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(00:00:00) Christopher Lochhead
English:

The point being, now is the greatest time in history to be a creator, to be an entrepreneur, to be a
marketer. I've been a marketer for my entire adult life. It's never been greater than it is right now. And so
here's the big thing that | would share. If you are somebody for whom you want to make an exponential
difference, you want to innovate, you want to create new value where there wasn't, you want to have a
legendary career where you could look back on your career and go, you know what? | was part of this and
that, and | was on this team, now's the greatest time in history. And what | would say to you is, the future
needs you.

FRCERIR:

HEREE, NERHELHALIFE. SlIEMNERARKRFNNR. BMFENE MR EEREME
H, WENMRLEUEERMEEELT . FIUREDZZOMRZE: MRIFAEISERENES, WRIME
e, BEELTPEIERNE, BHE—MEFHIRLEE, ILREREESENER: “RAERE? X557
BIIE, ZRERTEANN—R" , BATERZENE LRFHIT. FERRHZ: REFEM.

(00:00:35) Lenny
English:

Welcome to Lenny's Podcast, where | interview world-class product leaders and growth experts to learn
from their hard-won experiences building and growing today's most successful products.

(00:00:43):

Today my guest is Christopher Lochhead. Christopher is a 13-time number one bestselling co-author,
including books like Play Bigger and Niche Down. He's also a popular podcaster, co-creator of the
excellent Substack Category Pirates, and is best known as the Godfather of Category Design. He's also an
advisor to over 50 venture-backed startups, and a former three-time public company CMO.

(00:01:07):

In our conversation, we dig deep into all things category design, including what exactly is category
design? Why, in order to build a legendary business, it's so essential to build your own category versus



trying to become the best in an existing category. Also, how to actually go about creating your own
category. A ton of examples of companies that did this well and didn't do this well, what we could learn
from them. Plus a ton of practical frameworks, including something Chris calls The "Better" Trap. Also,
why he thinks product market fit is a very dangerous idea. Chris is such a character and | had such a blast
speaking with Chris. With that, | bring you Christopher Lochhead after a short word from our sponsors.

FROCERIR:

MR EEEHIESE (Lenny's Podcast) s EXE, REKHHRARNEE~RMSEMERER, FIMA]
EMEME RS SRMINT R EFRENEREN,

(00:00:43):

SANERRR B - 85 /8E (Christopher Lochhead), ZEHIIEHRE 13 A ERE—WHEBNES
&, HPaE (nk=) (Play Bigger) # (EEAR#M) (Niche Down), fithR— I ZNIMHEZEHA,

{7589 Substack 1= (m3EE#&E) (Category Pirates) BIEXEEIIEA, HLL “RERIHTHAR” HNSEZ, fth
BZ 50 ZRIUEIFREI A BIEIR], HE=ZXIEELEHATNBEREHEE (CMO),

(00:01:07):

FEFANBAES, BITERANRYRFBRUTVAEAT, 8 REFAREERIT? ItARTRI—KRE
g, BuASmE (MiFEEREREPHEIRY) BMEEE? 1, NAKGFEEIR—ETH
CHEE? RINKITIEAEMBHFESFFNATRG, URKITTUMNPFEIFA. I, FTHIFZLANIE
R, BRERBEHMZA “EIFMEMT (The Better Trap) MIBiE, EH, ATAMINA “Famiplic”
(Product Market Fit) 2—1MIFERRAVIE REHE—TIEEEMERHA, MMIRIEERR ERTH
BEEEN AR, RN ESREHTEH - BRBENIE,

(00:01:48) Advertisement (Mixpanel & Vanta)
English:

This episode is brought to you by Mixpanel. Get deep insights into what your users are doing at every
stage of the funnel, at a fair price that scales as you grow. Mixpanel gives you quick answers about your
users from awareness, to acquisition, through retention. And by capturing website activity, ad data, and
multi-touch attribution, right in Mixpanel, you can improve every aspect of the full user funnel. Powered
by first-party behavioral data instead of third-party cookies, Mixpanel's built to be more powerful and
easier to use than Google Analytics. Explore plans for teams of every size and see what Mixpanel can do
for you at mixpanel.com/friends/lenny. And while you're at it, they're also hiring. So check it out at
mixpanel.com/friends/lenny.

(00:02:36):

This episode is brought to you by Vanta, helping you streamline your security compliance to accelerate
your growth. Thousands of fast-growing companies like Gusto, Cora, and Modern Treasury, trust Vanta to
help build, scale, manage, and demonstrate their security and compliance programs and get ready for
audits in weeks, not months. By offering the most in-demand security and privacy frameworks, such as
SOC2, ISO 27001, GDPR, HIPAA, and many more. Vanta helps companies obtain the reports they need to
accelerate growth, build efficient compliance processes, mitigate risks to their businesses, and build trust
with external stakeholders. Over 5,000 fast-growing companies use Vanta to automate up to 90% of the
work involved with SOC2 and these other frameworks. For a limited time, Lenny's Podcast listeners get
$1,000 off Vanta. Go to vanta.com/lenny. That's vanta.com/lenny to learn more and to claim your
discounts. Get started today.

FROCERIR:



ZEATS B Mixpanel 2B, UATFEREE KT BHNE, ANARAFEREIESNMNENTTAN. Mixpanel 7
EIRMEMINA. FKEXZIBEH AP RERRE, @I Mixpanel REIZBAMIGER. TEHRIBEMNZMSTE,
FAI MR ZEAPRINENAE. Mixpanel BE—F1TREIBIS, MIEE =7 Cookie, Higittk
Google Analytics Bsa ABE 5 M. i5iA18 mixpanel.com/friends/lenny RZEE S SRR NN A R, IAE
R—TF, i EiEiEes, BEEFZWIL.

(00:02:36):

AEATYE A Vanta 2B, HBBHEEHMRE2EMRELINRE K, HTFRIREFIEKW AT (W Gusto. Cora
Modern Treasury) {fE Vanta, #FEEH1E. ¥E. EBENEREZSEMITN, HEHEAMIERARNTR
HitER, BERERAITINZTSMEMIESE, W0 SOC2. 1SO27001. GDPR. HIPAA %, Vanta ZEEIATEIIA
BMNREKFARNIRS, BIISRNEIRE, BELSXGE, HF5IMIFIREMEXERIIEE. 8iF 5000 RIR
HRIZ K ATER Vanta Bonfb IR SOC2 FEZEFHFIX 90% BT E, EREREIN, KEBEENARAZEZ
1000 E7Thy Vanta (828, 15iAIR] vanta.com/lenny T f2E 25 EHMEIAI0. S RFFAME,

(00:03:37) Lenny

English:

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

B, FERSMEER. LK HFNER.

(00:03:41) Christopher Lochhead
English:

Lenny, it is my absolute joy. And let me say in case my ADHD brain forgets, | love all things Lenny. You're
doing a great job, buddy. I'm honored to be here. And there's so many people in the entrepreneur startup
marketing world who are scam artists, shysters, pieces of shit, idiotic hustle porn stars yelling stupidities.
There's a lot of idiocy in the world in which you travel and | travel, and you, sir, stand out. You are making
a difference. The conversations you're driving, the content you're creating. You're fucking awesome,
Lenny, and I'm really stoked to be here with you.

AR ERIE:

K, XRFENNRE, BRXSEIE (ADHD) AERS, HiFH, HERXTREN—. ki, R
BARET . HREZEREXE, Eoldk. FEABNEER, BXZEF. THEBHR. A, TEIPLKE
AU, BREMNFEEZ (hustle pornstars) BBEH. ERFFALHNXIMEFE, BRZBENES, MF,
i, Bifimt. fRIETEENENRE. (RERRIME, REIERIASR, KE, IREMBIIXIET, HIFEHEE
FMRTE—HE,

(00:04:27) Lenny
English:

Damn, what an intro to my own podcast. I'm bad at accepting compliments. I'm just going to accept that
and | appreciate that, man.

RS ERIF:
I, XERRBREFLLURSERNFIA, RTERKESHEE, BR2E5ES, EER, Wit.



(00:04:34) Christopher Lochhead

English:

No, you need to get it. You are a beacon in an ocean of crapola. You are incredible.
R EE:

R, fROTEER . (REXH R FPR—BEITE, IRAREIRINT .

(00:04:42) Lenny
English:

Well, enough about me. | really appreciate it. | was preparing for our conversation and usually what I try
to do when | prepare for conversations is | read everything the person has written and it was very
challenging with you. You have two podcasts, you have at least six books. There's probably more |
missed. You have a newsletter, you tweet a lot. There's probably a lot of other stuff | didn't get to. And so
you made my job very difficult preparing for this podcast, but also very worthwhile. So I'm excited to
begin.

FRZERIE:

77, AERIET . FFERE. HEESRHRNINEN, BERRHRTXNAEINMERA, EXRKIREX
RET . FERNER, EVAES, JREEHRRFEN. MEHEEN, XREHEX, AEEERSHEE
MEINARTE, PRUARLIREE TFRSIEERM, EHIFEEENE. HRHEEFR.

(00:05:07) Christopher Lochhead
English:

| apologize for that.

FROCERIR:
MR FTIRE

(00:05:09) Lenny

English:

The other thing | noticed as | was browsing your website, and it was hilarious because you have all these
testimonials of your book and podcast and you have a lot of negative reviews, like "Off-putting, or, "Very

disappointing,” or, "Absolute crap." I'm curious why you chose to do that as your website testimonial

wall.
AR ENIE:

HENRBIMRHOMERIEERE S —MSE, FBERX, BARRTREXFHRIBNEBEZFNEERFE, EHPER
ZOETN, i AR . FRERE HE HEHRUER . RREBAE, R AEREXERE
P IGRIHERIE 2

(00:05:29) Christopher Lochhead



English:

Well, and I believe, I'd have to check with Steve Osler, the founder and publisher of Podcast Magazine, but
| believe I'm the only podcaster in history to run a full page ad in Podcast Magazine with just negative

quotes in it.
(00:05:44):

So a couple reasons. Number one, can we all just have a sense of humor about this stuff? So it's my way,
and the name of our team, yet we're sort of a company, but we're more of a band, is Category Pirates. |
mean, clearly if you're called Category Pirates, you're probably trying to have a little bit of fun with this
stuff. And so part of it is just trying to have a sense of humor with people.

(00:06:10):

The second piece of it is, for a lot of entrepreneurs, marketers, creators, innovators of any kind, we live in
this fear that when we launch our thing, whatever our thing is, that we will be criticized by the world and
that we will be made fun of. And if you've ever authored a book or done a podcast or done anything, built
a product, a software product, built any kind of a product that you feel is part of you, and most
innovators, creators, software developers, artists, of course entrepreneurs, feel that way because they put
themselves into this stuff. And when somebody criticizes us, many of us are devastated. And | have been
in the past too. I'm a person just like anybody else.

(00:06:55):

And what | realized is, fuck them. Anybody who's trying to do anything exponential, anybody who's trying
to break and take new ground, anybody who's trying to radically innovate, anybody who's trying to
design and dominate new categories of the way we live, work and play, gets criticized. Picasso was called
stupid. The Beatles were called terrible. Elvis was called terrible. | just wrote recently a little bit about hip-
hop. | was listening to Rick Rubin on Barry Weiss's podcast, excellent episode. Excellent. She does a great
job with him. And he was talking about how ridiculed hip-hop was in the beginning and it got banned.

And it's the number one category of music in America today.
(00:07:38):

Anyway, so that's also part of it, is to just sort of say, "Hey, look, this is some of the shit people have said
about our work and my work, and I'm going to just put it on display, because this is going to happen to all
of us."

(00:07:50):

And then | guess, Lenny, the third reason is in the creator world, broadly, there's a lot of people who are
breaking their arms patting themselves on the back. And look, | understand why we have to tell people
about why they should pay attention to us, and so we use our credentials or our awards or our
downloads or our books, | understand that, and | do a little bit of that too. However, come on, let's just
not take ourselves so seriously.

AR ERIE:

1, EEE—RKGR (BFEHRSE) (Podcast Magazine) RIBIIBAFRIBARAEFEX - RET#HHIA—TFT —ERK
HBEXREHELE—NE (BERT) LTBE &, B SE22nETNIEEE.

(00:05:44):

REBND. B—, HMNEFENXESFRIEF—RUIRZ? XEHNAN, FMBAMNEF —RAKNER
—RQE), BEGE—NRMA—M “@¥EBE" (Category Pirates) . HHERE, MRMUXNEF, (RE
ARRBHRRFo FTL, —E0REME BRI L.



(00:06:10):

BIRE, WFRZEWE. EEAR. QIEENZMEIFERN, BIMNEFE—MHDIEHS: HRMTA4XHES
AR, BILMEMN4L, HZIHRAOMITNEE, NREEIH. MEBE. ALAIRG~m, HEL
EIEAREEEEC—HINARA— RKSHEFE. ARE. ZAKMELEBHSEXMERI, FAti]
EOmMEMEUEFHE T — BB AT, BRZARRKRIFRR. BEEHEXE, REETEBEA.
(00:06:55):

EBEREIRE, EtEHN, ELEHIEHRESZENA, RFXEAFRERTEBA, EEXEREESIFHIA, £
AIXEIZ I HESENEE. TENMRFHGENA, HZIHMIT, EMRBWREEEN, BEATBWHR

EAEREY, BEHEWIREERN. REENE T —R_XTEMHNARA, ZREREE - RENEEXHER -
BE, B—HRIFEH, RSB ENFIENSMNARMIEERREN, MAETCRXEHRZE—NE KM

o

Ak 0

(00:07:38):

Bz, RUWEANTHREA: 1R, H, XRAMHENERN—LEEZFN, ZMBERTLR, BAXIMEZL
FRERNFBAS L7

(00:07:50):

ke, F=TRRZELFENHERE, BXSAEHamttERWRE, REBNITARNESFIANMTAE
KERM], FIUENZBTRER. R, THEHHHE, KBHM—x<. B2, FR, HNVEECEFKE
To

(00:08:17) Lenny
English:

Amazing. | could definitely use more of that skill of not taking negative feedback as seriously. And | love
the idea of just embracing it and showing people what people don't like.

FROCERIR:

AET . HHLFEZIXMAEAERBEHOENRE. FIFEERZMBEAETNHRANBTRIIAS
EXRT AREE,

(00:08:27) Christopher Lochhead
English:

Why not? | mean, look, you're incredibly successful and if somebody says something negative about you,
okay, great. Fuck them. They're not your people.

FRCERIR:
At aRe? frE, RAEERY, MRBEARMR=EDN, FIE, K&FT. X8, MIFARIRENZR.

(00:08:39) Lenny
English:
Fuck them. There we go.

AR ERIE:



EfMI5EY. XFI T o

(00:08:40) Christopher Lochhead
English:

| didn't know who you were until Substack, and | saw your logo, the fiery logo, and there was something
endearing about your logo. And the other thing that's great about you, from a radical differentiation
marketing perspective is, you call yourself Lenny. And when | talk about you, | don't know your fucking
last name. | mean, | sort of know it, but | don't really, you know what | mean?

AR ERIE:

7E Substack ZBIFFHARIANIRIR, BFHERTIRH Logo, AMAUE Logo, EBF—MFEMIT. MEHESRNKEH
WAREXRE, MEFEN—RZMREM “RE” . HFIKCME, ZREEFMEMRMEETL. ZNERE,
AERAE, BHREY], (REREEE?

(00:09:04) Lenny
English:

Yeah. It's hard to pronounce.
R EE:

0, BREVHRERE,

(00:09:04) Christopher Lochhead
English:

Actually, | was at the gym this morning and | was telling my buddy that we were doing this, and | said,
"Oh, I'm going on Lenny's Podcast." He says, "Lenny who?" And | said, "It begins with an R. | don't know.
Everybody just calls him Lenny." And so the fact that you are yourself, you don't play a character, you're
not a douche, you're just a person trying to be successful in the world and help others, right?

(00:09:28):

That's a very powerful thing. And | think one of the things that is insidious about influencers, hustle porn
stars, part of the business model is creating the perception of superiority, right? The reason Grant
Cardone and Tai Lopez and all these douchebags pose in front of planes and all this garbage is they want
you, the Kardashians are the queens of this, they want you to look at them and go, "Oh, wow, don't | wish
that | was them."

(00:10:03):

And so these folks are in the create and monetize envy business, and you're the opposite of that. And |
think the legendary educators in the native digital world are the opposite of that. Anybody who's creating
separation, anybody who's putting themselves above, anybody for whom there must be, "I must be the
leader, and you must be the follower," that's the business model of a massive amount of people in the
native digital world, and we reject that. And | know you do.

FROCERIR:



EXLE, BORBLERIESIFEROHIRMNEZRTE, Hit: B, REEZSMRENER.” ftia]: “m
MER? 7 R HWRURFFKEY, HANE, AREUMER.” FrLl, REtEIREC, RFNEX, RARE
MRS, RRR—1SHEHER LEUSRIIHTEBMARA, WIE?

(00:09:28):

EXER—MIEFEBRANIE. HINNBENL. HIHFSE7RERMRN—<E, HNBELERN—EDE
BE—T “LBE" . Grant Cardone. Tai Lopez EEABLIREZ FRIATEFL AN KHEIIEH, SENMITRILIR
— FRMRERXSENKE—FEMITR H, REFERI2MI.”

(00:10:03):

FRAXEAMBE “CIEHZIMKF” NER, MrEEER. RNNKFRERUFRENESTHEELNEE
kB, EAFIERE. RETMAZ L. B “HONEASE, ROTRERE" HA, MEHFHEHRFK
EAEWR, MENHELXMRI, HANEIRBIEL,

(00:10:34) Lenny
English:

Absolutely. We've already gotten way off track, but I love it. I'll just say one thing and then we'll get back
on track. The reason | called my newsletter, Lenny's Newsletter is because that was the default
recommendation Substack gave me when | signed up. They're just like, "Call it this." And I'm like, "Okay,"
because | don't know, | didn't have no plans to actually be doing this long term. And then it just stuck.
And then | brainstormed for weeks. I'm like, "I need a real name on this thing." And | just couldn't think of
anything that I liked. So I'm just like, "All right, I'll just roll with it." And then when the podcast launched, |
tried so many ways to call it something else so that it would push the whole naming in a different
direction, it wasn't about me, but | couldn't think of anything better. So I'm just rolling with it at this
point.

