREARY . FIANX=AZHILRNCNETEREE, BERT
THRAFBMNXE, NKEIERALEEEIAAR L, MBILERAEEN—87, BAMSISFAF X
B,

(00:58:49) Lenny Rachitsky
English:

I was also looking at the GPT story of the fifth most popular custom GPT where people can generate logos
using it. So maybe that's driving some growth too. | know you wanted to share something that you guys
are launching or have launched by the time this episode comes out. Is that true?

AR ERIE:

FBXEET GPT Y E, Canva BY GPT 2B AARRINILHBEEX GPT, AfTAILAEEM Logo, FRLAX
FIRE N T — 18 K, FHAERED E—LEREEA TR ESERLIELLHEIRA, 5?2

(00:59:08) Cameron Adams
English:

Yeah, so we've got a big event in Los Angeles in a couple of months. It's our Canva Create, which is an
evolution of the season openness that we used to do. So season openers are no longer just inside Canva
now. We actually invite our whole community in, and we're going to have probably about 4,000 people in
the theater in LA and a couple of million online. And we're really going to be pulling the covers off pretty
much the next decade of Canva. We've focused for the first decade of Canva on unlocking individuals and
small businesses, giving them the tools that they need to design and to express themselves and create
visual content. And as Canva has grown and people have gotten used to creating this stuff, they've invited
their teams in, they now collaborate with people on presentations, on Canva videos, on swag T-shirts that
they need to make for their event next week.

(01:00:06):

And as more and more people are using Canva together, it's picking up a lot of steam. We've got 95% of
the Fortune 500 using Canva. We've got huge teams of thousands of people using Canva. And this has
really opened our eyes to not only the enterprise opportunity, but also just the way to redesign the way
people work. And that is what the event at the end of May is about. It's really redesigning work for a
whole number of different verticals, from marketing to sales to HR to IT to creatives that work inside large
teams, large organizations, large enterprises. We've redesigned Canva for this collaborative enterprise
age, so we'll be pulling the covers off that alongside work kits, which are a whole verticalized experiences



for people inside marketing and sales and HR that want to use Canva, as well as a bunch of

improvements to our Al products and an actual enterprise skew that we're launching as well.
(01:01:13):

So through this growth and through getting to understand the needs of ClOs and heads of security at
enterprises, we've realized that there pretty much needs to be a new enterprise product of Canva that
meets the needs of hugely scaled teams, which has been quite different for us because we have scaled
from those individuals just using the product all by themselves and organically growing the teams. And
now looking at it from a top-down lens and building that enterprise products is what we've been focused
on for the last couple of years. So we'll be pulling the covers off that as well in LA.

FROCERIR:

0. NABRRINNESHEINE—HBRAER, W “CanvaCreate” , XRHNUAAI “FELHR" W
EhiRe MEERBNNXEAEES), BIZBBEEMMESM. BEINMHEZELN 4000 A, ZESBHER
Ao BATFIEF Canva T— M ERNFR. EE—1N+F, RMNTETHEDANNEL, SbilHRARIT.
REMEEMBEABTHI TR, & Canva BIRLK, BFAFREIBHEMN, MERIIERTRE. 5RECERN T
o

(01:00:06):

FeEREZAHLRFEER Canva, BkIFEIE. BT 95% KA E 500 52 ERTEREM Canva, BLEFIAIIERE
REET Ao XEBANBE T ANEBRUNNE, BEREMOTANIELSRNBNZ. X2 5 BRIRGERD
MEM: AEH. HE. ANFR. 1T URABELARNEIBARERMZT TSN RINAXMHERIEL
BHYEHIZITT Canva. EATRARSM “THEEMH" (WorkKits), XZANEH. HEM HRZHMEENER,
ERSER Al F=ampyciodt, LURIENENSHELA eIk SKU (FRES).

(01:01:13):

B XA R Bk CIO MREHFANBRT R, HNFIREIFE 12 Canva Rl @K EE
AARFARNFE R, ZWNEATRIEZ—TEE, AARMNBMATABFRBREKERN. WE, MBLM TR
MAMEEI~RIFR NI EMEFNER. BMEIERLNLHXLERS,

(01:01:50) Lenny Rachitsky
English:

| see another hockey stick approaching. I'm excited of all these things you're launching. What a business
you've built. | feel like it's still way too under the radar, even though it's this juggernaut. Nice work,
Cameron and team. Two more questions | ask everyone, where can folks find you online and how can
listeners be useful to you?

FRZERIE:

BRI —1 “HRE" BRERT . HRATMRIVABIFRAERARE, MBI T —HSATNENE
o HBEF/RECELE—TES, BRARKRMLT. FRE=, Cameron MHEP. &EMTHLFETAR
R KRRAUTEEIEIR? LKA R B AR A?

(01:02:06) Cameron Adams
English:

They can find me online at themaninblue.com, which is my blog that's been around for 24 years now.
What was the other question? How can you-



AR ERIE:

RZKALTE themaninblue.com #23, BEEWIEER, EELHT 24 E7 ., S—NMaAE?

(01:02:15) Lenny Rachitsky
English:

Yeah. How can listeners be useful to you?
R EE:

B0, ITAREI AR A?

(01:02:18) Cameron Adams
English:

| love their design stories, how design has helped unlock something for them, whether it's starting their
first business or helping a nonprofit that they volunteer at. | just love bumping into someone in the street
and seeing the joy of design right up in their eyes. So please do that whenever you see me.

AR ERIE:

HERFMNILITHEE, RITOASENARTHRE, TIERCIILFE—RAE, ER2EMINEERER
FEFLER, HEREHLBEBRA, BEMIRFARERITIIER. FAUNRMEIEIE, 5505 FEMR
GRESE

(01:02:36) Lenny Rachitsky
English:

Beautiful. Cam, you're awesome. Canva is awesome. Go check out canva.com. Easy to find. Thanks for

being here.
FEiE:
KT, Cam, fRFREE, Canva BiRiE, ARZEEFFE canva.com 1B, RiFik. RFIREIEIR,

(01:02:42) Cameron Adams
English:

Thanks, Lenny. See you soon.

R EE:

51358, Lenny, B,

(01:02:43) Lenny Rachitsky
English:

All right. Bye, everyone. Thank you so much for listening. If you found this valuable, you can subscribe to
the show on Apple Podcast, Spotify, or your favorite podcast app. Also, please consider giving us a rating



or leaving a review as that really helps other listeners find the podcast. You can find all past episodes or
learn more about the show at lennyspodcast.com. See you in the next episode.

AR ERIE:

98y, AKBN. IFEEREUIT, NRIFESHNEENE, BILIE Apple Podcast. Spotify SIRERAIER [
BAHiTHE. B, BERABRIMNTLXB T ITIE, XEMAMBEMTREAMXNMEER, RAIUE
lennyspodcast.com #EIFI BT ER THREZES. THTEBML.



