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[00:00:00] Claire Butler
English:

We had Coda. They were our first user, and they were based in Palo Alto. Dylan and | drove down and
demoed the product to them, and they were the first ones. Their designer, Jeremy was like, "Yes, we'll
take this on full time." And | remember we were both like, "What? Really? You will?" That was the first
person who said yes to us. And so, we were so excited. This was a huge milestone. We were just so stoked.
And then we got back to the office, and | think Dylan gets a text from Jeremy being like, "Oh yeah, | tried
to share this with Philippe, my engineer, and he can't get the file to open, so | guess we can't use it." And
we're like, "What is it? What happened?" Finally got someone. And | remember Dylan was like,
"Everybody drop everything. We have to fix this."

AR ERIE:

HNEIYE Coda XTMEF. HINEHNNE—TBF, SEEWFTRE (Palo Alto). FXH Dylan AEI XL
TR TR T =, MINERE—MAF. #1890 Jeremy .  “4F, HNSLBEAXITITA.” HKidEH
REMNMNRNEBZ: “Ha? BENE? RIIENSHE? 7 BEE—IWENRE 9 A FIUAFEINIFEFEEX
T XB—TMEANERR, RITEHEFRITT. EREFRNEEINAQE, Dylan Y Jeremy ZRH—FIERE,
B BT, RABFEXNSZABEIIENT Philippe, BMITARFXXH, FRIUEERITLERAT.” BHi1H
BRiET: “BalE? REFAT? 7 BABSBAENE—1EF. FKic’E Dylan ZHiR: “FAEARTF
KB —HI AR, Ff IR A R,

[00:00:37] Claire Butler
English:

And after some looking at the servers and things, they were like, "Nothing's wrong." And then they
realized there's a problem with Philippe's MacBook. And Evan down only had a car, so Dylan had to drive
Evan down to Palo Alto to fix the MacBook of Philippe just to get them to use the product.

FROCERIR:

ERETIRS S/ ZEN—BIREGE, AXRRE “gREW ., ABMIIRIREZ Philippe B9 MacBook 77
., HBYRE Evan BZE, FrLd Dylan REAEE Evan H 2% BE A& Philippe IR, {{XEN T iLfb(]
BEF _EEATAY " fo

[00:00:55] Lenny

English:



Welcome to Lenny's podcast, where | interview world-class product leaders and growth experts to learn
from their hard one experiences building and growing today's most successful products. Today my guest
is Claire Butler. Claire started at Figma while they were still in stealth as their 10th employee and their first
ever marketing hire. She led their original launch and go-to-market and also their branding and
positioning and messaging work. And eight years in, she continues to lead their go-to-market and
bottom-up growth motion along with community events, social advocacy, and Figma for education
teams.

AR ERIE:

DK E Lenny UIEE., EXE, BEXPHHALNBE~mATAMEKER, FIMITITENLAESS
BRI REERHERNERELR, SKIEER Claire Butler, Claire 7£ Figma b Fr2 B &= (stealth
mode) BIFLIIANT, BABMNE 10 SHT, HEFE—MEHAR. WWFT Figma RYBAHMBH AT
(GTM) =B, URMhEEEE. EUMEBEEEEIE. MAN/\FE, MEAEASATNHFATIZREMNET
it (bottom-up) AVEKSIZE, EEREATFHKER. #HRES UK Figma HEE.

[00:01:26] Lenny
English:

In our conversation, we get the first ever in-depth glimpse into how Figma grew and continues to grow.
Claire shares her two-part go-to-market strategy, which involves getting ICs at a company to love you and
then enabling them to spread the product within the organization. She shares tons of amazing stories
and examples and lessons from how the Figma team executed the strategy and how you can apply it to
your own product. This is an incredible episode with so many gold nuggets of wisdom. You'll probably
want to listen to it more than once. With that, | bring you Claire Butler after a short word from our
sponsors.

FRZERIE:

ERMNOIIEDR, BITEETRNT #E Figma BRI KHFEL AN, Claire =T IR ETHIHHE:
BRILATNNMATERE (Cs) E LN, AREWMEMITL”RELARANIERE, HOZETKERFEHH
B, EFFE), AT Figma BIPAMEHITX—REE, URGIARENARIE SN~ mP. XE—MES
BENET, A TS2NEA. RUEBZR/LE. ERHEBENEENERE, LHIIID Claire
Butler,

[00:02:05] Lenny (Sponsor: Vanta)
English:

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, Calm, Quora, 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 SOC 2, 1SO 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 best growing companies use Vanta to automate up to
90% of the work involved with SOC 2 and these other frameworks. For a limited time, Lenny's podcast
listeners get $1,000 off Vanta. Go to vanta.com/lenny. That's V-A-N-T-A.com/lenny to learn more and to
claim your discounts. Get started today.

FROCERIR:



AEATIE B Vanta BB, Vanta BEIREHZ LS RE, MRVSEK, HTFRRERBEEKHVAE, 10
Gusto. Calm. Quora #1 Modern Treasury, #{S{E Vanta EEBMIIME. ¥ E. EENBERERE2SMIT
¥, HEJLAMIELMBEATREITES. BIRESATTNLLMERFES (40 SOC 2. 1SO 27001
GDPR. HIPAAZ), Vanta BB ABIREVNFIE KFAZENIRS, BUSRNEHRE, BRLSKE, H55
HF AR BRI EE, 81T 5000 RMAF I FER Vanta Bh5em SOC 2 FEZEEIE 90% BT {E, 7EFRER
BA, Lenny BEHIFRTTESR 1000 ETHME, 1A18 vanta.com/lenny T RE Z 5 BHFEEAIN. X5
FFHEIE,

[00:03:15] Lenny (Sponsor: Mixpanel)
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
multitouch 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 is 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.

FROCERIR:

ZHAT B B Mixpanel B, UREWSIEKMT BN ATENE, ANFBEAFERIESMNMENIT A,
Mixpanel AfRREXFRAFRIRERMBAZ, MIAF]. REFEIEEF, BIE Mixpanel PEEHBRMIEESD. &
BIEMZ S )3E, Rel MR BEP R AAEE. Mixpanel BE—A1TAEIEMIESE =7 Cookie IRE,
Et Google Analytics Esa KEEZ M. 7 mixpanel.com/friends/lenny IRZFES S MHEHIPAR AR, RER
—F, M1 TEIBEE, EihiR mixpanel.com/friends/lenny &EE&,

[00:03:50] Lenny

English:

Claire, thank you so much for being here. Welcome to the podcast.
R EE:

Claire, FFERETEER, WIDLKEIFZR(TATHER.

[00:03:54] Claire Butler
English:

Thanks, Lenny. I'm excited to be here.
FRCEIE:

55, Lenny, REMEEREIXE,

[00:03:56] Lenny
English:



You've been on my wishlist of guests for a long time, and so I'm really excited to be finally chatting. You
were the 10th employee at Figma, which is now worth tens of billions of dollars depending on which
valuation you look at, and probably thousands of employees. | don't even know, but many, many. And
you joined before the product even launched. And so, | have a million questions | want to ask about how
Figma grew and all the things that went into it. I'm curious what it was like to be early days at Figma. Is
there a memory that comes to mind that's zany, funny, fun, tangible of just what it was like to work at
Figma in the early days?

AR ERIE:

M—EERNEEREFREL, FRUSRATEN ERERNRME. (RE Figma B% 10 S5, ITE Figma
ML EREFARNIVEEEREBAIZETT, RTARBEILTAT. REEFTHERFNRT, EEEERE
Zo MREFmAMZEMIMANT o FRUFE - FRIREA R X T Figma BMAE K, UKEEHNRRE
o BIRMAE Figma FHIR AR FH. BREMAILMREIRARZIB. HEN. BBHNHEREFNIEZ,
BEfAIN R HATE Figma TIFRVRRTL?