FRCERIR:

B3, HMNELTLRAT, BHRRER. RBR—MF, ARRINMEIZEN. FIBIKEHIE @RS
“SKERFTELEMN” (Lenny's Newsletter) , BEAFEM Substack BIABZMAINBIARI, il  “Hiod
XANE,” Fii: R, EASNEFKIITEKPHTE. ERXIMNBFMEE THRT . ERFIKBNET
IR, Baek) “E” NRF, BREEBALERN. PAIUAFKIR: “FE, mXFE" B% 4,
FEZHIZEMZ T, BULERBPBAUBZAFLO, BEREZBFAHEFHN. FAURERMIREEAT

(00:11:12) Christopher Lochhead
English:

Well, and the interesting thing is, even though the branding of the shit has your name in, it's not about
you. That's the irony, right? Meghan Markle gets canceled. Why? Because it's about her, and it turns out
she's infinitely uninteresting. I've consumed enough of your content to know that the cool thing is, yeah,
it's called Lenny, but it's actually, you are not trying to impress all of us with how awesome you are in
front of a fucking plane or a bunch of scantily clad people, or I don't know what.

AR ERIE:

BEBNZE, REMEZRFERMNZT, EREAHFTEXTMHN. XpERRZL, WIE? 8iR - BF/REIHR
W, Nfta? EA—tEESER, MELIERMRETE, RETEBSIRNAR, MEREN—RE, B
Rel Ee” , BXFELFFLEREEMA MRS —HFEREN AT BENZEMREZ 5,



(00:11:54) Lenny
English:

It's true. Well, I'm enjoying this podcast. You're very kind to me. Let's talk about the meat of what | want
to chat about, which is your bread and butter category creation. It goes without saying you're a big fan of
creating your own category versus what most people try to do, which is try to compete in an existing
category. So just to kind of lay a little foundation, can you just explain what this actually means, this idea
of category creation for people that have heard this idea in this term, but don't really know what it means.

AR ERIE:

HasEitt. JRREZXORIE, MUIEXEFIT . ERMKXRBWNZOAS, REBMNEFER—
“m#ELNE” (Category Creation), AW, MELIEBCmENRERIFE, MABGASHAIBEETINE
mEPRF. ATITHEM, REANBERIXMIERKAAREXPABR—T, RXLERREREMT
Ahg?

(00:12:23) Christopher Lochhead
English:

It turns out that in business, most people, and in life for that matter, make a unquestioned, unconsidered,
undialogued, unthought of decision that they don't know they made. And the decision they make is,
"What I'm going to do, is | am going to compete in a market with demand, with a better
product/service/brand, maybe a better business model, maybe a better set of growth hacking ideas that |
learned on the Lenny Podcast. And when the world gets my better, the world will beat a path to my door."

(00:13:16):

And if you go onto Amazon right now, Lenny, there's roughly a hundred thousand marketing books, and |
think I'd have to double check, but | think there's about 60,000 or 80,000 business strategy books. And of
course, me and my collaborators, we haven't read all of them, but like you and like many of us in
business, we've read many of the tomes, the Bibles out there, and there's an interesting thing about

virtually all of them. That's what they're about. It's about how to compete and win.
(00:13:53):

Well, here's the aha. Nobody legendary ever did that. Not a one. We all know who Bob Marley is. We don't
know who the 17th greatest reggae musician or band in the world is. We all know who Pablo Picasso is.
We don't know who the fifth greatest cubist artist is. And so wherever you look in life, whether it's in the
business world, people who drive social change, artists, creators of any kind, the people that we tend to
admire the most are the people who broke and took new ground. And the aha here is the category makes
the product, the category makes the brand, the category makes the company.

(00:14:51):

So I'll give you the data and then I'll fully answer your question. So here's the data. We did an analysis for
our first book where we studied every venture-backed tech company in the US from 2000 to 2015. And we
asked a question that, to the best of our knowledge, had never been asked before. And we went to
Stanford and we asked a bunch of professors this question, and they said, "We don't know this. You're
going to have to do it yourselves." So we did, and incidentally had it peer reviewed and published in the
HBR. And if you've ever gotten data published in the HBR, then you know what it's like to have a
journalistic proctology exam.

(00:15:32):



Anyway, here's the net of it. In tech market categories, on average, one company earns two-thirds, 76% to
be exact, of the total value created as measured by market cap and or valuation. So not market share,
which is important, market cap as measured by the value of all the companies in the category. So you
take a category, you add all the companys' value together, and you say, "What percent goes to the leader,
the category, queen or king? And what percent goes to everybody else?" One company, two-thirds of the
economics.

(00:16:12):

So the aha here, Lenny, is when we make the unquestioned, unconsidered, undialogued decision that we
didn't know that we made, to compete, we have unwittingly said, "We're going to fight for the 24%." And
it's the distinction or delta between create demand and capture demand. So we prefer the term category
design, and | can explain why design instead of creation, we don't have anything against creation, but
creation creates a confusion in people's mind. When people hear category creation, because most people
in business, most people in tech, are strongly oriented to product, what they think you said is first to ship
a product that has X features.

(00:17:08):

So when most people say category creation, that's what they think. They say, "They [inaudible 00:17:16]
category, Myspace did." Or if you've been around for a little while longer, "GeoCities did." And so category
creation, category design, does not equal first to ship a product with a set of features. So what does it
equal? Here's the aha. Just like you can design a product, just like you can design a company culture or
business model, you can actually design a market.

(00:17:46):

And in so doing, you create a new distinction in value for people that didn't exist before. I'll give you a
simple example. If | could own any product in the world right now, | think I'd probably want to own Purell.
And there's a great thing about the company that makes Purell. The company's been around for a very,
very long time, and they're owned by the original family that created the company. Their original
problem that they were solving is, it was a husband and wife team, and they were working in a factory.
This was 80 plus years ago. The company, by the way, is called Gojo Industries. Gojo. And Gojo is a
portmanteau, putting their two names together. | think it was, maybe it was Gloria and Joseph, or I'd
have to double check the husband and wife names, you'll excuse me, but the company's called Gojo
Industries, and | think the granddaughter runs it today, if I'm not mistaken.

(00:18:54):

Anyway, so the gal, the wife said, "This bar soap is disgusting. It's full of crapola, it's hairy, it's full of man
nastiness." So the solution to washing your hands called a bar of soap was a disgusting, inappropriate
solution for her. So she reimagined the problem, not as, "How do | wash my hands," but as, "How do |
wash my hands without a disgusting bar soap?" And Gojo Industries created a whole new category called
liquid soap. And in most restaurants, most corporate bathrooms, most airport bathrooms, if you start
paying attention, you'll see the Gojo logo on the squeezy thing that you pull when you go to get the soap.
So unlike most innovators and entrepreneurs, who get obsessed with the solution, and | understand why,
we all love our shit, we all love our product. If you want to talk to me about our shit, | want to talk all
about it.

(00:20:05):

We could do a 12-hour deep dive on all your content and how you built the newsletter, and you'd love it.
It'd be great. We all do. If you're a creator of any kind, entrepreneur, innovator of any kind, you love the
thing you're creating, of course. However, Gojo focused on the problem, not just the solution. So they stay
obsessed with the problem, and then they ask a different question, which is, "How do | wash my hands in



the absence of water?" And of course, the answer to that question is a new category, [inaudible 00:20:44]
hand sanitizer. And the dominant brand, of course is Purell.

(00:20:49):

And so the aha here is the company that designs the space and gets it to tip at scale. And when | say
designs the space, what | mean is specifically gets a meaningful percentage of the world to agree with
their definition of a problem set, which then leads to their definition of a solution set. The company that
does that at any kind of scale, wins. And so the number one question for any entrepreneur or any creator
at all is, "Do | want to compete for 24% of an existing market category? Or do | want to create my own
where if | can execute, | will earn two-thirds of the economics?" That's the decision that most
entrepreneurs make, that they don't know that they made. And at its heart, category design is about the
most radical kind of differentiation.

(00:21:52):

So most companies actively seek comparison. If you go to, well, if go to many software company's
website right now on their homepage, you'll see a Gartner report or a Forrester report on their homepage.
You'll see ads and/or content that say, "Here are three competitors and a list of features," and there'll be
25 features, "And then there's us," and there'll be 125 features. And they're actively inviting comparison.
You even hear itin ads. If you listen to what marketers say, Lenny, we say the stupidest shit. Don't take our
word for it. Anyway. And so the legendary innovators over time, they did not compare their innovation to
the past. They broke and took new ground. They wanted to be irreplaceable. They wanted to be so much
value in the minds of customers that not only were the switching costs horrible, switch to what?

AR ERIE:

ELIEAR, EElF, AZHA (ELREEEPH—F) #ET - RERE. KRERB. KREWE. KEF
FREVRE, MUEMNEERHEHCHE TXMNRE, XTREME: "HEMH, BEE—TMEFXRNHHH,
REFN~m/RS/mEERES, HIFRABFNEILER, HEEHRERERT LFINEFNERERR
Fo HUREINRERNTHTmET, AMBASBEIRIEI "

(00:13:16):

e, RMRMERLDH, K9E 10 HAEHDHE, HARSHRE—T, BAHEE 6 558 HAR AR
o YA, HMEMSEAHFLDRIFRMENS, ERMMTFSZHERALT—H, HIMEIRSKREEXM =
27 o NFREXESRE—TMEENHEER: eNEEHNmRESH R,

(00:13:53):

XESRT: BERAEFAMRIAMN, — M EBEE. Bi1#HAESRS - ST, BRMNFAMELER L
HRE2H 1TNERERREFARE. HINTAEENRSE, EFRHEHRZSE S WIIAENZARKEE. TiL
RMBEZNEN TR, TEEER. EIIHSTENA. ZAREZREAERNEESE, RINKRTMWAETE
ERBLATIHEN. FEEMIUENA. XENZOZER: REMMTR, mERMGE, mEMRMLE,.
(00:14:51):

RABMBYE, REBZERZMOAZ, HIRNT: RNESE—ERBNMT —I24, HART 2000 F=
2015 FEEREMARENEZFHNEE AR, HIMRE T —MEERIIFTRMMERE ARSI, FHiIIEHEE
T —EEER, Ml “BITARE, RI1EECSH.” FTERIMT, INER—T, XMAREI T RITIF
HHEARE (BEEI1ITEL)Y (HBR) L. MMRIREBE HBR ARI#IE, RIAEEEKRER T —12#HER
B “BRRERE

(00:15:32):

Bz, gt ARKmmES, FHME, —RARAKRNT SNE (UHESNGERSE) =02, &
i 2 76%. AE, FERMHNEH (BAFLRER), MBHE —ENZRXFREARNENSHM, (R



— T mENFIBEABNENTE—E, BEIKF (@EZERLE) SFLENL, EtALZ D, ERE:
—RAREET =D Z W,

(00:16:12):

FRLL, 3%fE, RBET: HBIMAEBIETRIRNRFREN, FHINTMAMAREHIEE T EFFF TR 24%.
XL SRR M HIRERT ZEMXG). FRURIESEN “@mEiRit” (Category Design) XM,
HALUBBREAT AR &t MAR “ehE” o HIFARM “ehE” , B “ehE” EAIMRE~ERSB. 3
AIRE “@ELNE” B, HAXRSHRKENASZTmSEN, wIISUAREE “F—TMRBEEXY
RER @ o

(00:17:08):

FRUAARZEAIREIMEOIER, Mi1aik: “Myspace 8iET m” , RBEWRIFELAK—=, “GeoCities
BIET mE” . BmELE IR HRETFE—NAHEMINEN M. BEFTFHA? MEFRTLULITFm.
RIT AR B WARR —#F, REPr ErT LU — 7.

(00:17:46):

XA, RAATEIE T —MURI A FENFRNEK 7. B NEENGIF: REMEEAEHR LEMA
— N Fam, KETREAEIAE Purell (EimR, RFEAFRmE) . £/ Purell WAFIFE TR, XRABFER
AT, HBARGRE, s RANR@E —BE—RELI TENXE, AE 80 ZEFMMNET. X
K AFN Gojo Industries, Gojo B—M&EMIE, IBMNITHENANZFHET —iE. FHIERZ Gloria # Joseph,
NRFKICHE TIHFRIR, BLRFM Gojo, MEFEREIZIEITIE,

(00:18:54):

Bz, BUEFR: “BMEERKEZLOT. LESEMAAE. X, 7H7TBANEE" FILL, R%,
BRERERAFE—NTBOLEFTAENFRAA R, TERUEBMEX TEZE, A2 “WWAXF , e KM
ERBTORBEBRNBERTEF? ” Gojo BliET —M2HBIMmE: REELE. ERZHET. KARWF. 7
MFr, MRIRER, (REREIBMFBEMNEE LH Gojo B Logo. FILl, FEAZEFRTF “BRAE" B
SIFrEMEE (FRIEME, FNEEBCH™m, MR~ m, KRN

(00:20:05):

FATAILATE 12 NBERABRITREYA B MRS @R, (REERN, XRE, JITEHMXEF, NRMIEL!
EES RN E, MREAZMBIER. FAT, Gojo XEMZMRM, MARBHRA R, I —ERXTFINR
B, AREET—1MFRANEE: “BNFATELKEKNERTEF? 7 ERIAAR—HRE: RERFR.
MmESmEHAE Purells

(00:20:49):

FREL, REET: RITXNZRHEEARMRIBREAN QBT SR, FAARH “Kit=E" , AfEEiLtHRE
BEEEFIBAAERY “RIEE" BENX, MM5ISMITARMY “BRARE" NENX. FEEERNIEHE
X—RNQBEMER. EHit, FFEANLERLEERNR, kSRAR: “REBVERF—ITIHAERET
24% BYHEL, ERBEIE—NEBTEHCHME, MRBAITRIF, MERN=22Z —HlE? " XRAZHE!
WEFELTEIRPHEANRE, MERLEH, mERITXFRARESK.

(00:21:52):

REHMABTTHAEENI KRR, MRMMMEERZRELFENENER, REFE Gartner 5 Forrester 191k
FHo MBI FHANRR: “XEB=ARFEFXNFHINEETIR, & 25 1NIheE, mIEN1E 125 M Ihae.” il
FaiBIELLR. (REEE FREWERD. MRMAIFEHEARRNE, EE, HRIRMNEEEESET. B2,
PEEETEIMVIER, FFNOIMERSKMITINCIH SIS ZHITHR. MITTREN, FEHTE, MiTEET
BARUER, MBHEEFF OPLLSMLEERNNE, UETFURBRAEEEIE—REAREZFIR,



(00:23:07) Lenny
English:

To follow this thread a little bit, companies that you're pretty familiar with, maybe just a rapid fire sharing
of their category to give people a concrete sense of what does it even mean to have a category?

FROCERIR:

IE XA BE, BETEREDZ/LVMRAENABNGRERS, AR “W@E—TmX HREHREFTAH
— M EEREZ?

(00:23:21) Christopher Lochhead
English:

Okay, let's go.

P ERE:

9%, FFIANE,

(00:23:22) Lenny
English:

It's becoming obvious that they basically all came up with a different category that they wanted to win.
And so Gong comes up as an example. | don't know if you know about Gong. | think they-

FROCERIR:

EMzL, EMNBEXLBRET —TMECBRER THAREMGSE, LW Gong XMIF, HARBIRES T H#E
Gong, FAAMT—

(00:23:32) Christopher Lochhead
English:

I do.

FSCEiE:

HT R

(00:23:33) Lenny
English:

So it's basically like sales analytics is what they pitch, is like, this is the first thing you can ever do to
understand how your sales team is doing. Is there anything you know more about their approach?

AR ERIE:

thilEENER LR “HEDMH™ (Sales Analytics), MERH: XEIME—REERLE T HEERANKINT
B, XTI8v7a%, RENEESLE?



(00:23:43) Christopher Lochhead
English:

Yeah, | know the space very, very well, and they did something incredibly smart. So they were a little later
in the space than some others. And so there were a whole bunch of companies in today which you could
broadly refer to as the revenue space, right? In the spirit of full disclosure, I'm familiar with Clari. I'm good
friends with Andy. | know the team. I've done some work with them. So all disclosure. Clari, and a handful
of others, in the beginning started to create the space that ultimately became RevOps (Revenue
Operations). And the interesting thing that Gong did, very smart, was as RevOps started to emerge, they
were smart enough to realize that revenue was going to be a big new important space. That CRM didn't
actually do it. That ERP didn't actually do it. Bl didn't actually do it. And so there was this sort of
emerging set of thinking around, "We need a different approach to revenue."

(00:24:44):

They were smart enough to realize that if they went for the whole enchilada, it's not credible from a
startup that you're going to go build, that you're going to show up and say, "We have a suite that's
equivalent to that of SAP, just for this other area." So they picked off a very tight part of a broader
emerging category, and they executed incredibly, and they dominated that part. But here's the mistake
they made. In all new mega categories, they start like this. This is exactly what happened in CRM. | could
walk you through the history if it matters, but there were companies in support, there were companies in
help desk, there were companies in sales, there were companies in marketing, and there were a whole
bunch of sub-niches underneath that. There was a point in time in the Salesforce automation category,
when that was a standalone category, that some of the hottest companies in that category were sales
configurator companies, a further down niche.

(00:25:44):

And so as these mega spaces emerge over time, no one company can fulfill the needs of a customer. And
so there's all these niches. The mistake that Gong made, as well as the vast majority of others in that
space, is they stayed in their micro niche. So the strategy in the beginning that was genius and exactly
what you should do as a startup, all of a sudden, when they didn't expand and set the agenda, the design
for the big category, they got fucked. Because now they're niched. And there's a big learning in this Lenny,
which is, if you're a company that's already up and running and you're winning, and let's say you're
becoming the category queen in your space, every entrepreneur, every CEO, faces a fascinating moment.
If they become successful in the first five years or so, which is they realize their biggest barrier to growth
going forward, is their current category, because you can only be as big and successful as your market
category.

(00:27:02):

And so you have to continuously expand the vision for the category and continuously build on that. And if
you don't, and somebody else frames, claims, and names, the bigger agenda, as has been the case, and
look, I'm biased, as has been the case with Clari, Clari's crushing everybody in this space right now, and
the Gongs and all the other players are now in this horrible position, which is they basically only have two
choices. One, they can stay in their niche, which is what most players do, and they argue best of breed
"Oh, well, we're the best revenue carbodingulator. And you could go buy an end-to-end revenue platform.
But if you do that, you won't get the best functionality in the carbodingulator space. So buy our revenue
carbodingulator." That doesn't work. Microsoft proved it over 30 years ago, and we can talk about that if

you want.

FROCERIR:



B, FAFE TG, I T —FRERBENE, tiTEAZI NS E M —EAEHER, SRE—
KERBRFSRENTLUNTXFFA “WANTIE” (Revenue Space) BIMIE, ETFEERKEBRN, KIEFHE
Clari, 3x# Andy 2%, FINRMIIBER, WM& ED, Clari IEMIRAR R HEEISEHRHK
M9 RevOps (WWNIZE) BI=IE, Gong MIFIFHEERA—=RE, & RevOps FHA>4EE, bl 1Bt EIRE!
“WN” FRA— NI EENN. CRM ZEEARRXNAE, ERPIKAERRR, Bl iREMRR, TREIMT
#HHBE BNFE—MARNBNERGE”

(00:24:44):

I RESER, ROREIMIREA—IMII QB ERERHBNTE, i “RiTE—EHEST SAPNEH, REH
XN, BRAETER. FrUMEIIM—NE ZBFHmERTIE T — N EEFEERNE D, BITHIR
A, HESTHBNED. BMITRT —MEIR. FIEMIEBRRE (Mega Categories) EBEXIFHIRH. CRM
Ak RSB — KRB BERETLIFIREIRG £ — SN EMZIFNAE. HRSaHAE. MEEN
NE). WEHNQE, TEEEHEAD M. £ “HEHNEBNNL™ (Salesforce Automation) EZ—4h
I mEREE, BIRRERANABTZARM “HERER HQE, BRERENAD.

(00:25:44):

REEXLEBRTEMENEERMLI, RE—RARRBREFANASRRK, TEME 7TXEAS MR, Gong
URIZMRE R Z M ATIENHEIRE, M —EEFEBEECHHMAD . ROBIRAH. FEIQE LM
HUERES, RABENMILLEYT BHIREAMBOBFEMILH, ILMIIBANT B, RAMEMIIRBIREHA
AHHET. K, XEE-ITEENHI: MRFEB—RELP NIENHETRMNLQF, LLIIREERN
ZAEBImERE, SMEILEM CEO MaEIG—TRARZ, MRMIEMEFEEGRIFNI, WINZE
IREIRRIE KRR MmN ME, FAIREIIIRM IR E REEBURTRFrER iz mE.

(00:27:02):

FRUEMRA AR KRR B R HIFEME MRERZEM, MAA TEX. SBREHSLWM (Frames, Claims,
and Names) TEXRBIWIZ—FUE Clari FrigBIaRtFE (HAFBRA), Clari MEEXNFUIHREPFEA
B4 Gong MEMFIBETIRMESMAXIMIBERNRM, EX ERERNERE: £—, BEAD T, XBKS
HIRMMOE, MIEEIRECRE “FEXRE" (Bestof Breed), #: “H, HNESRIFHIMNAL. RATLL
EX— N mEIREEATE, ERRFRMEREIBAIXMINLEVA IR, FrLASERAINE” XITA . WK
£ 30 ZERIFIEPR T X—R, SARIRAE, FATTLERNR,

(00:28:00) Christopher Lochhead
English:

Microsoft proved it over 30 years ago, and we can talk about that if you want. You either stay in your niche
and get diminished over time, or you uplevel and you go to play for the whole enchilada. The problem is
for them and all the others in this space who didn't do that, if they were to do it today, well over a year
after Clari did, they're just a Clari copycat. And so basically you either go compete with Clari for who can
be the category king, or you stay in your niche and get diminished over time. And if you're going to go
compete with the company that is laying down the category design that's picking up the most
momentum for the overall market, you better know how to do a fifth dan black belt category wars.

FRCERIR:

HERTE 30 ZFRIFUIERR T X—Ro IRBABRTEMAD HIAHIEERENERTES, BARABRBRESFTFEID
7o MEMMIZMRFAERX AMBIAFRR, FEET, WRMWNSKAFHM (E Clari EEMT —§%2
[2), 1 RZE Clari BR(HE, FIUEEL, MMEAEM Clari RFEARMEZE, BABRANTI7IEE
HT. MRMITEEARSEBRELFIE T mBIRHTHRI T HIRABLNAE, MKRFEFOMHET “BE
RE” RABIMEHEF.



(00:28:58) Lenny
English:

Following that thread, there's a bunch of threads I'd love to follow, but something | definitely wanted to
touch on is, in this concept of the better trap, which is where most people go, where they try to be the
better solution in an existing category. And just to reinforce that point, what have you seen? What have
you learned about just why that is often, and maybe always the wrong approach?

AR ERIE:

s X B, FRRWNARAERS, BRSHEMNEIZ “BFKEHA" (The Better Trap) X MR, K
ABIEHAX N EH, REERAEREPH— B BHBRGR. ATRUX—R, AR THA? X
Frftax@E EESR) H\RNGZ%E, MFEHTHA?

(00:29:19) Christopher Lochhead
English:

Let's take a very current example, Threads. We just wrote about this. When Threads came out, and | can
show you all the headlines if you want to see them, New York Times, nevermind tech... All these places.
Twitter killer, Twitter killer, Twitter killer, Twitter killer. And at the time there's all this discussion of Musk
and Zuck having a UFC cage fight. And so there's all this buildup into the launch of Threads and there's all
this supposed Twitter hate, and, quote, unquote, "Everybody's leaving Twitter." All right. So Threads
comes out. What happens? Threads surpasses GPT as the fastest growing app ever.

(00:30:08):

Now the headlines, Lenny, are coming. This is it. Zuck's a genius. It's incredible. And by the way, this sits
inside one of the newer stupid axioms in Silicon Valley. So this is a side note, but when somebody says
something in Silicon Valley that enough people think, "Yes, that's smart." They just parrot it. They don't
actually think about it. There's a current thinking in Silicon Valley, and this was real loud as Threads was
coming out, this was the reason why Threads was the Twitter killer. What you need, Lenny, is brand and
distribution. That's what you need, especially distribution. | would assert to you that Threads had the
greatest distribution advantage of any new piece of software ever launched. If there's another one that
has a greater distribution advantage, I'd like to know what it is.

FRCERIR:

LN —DNIEEIEEARGF: Threads, FEAINIBEEX . ¥ Threads KBS, KAIUAIRBRRBERLEH
B— (ALYBHR). BHZIRAE---FIREE, “BEERTF, BIEERTF, #BIEERTF . SRNARSBETINES R
ML AEREFHTT UFC 3, Threads X fBIBEAEMNES, REMEN “ARTMERER « “FrBEAHE
B o §F, Threads X% 7. KETHA? Threads BT ChatGPT, FiAAE EEK&EIRAIN .

(00:30:08):

¥fe, XFMEZEME: "MEET, LRABENXRT, XFARNT” IER—T, XHRESRMNE
— T RERE, XBMEINE, BEES, SAART —AILEBZHARRT X, XRIEA" BIEN, KR
MEBGBEFE—HEE, MAERE, ERINE—MEAH, & Threads AHBEEHFIK, BRATA
Threads Z#SRTF: XKE, MMBEENR "mENDK" . XMZIFEER, LHED K. KBTS, Threads
RERE LERRGAHRSAEEINERD A NE. MIREEDAMBERYN, HRBAEZM 4.

(00:31:11) Lenny



English:

No, that seems right. Seems right.
FEiE:

R, XITieskgss. HSultt.

(00:31:14) Christopher Lochhead
English:

Massive distribution, incredible, easy up and on, incredible. Free product, not even freemium, free.
Awesome. And Facebook Meta, you tell me, one of the 10 most powerful brands in tech?

FRsCERE:

BEANDAE, AABN, REBZLEF, 2&=R, EEXE “REEE" , MExt2dH. KXMET. ©F7
Facebook Meta, R&EIFE, ERFREAREARD 10 M mhEz—015?

(00:31:32) Lenny
English:

Absolutely.

FRCEIE:

B3} Eo

(00:31:33) Christopher Lochhead

English:

How many users does Facebook have today, Lenny, do you know?
R EE:

32, {RENE Facebook MEBE L/ LAFIG?

(00:31:35) Lenny
English:

Over a billion? Might be more.
R EE:

g 10127 FAIREE S,

(00:31:37) Christopher Lochhead
English:
How many billion person apps have there been in the history of apps?

AR ERIE:



FENAREL, BZOMAE 1012AFNAE?

(00:31:42) Lenny
English:

None.

FRCERIR:

g =

(00:31:43) Christopher Lochhead
English:

Right.

FRCEIE:

R o

(00:31:43) Lenny
English:

| think.

(00:31:44) Christopher Lochhead
English:

Legendary brand, the greatest distribution advantage in history. What happened? It cratered. It's gone.
It's still there, but nobody's there.

FRSCERIF:
EE R, HELEANDRRE. ERE? BT, BT 7. ERBARE, BEAET,

(00:31:59) Lenny

English:

They're launching the [inaudible 00:32:00] soon so they have another shot.
R EE:

I MRRELR B AARE], FRAEE—RIZ.

(00:32:02) Christopher Lochhead



English:

Oh yeah. Now why, why did that happen? Why did one of the richest people in the history of the world,
who's potentially one of the smartest people in the history of entrepreneurship in tech, fail so miserably
when the entire world said he was going to "kill," quote, unquote, Twitter? And after the initial, quote,
"success" of Threads everybody said that's exactly what was going to happen. And now all those experts
are surprisingly quiet. The legendary Kevin Maney said that category design is a new lens on business. It's
a different lens. It's sits next to the product lens, it sits next to the competition lens, but it is equally
important. So here's what happened with Threads.

(00:32:54):

They attacked an existing, well-known, well understood, incredibly well-defined problem with a direct
copy. They even were celebrating that it was Twitter, just better. They said virtually those words. So
known existing problem with a known existing solution that was, quote, unquote, "better" and integrated
with the rest of the Meta shit. Quote, "Everybody checked it out and everybody went away." Why? Here's
the aha.

(00:33:33):

Problems create categories, and you either have to A, solve a new problem, or B, reframe, name and
claim an existing problem in a, I'm going to use these words on purpose, very different way. And if you
reframe the existing problem such that people see it in a different way, that's when they'll be open to a
new solution. But the mistake is the impasses is on the wrong [inaudible 00:34:11]. The impasses is on the
product. Because we live in a world where just like the availability of oxygen, we believe the best product
wins. Zuckerberg is going to blow in excess of a billion dollars on Threads and it will fail. It already has
failed. Because you can't take an existing problem with an existing solution, launch exactly the same shit,
tell the world it's better and have the world embrace it. Because the problem makes the solution the
other way around.

FRCERIR:

HEN, BAMFA? ATAKAKEXME? AFTAXNMREREENAZ—, afEERE6F FRIZEARN
AZ—, EettRERME “RIE” R, AMERBASWLLIEZL? 1F Threads RFIFMBEN ‘K 2kE, 81
ABBRXERRELRENS, MUNE, FIEPREERMETMLE. EHFAMHIX - 188 (Kevin Maney)
B, RERITEFEAFHULHN—NMHNA, ER— I TEANUA, 5SERUA. RFUAHT, EREEER,
Threads BVIEREXIF0Y:

(00:32:54):

A —TEENENRERE—TRER. KRFFFAMN. #%7x0EREENREBHNEZ, HIEEEX
XS, R "B o L FRBX AR, FrL, $x—1PENNIERE, RE—TEMIN
BRAR, HEME "B , BS Meta WEMKRAERN. ERE: "STMASBEETE, ARSTAHE
AT AftA? XEREKT:

(00:33:33):

BRALEmE. IREA A, BR—IRE; EA4 B, U—M (RHEAXMA) “EEFE" NWAREWNE
X, SRHALA—TRBRE. MRAEEHEXTRERE, EATUFRNARERFTE, BEMIIAZXH
BRDEFARSE. BHRET, ERBETHE. ERRETFmtl. BARNEETE-—MREGEESE
T—HEE ‘RFNERER ttR. ILRAMEE Threads LIFEBE 10 2%T, MESAK. EBEZ%
MY RARTEEE—TNENREMNAENRRAR, AhTe—HFNERA, SFtREEYF, HigEt
FRE. RABREMM T BRARE, MAERIE.



(00:34:51) Lenny
English:

So classic advice along these lines is, if you're, say, 10 times better than the existing product, you have a
good chance at getting people to care and having success. Is there a line of just like it's the same thing but
10 times better? Or do you have to, in your experience, reframe? And | want to talk about that.

FROCERIR:

XA ENEHBREBNE . MRMLEMETRLF 10 &, MMERANZIEANREHIRGFMI. EMBZEFR, 2
BFE “ERFENAREELR 10 EREER BRR? ERIRIMBAEFNEN? FRIEHX .

(00:35:07) Christopher Lochhead

English:

Let's just look at the evidence. We could agree that Jeff Bezos is not a dumb person, yes?
R EE:

RMNEBEIERE. HNTUBENRE - MERARNEE, WIE?

(00:35:14) Lenny
English:
Yes.

FROCERIR:

(00:35:16) Christopher Lochhead
English:

Do you have an Amazon Fire phone?
FRCEIE:

{FBIL S Fire Phone F4115?

(00:35:19) Lenny
English:

I don't.

FRCERIE:

R 2=

(00:35:20) Christopher Lochhead

English:



Neither do I. Why not?
FRZERIE:
BtgH. Attags?

(00:35:24) Lenny

English:

I'm very happy with my iPhone.
R EE:

FEITFEB iPhone IEEFHE,

(00:35:27) Christopher Lochhead
English:

And so, Bezos launched a better product and nobody bought it. And the reason nobody bought it is the
problem. And therefore the solution that you think you're solving with your iPhone is solved with your

iPhone. When was the last time you enjoyed a Red Bull Cola?
R EiE:

FrLL, DUMEHR&R#H T —NEFNFE&R, BEAE, ZSAZNERET “DF° , {RIARIRE iPhone f2:RA9])
W, BEW iPhone B RT ., RE—RIBLAA4RIK (Red Bull Cola) 2ftAbt®?

(00:35:48) Lenny
English:

Not once.

FASZERIF:

— RIS,

(00:35:50) Christopher Lochhead
English:

Red Bull made exactly the same mistake that Zuck just made with threads. What Red Bull believed was,
"We built one of the greatest brands in the world." Which they have, but they didn't understand why. The
category made the brand not the other way around. Energy Drink made the category, so they go, "Great,
we can put our brand on anything and it'll sell. So let's make Cola." They lost a bazillion dollars. It's
reported that Microsoft lost somewhere between 400 and a billion dollars in Microsoft Stores. Did you
ever go to a Microsoft store, Lenny?

AR ERIE:

TR T ML AHRTE Threads E—E—1FRIHIR. NN “BITRILTHR LRER@EZ—" i)
HBEMET, ERIFBEENTA. BmEMMRT mE, MARRIR. “BERE MM TX I @m3%E, Frlt
i1 KT, FHNATLEREEEEEAAL, EMREFSE. BRINMEAIRL.” SRS TR



Fo ERE, HWREMRZEE (Microsoft Stores) ES#T 4125 10 12%7T. EKE, MEIHRTERE
g7

(00:36:28) Lenny

English:

| walked by them in the mall and | don't think I've ever entered.
R EE:

BEAEHERIE, BREFGEMESHED,

(00:36:32) Christopher Lochhead
English:

Well, they look exactly... If you remember, they look exactly like an Apple Store. And Ballmer famously
told the team, when the Apple Stores took off, he famously told the team, "Go to the Apple Stores, study
everything they're doing and let's copy it exactly." Google that shit, it's out there. Well, it didn't work.
Why? Because you can't attack an incumbent category queen unless you frame, name and claim a new or
different problem. Because when the existing problem is well understood and the existing solution is well
understood, there's no need for a new solution. Even if people, quote, unquote, "hate Twitter," didn't do
anything to Twitter, and now Zuck's going to have to write off probably over a billion dollars on Threads.
And the funny thing is, Lenny, this just keeps happening over and over and over. Venture capitalists in the
next five years will blow at least half a trillion dollars in the Al space alone, on me too, demand chasing
existing category competing startups that have a 10x better product, no one cares.

(00:38:02):

And look, we're all going to sit here and watch them do it. And we, category pirates, and those of us in the
category design world will say, "Told you." And they're just going to keep doing it. More importantly,
because the big companies in many cases can afford to continue to fail and make this mistake. The
tragedy in this is how many legendary innovative products never got to see the light of day because the
inventor, the creator, the entrepreneur, believed in the product, but didn't know that every solution has
to fit into a problem of value for people. And so their innovation went nowhere.

AR ERIE:

@, eflEERTE - MRFICFE, ENEBERNERZTEE—R—1F, HWRAEFRIEENANI
HENEARR T —ARS: “B¥RE, AREMEO—T), AR MAUEE—T, XRAFH.
R, =A. NTA? AARIMREX. spRHSA—NHEAHAERENE, SNREERGINENRE
TE, ARAHMEMRBNINEMNRRSRERTDIERN, MATENNBRARET . BMEADOKLER
GRS, BRRIHERIEASE R E, MIMTEFL =AM AIEISTE Threads EZ3EET 10 257t BlAY
B, X, SME—HERELRE, ARKAEFE, KNEKRAZRNE Al THEMIFEED 5000 Z5%7T, &HE
ML “HBE” (metoo). BEFENR. EMARERRF. SM=mEF 10 FRRIEIRR L, BRAXD.

(00:38:02):

AR, HMNBILEXBEEMNXAM. MBAENXE “‘REBR" MRBRITFAOAZR: “BHIFIMF
T BHITEREHS. FEEMNRE, ARFEERZSERTSEIE, RBSASICXME, XENERIETF, §%
MEBFHEIFTmMRRERE, RALRE. CIFE. elERBESR, NFMNES— MR REBLMN
Za— T AMNENENRRE. T2, tiINeEERmE.



(00:38:51) Lenny
English:

Let's talk about how to actually go about designing a category. You've used this phrase a few times, and
that may be the best lens to approach it. If not, we can go at it from a different direction. But this idea of
framing, naming, and claiming, how do you do that? What's that process like?

FROCERIR:

IEFNTRR A LR E R — T @mE, RERIRIEXNMEIE, XAIEEVIANEEMLA. RAE, B0
PMB—1NFBETIN. BXF “EX. @8ZFM 4 (Framing, Naming, and Claiming) XM87%, AEKEA
2 BOIREEFER?

(00:39:08) Christopher Lochhead
English:

Great question. It starts somewhere where most people don't want to start, and that is, the first law of
category design is thinking about thinking is the most important kind of thinking. Thinking about
thinking is the most important kind of thinking. If you're going to think about thinking, we have to define
thinking. Now, the minute | start down this path, there's a meaningful percentage of people whose eyes
rolling, going, "Here comes some bullshit," right? "Just tell me how to do the SEO, Lenny. Where's the
SEO? Or where's the..." Whatever the tactical thing is.

(00:39:47):

So the first thing we have to do is break down thinking. Roger Martin is considered to be the greatest
management thinker, or certainly one of them alive today. We were lucky enough to have him on the
podcast when his most recent book came out, which if I'm remembering correctly, is called the New Way
to think. People call him the new Peter Drucker. And he describes it as effectively as anyone I've ever
heard. And at a high level, and this is me paraphrasing, so give me some license, but he's the source. At a
high level there's two kinds of thinking, reflective and reflexive. And now, this is my editorializing. What
most people think is reflective thinking is actually reflexive thinking. What's reflex versus reflective?
Reflex is simple. You go for an annual checkup, yes?