[00:04:33] Claire Butler
English:

Yeah, totally. No, that's a good question. We were right downtown on New Montgomery and Minna, and |
think the thing that sticks out to me is actually two competing stories that talk about just how much at
that time you'd oscillate between these really high-level strategic decisions and then total current work.
So my first day at Figma, | come into the office and we're going through some stuff. There's like 10 of us in
the office, we're chatting, and | look at some of the plans, some of the things they're working on, and | see
that they were actually had some branding and positioning and things that the products, Figma, was
going to be named Summit, that was the name.

FRZERIE:

BH, HA, XENFRE. HIHEMETHOH New Montgomery Fl Minna #f. ILRENKRERNER
PMEHATENSKE, ENREET SIRNAERSE SR RMIRE D B E TEZERE TR, TR
Figma 9% —X, EH#ANAE, AREEQLE-LEEF, DREERERE 10N, ARTEWXR. HRETE—
EHYMMEEARNOERA, KMMNELELM T —EREMEMLE, SFRIZFITEM “Summit”

(BLE) o

[00:05:15] Claire Butler
English:

So the company was going to be Figma, and then the product suite, the product design tool was going to
be Summit with the idea that eventually we'll have other tools and that could be like mountaintop or |
don't know what the rule, they had a whole thing around the different things that could be for the future
product set. And | remember my first day, | had an immediate reaction of like, " We cannot make this
thing Summit. That's not going to work. We can't have two brands. Summit's not ownable, we can't build
equity and multiple things. That's just never going to work. We kind of have to just stick with one." And |
think Figma is ownable and makes sense and we should just go with Figma. So we kind of should
probably kill the Summit thing.

AR ERIE:

HERRFNRFMN Figma, EFREMS, BMERMKIHTIE, 778 Summit. BERUERMNZBEHMT
8, |FAaN “WIn” ZER, REANEREGNSAMN, REMIIMNREN~RETIE-EERE,



RiZBE—K, ROERRNME: “HOFEYUE Summit, XTRE. HIIRERNBERN R,
Summit XAMTEEYHRE (not ownable), BATEAESZNRI LRIIAR. RKTTRE. RiITSAESE
B—ANEF.” B8 Figma BAMIRE, BEARE, RIMZW Figma. FIAETETALSIE Summit XS
e,

[00:05:55] Claire Butler
English:

And Dylan said to me, he was like, "Oh, that's interesting. How about you make a presentation and
present it to everyone tomorrow?" And so | did that. | was like, "Oh, okay, | guess this is what I'm doing
the rest of the day." So | went and made a little presentation about how we couldn't build all this equity
in two places and all of the things, and then the next day we decided to kill that name. And so we went
with Figma for the name of the product instead of Summit. And that's how fast things moved, right? And
how much you just ran with it and how to ownership.

AR ERIE:

Dylan 33&%i: “B, ARER. BERAMRME—NERXE, BAXRGMREARRA? 7 FTEEMBMHT.. oM.
P8, BERBSKETHREMFINT” BREMT —NEENETR, BEAMTARIREER MG D
mEREFEEF, FR, FMMREFABITRBF. TRFMBFMENT Figma, MARZE Summite XFiE
LSRR, WIE? (RMFREBITEHHABRESR T,

[00:06:25] Claire Butler
English:

| compare that to the first meetup we had, which was probably just 10 people in the office, honestly. But |
remember | was in charge of that, so | had to get all the food and everything there, and | just Instacarted
some things and ordered some pizza, but I'd forgotten ice. And so | had to go walk down to the nearest
corner store, which was three blocks away or something, and get ice. And | got four bags. And | remember
| was walking down the street down probably third street with three bags of ice and it was really heavy.
And | remember thinking, "This is so hard. This is so heavy. | can't carry all this ice." And it's just like that...
| did that too probably the next week. And so, | think it was just this oscillation between like, "Oh, we're
making these high level strategic decisions and someone else has to go by the ice." So that's what it was
like at Figma in the early days.

AR ERIE:

HEXGEMNRHNEDNERRES (meetup) #ITEL, RKIE, HRDRAEEaTFEMLAM 10 MA. BHIZ
BRATBRER, FIURFEEFENEY. HA Instacart X7 —LEKRA, ITTHEE, BRSTEKR Fr
UBARAER =N EHXIIREREREEL K, HFEXTHER, HCFHRERHL, KBRF=fH, RE=R
K, BT HYFE: “XXET, KET, BRRFMXAZIK.” SR TAHATEREETEME, L, &
RISFHIE Figma NAEEMETE “FIESEMBRAER" M “FEETIKR" ZERETR,

[00:06:59] Lenny
English:
That's incredible. That's almost a metaphor. Someone's got to go carry the ice.

AR ERIE:



AARARNT . XEEZMRMm: 288 AERKR,

[00:07:04] Claire Butler

English:

Almost got to the ice for the meetup. Yep.
FRCEE:

AT REZBITIFE ALK, &Kiko

[00:07:06] Lenny

English:

That's so interesting about Summit, | had no idea that was...
FRCEIE:

XF Summit WEEXBRRT, R FfHEEERESE -

[00:07:09] Claire Butler

English:

That wasn't a good name. So if you liked that better, I'm sorry because | killed that.
R EiE:

BABMFRF. MRMEFEHIOEGT, BRERK, HAZRTILEEE,

[00:07:13] Lenny
English:

Who could like it better now that everyone loves Figma and that's just what it is? Do you think Figma
would've been as successful with that name, looking back?

AR ERIE:

MEARIBXAE Figma, EESTEBRNZFHFR? BELRE, RESNRABINEF, Figma EaXA4A
FZIHM5?

[00:07:21] Claire Butler
English:

| think we probably would've changed it later. | think we just saved ourselves some time and without
having to change it.

FROCERIR:
HEFHNUEEELRERLZM. FINRABEERT UEHMM, RABENRT,



[00:07:27] Lenny

English:

And then how many days or weeks into your tenure was that happening?
R EE:

BEIRNIRLRER BB R ENE?

[00:07:32] Claire Butler
English:

The name changeor...
FRCEIE:
MEWABHE, T2

[00:07:32] Lenny
English:

Yeah.

FRCERIR:

Xo

[00:07:34] Claire Butler

English:

The first day. No, that was literally my first day.
R EE:

B—K, FEK, ENERNRE—X.

[00:07:36] Lenny
English:

The first day.
FRCEIE:

BE—Ko

[00:07:36] Claire Butler
English:

No, no, no. That was my first day and my second day. Not even kidding. My first day, | made the
recommendation, the second day, give the presentation and the decision was made.



FRSCERIE:
AR, BEREMWE—RNE_R, /K, F—RHREEN, F_XMER, ARBREMRETHET.

[00:07:45] Lenny
English:

Wow. | was going to ask you what the most stressful memory of early days Figma was. I'm guessing it's
the same story.

FROCERIR:
o, FARAARIREHATE Figma REDMIEIZEM 40 BIFHREMEXMEE,

[00:07:50] Claire Butler
English:

It's not actually. So I think the most stressful thing, | was thinking about this, was when we launched out
of stealth. So | come into Figma, | had lots of experience. I'd been in another startup before that, I
launched stuff, but | was still kind of junior. | had done these things, but I didn't have a ton of cycles, and |
never ran the whole thing from like, okay, messaging and positioning. This was a forcing function for us to
do our messaging and positioning. And | remember there was more than one day where we locked
ourselves in a conference room and | made Dylan and Sho at the time have this positioning up on the big
screen and made them agree on it word for word. We'd just never done that before. But then I'd also
never run PR press and all of a sudden, | had to run press and PR.

AR ERIE:

HIARRZ. HETH, RENNERRHNEREFRAELNLHAIIR,. LA Figma BRAFLEEZE, 2
AIES—KAEABMRT, BERHITm, BRINERERDKREL. RMIXLEE, EKREFBFEE, MA
BMRMKFIaHTHIRANRE, LLINEEEE (messaging) FMIEML (positioning) . XRAEFRIBER 1M
FEREMIE, HiZEALE—K, RINEASUMERINESE, it Dylan MHEIHY Sho BEMU A RRERRER
£, BEMITEZFEZOER . HITURIMAR T, MEKBMRATIAX (PR), RAZIE, HEE
BIEAFIAXT o

[00:08:36] Claire Butler
English:

And | think the hardest part there and the most stressful part was | didn't have anyone to talk to. It was
just me. And | didn't at the time have enough cycles to have the confidence that the decisions | was
making were the right ones. And so it was hard not to second guess myself sometimes in that position.
And | think that's some of the hardest times of being at a startup, especially when you're the only
marketer, the only go-to-market person is, you don't have anyone to talk to, to like got check stuff with.
And so it does take this immense confidence in yourself, but that's stressful when you don't have the
cycles. And so that was very stressful for me for sure.