FRCERIR:
FiRd. BRT—IARSERATEBFRIBMNS, B MERTNE—FZN— “BF BELE ER
EEN—MEE” , MRMEEEL “BELE” , HNMOAEXFAREE, WE, F—EXFRK, A

HY—IOASEIARN: “SXIEIEAT, Xm? ” ‘¥R, HESIFREAM SEO MM, SEO 7EH? REBH
EXAERY R ERTERR? 7

(00:39:47):

FRABRNE REMNENME “BE” . TA 3T (Roger Martin) #IANRLUSBRFEANEREBERZ—,
BIVEZEHEMBIENFE (EEZMHAR) (The New Way to Think) HAREHRiEM £ TEE. ANIFRMN
“¥ﬁ1}§2 - EERT . MXtAERERTINEAIARER. EaBRLE (XRBHNER, BAFKLIE—

, BaARIEX), BEAEMM: REMEZE (Reflective) MIRMMEEZE (Reflexive) s M7E, XEIAIE
1@. AEHMNANAINREBERE, RFELERRRNERE, T4 ‘RN 5 ‘RE” HXH? RMEEE,
REEMEERFE, XHIE?

(00:40:41) Lenny



English:
| should be.
FEiE:

(00:40:43) Christopher Lochhead

English:

Have you ever had a doctor whack your knee with the little pink?
R EE:

EEBRERABR M EIEFEIRRBRE?

(00:40:46) Lenny
English:

Yeah.

R ERE:

B8,

(00:40:46) Christopher Lochhead
English:

And your knee goes whoop.

FRsCERF:

AEIRAVRRERL “BE HBBE—T.

(00:40:49) Lenny
English:
| do [inaudible 00:40:49] .
R EE:

= [IFARE]

(00:40:50) Christopher Lochhead
English:

And she's testing your reflexes. And that's an involuntary thing, when you're sitting on the doctor's table
and your legs are hanging like a little kid and she goes whack, your leg just does this twitch, right? So

that's a reflex. And reflexive thinking is very, very powerful. You have a driver's license, I'm guessing.

AR ERIE:



IEMIRIREI RS (Reflexes). BBR—FERIRMTH, HMMLEEENZTEL, BENE—HET, t—
B, fREVBERASHEI—T, MIB? XmERS. M “REEEE" FEER. BHFREBER,

(00:41:11) Lenny
English:

I do.

R ERE:

Ao

(00:41:12) Christopher Lochhead

English:

And when was the last time you were in a vehicle, driving?
FRsCERF:

R E—RAERT ARHER?

(00:41:15) Lenny
English:

Yesterday.

R EE:

FERo

(00:41:17) Christopher Lochhead

English:

And if you're out on the road driving and somebody cuts you off, what are you likely to do?
FRCEIE:

NRIMAER EFE, BARZAINRNE, RARSEAM?

(00:41:25) Lenny

English:

| get a little upset and then | keep driving.
R EE:

REBERESR, ARSEH,

(00:41:29) Christopher Lochhead



English:

But I would assert, Lenny, you do something before you get upset.
FEiE:

BIREMS, KB, FIMESZHE, REFM—HEE,

(00:41:31) Lenny

English:

| guess | try to avoid hitting this car.
R EE:

BERZREBRIE LAWRE,

(00:41:34) Christopher Lochhead
English:

Yes. And maybe you swerve, maybe you hit the brakes, maybe you do both. My point is this, the car cuts
you off and we instantly, no thinking, react in order to save our lives, not damage our vehicles, not hurt
anybody else. We didn't think about that. We literally just reacted. That's the way people think about
most things. | say to you, Lenny, let's talk about guns and abortion and immigration rights in America.

AR ERIE:

Bl WIFMMSEI SRR, WIFRIRNE, HERERMEZ. HOMRE: FFHIK, FHiGHE—
MrREZM—MERN, ATRE. AT REFE. ATHMBEFIAN. RITLBERE, RNARERN. X
MEANBERSHEBNARN. K, HRR: EHMRREENRSZ. BEIFNE RN,

(00:42:14) Lenny
English:

No, thanks.
FRCEIE:

A,

(00:42:15) Christopher Lochhead
English:

Now you have opinions about those things, right?
R EE:

RN XEFBEEEEER, XE?

(00:42:17) Lenny

English:



| do.
AR ERIE:
B,

(00:42:18) Christopher Lochhead
English:

As do I. Most people don't challenge their own thinking. Most people say, "Now, why do | only think what |
think about abortion? Where did | learn that? What do | really think about abortion? What do others think
about abortion? Are there smart people in the world that | admire who are more educated and
experienced in this field that have meaningfully different opinions than my own? There are. Why is that?"
Et cetera, et cetera, et cetera. We don't fucking do that, we say our opinion on abortion is the opinion on
abortion. And in the United States of America in the political domain we say, "And anybody who thinks
differently is trying to kill America." That's not thinking. So reflexive thinking is, what do I really think?
Why do | think that? And in the business world, most people unconsciously assume the future is a
continuation of the past. That's not what legendary entrepreneurs do. Legendary entrepreneurs don't
just think they know the future is going to be different, because they're designing that different future.
And the problem they're focused on matters to them so much that the fact that the problem continues to
persist makes them batshit crazy. RJ... Is it RJ or JR? | can't remember now... The founder of Rivian,
obviously Musk at Tesla, these guys are obsessed. It drives them insane. They don't understand why
we're not all in EVs already.

(00:44:12):

And so my friend Mike Maples, the legendary venture capitalist from Floodgate, says, "The greatest
entrepreneurs are visitors from the future telling us how it's going to be." And the reason many of them
are so irascible is because the fact that the present is not already at the future that they see makes them
insane. And so the point being legendary entrepreneurs and creators make the future different. They
literally are in the design different futures business. Can | tell you a story?

FRZERIE:

BE—1, BEXRZSEARSIRHB KBS, RSBAFZR: “NFARMNERIEXMEE? HENBF
FH? RERZEAEN? FIAZREARHN? MR LELKERRMY. TRIHEEFIRMNEIENA, HES
BREATENRR? Bl BEAMA? 7 FF. HMBBHORERIAM, RMNIAZR: “HHERHNEE
MEM—REIE,” EXEBAIE, RNSH: “EEREZFARNABERERLAER.” BAUEEZ, AL
BHRE” B REREERAA? BAFTAXAE? ZRUHAE, RSBANBEIRBIANRREIEN
FELR, REFBILEFAXAM. FHFWERVAARKZFR, MITEERITBIRERIRK, IIXERNR
BHMIIRRRNEET , UETRNRERAFEXFFILMITMIE, Rivian LI A R (2 JR? S
7). FBERNDHR, XEABESHRIT XILMITRK. tITRBEAANTAENATEE L2 LBEE.

(00:44:12):

FHIAAR. XE Floodgate WFHFNIKRE « #BERHT (Mike Maples) #i: “EIHFARIEILEZHRERKE

R, SIFENEARZEFAEF" WINFFZAZFUMNLRE, SRAMSSELREIIIFATRILBIRE,

Xitth{i1% 3. FrLl, ERE: FHFEILEMEIFEILRREEAR. ML LEEEM “RITRERK" B9
Bo FBEAIMIANEREND?

(00:44:46) Lenny



English:
Please.
FRSCERIF:

B

(00:44:50) Christopher Lochhead
English:

We're friends, and we've done some work with the guys who created Lomi. And Lomi is the first kitchen
appliance in 20 years to earn a spot on the kitchen counter. A, it's one of the fastest growing new
consumer items in the last 20 years. And B, if you think about your kitchen counter, do you have a toaster?

FROCERIR:

BHNFENE Lomi WAHARAR, LEFT. Lomi E 20 FRE—NREREEE LRG—EZHMAVEE B
2o B—, ERTER 20 FEERKFERIITEERZ— £, BEFNEESE, (REEEENE?

(00:45:19) Lenny
English:

Yep.

FRsCERF:

B,

(00:45:21) Christopher Lochhead
English:

Coffee maker?

R EE:

O PEATL I ?

(00:45:22) Lenny

English:

Yeah, | don't drink too much coffee, but we do have one.
FRCEIE:

BH, EHAEABMINEE, EBEHEE—.

(00:45:25) Christopher Lochhead
English:

Any other devices on the kitchen counter?



FRSCERIE:
BELEEERBNEEIE?

(00:45:27) Lenny
English:
We got a rice cooker and the rest is hidden away.

FRCERIR:
BTERE, ®THESKERT

(00:45:33) Christopher Lochhead
English:

Perfect. So what's Lomi? Lomi is the category designer of the smart home composter. Imagine a device
that's one and a half or twice the size of a good size toaster. And what Lomi does is you take your food
scraps, and it turns out that depending on whose numbers you want to believe, in America, we throw
away somewhere between 40 to 60% of our food. And it turns out that food garbage, food waste is some
of the most damaging to the environment. So what does Lomi do? You take your food scraps, you dump it
into Lomi, you fill that shit up, Lomi's got a button on the front, you press that button, and what used to
take three to six months to compost gets composted in three to six hours.

(00:46:29):

And even, this is weird, it smells good to me. Lomi did not say that, "we're better garbage, that we're
different garbage, that we're better recycling." What they said was, "We are a different way of solving this
huge problem." And they use both personal motivation, nobody likes throwing out garbage, nobody likes
a big mess in their kitchen, et cetera, and an altruistic vision, which is... And oh by the way, if we do this,
we will do something that governments heretofore have not been able to do, which is take a massive
amount of environment hurting gases out of the atmosphere. And it turns out because of global climate
change that we're creating more and more sand and we have dirt traces. Lomi dirt has been shown to be
amongst the most nutrient rich dirt in the world. Here is a company with a breakthrough technology that
truly makes a difference in the world with a business model that allows them to build a highly profitable

high growth business.
(00:47:48):

And the way they got there was by designing a new category and showing the world why, by making room
in your tight kitchen for this new device, you'll make a difference for your family and the world. And if all
they had done was what, by way of example, Dean Kamen did when he launched the Segway, which is,
isn't this cool? Nothing would've happened. So my point is, the Lomi guys designed a product, a
company, and a new market category. They created demand out of nothing for, | think the average price is
around 400 bucks. The sum total of the market for smart home composters when they launched was
fucking zero. And their vision for the new category was so compelling, Jay-Z was one of their first

investors.
AR ERIE:

5t3k, HB4 Lomi @ft4? Lomi @ “SHeEXRAHAEN” (Smart Home Composter) X—m¥EMIZitE. BR
— PN EEEEEmEN A —EENIESE. Lomi WIEAZRLIBMRNBYIRE. IBAIT, EEASNIE 40% 2 60%



HRY). MHEXIER, BRIUKENIMRRTRTENRRZ— Lomi EAM? MBERIIKEZ Lomi, &
WE, B TRERHE, RAFEE 3 E 6 NEA ML, £ 32 6 MN\EAmMTER T o

(00:46:29):

BEE —XITREREBER—RHRFEEEREES, Lomi HEEHR “BRINSEFILIIRGESN & “BKi1=
BEFMEKRAR” . tIRHNE: “BINEREBAXNEXRRENS—MAR” MEET MASH (ERAZIK
Ehk, ZASKERFILEE) MFMES (RER—T, WREITXEY, RITETRBITES TETTHRA
£5, BIMKSHERARERFESNN) . MEBTRIKSRETH, TIERK™E, M Lomi =AEMNTRIERAZEH
ALEARFENTEZ— XIBE—XAEREURA, EERZHAR. BRAEEKSHEHLEXNA
alo

(00:47:48):

MR IIABRE TGt T — N mE, HRERETR: ATAEMFRBINEEEAX I IEEELTE, 88
AERRAMERHREZ, MNRMITIREEIKE - K] (Dean Kamen) %75 Segway (F#iZE) BRI “X
IR LEEAES? 7, BABA=ARE. FMURHMSZE, Lomi WEIRAILITT — M= @m. —RABEM—NHH

mimE. WIEZLNETER, FIHEMNL 400 Em. FMNLHBZE, BREKAMENNTHZMEMIDE
2T, MiiImERENERALFEAN, UETF Jay-Z BTN ERZEEZ—

(00:48:53) Lenny
English:

| have their site up. Thinking about this framework of, frame it, name it, claim it, they framed the problem
in this unique way of... Is it the framing of the problem or framing of a solution? The framing step, best

way to think about that.
R EIE:

HIEFEMINBIMIE, BE “EX. %, G XMER, TAXMIRGHI A NENX T RE: - ZE XA
TR BENXRFAZR? XF “EX” (Framing) X—%, RIFNEBEZAXEMHA?

(00:49:09) Christopher Lochhead
English:

There's something in category design called languaging, which is the strategic use of language to change
thinking. And a mistake that a lot of entrepreneurs make is they use old language to describe their new
thing. And we can't use so much new language that nobody knows what the fuck we're talking about, so
we have to meet the category where it is and bring them forward, but we have to create new language.
Can I share with you one of my favorite, most recent, favorite category design stories in this regard?

FRCERIR:

mERITRE MRS ESH” (Languaging) , BMEERIEMERIES RIALERE, REENLELHHEHIRE
EAIRES R EY. RNTRERAXSHIAUETFRARFERINTRT 2, FRURNBAER
BmEREM ESISATEE, ERMNOAYENES. XTX—R, HEDE-ITREERERBIMEIRIT
WED?

(00:49:42) Lenny

English:



Please.
FRSCERIF:

B

(00:49:44) Christopher Lochhead
English:

You've been on an elevator, yes?

R EE:

fRAAT FEAEIE?

(00:49:45) Lenny
English:

Yes.

R ERE:

i,

(00:49:47) Christopher Lochhead

English:

Have you ever looked at the floor and seen a logo on the floor of the elevator?
FRCEIE:

RERERAEIBHEMR LR Logo?

(00:49:53) Lenny
English:

| can't recall. I imagine it.
R EE:

BAIRET, BREERE,

(00:49:55) Christopher Lochhead
English:

Well, if you do, you'll more than likely see this name, Otis. Otis Elevator. Most people don't know why Otis
is the category queen of elevators. Well, here's why. Elisha Otis invented the elevator. Now, pre-Elisha,
there were no skyscrapers. Because how could you get to the top floor? How could you build the top floor,
et cetera, et cetera, et cetera. So when he creates the elevator, there's no known problem for it to solve.
So he demonstrates it, people think it's cool. He shows it at like fares and shit. Because the big problem
with prior elevators was they would crash. And so he built this safety system to catch them if the wiring



would crash. And the category name, he actually used, Lenny, he called it the safety elevator to address
the current problem in the space, which is... | don't know. People still went, "That's interesting, but why
do | need a safety elevator?" It's a solution with no problem.

(00:51:14):

So what does he do? Languaging. And in category design, one of the breakthroughs is this thing called a
point of view, which helps you frame, claim and name a problem and educate the world on why they
should move from the way it is to, we call them frotos, from to, a new and different way. So Elisha has to
make the market, there's zero demand. It's what many of our smart VC friends call a zero billion market,
which is what you want. So what does Elisha call it? The vertical... Railway

FROCERIR:

MRIMET, MRBEUERIBIXNEF: Otis (R, RAETEBEH, KSHMATHEN T AR LR
RNRELTE, FRWT: FHD - By (Elisha Otis) APAT B, ERNHTZEI, EBEERA#. EA
REALTR? (REARENR? FF. FTUStLREBEREN, HEE -1 ENNREARTERR. tWERT
B, AMIRERE. tEFNS LER. BAZENEREANNEEZRER, FIUMEILT —1TRE2R4%,
INRNRET TR EERE. RKE, MRVERNMERNI “L2BiE” (Safety Elevator) , LURRHETHY
B, EAMNERZN: “RESE, ERNTATER2ER? " XB—NLERENBRS .

(00:51:14):

BT A2 B, ERFKITH, —IRESEFMIEN “WR" (Point of View, POV) , EEEBIRE X
HMHHEE— NI, HEEHRATAEMIREZE (FK(T#ZA Froto, B From-To) —HM2#M. FE
AR BNETRAENIETT, HNERAT, XMEBEIEERANRNIERRIEN “S{Z2™1%” (Zero Billion
Market) , MXEZIFEERN, BARNIIBEMATA? “EBEH---H%E” (Vertical Railway),

(00:51:57) Lenny
English:

Beautiful.

R EE:

KT,

(00:51:59) Christopher Lochhead
English:

And people understand what a railway does. It moves people and shit this way. And he said, "Great, we've
now got a vertical elevator that moves people and shit this way." And if you have a vertical elevator-

AR ERIE:

MBS BEMA AN EEMABIHAMEY. thik: “XF7T, RNAETETEERR, JUARBIIA
Mo.” MRMMBETEEESE —

(00:52:11) Lenny
English:

Vertical railway.



AR ERIE:
BEEHE%K.

(00:52:12) Christopher Lochhead
English:

A vertical railway, thank you. You can have a new category of building. This is no different than anybody
today, for example, in the technology space, who's building a new part of the technology stack for Al. So if
you've got a new important security layer for Al that enables a new highly secure Al application. From a
languaging perspective, if you just use existing languaging, you'll be like Elisha in the beginning where
people go, "That's really cool, man. Fucking A, didn't think that was technically possible. Wow. It's like
you've broken gravity, dude, incredible. Don't know why we'd ever need this. See you." And he goes,
"Wait a minute, wait a minute. What if it was a vertical railway?" "Well, what could we do with a vertical

railway?"
(00:53:09):

This is why thinking matters. The way you think about the problem, the way you frame claim and name
the problem. One of the core tenets, Lenny, in category design is listen to the words. Listen to the words.
And when you listen to the words, you will hear things that you don't normally. And so he created new
languaging, what in category design is called a point of view, to frame, claim and name a problem, which
is, how do | move up and down versus across land? And in so doing the aperture of people's minds
created what you could think of as new mental scaffolding for a whole new kind of innovation. And
thanks to Elisha Otis, we have tall buildings.

AR ERIE:

|, WHHAIE. REILUAE—MEENER. X5SRERTINWANEEXS, LB AER Al G2
AR, MRMFE—NMHNAIZ2E, AULISETEN A NE. NMESHHNAEXRE, NMRRRER
MEMES, MMGRVBVENEG—F, AN “BENRE, kit. BEME4, ZBEEAR EES
Wo M, RELGITHRTEN, XFRIRNT . BERAMENTAREXRE) L. BI.” ARfR: “F—T,
E—T, MReE—%F ‘BEHHK k&? " ‘B, PENEFEERRMAA? 7

(00:53:09):

XA ABEREE, REZMFNAR, MEX. GOHGRRBENER. XE, REIZITHZOED
Z—&: HriEE. HIfiAE. HREITEER, REAEIFRRARINARTE, FERMEETHINIES, BHm
FKIGIHARETRE “WmR” (POV), REX. HFHGRE— M@ RiE ETER, MARENEERE?
WX, ABENFLERITHT, A—M2WNelFHehE Ty “OEBRE . 2T THEXEXD - BE
Hr, BABETERKE.

(00:54:01) Lenny
English:

| really like this idea of languaging. Are there any other examples come to mind, awesome examples of

languaging in action that worked out?
R EIE:

HEEENR ESH XME THEHRMATIIES HEMID?



(00:54:07) Christopher Lochhead
English:

| got a bazillion of them. Another one of my favorites. When Starbucks first starts a coffee is 10 cents. You
sit there and you go, "We can't make money at 10 cents." That doesn't make sense, right? Unit economics
don't work for what we're trying to get done. If the ASP in the industry is 10 cents, we want to have an ASP
of three bucks. Fuck. Well, here's the aha. It's very hard to charge three bucks for a thing that everybody
currently pays a quarter for, if you call it the same thing.

(00:54:50):

So they create new languaging, they teach, they literally teach consumers new language. That's why you
and | walk into Starbucks and say, "I'd like a double grande latte, please." 25 years ago, that was not
languaging that you and | used. And they use it as a mechanism for radical differentiation and radical
value/price differentiation. And they made up the fucking word. It sounds kind of Italian, vente. But the
truth is, by the way, it's a milkshake, but that's a whole other conversation. They're the number one milk
seller in the country. They're a milk company, not a coffee company. But that's, again, a whole other
conversation. The point being, if you want to charge three bucks for something that heretofore has been
10 cents or a quarter, change the language. And you know it's Starbucks language. Where | live, there's a
shit ton of new hipster independent coffee shop type places. Where they paint the Mona Lisa in your latte
before-

(00:56:00):

... where they paint the Mona Lisa in your latte before they give it to you and all that shit. If you walk into
one of those hipster places and ask for a double grande latte, the super hipster gal or guy behind the
counter with the nose ring and shit is going to give you a bit of a grizzle, because you are using Starbucks
languaging in their location, and that's the other breakthrough. This is really important in the technology
industry, the company that creates the languaging for the category wins.

(00:56:39):

Oh, you see that today, OpenAl. Not that long ago you did not hear the term large language model.
Correct?

FRZERIE:

BELTHNERG. 51T EREERN: ECRNFHEEY, —HHIHESE 10 259, RBEIRR: 10 EHFNTH
FEE.” XAGHE, WE? AL MaE (Unit Economics) TBEXZEBRNNE IR, WRITLFHEN
(ASP) = 103%%), MINEE 3 FKIT. KMo XKERRT . WR—NRAARFHERM 25 %5, MIRE
WMERBFENZF, RIRMEW 3 ET.

(00:54:50):

FRUMBIIEIE THBVIES, B —FEEX LN —HAEHNES. SMENTAMRREHEERS
B BRE—MNBAMFEHEK (Double Grande Latte).” 25 Fri, XAIFZRIIFESANIES. ti1FAX
—RIERHERCBHNE/ NMEESLEINE MITERE T BNE, ITERGEAF)IERN Venti, BF
KE, IRER—T, BELZNE, ERRF—MNEET. tII22ERANFINHEES, WIR—RFHA
5, AEMEAT. BFR—R, BEF—MEH. ERE: WRIFEAN—ILEISE 10 EDH 25 DR
W3 %7, WIAEIES. MAMRMENREECRIES. AHENMT, BRENERIRIIMEE, BilE
E5k LAAIRE DN SKIPIED,

(00:56:00):

MRIREHBBLEIER/NE, R—F “WHAMNESR" , EaREBIMEESNFNNEERRLRTAR,
AREMINNMEERTEEBRNIES. XMEF —TRER. XERKITULIFEEE: #EIiE T mEMNE



=, EMR .
(00:56:39):

B, HE&SKRH OpenAl, RARIRIEZITE “KRESRE” (LLM) XME, FIE?

(00:56:51) Lenny
English:

Correct.

R EE:

Ao

(00:56:52) Christopher Lochhead
English:

That was not a term we were talking about.
R EE:

AR EBEANTHEITIEAYIA,

(00:56:53) Lenny
English:

That's right.

R EIE:

=i

(00:56:56) Christopher Lochhead
English:

And today the entire industry is talking about LLMs. Here's another thing that they created, training data.
Well, those of us who've been around for a long time, we understand what data is. We know what a
database is, we know what data in motion is, we know what data at rest is. We know what structured data
is, we know what unstructured data is, et cetera, et cetera, et cetera.

(00:57:19):

I'm not a data expert by any stretch, but I've been in the industry for 37 years, | know some about shit
data. We'd never heard the term training data, and I'm still frankly looking for a breakthrough in
languaging to describe it to people, because | think when most people realize the difference between
data/content and training data, there's a massive breakthrough that can occur there. The languaging is
still not sufficient, but we're getting there.

(00:57:53):

New languaging creates new thinking, and a demarcation point in language creates a demarcation point
in thinking, which can create a demarcation point in perceived value, and she, who changes and or



creates net new value perceptions wins.
FRSCERIF:

SREMTUEAELIL LLM, fITESIET S—ME:  “YIEHIE” (Training Data) . HiITXLEEBFEER
TRABNA, BEFARKIE, BINEHRIERE, MEMNSHE. FHSHE. SMLBIE. FEMLSES
Fo

(00:57:19):

BRERBHIEETR, BRNTITET, HNBUEEERAN—Z0, FHMUBIMRITE SI4ESHE" X6, 1B
Bix, FMEIFH—MES LHORBEREAHERE, BAFUNAIRSEARTIRE “HRiE/AT" 5 “UIEKH
& ZENXA, SFEERNRK. BRINESHKIERSERS, BRITEEREL

(00:57:53):

MBS CEH B4, IESHAKIRENET BRI D KIS, HMESE T BAMNERN DKL, ELZHEE T 45
IR MERRA, PR 7o

(00:58:19) Advertisement (Round)
English:

This episode is brought to you by Round. Round is the private network built by tech leaders for tech
leaders. Round combines the best of coaching, learning, and authentic relationships to help you identify
where you want to go and accelerate your path to get there, which is why their wait list tops thousands of
tech execs. Round is on a mission to shape the future of technology and its impact on society. Leading in
tech is uniquely challenging, and doing it well is easiest when surrounded by leaders who understand
your day-to-day experiences. When we're meeting and building relationships with the right people, we're
more likely to learn, find new opportunities, be dynamic in our thinking and achieve our goals. Building
and managing your network doesn't have to feel like networking. Join Round to surround yourself with
leaders from tech's most innovative companies, build relationships, be inspired, take action. Visit
round.tech/apply and use promo code Lenny to skip the wait list. That's round.tech/apply.

FRCERIR:

Z<HAT B i Round 2B, Round 2 EFH M A s AR L IR A ML, Round 8 7 TR B LIS S
FIMELNUARXR, BBEHEBMHMELNEEZE, XMBAFAMINNEFZE EEHTERES
Eo Round M BEERHRBIRRREM T SHIFM, ERHRTUHATREN T, S50EMSERFAE
ZAMNMTER, MEMEERN. SHNSEENARIEKRN, HMEAREFS. KWHHZ. FRER
HERRA SR B, BUMERMBINSR—EIFFERE B o A Round, 5RERHRFRELIHIE
WABMMSENER, BUXR, RIEBX, KEITH. 18 round.tech/apply HERMAE Lenny BIAT Bk
fRAhE B

(00:59:20) Lenny
English:

| think you've made a very compelling case for why people should design a new category. To give people
one more tactical tool for coming up with and figuring out the category they want to go after and framing
it and even naming it, you mentioned this idea of having a point of view. Maybe that's the best way to
approach this question, or maybe there's another framework of just how can people best think through
and spend time thinking about what this new category they should be creating ends up being?



AR ERIE:

HEMELIFEFRRDMERT DA ANZIZHT— M FmE. ATHAAMER—ERLAENTIA,
KM BHBWEMIEZERNMRSE, HNHEHHTEXMER, MRET “BE—IUR" (Point of View) AR
R RWITFRHRIWTXANRENRIEST, HESTEEHMELR, EILAEFHEEH LB EBEMIIN
ZEIRRHTmEEIREH A?

(00:59:51) Christopher Lochhead
English:

Great question, Lenny. Two things, at least. First, spend more time on the problem than the solution.
There's a very early stage, security startup I'm working with right now in the Al space that's doing
absolutely mind-boggling things, and the founders have incredible backgrounds with large transaction
systems and deep security, just an incredible company.

(01:00:21):

| had a call yesterday with the founder and some folks on the product team just getting an update on
where they're at and this and that and the other, and we're sort of starting to want to talk to people
externally. We've raised a seed round, VCs are coming, they're very ... Anyway, we're sort of slowly starting
to want to come into the world and begin to have a conversation.

(01:00:46):

The founder CEO sends me a text yesterday and says, "I'd like you to, if you're open to it, have a call with
so-and-so. He's a very important person, knows a lot about our space, blah blah. Known him for a long
time," dah, dah, dah, dah, dah. Great. | said, "It sounds wonderful, but why? What's the purpose of my
conversation with so-and-so?" The founder literally said to me, "I would love it if you would be willing to
invest some time in listening to some of our customers to hear from their perspective what the problem is
and what the solution could be, not just from me and our team."

(01:01:27):

That is a founder who's obsessed with the problem. That's the first piece. The second piece of advice I'll
give you, | mentioned Mike Maples, he's got a very powerful way of framing this. He calls it backcasting as
distinct from forecasting. You're nodding your head, you're familiar with this.

FROCERIR:

FiEE, Ke. ELERR. $—, BTEZHEE W& £, MAR “WRAAER" L. HERMEES—XKAI
N FHR2EI AT EE, MIEEM—EEYLSARRNER. SBEARBAERZRAGHNREREH

jﬁb%, L%—ﬁ;ﬁﬁj%\i}wg@ao
(01:00:21):

HKIERMEIB AU @mAPAN—LE BT BIE, THR—THE. RIELEFETHTFR, XRIIHMKRT. 2
2z, BIIEEEEERINALE, FiaxtE,

(01:00:46):

BB AFE CEO FERLATLFEEW: “NRMEER, BEBMRMERENBEIE. tE N EEEENAY, KA
U IAEE THE, IMRBATESE.” Fift: “FEXRARE, BAFA? BMIMKENENENA? ” el AER
EXER: “BREBMFETSNBEIIRFRITN—EEFREEARN, MUTHNAERFREEMTA, BRAR
AIRER T4, MAUNEREMIENTEAIGIE,”

(01:01:27):



XHE—MRAFREEIBA. XBFE—H. BELAMRNEZLFBENE, BRITER - BE/RET (Mike
Maples) , B —MIFEBRANEXFR. MiFzH “PEmFM” (Backcasting) , UXFF “Fum”
(Forecasting) . fRTESk, BXRIFEAE,

(01:01:54) Lenny

English:

Yeah, I've read this in length in the show notes, it's amazing.
HRCERIE:

El, BRETEEREFEMRT, FEE.

(01:01:56) Christopher Lochhead
English:

Yeah. Here's the idea. What most people do is you and | are entrepreneurs, we have this idea for a
product, this problem we can solve. We think we're going to be bazillionaires, we think we're going to
help a lot of people, we think we're going to have a lot of fun, and so we have at it. And whether we realize
it or not, the mental scaffolding we use goes like this: Lenny and Christopher are sitting here now, we
have these big dreams. We think, let's say, five years out into the future, "What do we want to do? Oh
[inaudible 01:02:32]. Why don't we go through all the dreams? Great." Then we ask ourselves, most of this
is subconscious and then it shows up in business plans and other things, "What do we need to do to get
from here to there?" Have you ever done any backcountry hiking, Lenny?

FRCERIR:

B, OB EXERN: RSB (LLIRANREAENLE) B—1FmaF, —PRITAT BRI R,
HNABECERNZHES, SBPREA, IREW, FERERINIMABTT. TERIMNIBEFIRE, i)
EANOEXREXMFR . RKENEHEHINELEXE, RITEZANER. M8, RIRAFE, “H
MM A? BIrARBEl. tBRIMNI—EBFAENER, X&7T.” ZARENREE (KEBDZ2EBEIRY, ARK
MEBWIRIBE): “BINFEMAATEN TWE BE BE ? 7 KB, (RMEUIEFIMESZ?

(01:02:52) Lenny
English:

Yeah, | have.

R EE:

Y, o

(01:03:00) Christopher Lochhead
English:

And we'd know where we were coming out, right?
HRCERIE:

AT FEMIB) LR, FIE?



(01:03:02) Lenny
English:
Mm-hmm.

FROCERIR:

1=
[VYe]

(01:03:04) Christopher Lochhead
English:

And we'd have way points along the way, yes?
R EiE:

HIERBRIT, WIE?

(01:03:06) Lenny
English:

Yeah, probably.

R EE:

B0, KEEH,

(01:03:09) Christopher Lochhead
English:

Because we knew we were going to be out four days or six days or whatever, we would try to plan our
food appropriately.

RSz ERIE:
RAABNAEEEIEFOREAK, FiISENEHRIEY.

(01:03:14) Lenny
English:

Absolutely.

R EE:

B30

(01:03:14) Christopher Lochhead

English:



And the whole plan would be predicated on "We're going to start here and we're going to end here," and

what do we need to do to get from where we start to where we end, yes?

RS ERIE:
BAMTREHETF “BRITEMXEBFA, FMWELER" , UKk “BRINEBMAAAEMESTIALRS" , XfIE?

(01:03:25) Lenny
English:
Mm-hmm.

FRCERIR:

1=

[ Ye)

(01:03:26) Christopher Lochhead
English:

Now, when going on a backcountry hike, that's a very smart fucking thing to do, because if you've ever
been on a backcountry hike and you're four days in only to realize you don't have enough food, that's an
experience you don't want to recreate. Okay, turns out that while that's highly effective for a hike, it is
intergalactic disaster for a startup. Here's why. Your point of reference is everything. Thinking about
thinking is the most important kind of thinking.

(01:03:59):

When we do it that way, mentally we are standing in the present, which is an extension of the past, and
we're saying, "What do we need to do to go from this present to the different future we want, and what
are the obstacles in the way?" Here's the mental scaffolding. That's forecasting, here's backcasting.

(01:04:26):

We do an exercise, we abandon everything. In category design you get taught to what's called reject the
premise, so | reject everything about the way that it is, all of it. You and | now envision this future five
years out and everything's gone incredibly, it's exceeded our expectations. We make that true in our
minds. We write out, we brainstorm out "What's it going to be like? What kind of technology are we
selling? What are we doing for customers? How big's our company? How many people will hire?" Da, da,
da, da, da, da, da, da. Then we say, "Okay, standing in that future, five years out, looking back to the
present, what did we do to make this different future happen?" That's category design. That's how you
unshackle yourself from the past. See, one of the biggest disservices in our industry is this word disrupt.
"Oh, [inaudible 01:05:26] we're going to go disrupt the engineering industry." Nah. Well, if you're
disrupting something, by definition, your reference point is the something. And when your reference
point is an existing thing, your reference point is the past. If we want to be able to think in unconstrained
ways about a radically different future, the more we drag the past forward, the worse off we are. What
reject the premise teaches us is let's forget everything we know and start fresh. My friend, a legendary
designer, John Bielenberg, does this course on innovation and design with kids in university. He does this
multi-week exercise and the objective of the exercise, Lenny, is design a bicycle. That's the objective. And

there's only one design point. It cannot be rideable.

(01:06:25):



And the reason John makes him do that, his philosophy, he calls it thinking wrong. That's his version, if
you will, of reject the premise. The reason for it is when you take away the premise, it must be rideable,
you open up the aperture for legendary new thinking, radically different possibilities, radically different
futures. This is the mistake that many, many entrepreneurs make, is whether they realize it or not, what
they're doing is incremental better and they're fighting for market share, fighting for existing demand
with something that's incrementally better. And the reality is that's why most entrepreneurs fail. Now,
you could fail doing it exponentially different, it sounds medically insane to say "What you want is a zero
billion dollars market." However, as crazy as it sounds, it's the only thing that leads to meaningful
success. And the proof is in the data.

AR ERIE:

WE, WTFEFIMED R, XMBHZTIFERANECE, RNNRREESOREA KMBYIAE, BIE
WAREAREB/R—R. F, FRIEA, BAXWNESIFEEN, EXMEIQBFRKRNZE “EMREK BIRE. R
FHT: MHSERQRRET ). BF “BELXR EREBHN—MIE,

(01:03:59):

HEMNABHAXEER, HAIFECELIEE “WE (EBRIEEMR), AFR: “KNFEMALFEEM
XA CWE FRBRIMNEEN FRKK ? BREMA? " IRS0EZE, B2 TN , MrES &
mFN” o

(01:04:26):

BIM—1NES, WE—, EEEFLITH, FEFEFIBEN B4R (Reject the Premise), FHIEHXT
IRN—1]), £IEL, (MMBNEEREFENREK, —HHEREATRIN, BT ERNWTEE KT
RBEPRETAHME, BIMNE TR, kRXNE: “BEHAETF? BITEZFTAFENRAR? RINTEATFH
FAa? REIZK? BT%MDAN? 7 &FEF, ARRINNE: “4F, WhWERFFNRE, BEMRE, BNETHLAA
XM REERREZE? 7 XHE@MEILITT. XMESMRUMAERDTENMB. &, FIMITULRANIRSZ—HM
= “En@” (Disrupt) XM, “B, HMNEEMEBEIRETIL.” T MRMFEMBREERA, RIBEX, R
SEAMEBIERA, MAMHNSELSR— I NENRAN, FNSEZAMEEE. IREITEERZLRM
BEZ—MIRARNERE, HINETEEEHEA, BRAMEE, “EBLFIRE BERINVE: SERIFARE
B—1], EFFAB. KRR, FFIRITITLE - LheaM (John Bielenberg) EAFELZFIHAT—I1X
FRUFFIZITHIR. M T — P REBENES, BfRE: it—WmBE1TE. XMEBiR. BERE—MEITE
= BERE “FEBRT B

(01:06:25):

LY Z FR UL TR A, REAMINEE—mTzR “HBiREBZE” (Thinking Wrong) . SARMFER, XH
EfthRAR “EEFIR . BREET, HREE “UARIRT XN, MMiTA 7T BEESHEE. 1)
KRR AR ARRRNFLEZE. XMEFZeELHEIR: TS RIRE, MIIFAMINE2
“SHHANEE , MITERTHABEFNARBSZSTHZNOMNMERZ R, WLBERE, XMEARZEHEWLE
KMHRERE. ZHA, i “EHENARRE" WolgekK, Wi “TRENE—NSLZEENTIT” FRREGHE®E
flo AM, REITERENIE, EXANESBETEAMINNE—RR, FIBIEHATX—=.