FRCERIR:
RUERRE. ENRANMBIRINRBAAAUFE. REHF—TA. HRHELEEBHLMAZIKAES

=
CHURERIER. FIUERMIEL, REFBRIZED. RRNFXEENEQBRBENNLZ—, L



HEYMMEAE—NEBAR. B—HHHARAR, MEEARTURR, BEATSMEX, XBLFBERK

[00:09:12] Lenny
English:

How did you overcome that? Did you find people to work with and run ideas by? Did you just do it and
figure it out?

FRSCERIE:
REREATRRN? 2T ASME. BHIE%, T2mESE LRibMinZE?

[00:09:19] Claire Butler
English:

I mean, | had Dylan, but we just did it, right? Especially in those early days. | remember there were a
couple of freak out moments where | would try to get our VCs to help us. | remember Greylock was helpful
at least over there, but ultimately, they help a lot, but they don't know your business as intimately as you
do. So at the end of the day, that's something Dylan's really good at is trusting his intuition and gut. And
so, he was helpful on the decision making, but then also you just got to go for it. And | think that that's
something that | learned at that time that's helped me throughout the rest of my career is building that

confidence or that trust in yourself because it wasn't something that | necessarily immediately had.
FZERiE:

A Dylan, BEAXEFEET, WE? [ANSERH. RiCEE/UREERRBHE, HHXEHRKNTBKKE (VC)
#IT, FICTT Greylock 427 ADER), BIFRER, MMNBATTRSIC, MAGIMEXFTHE KIS, FR
AEISLK, Dylan IFEBRKHN—RMEBEMHER. MERRLREER, ERELINF—HE, HER2
HYNFENRA, ARTRE, PURRUNBCSHEONEE, BAXHREEREME.

[00:10:00] Lenny
English:

Next question | wanted to get into briefly is, you joined Figma really early, became one of the most
successful, loved companies in history. What did you see early on that convinced you that Figma was the
company to join and ask? Because a lot of people today are looking for places to join and trying to decide
what to do. Clearly, you made a good choice. What did you see?

FROCERIR:

TRV EABAEENE: RREMIMAT Figma, EMERTHELRKY. RREENATZ—. FH
MBI THA, LIRS Figma MERIMREIZMANRT? BAMERS ABEFMANNE, HEREZM
fta. B8R, {RMET —TRAERNER. REREBERTHA?

[00:10:14] Claire Butler

English:



So | had been another startup before Figma, a little bit bigger. | think | joined at Series B and then got
through on acquisition. And | had a sense that | wanted to do something early. And I'd already made that
decision that | wanted to go early stage. So I'll take that decision making part out. But then from there, |
was talking to a couple different companies, and when | went to Figma, there were three areas that stood
out the most to me. The first was, it logically made sense. And | know maybe that sounds basic, but | was
talking to just a drone company or a SaaS tech, like ad tech company, and | just didn't get it, honestly, it
didn't intuitively make sense to me or | didn't understand the technology or something.

AR ERIE:

FENNN Figma Z 81, HES—KAEIQBFE, MERHA—R. HEE BRI, ERABHEERB T, &K
HRA—MERE, REM—LEERHNTE. RELSREEEFHEIWXFRT, FMUAX—EDBIRERAZ
WY o MEBLUGE, BEMTIXFRNATE,. HFiEM Figma iy, B=1HE&ERSIFK. F—, BELRT
o HAEXITERREM, ERIYNIIET—REANAT, EE R SRAEN SaaS 28, HKIE, Hil
EIRAE, BERNEREASE, SERTIEBI MR,

[00:11:06] Claire Butler
English:

But at Figma, the basic premise immediately logically clicked for me like, "Oh yeah, | use Google Docs, |
use Asana, | use all these online tools. That's so weird. That design's not online. Why isn't it?" And as a
marketer, I'd worked with designers and sent feedback and emails, and that's really inefficient. And it
made a ton of sense to me that yes, that should be online and collaborative. So that was the first thing
that | was like check the box.

FROCERIR:

B7E Figma, ARNEARRZERIRIIZIFMILIXAE T “BXIW, %A Google Docs, A Asana, RFTAXLE
LT R, XFET, MTARTFAERK? ATAEEER? * FA—NEHEAR, REBMgHITEE, &
W EBHFAIER I, ARRERRAR. MERW, RITNIZTELL. hMEL, XXBEET, FIUXEE—=, FHd
714,

[00:11:30] Claire Butler
English:

And the next one was, | knew people who believed in it. So | got introduced to Dylan via Index. They were
an investor at the last company | was at, and Danny Rimer specifically. And my old boss, Greg Smearon,
who was an EIR there. And | trusted them a lot and they invested in it. | also met John Lilly. | didn't know
who he was. | had to Google him, but he seemed really smart. And when they Googled in, he was very
impressive, and he believed in it. So that was great.

AR ERIE:

FAZE, RINMR—EHEEXIMMBNA. FI@ET Index Ventures #1484 Dylan B9, Index @ LE—XRA
FIRAE, 152 Danny Rimer, EBEFHAETENR Greg Smearon, fHBI7ERR) LM EIR (NERWR).
EBEEMI], MAIHEET Figma, HEMET John Lilly, HRFEAMEMSIE, ETEEE—T, BHEL
RIFBERA, BREZEAMMEREA, MEMEAEEXIHE, PILUXRE.

[00:11:55] Claire Butler



English:

And then | think the third thing was, | remember when | was trying to decide, Dylan really didn't take no
for answer. He's very persuasive. And | remember he'd calling me and text me and then I'd have all these
concerns or things and he would just pick them apart one by one of reasons why they weren't real
concerns or things to get over them. And so | think that that was the third thing is, that's just who he was
and that's how he is with everything. And so, if that's how with me, that's how he is with any obstacle that
he has. And so, when | looked at that, | was just like, "All right, let's give this a go." And | didn't know. |
didn't know. | had no idea it would be as big as it is today. So some of it was luck too, for sure. But those
are the three things of how | made my decision.

AR ERIE:

BZRE, RETEHMBARE, Dylan ERNFERIEL, tIFERRKRD. HISFMAEHRITEIE. &XIE
5, SHREBSMOUEN, tha—ME—MFER, SIFRATAXERZHEENBUE, HEZMNARR.
RIS MAVER, NFEAFBERXF. MRMIHMLL, RN FEAEFEI ML, AR
—m, B R, BRI, HRBEHANE, TRRBIERRRIASRXAAIMERE. HA, BE
a7 —857. EXMERMREN=MLOER.

[00:12:24] Lenny
English:

So what | took away there is, one, you just believe in idea, obviously. Make sure you actually think this
could be really big, two is some social proof people you trust really believe in it. In this case, it was really
smart investors, they knew. And then the third is, it sounds like you were also just impressed with Dylan.

FRCERIR:

FRIAREE—T: $—, MEAEGEXTRF, BIECRMK; $Z, HXIERA, MREEHABREREE, &
XNEFIPEPLEEERANKRAEE; F=, ITERIRBEK Dylan ZAFRT .

[00:12:40] Claire Butler
English:

Yeah, totally. | believed in him.
FRCEIE:

N, TRiE. HABEH.

[00:12:42] Lenny
English:

So you joined Figma before it even launched, it was still in stealth. You joined as the first go-to-market
hire. You helped launch Figma, you continue to lead go-to market at Figma. And so this is a good segue to
where | want to spend most of our conversation. | essentially want to try to unpack what worked to build
Figma into the business that it is today from beginning to even now. You're also there for eight years. So
you saw a lot of what worked and didn't work. And so let's start with the beginnings of Figma and the go-
to-market motion that you developed and how you actually implemented it. So maybe to start, if you
could just talk about just what is a bottom up go-to-market motion? And then you also shared
somewhere that Figma has a very unique bottom-up go-to-market motion. So maybe just those two



areas, just broadly, what is bottom-up go- to-market motion, and then two, what is unique about Figma's

approach?
FRERIE:

fRTE Figma RRIFIIANT , SHEERS . MEF—UHHHARA. REBAHT Figma, HA—EHWSE
Figma I LIF, XB—MRIFEIWIAR, RBIEAMBOREREXE, ZARLBFFE—T, MFREII
£, BftaflefE Figma MKASROME, MEBERFT/N\E, WIETIFSHINMEK. FrLALIIM Figma
HORDERFFSE, EPEMRARBI#EHANTE (GTM) RIXURIRZINERITH. Bk, (REPMHtAE “BTFmL”
(bottom-up) HHIHRINIG? RBFEFXLRE Figma B—MIFERFHNBE T LR, L, B2t
#: F—, TARETMLENTIHER? £, Figma WAEEHAMFZL?

[00:13:33] Claire Butler
English:

I've reflected back to get to some of these answers. | think in the moment, so much of what we were
doing was influenced by gut, by trying to connect with people, listening to them. But when I look back is
when I'm like, "Oh, this is a repeatable motion." So when | look back at it, | would say that if | were to
define and think about how | define our go-to-market motion, and we've said it, we've called it a lot of
things over time. We called it product-led, we called it community-led. The way | think about it now is this
bottoms-up motion, that really is focused on ICs. So it's all focused on like, "Okay, so you have this core
audience." For us it was designers and they're largely individual contributors, so they're people who are
practitioners who are using your tool. For us, it's like eight hours a day.

FRCERIR:

ATEEXERR, HMTRZRE. RRFEIN, BINNRSTHERREREN, BXES ALK
. HIRMIINAES, BHKEELER, BARIRE: ‘B, XE— T AIEHER.” PrUETRER, mR
UBREXBENOTZEL —BARNTIEZLERIRSEF, b~ REE (product-led) . #HEKIKED
(community-led) —HIEINNER—F “BTFmML” RN, ROBETIATETERE (ICs). BHE
W, ERET: W, MME—MIOER” WNEMKRMBIZIHN, MIIASE2IATHE, BEAIENM
A&, MHEAE, tTERAEER/ VI,

[00:14:17] Claire Butler
English:

If you're a designer, you're in it all the time. And they love you, and you build this relationship with them
within the product, but it's beyond the product, right? It's also believing what the product can be in the
company and the brand. And they love you so much that they're willing to put their social capital and
themselves in the line and spread the product throughout whatever their communities are. And the one
that's connected the most to revenue is companies. And so that's where the revenue model really clicks
in is you have all these individual contributors who love you, but then they also work at these big
companies and these big orgs, and they become these internal champions who spearhead adoption

within their organizations and eventually turn into large amounts of revenue.
HRERIE:

SIRREIRITIN, (RE—EFETIARZE. NEMRE~m, MEFSRSBSHITRILRKR, EXMERNXEY
TrEmEE, WE? XESREBETREQSMmERRE. MIFEEER, UETEERANECHHR
B, EEMNNSMEXPEEIN"m. MERAXKREZNME A, XMEBRNREAIEREFRRN



w75 (RABEMEXERAZMRNNATTIE, M(IXEXIERQREMARARTIE, W1 TR “H
1PE” (champions), HATEALRRNEE A, RLZLAETUN.

[00:15:05] Claire Butler
English:

And | think of that as our bottoms-up motion. And that's different from tops-down. And a lot of SaaS is
tops-down where you go straight to a VP or an executive buyer, they then agree to buying a tool and then
that goes down to their organization. | think with technical tools especially, this becomes really
important. The practitioners have to love it. And also, sometimes | wondered as an executive care, you
know what | mean, what tools people are using? And so for Figma, what that looks like and why this is so
efficient of a go-to-market motion for us is, we actually didn't have a sales team for the first three years.
So all of our revenue, it was paid, but it was all self-serve.

FROCERIR:

XEHRFERNBE TMmLER. ©5 “BLEMF (tops-down) RE, R% SaaS AEEBLEMTH, /RE
BRERBISBHEEER, MMNEEWETR, ARHBITIENMMEER, RESHTFRAMITARN, X—=1L
NEE, NILERRERE, MH, BENBBESE, SEENEFERIERTATIAR? RN Figma 3k
W, XMEXZFAUINLEER, REARNEN=FEELEHERN. BIFIENKBRAERRARGEN, B2
ZERS (self-serve),

[00:15:45] Claire Butler
English:

And so we'd work with these. We weren't worried about things. | mean, you cared about security, but all
of the org features that people need and want when you're working with procurement, we were just
focused on technical features for users mostly. And then the individual contributor or maybe the manager
would just put them on their credit card. That was the way that things grew. And so there was no sales
team for a long time. We did have one eventually, and I'll talk about what that looked like. But then the
second thing was, once we did have a sales team, and even up until now, so much of our revenue and our
sales and our MQLs, our marketing qualified leads come from our free tier.

FROCERIR:

BATHRFHFRBORLE: - FR2W, REAXR LTS, EIRLEMRWER T RENFTERNHRRINEE, i)
HEFEAXRE, BRINEEXIAFANRAINE. AR TATRERNELEEZRER R, XMEE K
Be FAARK—ERISEIEZBHER . ERFENHLELT -1, REISWIBRI2ELEN. F-R
=, —BRNMNETHERAW, EEEIIME, BIIBER—IBOWN. HEHHM MQL (EHGRAR) MRERK
MEvRERER.

[00:16:25] Claire Butler
English:

So it's people, they're using it, maybe they use it for free. We have a very robust free tier. Maybe they use
it for pro, which is on your credit card. And then once it's widespread and they've gained the confidence,
then they're ready to bring in sales work with procurement. And they actually come to us and they're like,
"Hey, | work at this company. | really want to get my whole company to use it, but security's not letting
me. Can you help me unblock it with them?" We didn't spend that much money, any money really



programmatically on paid or programmatic marketing because all of our leads for sales would come in
through a form on our website, which was current users either free or pro wanting to upgrade.

AR ERIE:

MIEERE, WIFREBRER —HNBE—ITEERBANRERSR. BIFHIIBHZRE WAk (Pro), BER
ERFN. —BFmERIR, MINETHELD, MAESFINEEHSEKBEERIMNZET . tMIEESEshHK
5. “1%, HWAEREQFIE, RRELEQBHEAXD, BREEIIRKIT. RITESRBEMIID? ~
HMNARKBEMR SHEFUEHLEXSZ %, BARINFAENHEELREBREMNILE KRR, WHEBLE
BEALENGEER T URIAERF.

[00:17:05] Claire Butler
English:

And at that point, it's a very different sales conversation to unblock someone or to just help them
implement Figma when they've already have an internal champion who's bought in, and they're really
the one leading and driving the sale within their organization. So | think that that's made us really
efficient as like this is a really efficient model and has really powered so much of our growth over time.

FROCERIR:

BTN, HEMEMTEAET, MRABESEMNBER, HEHEMILEHE. BABIRGSESR
BT RN~ ml “FirE” , MEBNATREEASHIENARAEHEERNI A FrLAFIA K ILHA]
FEEN, XB—MIESKIEE, ZETRNXASERHAEBDIE K,

[00:17:14] Lenny
English:

Somebody listening to this that has a saying, B2B SaaS companies like, "Oh, okay, | just need to get
people to love my product and it's going to be great." And so | want to unpack that just like what you did
because it wasn't obviously an accident that people loved Figma. But before we get there, you talked
about that there's a unique approach to the way you did bottom up. What do you see as what the typical
bottom-up go-to-market motion is that other companies try to play that you think Figma did differently?
Is it this obsession with ICs on teams or is there some other element of it?