(01:07:34) Lenny
English:

Yeah. You talk about this in your writing, that on the surface it feels very hard and expensive to design a
category, build a category, convince everyone this is a new problem. But your point is there's no other
option really if you want to build a large business. Is that right?

FROCENIR:



B, MMEXERREE, REALE, ®’It—TmE. Bii— @ RRAEAZXR— MR, MFIES
AR SRR, BRNRE, MRIMEET—RAB R, KERLEATERE, W15?

(01:07:49) Christopher Lochhead
English:

Correct. And the other thing is people say, "Oh, it's really expensive and it takes an amount of time." As
compared to what? You've lived a lot of your life in the product world, yes? As have I. Well, if you ask
smart VCs, if you ask Brian Roberts at Venrock, the number one healthcare tech investor in the world, |
believe he says it's eight to 10 years for a product to really have some maturity and be really stable. And |
don't know whether he's right or not, but he's a super smart guy. We know how long does it take to create
a legendary culture, how long does it take to get a legendary innovative business model to really hum.
"Ah, it's mainly hard." Well, so is building a product, so is building a company, so is raising VC, so is doing
sales, so is doing marketing, so is doing HR. If you want to be easy, go work at the fucking DMV. That's
point A.

(01:08:53):

Point B is the reality, Lenny, when you look at it, the vast majority of innovation comes from startups.
People say, "Only big companies can do this." Listen, my collaborator partner Eddie Yoon, is the Obiwan
Kenobi of category design in the Global 2000 Arena and particularly on the consumer side. And he will tell
you that most of these major companies... And he's worked for, you name a big food company, you name
a big beverage company, he's worked for many of them. They fail miserably. The reality is six people with
a small investment from a rich uncle can stand something up that has the potential to be worth $3 trillion
dollars. That's what Apple is.

(01:09:52):

And | sat there with Don Valentine and asked him about why he signed the check to Steve and Steve, and
he said it was the stupidest use case he ever saw. The use case was a stay-at-home mom, keeping track of
her recipes on the Apple personal computer. This is the stupidest use case ever. However, Don could see
the potential in the category and in the guy's willingness to go get after it. And so for a VC, if you're going
to raise money, the VCs who invest in early stage mass potential companies are the ones who see your
different future.

FRCERIR:

B, FI—MHERAMISN: ‘B, XENRR, MARTERKNE,” BEERMT AL RERLEERNAID
NEEE~mA, IE? Fh—#F, MRAEEEEANRE, b Venrock B9FER - FME% (Brian
Roberts) , IR 2B SEFFHEIRAEAN, BAGMIRE, — M RBEERAHRERE 85 10 F, HAHA
BMERIER, BMENEBRIEENA. BITHNERILIEZIXUEEZA, iHETHNAFHBEREIEERKIE
REEZA, ‘W, XXHET.” 7B, FLE™REME, BIUQGRME, BEARE, MEE. E8H. HREBRE
M, WNRFEEN, BMEMBHNEER (DMV) £, XBFE—.

(01:08:53):

BREUE, KE, SRUERN, BAZSHEIFHEBREVEIQE. M “RERASTAEMED.”
&, BSEMHIE - F (Eddie Yoon) B2k 2000 5898 (LHZHEE) mEiRITH “"H:IsEI- =
EE” o ERHIFMR, REERQAE] —MAMEMSHREFHAERR. MHQABEBMIEI —HBRKI
o MKBRZ, "N PAZEFRNRN—/NL, MERLE—NEEBHNE 3 BIZETHNARA. B2
Fo

ofr
W
{15
i

(01:09:52):



HEBME - RfeT (DonValentine, IAZHEABIIAAN) BTE—IkE, RMATARLERIEFK FTHITMNAE
EBIrs) EX%E, iHBRtIINEIRENERTR: —M12REBEERNMAEM LZRENEIE. X2
S ERBENTR. AT, BRFIXT@ENESN, URXRNMAZERERD. FIUNFRERGR, 0R
RERZE, PLERAFH. AEERBHARNNE, ESILEBIMAEAN “RERK BAo

(01:10:40) Lenny
English:

Along those lines, | had this note that you had this quote around product market fit and it's this hot take
that product market fit is a very dangerous idea. I'd love for you to speak to that, because | think most
people are in the opposite camp that it's the only thing that matters. Why do you think it's such a
dangerous idea?

FRCERIR:

IREXNMER, FiZTFTRXF “FmmiHlkid” (Product Market Fit, PMF) B9—EiE. X2—MREFIBIN
=, Bl PMF B— M ERERAVE, HRBIFIFMEEZE, RABRBRSYASIEENIE, NNEEHE—F
BENER. MtAfmANENIER?

(01:11:01) Christopher Lochhead
English:

There's a bunch of these product myths. Product led growth is another one, but let's go to product
market fit. And God bless Mark Andreessen, he's the guy that framed it. And Kevin just wrote a really
super thoughtful piece on why it's backwards, and I'm happy to send that to you if you want. Kevin
Maney, genius. Here's the aha, again, category design principles. Listen to the words, product, market, fit.
Product market fit. Now, let's think, what there is for me to do is find a way to fit my product into a
market.

(01:11:48):

Pretty simple way to determine or to distill product market fit. And what product market fit has come to
mean is, we're a brew pub, you and | want to start a craft beer place like everybody else on the West
Coast, and we're going to make a bunch of samples and shit, and we're going to feed those samples to
our friends and to our ideal customer profile that | learned from Lenny. And if enough people amongst my
friend group and my ideal customer group say, "That's a yummy IPA, | like it," then we're going to build it.
And then if people start buying that IPA, we have, and these are the words people use, "achieved product
market fit."

(01:12:43):

Okay, well, Threads achieved product market fit faster than any product in the history of the world. Here's
the aha, categories make products not the other way around. What you want is you want to design a
market category for your product, not fit your product into a market category. And the problem is, our
industry, like many others, but the tech industry, is full of product bigots, because they really, really,
really, really, really believe, like they believe in the availability of oxygen, the best product wins. They
really believe it. And they believe what marketing's job is, "Could you put a demo on our website and get
a demo? Can we get a viral video that's a demo? Because once people see how much better, faster,
cheaper, smaller, bigger, whatever our thing is, they're going to buy it," and they don't. What they buy is a
new insight around a problem/opportunity that requires a different solution. That's what they buy. Here's
another simple example. This is the one | hear right now a lot, "What we need now the story, we need a



story brand. The number one thing you can do in marketing as a startup founder is to share your startup
founder journey. Share your journey." This is all the shit we're hearing. We've been hearing this for a
while. Well, guess what? No one gives a fuck about your journey. They really don't. You know what they
care about? Themselves. Their problems, their needs, their opportunities. For our book, Snow Leopard,
we did the first ever comprehensive data science research ever done using Nielsen data to study
nonfiction books. And we know that because what Nielsen told us, and we had to sign an NDA that would
choke a horse in terms of what we can say and can't say about the data. But one of the things we wanted
to understand is what categories of business books sold and which categories didn't and why. We can get
into all that if you want, but here's the aha. Guess what the number one category of business books,
nonfiction books is by a mile.

FRCERIR:

BRZXTFERPOXRER. “FRIEXEK” (PLG) BF—1, BilFHNMLK PMF, EHFREDIR - REHK

(Marc Andreessen) , fIRENXXMANA. HIXREE T —RIEFFEERENNE, BETHHTAXMMIZ
AREEN, NRMFEERATULRA R, X - BERMNKRA. XBSKT, BREREEGTHEN: HFiE
B —7& (Product). 1% (Market). IE2 (Fit)e FMmMIHLE, IE, LFEIMNBE—T: REHMHIEKX
H—fk, BENEE BH — iR,

(01:11:48):

XE—MIFEERENENX PMF 85 R. PMFIIERNEXER T HA T —/INETE, (REEEGEEFIEM
FRIBE A= A—SBEREGE, B —EFm, EXEFRARINARMMEEBEFARN “BERER
B (ICP) M5, MRBHIMABMBBEFABHPEEBSZHANR: “X IPARIE, HEWR , BEAFA
18ER. SNRANIFFIAEXT IPA, FfIF (BARBIER) “KIM T ~=mmipkie” o

(01:12:43):

4%, Threads 32¥L PMF BRELLA L LEA~mERR. XBRKT . BmEMMRT Fm, MARRIR, R
BENRAMET@ R — I hmE, MARERMI~m “B#” — M him¥. AT, ATk
(BEERETL) ®mHT “FamiiE” , BAtiIEs. BN, ENEE —mEGEEaESETE—H—
RN mEme. ITRERERE. MITANEHFENIEMZ: “fERReEMIE LR NER? EREREMRER
RERAST? EA—BEAMNBRRIMNNABESZE. 2R ZEE. 2\ ZK, IRMEEX." EAFE,
AIEBRBHMENDE/ AN LR, MEXNAEFTE— T TERRRL R, XA 2MIENKRE, BED
BERNGF, XERAELERIR: “BNAEFERSE, BHMNFBE-1TEERE. (FAPEIQBEEISEA,
REEHEPEMBKEIREMZDZMBENLHE. DEMBIRE.” XMERNABIBEE. HNFTRA
To BRBEAE? RAMERNXOMBKRE. BRNAXO. MREEMRIIXOAE? fiIIES. thilaiRE
A, MIINER. Mo s. ATE (F59) (Snow Leopard) X7+, HAFIARKRZE (Nielsen) BIEIE
MAREMEBEHAT T ELURE —R2EANBIERFHAR. BREASIFRMNNVBELRNET - ESERE
SESHREMIN. BIHNETHRNE, BERXNB I BHHE, WERHHE, URAtA. MRIMREBIFIXA]A
LURNE, BXERET: BRELB. FFEMEPETHRF—HNRERHA? MAREEM .

(01:15:13) Lenny

English:

Oh my god. Sales? Marketing, marketing-sales. No.
R EE:

KB, THE? EH? EHMEE? T3

(01:15:19) Christopher Lochhead



English:
Personal growth.
FREiE:
AR

(01:15:20) Lenny

English:

Okay, that makes sense. Self-help.
R EiE:

9B, XiniFE. RIhFE/BEFM.

(01:15:22) Christopher Lochhead
English:

Self-help. And number two, personal finance. Biographies are way down on the list. The point being, no
one cares about our product. No one cares that it's 25 mega flips faster, cheaper, whatever, they don't
care. You know what they care about? Them, their needs, their wants, their problems. And categories are
about customers and their wants, needs, problems and opportunities. Branding and marketing is about
our product. And the greatest innovators in the world don't stop at innovating a product or technology.
They design a new innovative market category where they standalone.

FRCERIR:
BEFM. BB TIAEM, FIEXHERE. ERE: RAXROENNT @, RAXRDERFERT 25
& BETSZL, MR EFR. MAEMIIEFHAE? wiIa2, wiINER. REMEH, mEXFER

NESE. TR, WENNS. mENEEXFRNNTHR. R ERGANIFMERZILED T O~ mai
A, KT —12H. el ZmE, L8 SHmH—1R,

(01:16:12) Lenny
English:

We're definitely going along, which | expected. And we've actually gone through most of the questions |
had, but | have just a few more to close out the conversation. One is positioning. That's something you
hear a lot about. How do you think about positioning versus categorying? Are they essentially the same
thing? Is positioning just a way to phrase and describe your category? How should people think about
that?

AR ERIE:

HATIERARN, XERHNFTRZHR, LR EXRELZRT T AR, EELERENZRER/L N>R —
= “EfL” (Positioning) ., XEAREHEITEIRIE, MRINFAERFEMSmEN (Categorying) HIXR? E
NAfREE—EEGR? EMRBFRENMWAREN—FANE? AMRZNEBEXNE?

(01:16:32) Christopher Lochhead



English:

What positioning today has become is essentially how do | tell a story about my shit in a unique way, in a
compelling way? That's really what people mean when they say positioning. The parts they never stop to
consider, again, listen to the words positioning as it relates to what? Because you, again, listen to the
words and fucking think, "You position against competitors." How do we position against the
competitors? That's a phrase people use. The question is, what are you positioning against? And the
answer to that question almost all of the time is competition. If you're doing positioning in that context,
you just decided you're fighting for 24% of the demand designed by somebody else. And we think in the
tech space where one company earns two thirds of the economics, if that's your starting point, you fuck
yourself from the start. To put it simply, positioning in the modern context is for losers. That is to say
people who are fighting over the 24%. That's positioning.

FRCERIR:

SRE “EBA” AREBZER T HMEU—MEE. SIANMNARXHBRX TR RIKE? XA
WEMUNHELS X, MIMKETREZNIDZE —BRAMAE—EUREN FHAN? EA, BR
RIMAEHMBHNERE—T: “REENTRENFHITEN. “BMNOAHNEEFHNFETEM? ” XA
MNEAEE. PEE, MEHNTAEMN? ER/LFER “BF . ORFERMER THEWL, RMEL
ARTE T EZFTHAAILITH. RITB 24% BIFER. HAPANERRAN, —KABWIR T =22 =/, W0
RPZ2IRER, (FMA—FFIERBECHEET . FEXR, FRNIERT, EURLRKEESN. UM
W, BLAABLFEIT 24% DEFHNEEH. XMEE L

(01:18:15) Lenny
English:
| love it. Getting spicy over here.

FRCERIR
HERX MR, KARERERT .

(01:18:17) Christopher Lochhead
English:

Well, it's factually correct. People go, "Oh, [inaudible 01:18:21]." Okay, so you mean to tell me that in tech
one company doesn't take two thirds of the economics? Okay, believe that. And you can believe gravity
doesn't exist. It does, but you can believe that Bigfoots are installing misters on 5G towers to make us all
sick, if you want. You can believe anything you want, it doesn't make it true. What's true is one company
wins and everybody else gets fucked. That's what's true. Look at any space you want. You want to go back
to your list? We can go through the list. Positioning has become sort of category design for the cowards.
It's like, "Well, I know that we could really be as radical as to create our own space, so let's just see if we
can carve off our little niche over here." Okay, great.

FRCERIR:

B, XBEXL. AI&H: ‘B, [AREL" 78, FLUMRREEIFEK, ERRARR—RARNEE=ZNZZ
R EErg? 17, RREEE. (REALAEEENFEFE. EREETE, BURMEE, REALABERMIZEE
£ 5G I L REHEESFIULTRANTER. MAILUBEEAFERENARA, EXHAAREREN. FLE2: —RQ
A, HittA2TE. XMEFEE. EEREENEMTN. BEIZMRNTIRD? RITATUI—B. EUES



TR TR M “BNRBIMEIRIT o BERR: 9B, RAERNATLBHEEERSH=E, BiktE(1E
BRETEAEXEYH—RENBNAD " 1718, TIRFiE.

(01:19:20) Lenny
English:

A big part of positioning, just to expand on this a little bit, is differentiation. Differentiating yourself.
People always talk about the importance of differentiation. Do you see that as the same potential pitfall,
or how do you think about differentiation?

FRZERIE:

EUN—TEESD FEHBF—T) BERWK. LESS5ATE. AMISREXKICERMNEZS. FIAA
HXWR—NEERREME? SERNAERFERN?

(01:19:34) Christopher Lochhead
English:

Okay, this is really, really powerful. In category design, we don't compete, period, full stop at the brand to
brand or product to product level. Category designers do compete, but not against a product, not against
a company, not against a brand. Category designers compete against the status quo. Let me be specific.

There's a category called cycling. You look like you might be a biker, Lenny, are you?
FREiE:

%, XEREFEXE. EmERRITH, HIIFESE, G5, BAE—REmREN@ES @Y~ meER
tRS. MERIUTERELRES, EFEHNTm. A0FHmE. REXRITERZFHNRE “WR” (Status
Quo)o IEFHEBKHA—T. A—TmEM “BT” . XKE, MEERGIRITEFE, RED?

(01:20:09) Lenny

English:

Very casually, mostly an e-bike.
R EE:

RibR, TERHEMHETE.

(01:20:13) Christopher Lochhead
English:

Those are really fun.

FRCERIE:

B LBRRE®,

(01:20:14) Lenny

English:



They're so fun. Mountain bike. Yeah.
FEiE:
K7, W%, B8

(01:20:16) Christopher Lochhead
English:

But you've been on a mountain bike. You've been on a road bike, you've gone out with friends, done this,
right?

FRCERIR:
BRIt E, BEIRKE, MAR—ELERT, XE?

(01:20:20) Lenny
English:

Yeah.

FREiE:

=i

(01:20:21) Christopher Lochhead
English:

Anybody who bikes on any kind of regular basis has been in an accident. And if you bike on a real regular
basis, you've been in an accident with a vehicle that was not caused by you. That's true for every person |
know that rides a bike on any regular basis, myself included. All of a sudden a new category shows up,
and that new category is called indoor biking classes. And the category designer is a company called

spinning.
(01:20:53):

And they say, "Hey, biking's great. It's an incredible source of exercise, but you don't want to get killed
doing it, so come take a class." And what they're doing when they do that, they're competing category to
category, not brand or product to brand. And that's a strategy that's called damming the demand. What
does a dam do? There's a bunch of water running in the direction, a dam takes that water, stops it and
moves it, does something to it. Interrupts it and changes it. Here's what spinning does. They say, "Why
risk your life on a bike when you can take a wonderful class and not have to worry about it and get your
exercise?" What dam the demand, Lenny, is you thought you wanted this, but what you really need is
that.

(01:21:52):

Then what happens? The next iteration in that space comes from Peloton. Again, when Peloton launches,
they don't say, "Hey, our bikes are better than spinning bikes. Our bikes are 12 mega flips, faster,
cheaper." They don't do any of that shit. They don't shit on spinning, they don't attack spinning, they
don't attack road biking, they don't do any of that stuff. They say, "Why drive to the gym when you could
do it at home?" They dam the demand for spinning, they don't compete against it. And they reframe the



problem called "How do | get a great workout in a group environment without getting killed?" And they
achieve that massive success.

(01:22:41):

And | can give you many other examples. The mistake is competing directly product to product. The
enemy is the status quo. That is to say the way it is now. If you go back to Lomi, the enemy, the way it is
now, the status quo, is a nasty garbage in your kitchen that stinks and smells and gets all over the floor
that you have to drag to the green bin and then the squirrels and the fucking raccoons eat it. That's the
personal upset. And the environmental one is, we're destroying the planet. No, by the way, rather than
destroy the planet, why not create this super awesome compost dirt? In category design, we call that a
from to a Frodo. Category designers are leading the world from the way it is to a new and different way.
They're not saying, "My carbide ingulator is better than their carbide ingulator."

(01:23:32):

Here's a simple example. This is another reason the word disrupt doesn't work. Les Paul is the innovator
of the electric guitar. Today most guitar players have an electric guitar and an acoustic guitar. Matter of
fact, most guitar players have more than one, very few guitar players, some, but very few said, "Oh, now
that the electric guitar is invented, fuck the acoustic guitar." Very, very rare. The net new category called
electric...