RS ERIF:
ITXERIEMIA, TNREM B2B SaaS AT, AIAES18: “B, 1¥E, RAZEEiLAMNESLRNE=S, —H
2T,” HBIFB—TMRELAMY, BAAIEL Figma EATESBR. BEPBZE, MRIMRINMET

MBS ERBY. MANEMRASZHNHAER R T LR AR, M Figma BHARE? 2EN
MEIAFNAZIEE (ICs) BRI, EREHMAR?

[00:17:43] Claire Butler
English:

| think there are other people who do bottoms-up and who do it well. | think for us it's unique because
the individual contributor spends so much time in the tool, and it's so important to them. | think about
things that we focus on where it might take one click off of someone's workflow, and that seems like a
really small update. You have to click one time instead of twice to do something. When you're a designer



and you're in a tool eight hours a day, saving that one click is huge. And so | think the obsession with

quality and with craft within the editor for us, for Figma, is maybe the difference.
R EIE:

R BEEMAME T EER, MEMERE. FHIAATRITER, REZAEFIATMETIAFRE
BHREIEE K, MATAEMNMIIEXER, RIWEIBNTREN—LEAT, LOERDTTERFRD—RR
f, XEEREMUNHNEHF —MRAFERL—RMAZMR. BIRMIBLiHIH, SRETIRERF/ V),
TEP—RAEMEBEARRIED . PAUIGERS, WRESASRENLTE (craft) BYE, FIEER Figma A
@2 4k,

[00:18:25] Claire Butler
English:

And | think about other go-to-market tools that maybe focus so much on the collaboration side or the
product-led of the expansion. And that is a huge part segue, don't get me wrong, but the tool itself, the
editor, that's where it all starts and that's what these people love. And then the collaboration is like, yes,
it's the thing that's like our differentiator, but it's actually like you stay for the collaboration. You don't
want to talk about it or learn about it. Nobody wants talk about collaboration. You just want it to work,
right? You care about the tool and that the tool's working well. And so | think that maybe that's the
difference is the obsession with the tool itself.

AR ERIE:

R HEM—EHHTR, eI TXEMEAEN~ RN K. 3RS, BHILEBRA—HD,
BIAXE, MMM REES, TERME—UINER, BEAPRENZD. MERILIEHNHNERLMA
%, BXbL, REATIMEMB TR, RAREBRKCMERFEINIE, KABBNE, MRBILELHF
A, ME? (RROMRIE, URIARTIEITRT. FAURKNRR, X3laJaETX TAERSVHIX,

[00:18:52] Lenny
English:

Awesome. Yeah, something | learned recently is that multiplayer wasn't even a part of Figma at launch, a
year later.

AR ERIE:

KixT, =28, RSETHR, ZAMENEE (multiplayer) 1E Figma AN EERREFE, AEBE—FF
AHE#.

[00:18:58] Claire Butler
English:

| know. We can talk about that, and we want to know making a decision of when to go to self because we
almost didn't because it didn't have multiplayer.

AR ERIE:

BAE, AT EIX D, XFREMISERREREHNRE, AANLERERMKE, MEBERNEZHZ A
hFo



[00:19:04] Lenny
English:

Oh yeah, let's talk about that.
R EE:

M, AROEA TR o

[00:19:05] Claire Butler

English:

Yeah, that was a poor differentiator and we can't not have it, but then we did anyway.
FEiE:

W, BEZOESRNKIIEE, BINTRSEE, BEREITERTEEENBRTRAE T,

[00:19:10] Lenny
English:

Yeah, let's take a tangent there actually. Just that decision to go from stealth. So Figma was in stealth
three years or four years before...

FRCERIR:
9%, BRI, XTFERRSRSHIRE, Figma ERZAIRE T =ZFEEME?

[00:19:17] Claire Butler
English:

Gosh, three, | guess. | think is 2012 that they started, and then we launched in at the end of 2015. So
between around there, yeah, around three or four.

FRSCERIE:
KB, HEBE=F, FHAEMIIRE 2012 EFFEH, ARRFANE 2015 ERL . FRUKEE=ZIME 8,

[00:19:27] Lenny
English:

Cool. And then you joined right before they launched. We're going to come back to what we were talking
about, but just what did you see about that decision of now's the time to launch?

FRCERIR:

Bo fRERFMRIZMAN. BISEIZINABIER, BERRE, X “WEMBLRBIHN XMRERELE
AY?

[00:19:34] Claire Butler



English:

Yeah, | think it was a couple things. So | think the first thing is that the team had been building quietly by
themselves in isolation for three years. And that's hard. | think that that was a very real part of the
decision to get out of stealth was that people had been building for such a long time. We needed
momentum. We needed to have a milestone that we were working towards. We could have just kept
building it quiet for a long time more, but it was very demotivating. So that was a very big part of this. So
there was a desire holistically to get out of stealth. But we didn't want to do it until we knew it'd at least
be successful.

AR ERIE:

RRENRRE. 8%, BIABEIMBEAINEE=ZFT., XRER. FIANREERBEREH—TIFEU
SHRER, RREBEFLT XA RNFES, FE-ISNNERERME. H(TTUSELHANEEE
A, BXEBITELRe MUAXRRA—HDRE, ARESESEEL L, BRIIFEETHERS A
B T BR2ATTR.

[00:20:15] Claire Butler
English:

But that was a key thing for me. | was working on that messaging, positioning that | was telling you, like
we would have this. | still have the doc actually where | was like, projected on the screen and Dylan and
Sean and | picked apart every word of it and sharing with a link and multiplayer is the biggest thing.
That's the core differentiator. It's really funny. | remember Ivan from Notion's early days, he stopped by
and was chatting, and he's like, "Wait, you can't launch with that multiplayer." And | was like, "I know." So
I was like, everybody was like, that was the core thing.

FROCERIR:

EXFEEKY, XBETRZARINESEENEMALIF. RFEXEBHNE, HRREAXRERL, Dylan.
Sean MFEZFFHERL, ST “BIFEENE" M “ZANE BRRANER, BROERK. REBHZE,
F1C1F Notion FHRY lvan IR&EIIIX, it “FF, FIOFEELKBESADENBER T RE.” FKix:
“FRE.” FTABREIZZ .

[00:20:36] Claire Butler
English:

But the idea was that we wanted to get out of stealth. We talked to Evan, our CTO, and knew it would take
about another year for him to build it. And for me it was like, "Well, is there enough here to get people
excited to start and to get users, get more feedback?" Because Evan was kind of building multiplayer. |
don't know enough about the engineering if he was doing it on his own or not, but he was the key person
doing it. But there are a lot of other things too that were being built or could be built through that year.
And we wanted to get more feedback from people and to start really get started.

FRCERIR:

BRMNNEERBERR S Fl1F CTO Evan Blid, MiEMEREARLI—FHE A Mz, WHRKR, =
BET: "WENKARTSRLOLANBEMEHFIEMER, MMARESZRIT? 7 EN Evan EEFAZA
e, HARETIZAT LHERZ— AR, EHEEROAY. BER—FE, TERZHMAKRA
EREFRHALUF R, HRIMERFESZANKRE, BEEFIREF



[00:21:05] Claire Butler
English:

And so to me, the things that | wanted to see before just deciding like, "Okay, so we don't have our key
feature. Can we still launch, or is there enough fear for people to get excited?" At least my first three
months, especially before we get going for the launch with the product, and probably even after that, |
would just go around with Dylan and pilot or demo Figma to companies. That was a lot of what we did. So
we'd go to these companies and we'd show them Figma and we'd get their feedback, and | would be
driving around in Palo Alto, around the city doing that with Dylan. And sometimes people didn't care.
They were just like, "What is this? | don't want to design online," things like that.

FRCERIR:

FRAM SR, TERE “GFIB, BAAKBZLOINEE, RITERAHIG? WENKRAEBILANED? 7 281,
BEI—LERA. EOERANRNR=Z1A, $RIRE~mATr, EEEBZE, HEEM Dylan —EEE
RARAMIARTET. BERMNINNEETLF. RKNEXERFRT Figma, WERE. FHE Dylan 708
TRERBERE, BNAMMBEREE, iz “XEAHAR? RABEMLMEI,” ZE80E,

[00:21:47] Claire Butler
English:

But what we wanted to see, what | wanted to see was that designers were excited when they saw the tool.
And once we got enough features, and | saw this pretty quickly actually when | joined Figma, is that the
people that we showed it to were really interested in it and cared about it. And | remember after Vector
Networks came out, after some of our other core features, there were enough things where people, |
remember, they would take the laptop out of Dylan's hands when he would start showing it because they
wanted to play with it. And to me, when | started seeing designers do that, even if | wasn't sure if they'd
use it as a team, even if | wasn't sure if they'd buy it, we weren't selling it yet. They wanted to try it and
they were excited about it.

FRCERIR:
BHEMNBEINE —HERFBEINZE —RITMEIXTTANZRIME, —BEHNET BB

e, HRRMEAIM (HSEINIIA Figma RZAMAIT), HIIBRRIWABNEIFERGE, FEER. &K
IBREREMS (Vector Networks) MEM—EZOINEEELE, REELEBFE T, RICFBELEAERER
M Dylan FEIIZEIZARBRN, RAMINEFEBEIFInh. HHEKR, SREINKITIMFRXAMET, BIERK
FMHAEMNEEUANEZAER, THEMIIZRESE (HRERAHRSE), BiT8EE, milEXE.

[00:22:28] Claire Butler
English:

And that kind of emotion, no reaction of wanting to play with it in these demos was really what gave me
confidence that we were ready to launch. And we had a couple teams, small numbers, and happened to
talk about metrics and how hard it is to deal with metrics of this size, but very small numbers. But we had
teams who were using it full-time. So we knew that some people were using it full-time and people who
weren't were really excited to try and were very impressed with the technical feat of it all and interested.
And to me that was enough confidence that like, "Okay, it's worth it. Let's get out of stealth."

FRCERIR:



BIERTPEEFRENFRPEIMRN, BELTRED, ERMNET/ESEFRE T REE—LHN
EEA, HERD —HEEN, MEXMIRNERRYE, BABRHRKXNT . EHLERANEERERE.
FRUENAEE AE2RA, MABLIERNALIFEERRIRN, NWXTUEAREMEDRRLH BB, WHHE
W, XEKEBILLHEEOR: “WE, B, RINERREE”

[00:23:02] Lenny
English:

That story of the potential customer pulling the laptop from Dylan is such a good metaphor for product
market fit, which people describe as you feel pull. Someone's literally pulling it from your hands. You
talked about metrics that you maybe could share. What could you share there?

FRCERIR:

BEEF M Dylan FERIEREXABRIKE, BERTmmLE (PMF) BAERR. AMTER PMFFLE
fREERETEE “HI71” , BABRMMMRFRIBRAEILE, (RRET —LrIUDZRER, ERMEKRITIG?

[00:23:19] Claire Butler
English:

At these early days, especially with bottoms-up and with all these things... And people ask me all the
time, "How do you measure things in an early stage situation?" And | maybe have a controversial point of
view here. | don't think you can, from a metrics side. Your numbers are so small. One of the quotes I
always like to say, and | say this now too, when we're doing stuff, because we're launching new products
and it comes up a lot, is you can't optimize your way to product market fit. | don't care at the early stages
if something's optimized by 5% from an email.

FROCERIR:

T2H, CHEMB MR AfI20%K: “EREHENRINEABERTUER? 7 KAEE IR
BEFNHMR: BANMNEREERTAEEN. RAMNERRNT. RERN—E (REMH~mE®
BER), mE: MEEET ‘M KREFmHILES. ERME, FRERTF—HBARNERLERE
BT 5%

[00:23:50] Claire Butler
English:

That doesn't fundamentally tell me if something's working or not, so | think metrics are really hard and
signal is actually way more important. Can you get a couple people who love it, not a slight improvement
of a conversion of a landing page. And so | think that metrics are really hard in that way. They can help
you, but when the numbers are so small, you have to, again, trust yourself a lot more and have more
intuition, but then also find more signal of the things that are working, whether it's anecdotal, talking to
people, examples, and that becomes much more useful than hard metrics are sometimes.

FRCERIR:

BHAEMRE LEFRFXGFITATRE. FUFOANERRESGE, M 55" (signal) HEERRFZ,
fREEFBEHREILNEEZRENA, MABULET BMIEUEN—mRIEA. FIURRFEXMER THERR
M. ENREIRMEER, BUHFRNY, (MUABXESMEEES, KEER, FANFEZIERERT
FENES —TIERHE. SARKERRGNGIF. ANXEBEENERERRETES.



[00:24:26] Lenny
English:

I'm working on a post around product market fit and a step-by-step somewhat of our guide to help
people down this path. The way you described it is the way I'm thinking about it, is step one, get one
company to use your product.

AR ERIE:

HEES—RAXTFamLENXE, BER2— M EANEBXFRIVDBISME. RERNSNIESKAE
B $—%, t—RARERIREIT™ o

[00:24:37] Claire Butler
English:

Yes.

FCERE:

R o

[00:24:38] Lenny
English:
Step two...

AR ERIE:

[00:24:38] Claire Butler

English:

What do they want? That was step one, and then that's not easy. That's not easy.
R EE:

B EHFA? BEE—F, MEXHFEH. —RBFREH.

[00:24:42] Lenny
English:
Right. And then it's like, get them to continue using your product.

FRSCERIF:
o AEZ, LIS MERIRI R

[00:24:42] Claire Butler



English:

Yes.

[00:24:46] Lenny

English:

And then it's get two companies to use your product.
FRCERIE:

BERILRR AT ERIRI o

[00:24:46] Claire Butler
English:

Yes, exactly.

R EE:

=5E, [ERWI.

[00:24:49] Lenny
English:

And then get someone to pay for your product. Yeah, so there's all these major milestones. Along those
same lines, | saw an interview with Dylan talking about product market fit, and he had this interesting
quote about how he realized first that they had product market fit a year later, which is when Microsoft, |
think, was like, "Take our money. We want to pay for Figma." And he's like, "OK, maybe this is going to
work." Does that sound about right?

FROCERIR:

REZILEANLME, B8, BREZEANEREE, INREXNER, FEIL— Dylan K= mmiz iR
*Kif, tE—REEBE, RMERFIRIMILERT PMF 2E—FE, SHHEN (FEBEHN) *:
“FEFHNME, FNEL Figma (18,” M. “FIE, MIFXENITER.” IMERSXIFG?

[00:25:11] Claire Butler
English:

Well, it's interesting, and that goes up to the bottoms-up model that we could talk about. | think the
difference, if you think about a company like Microsoft and what this looks like, this is just a really good
example of this bottoms-up motion in market. Here's a funny story that | want to add. Our first meeting
with Microsoft actually came, and this is the scrappiness of working in an early stage startup, because |
slid into the DMs of my friend's ex-boyfriend. That's how we got our first meeting with Microsoft.

AR ERIE:



XREE, XIEFHRETRNTUIMNE TmLER, NREERHRXFNATE, XnE8 TimL&R=XE
WP —PMEERG. BT -—TEBNEEF. HNNSHRBNE—RZEELEXFRN—XE R
PEIRBERERKEH (scrappiness) — HIAETHRARIFIBE K. XMERINVAEHRE—XRZEBF R,

[00:25:41] Lenny
English:

Well done.

FaCER

A=N::1
TEER.

F

It

[00:25:41] Claire Butler
English:

I know, | know. | saw that they had signed up for Figma, and | was like, "Wait a minute. | think | know this
person.” And that's how we chatted with them and first got feedback from them, so that's just a funny
anecdote.