FROCERIR:

EEEEBRENAHEIELR. NRMTEER, METHIRZHRMSENNBDESR, HINRNE—MEERE
BENATHESXE, GERES. RAE, —MH@EEMT, W “ERBETR” (Indoor Biking Classes) o
mEIZITER—FR WY Spinning BIAE,

(01:20:53):

it IR, BITRE, RIRFHBESI, BRFRERTIET M, FrUCRERE” MiTX A,
BEHT "‘mENME" NREF, MABREHTDBNBENRS, XMREEEIN 4=8FEX" (Damming
the Demand), A (Dam) BMAAR? BE—RKRARENTE, KRMNBEK, REEHRA. XHE
Spinning FREY. M1 “BEAMREIA E—ERBENIR, FRIEORSMERE, AtAZEERBRER
FE? " KR, “EEFK mE. MUARREXD, BREEFENZERD.

(01:21:52):

RERETHA? ZIHBT—RIEHKE Peloton, [E#F, = Peloton &Y, M&i: “MR, FfIRIE
RBEBZELL Spinning BY%F, HATHZER 128, BEEE.” Mg FEMIEE. WIT&ES Spinning, &HE
Spinning, W& EHAKEIT. M. “BEAMAUERE, ITABREERSE? 7 MilEZ& T
Spinning (IFEXK, MARSHRS. MIEMEX THE: “HOFAEAZEHHNERT, EEAREFRER
YFRVIRIER? T FRMNIRRT T EXRBIAILI.

(01:22:41):

HEEELRZHF. HRETEERATTRNTEORES. AR “BR” , URERENEF. @EF
Lomi, A (FIR) BEEEERS|EX. FEAHHE. MESHEIZEIIRRE. ARMEMRETSS
RIZEEOFERIKR. XRMABRENGN, HERENZ: FAERIMIK. NER—T, SERIMIX,
N AR EIEXMBRZFFEELIE? EmEigitd, Nz H “NAEIB” (Frodo)s mEiRITEIESIW
HRMIRER—FEIHE. RENAR. MITFEER: “HEAMHLLTRA LT

(01:23:32):

ENMERENGF, XUBATA ‘BB XMIHTFENS—PNRE. X - RE (Les Paul) EHEEHMBEICIH
EH, SRRZUSHFREESHEERESM. FXLE, AEHFMFALEE. ROUBIMFIR:
‘B, BRRREMART, EMBHNRESMIE.” FEFL. XM “BEM” NaEHmE-



(01:24:00) Christopher Lochhead
English:

So the net new category called electric guitar as opposed to the prior category, acoustic guitar, actually
increases the overall guitar TAM (Total Addressable Market). Doesn't disrupt shit. So in that case, you're
actually creating net new demand. In the Peloton example, you're both creating that new demand and
you're getting your start. And this is where | think a lot of the discussion that you have and a lot of your
work, Lenny, around growth, is really powerful, because what's really going on when growth works is
effective digital damning of demand. That's what's really going on, when it works.

FROCERIR:

FRLL, X FZal “RESM” Mm%, XMWY “BE5EM" A MAELRLENT SMOBEHZMNIE

(TAM) . Eft AthREE, EXMERT, REFFRLEIELSAFIEER, £ Peloton BIFIFH, REEEIET
#MEXK, XABTEHCHE L, XMBHIUNAFFATIENRZASE, UKREBMEEKSENRS TIFIFER
AWRE, RAHBERKEYE, HAGMEENH “MFHIXREE . SEHRUH, XMEEE.

(01:24:41) Lenny
English:

| think somewhere maybe wrote this, "Damn the TAM" is an awesome phrase. If you haven't, you should
use that. Damning the TAM, increasing the TAM. So you have a number of books you put out. I'm going to
link to all these. Play Bigger, | think, was your first, Niche Down is the other. And your newest book, |
believe is your newest book, is the 22 Laws of Category Design. So maybe just as a last question, can you
just share a few of these laws, maybe two or three of your favorite laws from the book just to give people
a sense of the book?

FRCERIR:

BEEEASE, “E#WHIE" (Damnthe TAM) BMRENIZIE, NRRETEHET, RRIZH. =8
TAM, 3EI0 TAM, {RERRTRZH, RIBEEMHR LEE. (BtAk=) (Play Bigger) MiZZ2%—4, (EHR
#) (Niche Down) BH—&, MEMNBNZE (MmEIZITA 22 &EM) (The 22 Laws of Category
Design)o fEARE— 1R, (REEDZEHPNNZENE? BFRIFRERPHR=5K, ILARNXEAHE MR

&
18N

(01:25:09) Christopher Lochhead
English:

I think we talked about law number one, which, in a lot of ways, is probably the most important. Another
one to think about is something we call the magic triangle, which we've touched on, but maybe not
explicitly, which is, in order to build a legendary company, you've got to get product, company, and
category right at the right time. And so some people hear the category design discussion and they think
it's somehow pejorative to product as if product doesn't matter. The reason for category design is
because we love the products. Products fail because they don't get category designed. So | think the aha
of the magic triangle is product, company, and category are equal in importance, and so getting that right
| think is very powerful.

(01:26:05):



I'm just riffing off the top of my head. | don't have it in front of me. Another example is lightning strikes
versus peanut butter. So what most marketers do is they take their marketing budget for the year, they
quarterize it, and maybe there's slight variance in the quarters, but essentially it's a similar amount of
spend. And they do campaigns. And they do "keep the lights on" and maybe they launch a product and
maybe they have a big push around the product. And they're trying to drive the funnel and they're trying
to deliver sales or deliver leads, B2B, doesn't matter. And that's what they do. And what they don't
realize, Lenny, is that approach, that peanut butter approach, is predicated on almost 100-year-old
mental scaffolding and marketing called reach and frequency. And what reach and frequency was about,
which was, | want to get my shit in front of the most amount of people the most often possible.

(01:27:07):

And if you listen to a lot of the shysters and hustle porn stars, the Gary VDs, and this is of the world, "You
got to release 400 pieces of content today on every platform." All this stupidity. That's just a reswizzle of
reach and frequency from over 50 years ago in the new medium. Well, it turns out reach and frequency
doesn't work. Because the number of marketing messages we get is massive, they're experts who say we
get up to 60,000 a day, whether it's logos on coffee cups or ads on the internet and everything in between.
And so it's virtually impossible to stand out in a reach and frequency mode. Now I'm not saying you
shouldn't be doing keep the lights on marketing. Of course you need to do keep the lights on marketing.
But, here's what the lightning strike model and category design teaches us. I'd rather matter for one week
a year than be irrelevant for the rest of the year.

(01:28:07):

And so what we did, candidly Lenny, was we ripped off Hollywood's model for launching movies. We said,
"What if you did that as a software company? What if you launched a thing, be it a product or something
else, the way Hollywood launches a movie?" And so what a lightning strike is about is getting very, very
clear, if you go back to your ICP thing, "Who's our ideal customer? Where is that customer? Where does
she hang out?" Ideally, in the digital world first. One of your recent episodes, | was listening to the Growth
Hacker Gala, how she went on to Reddit and stuff. That's a well-known strategy and | love that strategy.
Go hang out where they are, put something provocative and engaging in front of them, and matter in that
moment. So the idea of a lightning strike is, if you are in our target audience for that day or that two days,
we are going to be all over you.

(01:29:09):

We're going to be undeniable. And so we put a disproportionate amount of our effort, if we're in B2B,
probably one to two lightning strikes a year. If we're in B2C, two to three. One a quarter if you're a really
big company. It's hard to pull off one a quarter if you're a smaller company. And much more than that, if
not a lightning strike, it starts to blur back into peanut butter. But, that is a very powerful concept. On the
execution side for marketers, that's different. The other thing I'd say and probably should have started
here, so I'm a three-time public company CMO. I've advised over 50 venture-backed companies in
category design and marketing. Guess what I've never seen in a marketing plan ever?

FRCERIR:

HRENELTICIE—FENT, EREFECHERREEN. Z—MERRENEZHNTZA “Et=
A" (Magic Triangle) B9, FNREIS, ERJEERPBWHIHA: ATRI-REFAH, MBIEERE
B “F@mT . “RE7 M @K EBE. BEARIRERITHINE, SREXEEMEELRKT
m, FEERAERE, HERXRITNRAEREHARININAZE M. FmZFIURK, B2RNETREEER
Kigito FId “BE=A" WXBET: "m. AANRERAFERE, EX=ELESHFIFEER.

(01:26:05):



BRRERIZER, BAREFL. B—MIF=2 “NEBLE” (Lightning Strikes) ¥Ttb “HRE4EHE” (Peanut
Butter)s KZMEBARNMIER: EH—FENEHENE, BREEHE, REAZZERREER, BELX L
SHEMERS, MIMHCERD, M “ERFIRT WEH, BRABFERIETAE. MITERREL, KT
HEMHLE (B2B BEULt), XMEBMIMIE. K, MITERIRE, XM “KEEE WAL (FiH
HN) 2ETFIFE 100 FriNEHOESE, Bl “fiX540=F" (Reach and Frequency) . fliX S8R AIZi0
B HERTREMEZMIBRNARAR SR ZH A,

(01:27:07):

WRIRIFABLE IR FHAIALIHEEAE (Lb40 Gary Vaynerchuk Z27) BIiE: “RERMBMEESNFE LA 400 %
AR, 2EXMEIE, XRAZE50 ZEFN “MESHE EHEALEREET—T. FXIEHA, K5
METARE. AARINKEINEHEEREEKR, BEXNEXREZX 6 A%, MIMHEAF LB Logo BIEEXM &,
ERMASMEEREAT, BHAME/LEERTEN. BARRBIRMAAZMERFIMKNEH, HAEE, B, &
ITHRE ‘N4 BREBAERITNE: BTREE—FHEENL2—RE, UFEER TH—FEHLEERE,
(01:28:07):

BRI, XE, BRIMEETHFRISGAHBEENEN. BITE: “NR—RURGFATLXAMIE? NREITFRIE
EMBERELE— I RIEMARER? 7 P “NBL4” Ni0E: FEEFEURE (ERRE ICP IEif)
“WEBRNMNNVEBERF? BIEFLER? gthEW) LER? 7 BRBRT, BAR¥FHRA. ERREN—5%
B, RIATIEKER Gala 2=, #itilfE Reddit Z3ERIMA, R—NERZHIEKRE, HREEW. EM]
FRERIM S, EMIIERIN—LEHhEn. SIANMRNRA, HEB—ZF=ELMI. FRLIABENEER:
MRIFEB—RRETRINVEIRZ AR, BITRELRE

(01:29:09):

BITERAATZMAN. Alt, FMNIRATHLLFIRIET. WNRE B2B, —FAMM—EIRRABL; NRE
B2C, MEI=R. MRIRBARE, BFE—R. NATRREHEIEEFE—R, NRMXRED, MAYRNBL
T, X2TE “HKWEEE o XE— M EERANES. EEHERTE, XRFA . B—HFHAENZE
W WEBZEELEHRF CMO, 50 ZRNKRZFHATRETHEZHNEHFEEE. BHAMKEE
IR RIFA?

(01:29:59) Lenny
English:

What's that?
FRCEIE:

=ftar

(01:30:00) Christopher Lochhead
English:

Word of mouth. This boggles our minds, those of us in category design, because WOM is was and always
will be the most powerful form of marketing. And in the native digital world, WOM can spread in a way
that was never possible on the analog world for all the reasons we all understand. So if you take the
concept of a lightning strike, then you take the concept of a category point of view that is all about frame

naming and claiming a problem. And then there's one other concept I'll introduce.

(01:30:32):



It sits next to your ideal customer profile. It's what in category design we call super consumers. So it turns
out that in most categories, roughly eight to 10% of the buyers are responsible for the vast majority of the
profits. And more importantly, they are the zeitgeist. They are the thought leaders in the industry. They
are the customers, the users, the purveyors of whatever the thing is that others look up to as being the
ones to admire, the ones to aspire to, the best practices, et cetera, et cetera. That's a super consumer.
Okay. So in category design, when you understand who your supers are, i.e. your ideal customer profile,
you understand where they are primarily in the native digital world, how do we go hang out? And remind

me what that gal's name was? | thought she was awesome.
R EIE:

M8 (Word of Mouth, WOM) , XitFHITXEARRLIRITHIARBIFRATRI, RAOBITIER. WER. Bk
HAKZERRBANEHTN. ERFRERHER, OREROSXNZEMFKTTEZERD, REAKE
&, FRLL, SIRMRERT “WEL” BE, BiML “REMS" (POV) —RIEX. s&H HM—NE,
REHBNEZ— MR,

(01:30:32):

ESRE “BREFEGR” H. EmERitd, HIMZA BREHEE" (Super Consumers), FLIE
B, EAZHMET, K298% F 10% WEKTIM T EREDFEH, EEEMZE, MMNERHREHNAR, 2
AR R8T, IRALERMAMNE,. AE. HAREERBRIFTNER. BPREEE. XNEBRER
Fo PR, EmERITH, SMRTHTIERME BRAR” (BMREYICP), THETIIERFHRANEIELR
#o, BATZMEERAMAI)? IMERER—T, BILEUFTARF? HEFHRIET,

(01:31:23) Lenny

English:

Meltem. Meltem Kuran Berkowitz.

R EE:

18/RE: (Meltem), 1/REE - FE= - ARIAER,

(01:31:23) Christopher Lochhead
English:

Melson?

FREiE:

H8IRFR?

(01:31:26) Lenny
English:
Meltem. M-E-L-T-E-M.
FRCERIE:

18/REk. M-E-L-T-E-Mo



(01:31:29) Christopher Lochhead
English:

What a name. That's a great name. Anyway, | thought Meltem was awesome. She's absolutely on point.
So we know who our ideal customer, aka super consumers are. We know where they hang out in the
native digital world. We have a radically compelling different point of view about framing, claiming, and
naming a problem that, if we do effectively, we'll resonate with them. That's why we spend time crafting
that POV. So we evangelize the problem. We participate in a native digital community where they already
are. And we do it from the perspective of not a marketer, not a seller, an educator. We're teaching people
about a new and different way to think about an existing problem or a problem they hadn't thought of,
that when they have an aha moment, because we articulate it well with our point of view, they go, "Oh,
tell me more about that problem."

(01:32:21):

Right? As they do that, we take an education standpoint, mental framework to it. We open them up, we
participate, and sooner or later somebody says, "Huh, tell me again what you do." And bam, away that
we go. And here's the aha. When you understand supers, you understand the targeting, you understand a
radically different point of view, reframing the problem, presenting a radically different solution. Well
guess what? It's the ultimate growth engine. And you can grow for a very small amount of money. You
could send email to 300 people and drive a breakthrough in sales.

(01:33:05):

Why? Because when you take this approach, you're not just driving near-term revenue, very, very
important, you are driving WOM. A big part of why you want to have a point of view that can be
articulated very quickly is marketing's job is to put the right words in the right mouths and to get that
WOM to scale. And so when we have a category POV, that's about them, not us. Remember, brands are
about us. Categories are about customers. We care about what they care about. And so when you have a
powerful category POV, that drives WOM. And then when you do that in the native digital world, you get a
tremendous amount of uplift from native digital viral WOM. And category design is the only business
strategy whose primary execution focus starts with WOM.

FRCERIR:

FRF. B2, WREEREAET, tHURIEERE UL, RMNONETERER BIBHREEE) =B
W, MEMIESRF AL M. HMNE—MRERKRDE. FTENMRREX. STHHRZ—NENE, 0
RENMFE, RIEEMITHIHE, XMIBNFTATKNERLHNEITE POV, HMNEHXNEE, 252t
NIRRT S, HNNFRUEHENHEENS M, MBUBABTENZMNES S, HMNBAN]—MHN.
AENARNERZNA RSB MR BB SMIRAIATEMB POV =L “RFWMIL” BIESZ
B, =i B, BZRBGHHAR R,

(01:32:21):

FIB? HIXAMBY, HATRNBENILZNOEER, RIBARMN), BRINS5HF, BRESB AR
IR, BIRFRRMBMAAR? ” A7, ¥, HIMART. XBRXT: SRERTELAR, BRTH
REML, EBFETHRABRNMR, EMEXTEE, FRETHIRAENFERGRE—RBREALAE? XMEL
RIEKSIZ, (RATLUABRDBISERSCIIER, RAJLLE 300 DAKERT, FBEHEENHERK.

(01:33:05):

Afta? RALIRREEMG AR, RARERDERRN (XIFEER), MEEEHOE (WOM). RZFR
UBRBE—TEERERENUR, RA—HOREAZEHFNIERZE “CERIEHREERNEERE" , HiLOM
MR, FIUEENTE—TMmE POVE, ERXT “M)" B9, MARXTF “Hi1” 8. 1B(F, MEXFRK
1, MEXRFEF. HMROMIIRONE, HIFEE—TEANME POVE, EXWEIOM, SIREHRFHSA



XIFME, MEMEFREAOEPREERIEA. MERITEE——TMREERITERBREOR LAYRE L
3N

(01:34:06) Lenny
English:

What an awesome way to wrap up our conversation. It's basically a very tight go-to-market strategy is
what you just shared. For folks that want to dig further, I'll just share a few of the places they could learn
more. And then Neil, at the end, I'll ask you where to point people. But, you have an awesome Substack
category, pirates. That's substack.com. You have your books, which I think maybe the best way to, | guess
you tell me, is to find them as go to your last name. com, lochhead.com, L-O-C-H-head.com. Is that right?

FRCERIR:

XERBERITHENLESR. MNADZNEERLER—PMEE™EN “HATHE” (GTM) KB, TR
ANHARBA, BERZNNAUTREZNMS, RERSAHZIEAKRSIAWE, REREN Substack 1=
(RZFEBE) (Category Pirates) ., EEIRHFH, HBIXIENIHIFNAXEEMFIE ML lochhead.com,
FF05?

(01:34:34) Christopher Lochhead

English:

Yeah. And of course you can go to categorypirates.com.
R EiE:

=R, HAWEILLIZE categorypirates.com,

(01:34:36) Lenny
English:

Okay. Even easier. Amazing. So we have the lightning round coming up. Is there anything else you want to
share as closing words or advice before we get to a very exciting lightning round?

FROCENIR:

FHY, EEBET. KET., ETRENBRAE. EFRAEACHNANRRZE, MEEHFALERIENENE
DEL?

(01:34:47) Christopher Lochhead
English:

Yes, | do.

FSCEIE:

B

(01:34:48) Lenny



English:

Okay. Let's do it.
FREiE:

9, FHIAME,

(01:34:51) Christopher Lochhead
English:

So I'm 55 years old, Lenny. | started my first company when | was 18. | got thrown out of school. | don't
have a GED. And I've been in the tech industry the whole time. And the first thing | would share is
anything's possible. Don't listen to anybody who shits on you. I've a chat on as much as you could
possibly imagine. | have four or five different learning differences. ADHD, dyslexia, dyscalculia, blah, blah,
blah, blah, blah. | was told | couldn't read. | was certainly told | couldn't write. I've written 14 number one
fucking bestsellers, et cetera, et cetera. And so my point is, if you are somebody for whom you want to
spend your professional time working on the exponential different as opposed to the incremental better,
which | got to believe is a meaningful percentage of the people who consume your shit, if you want to
work on the incremental better, incremental better is important.

(01:35:52):

| want the Boeing engineers working on the incremental better. | don't want the air traffic control system
that's the exponential different. No. And a lot of incremental improvement over time can be exponential.
So if you're a product manager and you're running a highly successful product with a massive install
base, and you're looking at your next rev, and you're trying to figure out of the 472 features that you could
build. What are the 26 that really matter? And you want to go talk to your customers to find out what
those incremental improvements are and to stack rank them into all that good. PRD, MRD, IUD, all that
shit. There's a big place in the world for all of that. It's incredibly important. That's not category design.
So with that said, | think, Lenny, we are at the greatest time in history for our industry.

(01:36:48):

I think all the indicators show that the amount of innovation that is going to happen in the next five years
will eclipse the amount of innovation that happened in the last 20 years. It's accelerating. Al is insanely
exciting, dangerous, concerning. Do we need to focus on the downside? Do we need to be smart? Do we
need to be thoughtful? Do we need to learn? Do we need to work with regulators and legislators?
Absolutely. Could it go horribly? Oh, sure. But, that's always true. Al feels a little bit different, but it's
always true. And for the record, the Luddites are always wrong. The point being now is the greatest time
in history to be a creator, to be an entrepreneur, to be a marketer. I've been a marketer for my entire adult
life. It's never been greater than it is right now. And so here's the big thing that | would share.

(01:37:43):

If you are somebody for whom you want to make an exponential difference, you want to innovate, you
want to create new value where there wasn't, you want to have a legendary career where you can look
back on your career and go, "You know what? | was part of this and that. And | was on this team." Now is
the greatest time in history. And what | would say to you is the future needs you. Most people are not
working on the exponential different.

(01:38:14):



And so the future of our world requires that the innovative people, that the entrepreneurial people stand
up, take advantage of these incredible technologies. And a lot of people, particularly in my age group,
Lenny, shit on millennials, Gen Z, what are lovingly referred to as native digitals. Absolutely not. I'm
inspired by them. And | think the next generation of our entrepreneurs will be our greatest generation of
entrepreneurs. So my point is, now's the time. The future needs you. Don't listen to any of the bullshit. |
don't care what the boo birds say. Absolutely, go for it because there's never been a greater time to
design and dominate new categories of innovation than right now.

AR ERIE:

RE, HWSES535T. HIBFRUNTHE -KQF. HWFRAR, KESHFEHIES (GED), H—HREH
1T, HRRDENE—MHFR: —VIEETR. JRBEEFMFIA. BRINEFBEFMROEBR. HEN
IMARNFESER: SohiE (ADHD). FHfEES. HEERES. BAASFREAFSHAR, BEEARERS
25, ERRT T 14 FAMUBRIERE—HER. FIURNNSE: MRFEEIREERTIER “4EHR
AR MAR “HHEXNEE £ (FESEMOATRFERA—MOBEIHENAN), BABEFETE, BN
AHEFHREE,

(01:35:52):

RAEEREHNLERMEMIERNSE, RFAFETFREERRARTAL “BHEANTRE" . & MEKE
B ElRYERS, RERHENE BRI BRI HRRT. AL, MRIRE—RTREE, AR—MIBERARE
BFBURRIN @, REZE T —ThREA, HEM 472 NAJRERIZHRE RN L EIEE 2/ 26 1, {RAEEFZ P HIED,
BRI H TR HF —PRD. MRD BRI — R EHREM S FTEXLE, XRHEE, B
XA GERIT. ERNLE, EE, BIANBATELTITILRHE L&RIFRIFT.

(01:36:48):

HINNFFEBREREE, RRAFRENFRFEIIE 20 FHIEM. SEFEME, AlIRELSANME, FE
ek, L AEM. BMNFJEXETHEXMG? FEREA. REHE. FHFIF? FESHENMMILEZES
EI? BNFE. FELMED? B, HA BXKEREL. AlBREERTRE, BEEE—#FN. INER—
a1, AREDF (RMEAEPTHAN) KTEHEN, ERE, RERHLLENCIEE. SIIENEEARRLT
BB, FHAFERNENRREERMTEMES, MWENIRRLL U EFRREEHET. FIUEREIZNZOM A

= .
xE.

(01:37:43):

MR EISIEHENESR, MRMEEIH, BEELTFEISHNE, BRE—MEHFNRLEE, iLiRER
BESMEENR: “RANER? RS5T7HRNNE, HEBTIEAMNN—R" , BBATEMERN L L&RIFHIFL.
BEMRIRBIZR: KARFEIR. REVAHKBEER “BHENTR" .

(01:38:14):

FRAFRA T RARRFBZCIFHIA. BB ALLER, FIAXLERTRNHRZAR, ¥, RERXIE
LHASEFTE—A. 2t EIFMBNBFRER). BN X REBITEHE. HIAAT Rk
BERZRNEHEARN—AEIE, FAURNTRE: HNEREIR, RKFEM. AIAARLEE, FRRTF
LIRRMAEAR. BRNERFEM, RAMEERIGITHESHEECFHIRITENL,

(01:39:02) Lenny
English:

I love that message. You're just passion and energy for creating and inspiring comes through really clearly
in all your writing. And so | love hearing it in person. With that, we've reached our very exciting lightning

round. What are two or three books you've recommended most to other people?



FRZERIE:

HEWXEIE, MY EIERIBMBIAIESREEMIXFHEAIMFHBERE, FXERIERXET. Elt,
BATENT A ACRIA BRI E, (RRAZAEFRZSHM=ABEMA?

(01:39:22) Christopher Lochhead
English:

Richard Bach, Illusions. And then in terms of business books, I'll share with you one, because | know
people recommend all the same shit. I'll share with you one that | think it may still be in print, but if not,
it's easy to get. Mark McCormack's What They Don't Teach You At The Harvard Business School. So on the
personal side, Richard Bach, Illusions. And for one that you may not have heard of Mark McCormack,
What They Don't Teach You At The Harvard Business School.

RS ERIE:

BEE - Biff (Richard Bach) 89 (£I%&) (llusions), ZFEIH, HHF—2, RHARIBEAKEZIIE
EX%, HPZ—AOIEEREE], HERBHXEM: B - EES5% (Mark McCormack) B (MR F PR
THEIRMAESR) (What They Don't Teach You At The Harvard Business School) . Frld, DMARKERZ
(A%, BLERMRATEEEITEN (FRHEEFERABIRINEE KL,

(01:39:55) Lenny

English:

What is a favorite recent movie or TV show that you really enjoyed?
R EIE:

REB T ARIEE ESIRBY B RS BRI

(01:39:59) Christopher Lochhead
English:

Oh, right now we're watching Designing Anna or Inventing Anna or whatever that's called. So that's been
fascinating to watch. I think it's been incredibly well done.

FROCERIR:
B, FNMEEE (QIELRH) (InventingAnna). IEEREE, EUFAFBIERET.

(01:40:10) Lenny
English:

What a wild story, that one. What is a favorite interview question you like to ask candidates when you're
hiring people?

FRSCENIE:
B2 NMUIENRSE, FEREERNRERE®REANRETA?



(01:40:18) Christopher Lochhead
English:

So there's actually two. And I'll start with the second most important interview question, which | think is
the most important question. But in a job interview setting, for me it's the second most important. And
that is, it there anything else? And you know this as a podcaster. | end every single one of my podcasts
with, is there anything else? And the interesting thing about that question, you can spend three hours
with somebody talking about very important shit. You can think you got all the detail. You could have
asked all the questions about the technical architecture and the campaign and the distribution and |
don't know what.

(01:40:56):

And at the very end you say, "Hey, Susan, before we wrap, is there anything else?" And often, Lenny, the
most important thing for that person to communicate comes out then. It happens so often, it's bizarre. |
use that in medical situations. Family member is in the hospital going for an operation. "Okay, doc, tell
me." | tell you all the shit. Is there anything else? I will tell you that eight times out of 10, the most
important thing about the surgery with your loved one will come after that question. | will even use it
during a conversation as we transition from various different points.

(01:41:37):

So in an interview situation, maybe you're asking somebody about their background. You might say,
"Well, is there anything else about your background you think | should know?" It's the most powerful
open question. But in an job interview situation, it's my second favorite. My first favorite is, so Lenny, are
you legendary?

FRCERIR:

L EBERED. HAEREZEENER AT, BEARIUNNCEREENDHA, BEERATIETHEZ. B
B “BEHEINNE? 7 (Isthere anything else?) 1EANBREMREAE, REMHBELERT RN “ETHI
13?7 NN EBZAET, RAIUMEAM=MNEEEENSE, (RUAZETHEAT, PBTHR
RZeM. E&h. PDEFEE

(01:40:56):

BiEsEMmE: T8, A, ERNERE, 263NE? * K, BEBRTARBEEINEEENEESE
HERSRE LR, XMBERLREFRLIRET, GEFAARN. REETHEHAXD. RAZERZHMFR,
T, BE, HFEE.” EERTT . &iE: “EHEING? 7 EHIFER, HRE/VR, XFMEA
FARXBNEESEXNIFEZEHIA. FEETRENFEMBREREEZAE.

(01:41:37):

FRUEEIAS, RAIGEEREANES, REAUR: “XFHRNESR, EEFAMEFSERMIZAENGE? 7 X
EREANARDNDE, BEERAF, XBBRNEZE. BNE—ER. “B4aXE, (RIFEL % B2 7

(01:42:01) Lenny
English:

You want me to answer that?
R EE:

fRA8LLR([EIZEID?



(01:42:03) Christopher Lochhead
English:

You can if you like or not.

R EE:

RREME, TREHLT.

(01:42:05) Lenny
English:

No.

FEiE:

&,

(01:42:06) Christopher Lochhead
English:

But, the answer to that question...

R EiE:

BE, PNVHENERE

(01:42:08) Lenny
English:

What are you looking for?
R EE:

RIEFHA AFRIESR?

(01:42:09) Christopher Lochhead
English:

... Is always radically illustrative. I'm not looking for anything. I'm looking for your answer. Some people
will say, "Yes." And they'll tell you why. Some people will say, "Well, that's a big word." Whatever they're
going to say. But, it is a purposely provocative question with one of, | think, the most powerful words in
the English language, because | want to get a read on that person and how they respond to a purposely
provocative question about themselves.

FROCENIR:

------ BRMABAM. HREFHRHENFRA, HEFH “MN” TR BEAZR "B , AEFFR
Eo BEAZN B, XMAKET” o TRMITRAA, XEBR2—THEFERHENRE, €T RIER
RIBARNELCZ—, RAFRETHEBIA, EMIINEEN—X T8 29k ER=H,



(01:42:42) Lenny
English:

Amazing. Okay, just a couple more questions. What's a favorite life motto that you like to repeat yourself
or share with other people?

FROCERIR:
KET, ¥, RERNEIE, MEREXN. EENECEERDZLINANELGHREMTA?

(01:42:50) Christopher Lochhead
English:

If you're lucky enough to make it to the top of a mountain, throw down a fucking rope. And for me on
that, Lenny, I'm somebody who has had and continues to have a radical amount of love and support in
my life. When | was young, | started with nothing and | got thrown out of school. And | didn't know until |
was 21 because when | was young, learning differences weren't a thing. And by the way, the way most of
the world and education system deals with learning differences is completely fucked. But, that's a
different conversation. It's definitely improved, but it is nowhere near what it needs to be. And so | just
think that we should never be held back by those views of others. And so we need to be unencumbered.

AR ERIE:

MRMAZZEL TN, WENNT—REF (FFEAIAN). EKE, MEKER, RR—MEEEPREIH R
SRFERESZRHOAN. RERFNBFER, RFERFAR. BRI 21 ¥HRAMEBCEFIER, AT/
RIEZE MR IMER—T, R EAZSHHABERALEZIBBENAXNGER—HE, BEHE—MER
7o BRABFNE, BRETFB. FAAFOANRITKE T ZEMARRIERE, KNFERE LM,

(01:43:42) Lenny
English:

I love it. Final question. It's a dumb question. Maybe to lead to something fun. You're a category pirate. Do

you have a favorite real pirate?
R EIE:

HERXD, me—1AE, 2 MR, WiFEsIHEBRNIES. fE ‘mEER , MERENHNESLSE
#whg?

(01:43:51) Christopher Lochhead
English:

| have actually a lot of favorite pirates. I'll tell you about one of them. His name is Tony Etherington, but
virtually nobody calls him Tony. Virtually everybody calls him Doris. And Doris is a legendary surfer and
surf explorer from the Gold Coast of Australia. And | went on my first ever boat tour, surf adventure in

Indonesia with Tony.
(01:44:22):

There's a horrible story I'm thinking of telling you. Anyway, you haven't been with a real pirate until

you've been in stormy seas at night with Doris smoking cigarettes, drinking Jack Daniels in the bridge



thinking maybe we're going to die, but this guy's probably not going to let that happen. And so Doris
Etherington would be one of my top pirates of all time. And he's got the voice. And he's got the attitude.
When | was having problems surfing, he would say to me, "All right, sit you down mate." Always smoking
a cigarette. He's like, "I'd smoke long if we could have ciggyed up now." He goes, "You paddle out, wait for
the biggest wave, lean into it, and get right up on it."

(01:45:21):

And so in our world, get right up on it is has become an expression for go for it. So | think we can all heed
the words of Doris and get right up on it.

FROCERIR:

HELAERZENNBER. HAEMHAEP—. TR - REMI (Tony Etherington) , {BJLF2 AR T
B, RR#E;IMMZmE (Doris)s ZMLEFRBEAF T EEBFNEEHPRENRRMEK. RAEFE—
REENE AT MR TRRE S ENITE —E R/,

(01:44:22):

BREER—EFREHFIFMFOEHSTE. 22, RIHMFBERARNEXNTEE L, BEESZWLETEREEME
B, BERRMARE, DERE “BITATERERT” , EXEEXIRUABARILXMELE, SUTHFER
HHEIENBH, L - REMMEROBHFKENTNREE, MERMRE, BRHESE, SHPREH
MR, =i T, 2T, it.,” BRERMER. iR “MREE, FRAWR, BEE, AF BHEA
£X (getrightuponit),”

(01:45:21):

FRAERMOERE, “BESEER" BEMT MFEM BINRE. FER(NEAILUAMSILNE, B
kX,

(01:45:36) Lenny
English:

| love that this question led to something fun and interesting. Chris, thank you so much for being here.
This conversation was entertaining, insightful, spicy, fun, funny, everything | hoped it would be. Two final
questions. Where can folks find you online if they want to learn more and keep reading? And then two,
how can listeners be useful to you?

FRCERIR:

HREHAZNAES LT XABBRER. B2, FERPMER. XXMERBERE. BEND. XS
Bk, BRI, TEFERNTH. KRERNIE: MRARBTRESHALFR, AIUEMEREIR?
B, IRARFILAAIREEA?

(01:45:54) Christopher Lochhead

English:

Probably categorypirates.com is the simplest spot to go. And how listeners can be useful to me?
R EIE:

Exfa] AR5 N iZ 2 categorypirates.com, EFIFARBEANTHMTA?



(01:46:03) Lenny
English:
Yeah.

FRCERIR:

=0

(01:46:04) Christopher Lochhead
English:

It's what we talked about a moment ago. The future needs you. And the future needs the people who
have the courage to make a difference, because the people who are different are the ones who have
made the biggest difference. Every time. And we live in a world where we are rewarded for our sameness,
for fitting in. Our education system teaches us what we're trying to do is find our place in the world. And
listen, some of us do. | know people who wanted to be a vet from the time they were kids, and that's the
path they chose. And they became vets. And they love it. And they're wonderful people. And they have
great careers. And they make a giant difference. And they've always known. And fucking a. And so if you
are somebody for whom you have found your place in the world, congratulations. That's awesome. And
we also know, particularly in the innovator, entrepreneur, creator, marketer world, many of us, there was
no place.

(01:47:13):

And so my hope is that you either find your place or if you realize there's no place for you, that you further
realize that you can make your place in the world. And fundamentally, that's what category design is
about. It's about making a distinct, unique place in the world for yourself, for your product, and for your
company. Because the people who are different make the biggest difference. And so the great thing that
people can do for me is to go into the world and make a different place for themself in a way that delivers
massive value to others.

FRZERIE:

FEBRININA KN : RRFBEMR. ARFERLEFESUEFTANA, AAFBLESKXIENAFTZOERK
TRAKA. E—REBIWMLL. HAVEFE—NERH “EF” M ‘68 WitR, RINWEBRAHSHINET
HECHEER EMUE, FE, BEARISHIT. RN —EMNHEYSENA, INERTIRRE, K
TEE, tiTAEXHIME, M7 FREMA, BLER, ETEAFM, MEMII—EHMEECEF
%o XKXIET . BERIBAE, FRENME. ollE. AIEENEHENERE, BINFNFZAHFHES
BRI B

(01:47:13):

FIUENEER, MEARIMNUE, BEANRMEIRLZERTMOMUE, BmHA—PRIRFRILL “¢
8" HeAtRENUE, MRELR, XMEMRELIRITHEN: AREC. MR~ m. ARNAEEESR
EEIE—MREFHY. HM—EZHUE. FASRKFENACERANARRE. FrL, AMEARMHRIFNE,
MEEHESR, U—MAtAREEXRNENSN, NECLIE—TTRENNLE,

(01:48:00) Lenny
English:

Beautiful. Chris, thank you again so much for being here.



FRSCERIE:
KEFT, REH, BREEIREER,

(01:48:04) Christopher Lochhead

English:

Lenny, bless you. | love all things, Lenny. Thank you.
R EE:

ke, HiElR. HERXTREN—]. #h.

(01:48:07) Lenny
English:

Thanks Chris. Bye everyone.
(01:48:11):

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.

FhERIE:
HhSTR R, ARB .
(01:48:11):

IEERBIERURIT, WMREDSAIETHEEMNE, AILTE Apple Podcasts. Spotify S ZE R ER AT
o b4, BEERALENTIIETITFIL, XERAMEDEMARLEAELERT., BoIMUE
lennyspodcast.com #FIFI BT ER TRELZES. THTEBML.