FRCERIR:

HAE, HAE. HEIMITEMR T Figma, FE: “F—F, BRFGIARZTA" FERENMZHFH LT,
HE—RMEMBERT T RiK. XRBTEBHESE,

[00:25:53] Lenny

English:

This could be a new strategy if everyone's going to try to...
FRsCERF:

NRAREBEIAXTERRE, XETRER A —FHTEEAR -

[00:25:55] Claire Butler
English:

You literally do whatever. Uber driver, shared Lyfts, we can talk more about that. But yeah, you got to do
whatever you can to get early people to try your product out and get really scrappy. But for Microsoft,
over time, we would have, | think it was... What was the team that got acquired that we went into
Microsoft? I'll have to remember the name, but it was a small team within Microsoft and they were...
Xamarin, it was Xamarin. They were to ones who were using Figma first, and we saw that, so they were
that patient zero at Microsoft. And then we had, slowly over time, more pockets within Microsoft using
the tool.

FRCERIR:

REMSTFRABEW. Uber E#. #Z, FHNITLAZINENXLE, B3, MUIR—IE it REEAFR SR
RV, RIMESIEEP. XNTFHER, FEEREINERE, BMNB7T - HEEEHMEUERIE AL TFEN
THER? HELOE—TRE, SRR —/NERA-----Xamarin, 3, & Xamarin, {12 E—HtE



A Figma YA, FMTERETX—x, FAUEMZHEIE “SSHAN" . AGIEEM, MERASBEEREZH
BIFRERAXTNIE,

[00:26:28] Claire Butler
English:

But again, we've never gone through Microsoft procurement, Microsoft security. It just started popping up
throughout the organization. And we have these really cool Node graphs that show this too, where you'd
have these little pockets of people and then it would jump to another, like they'd have one more
collaborator and then jump from another pocket. There were these really cool maps of how that spread
within the organization. And eventually, we got to the point where that was a very comprehensive Node
graph that had this massive thing of all of these people from Microsoft using the product.

FRSZERIE:

BEE—K, BIIMNKEIHRRWEERERLLEZ. EMEFREERNMMAPHLE L, Bi1E—LIEE
FEEY T 2B (Node graphs) R RTX—sm: MREBE—/IEA, ARESWIS—%, b gms —
MIER, REMHKETS—NE], XEMERRT =RNAIEARRNIBERE, FEE. &£, BEAT
—NMEEFRNTRE, ERHRESENAEFERXN TR

[00:26:55] Claire Butler
English:

But still, it was only on credit cards. | don't think we even had an enterprise product at this point, and so
there was no salesperson for them to talk to. And Microsoft was like, "Wait a minute. We need to organize
this. We need security. We need account management. We need procurement involved." And | think that
that's what it was. They wanted to pay for it and they wanted us to have this enterprise product, because
they had these requirements and they wanted to have a better control over it, because it was just
popping up within the organization without their control. And so that's probably a good example of what
that looked like as this bottoms in motion just spread to a really large organization.

FRCERIR:

BEMEL, S RERIEARNE. HBANENEER LB EWRS~R, FAUMBIIEREHEEARAILL
Wi, MERBLR: “F—T, RNFENEHEE. BRNFER2RE, FEKFAEE, F2RBIIN
A" HRRBRAMBXE 18Ik, HAHFERMHRMEUMNTm, EAMIIEXERRK, FERERELH
wiIEHE, AAFREALRRNSEAELE, BELRE T IIREH, XAEmE R T RN EREARA
LH—MREFBIBIF

[00:27:34] Lenny
English:

This Node graph thing, is that a tool you built that's showing, helping you visualize within a company how
it's all clustering? Or what is that?

FROCERIR:
XM RE, 2RIMNBSHRNIANL? BRARUQSREIERFR? BEIRIHA?



[00:27:41] Claire Butler
English:

Well, our data science team built it. | don't know if it's like... Yes, I'm sure it's an internal tool. | just
remember there was a website in Node or something that we would use, and you could type it in an
organization's name. You still could do this. It's within our data analytics system. You type in the name of
an organization and it just pulls up everybody. And it shows, because Figma spreads through new users,
but also gen one, gen two, these people invite people. And you can see these Node graphs of how
somebody started Figma, maybe at the center, and then they invited someone else, and then it shows
how that spread.

FRCERIR:

RRMNBESZHNEN, RTHEERFRE 28, REEER—TAHILE, HRIZFE—1H Node
ZENBRIML, FHATAILER, RETUBA—TMERNE T, MERATUXAMH, EMERNOEBIED
R5E, MAN—TERNET, ERSBREALILR. ERTT Figma BUEIHAF LN, T85%
—H. FTHRAR, XEAXEBBETHMA, MAUEEXETNRE, EREAFIBER Figma (AJBEER
D), ARMITBIETHIA, EERT T XMEIERZ.

[00:28:16] Claire Butler
English:

And so you get these clusters, and you can see the clusters are teams, but then you can see someone
invited someone in a different org to a file and then that started a new center of a cluster. They're really
interesting. And you can pull up, you can type in any org, any org at Figma and see what that Node graph
looks like. But they're super interesting to see how those spread.

FRZERIE:

TRIRMIGE T XLER, (RAULBRKHEMERN, BREFRIBIBABETS—TEHAZEEXH,
PARRBRFARL T — MBI FR 0. XIFEEB. RAUBNEMAAR, 7 Figma RZEEEFBRTARNTR
El. MRE(NEEENELEEER,

[00:28:37] Lenny
English:

That is super cool. And | imagine that also informs how you go to market by figuring out who spreads to
who and who's often...

FRSCERIE:
KEET . BIEXEERIRMINTHIRRIRESE, BIFERHERATIE, UNERER

[00:28:44] Claire Butler
English:

Totally, and that's when these internal champions, that's what the key is. And that's maybe the takeaway
of how important these internal champions are, because you just need someone to land there and then
them maybe passing it up. You could hover over and see this person's at the center of this Node graph



and all of these people that spread from this one person at the company. And that, | think, was the unlock
to be like, "Oh yeah, these internal champions, they're really the key to all of this."

AR ERIE:

FTRIEH, XMEREMIPERNXREIT. XBFMESEL: NERNEREER, MRAFEBEAERE &
B, ARMITRTESE LEE, FALUERFREELR, BEALTHRENGDS, REAEMEXEA
MEMX—PAFHEY BB, RRSEXMERD “WE WL B, FERILERIBIFES BX—TIXE,

[00:29:12] Lenny
English:

| remember it spreading at Airbnb early on. | think Airbnb was one of the early customers and it was just
one designer, a few designers starting to spread to the product managers. | was just a member on the
team being like, "Goddamn it, we just switched to Sketch. Are we going to switch again to a new
product?”

FRCERIR:

HICRFHETE Airbnb ZREER. T8 Airbnb BRHIEF Z—, BARZ—MgtI. JLMth, 25
FHAEEEFmEE, RENRZEARN—R, 08 “ZIER, FAANIRA Sketch, MEEX ZIRAH M
DE}? ”»

[00:29:25] Claire Butler
English:

That was the hardest thing to feel like | don't want to switch twice. That was definitely something we had

to get over.

RS ERIF:
RERANERE — B FEEENBRTIRFR TR, B4yt R 1NN AR,

[00:29:29] Lenny
English:

But it happened for good reasons. OK, one last thing that you mentioned that | wanted to follow up on.
You said something about shared Lyfts, and maybe that's a funny story of some sort.

FROCERIR:

BENRERERDERN, F, XTMRINKE—MHERBIER—T. FMEEITHZE (shared Lyfts), AR
EARETLEBIHE?

[00:29:38] Claire Butler
English:

Oh, I don't know specifically. Actually, Dylan specifically is such a hustler, especially in those early days.
And he would just, really anyone that he would meet, he would talk about Figma with them. | don't
remember who it was, but there was definitely a situation where he met someone in a Lyft and then they



became one of our users. He used every angle he could to try to get introduced to new designers,
especially in his pre-launch days where we didn't have as many connections to just get people to try it
out and get more feedback.

RSz ERIE:

MR, BANEFAER. EbrL, Dylan RATE—MBESE =R (hustler), THEREFH. MENSME
WS- DA Figma, AFSFRKEET, EEEE—RMUEBHERBE—PA, ARBAKLTHNA
Fo fRB—IRIEMAERLIRINRITIN, KB ELR, RITKBEBAZXEN, REBRDELAZR
IHFIRENR 5o

[00:30:06] Lenny
English:

OK, let's get back on track. We were talking about the go-to-market motion that you executed and
modeled at Figma. There's two steps, right? Step one is get ICs to love you, and then step two is help it
spread from that person, right?

FRCERIR:

4%, BIEER, FHNNAZHIRTE Figma BITHEEN TR, K2HART, WE? F-—PZ2iLPATHRE
(ICs) ELR, BHEEETmMIB N AT, W52

[00:30:21] Claire Butler
English:

Yep, yep.

FRCEIE:

o

[00:30:23] Lenny

English:

OK, cool. So, let's start with step one.
R EE:

4%, BREANIMEBE—T A,

[00:30:25] Claire Butler
English:

OK, cool.

FREiE:

a5



[00:30:25] Lenny
English:

Like | said, obviously, it'd be awesome if somebody loved your product at a company. What did you
actually do to make that happen in the early days?

FROCERIR:
MERHRE, WRQABDEBAZRN~m, BARRE EERH, RINEMMETHARLAX—R?

[00:30:31] Claire Butler
English:

Yeah. It's really interesting when you think about the early days too, because you're like, "All right. We
don't exist." How do you get them to love you when literally, they've never heard of you before? Also, like
you were saying, in your situation, "Oh, | used Sketch. | was maybe in Photoshop before that, something
else. | just made the switch over to this new tool. We finally got it working. | really don't want to move
tools again." You have that inherent thing against it there. Especially | thought about this, and | think
there are four main areas that we focused on to make this start, to get it going, and then we kind of still do
this stuff today.

AR ERIE:

T, CERHENRER, RAMRSA: “WE, BIMREREFE" SAMNEEMRIABIIRET, (RINMELL
ft1E LIR? B, MEMRRIAH, “B, FA Sketch, EAZFTAIAERA Photoshop FAIAY. FKRIIEENX
IR, FARZHET, RENFTERBERIAT.” XMXENRMBESFEN. HEZIXNEIH, K
IAENEETFENERTARBHEHEXGE, MERNSKER LEEHXLES,

[00:31:05] Claire Butler
English:

The first thing is all about credibility. | think in the early days especially, credibility is so important in
establishing that initial credibility, again, especially with a technical audience like designers. The second
is actually building the product with your users. And | know you had Sho on your podcast and he talked a
lot about this too, just the customer obsession that we have the care of, especially that editor tool.

FRCERIR:
F—REREN (credibility) s TINNFRIZRERH, BUVBRAGEHIFEEE, LHEEMIZITIIXFRA
BZR. B_meHESAR—ETE™m. FAERFHE Sho, MBI TRZ, mERNMZF BRI

UK 3= BT g, TEHEB M RIEE TR,

[00:31:28] Claire Butler
English:

The third is finding a place where you can, in a way, that you can build this relationship over time. Maybe
that's specifically through a channel where they don't have to come to you, because they don't really care
about you yet and they're probably not going to convert right away or start using you right away, so how
do you get them to stick with you over time? So, find out the channel where you can do that and then
continue to build that relationship with them. And then the four is just being extremely transparent and



honest to build that relationship with people. | know those all sound really fuzzy, so maybe we can go

into them specifically.

RS ERIE:
EoHEHRI UK XX AN, WiFE@EEENREE, It AREE iR, RAMIITE

RRIOMR, FIREBASIUZIR W FFGER. AARMELLMITKEAIE(R? FRLL, BB IRE, AR
SMiTZIIXR. FEURMBRFRERERMMSE, M5 AMNRIERR, RAMEXLEITEREBIRE, FrL
BATRT LARAK R FTENE

[00:32:04] Lenny
English:

Absolutely. | was going to ask.
FEiE:

=98, KIEAR[RINE,

[00:32:04] Claire Butler
English:

Because they sound really fuzzy when you talk about them. A lot of this stuff is hard like that, where
you're like, "Oh, that just sounds like buzzwords." | can give you some examples of these four things, so
maybe it helps to give some color to it.

FROCERIR:

EARERBIRRE. REXLFEMEXE, WEREEIERITIE (buzzwords) o FATLULAIRITE—LEX
FROERBAF, EIFRELEEEN—Ro

[00:32:13] Lenny
English:

Great.

FRCERIR:

XIF 7o

[00:32:14] Claire Butler
English:

Let's start with the first one, credibility. OK. | was the first marketer at Figma. | think one of the things |
learned right away, very quickly was that designers don't want to hear from marketers. They don't want
to be marketed to and they have an extremely high bullshit meter. You use a word like efficiency,
collaboration, all of those buzzwords, and they're just like, "I don't want to hear this." Traditional product
marketing kind of stuff just doesn't work. They wanted to hear technical features. They wanted to
understand how technical features work. They want to hear, "How am | going to use this?" And then



they'll see the benefits, but they don't want to hear from marketers and they don't want to be marketed
to.

AR ERIE:

FME—R RS FiR. HRE Figma WE—TEHEAR. HRRFEN—HFEMZ: IHITFBIFEHEA
RYIE. AR, MBMINX “BEiE BPHRERS (high bullshit meter) . SARIRA “BX" |
“MET XERITIE, MNERRRE: “BAETXLE.” £RANTREFEB—ERETRE, tIBRHNERA
Thee, MIBMERARINEERIMFNEIERY, M1 “HZEABXN? 7 ARfsASRKIMFL, EfiF
BIFEEARBE, BAEREH.

[00:32:55] Claire Butler
English:

And so | think especially with our audience in the early days, one of the things that | did was really try to
not market. And that's so funny as a marketer to say that, but that was really core to build authenticity
with people. And so the way that we did that in the early days was what we had was the tool, and that's
pretty much what we had, and we had a design team and we had an engineering team. We did some cool
stuff in the tool. First of all, the tool itself was a technical feat. It was the first time it used video game
technology, WebGL. Evan's a prodigy. The fact that he got a design tool to work on the internet was just
amazing, and so there was a lot of engineering interest there, credibility building of, "How did you get this
to work?"

FRCERIR:

FRUFRDES, 3R EFHENEIMNNZARE, REH—HEMERE "“FEEH . FA—TEEARRX
EHHER, EMEBSARBIESLR (authenticity) Bzl REARMNMZER: BNRAEXNIE, BE LR
XL, TE—MZTEHANA—NIREEN. HMNETAEMT —LERENKRE. Bk, TEAXSHME—TERAR
2, EBRFB—REAFEMIA WebGL, Evan 2 MK, fbaeibigit TREN KR EMREREERAEIY,
FRUA T2 R MU FRE RN, XBIUTAEND: MR EAMER? 7

[00:33:40] Claire Butler
English:

| got him to make technical content and that, I think, went to number one on Hacker News, that people
were just interested in him. And then we had a design team, and our design team was our target
audience. And so we talked a lot about how we chose to build features, all the things that went into it.
And so many of the primitives of design tools have been like that forever, and so we changed the stuff.
One of them would be how we did grids or how we did vector networks, and we'd go into these really
deep details of how we chose to make those product decisions, all the craft decisions that went into it.

AR ERIE:

Bt S 7T —ERANE, HEHIE Hacker News EHIEITE—R, AxfbIERERBRE, REHNE—MNE
THEIRA, MEATAIZITEAESHERHNNBEIRZ R FAIUEINIT RZXFRNNMEFEFLELIIEE, U
REENSE. RITTANRZEMTER (primitives) ZER—EEE, MEINHTETEN. HEFZ—FH(]
WA IR (grids) HREMLS (vector networks) , HINTSRNRIT A AMEXLEFRE, UNREE
T Z4H75,

[00:34:08] Claire Butler



English:

| remember one of my bars were deciding if something would hit this or not, if they would be interested
was, "Did | understand it?" You know what | mean? And if | understood it, it was probably too basic, or if |
could have written it myself, it was probably too basic. | remember we did one on grids in the early days,
and we went really deep on Joseph Muller Brockmann and his influence on grids. And now, | very much
know who Joseph Muller Brockmann is because | work with designers, but at the time, | had to Google it.
| was like, "Who is this?" But that was one of my bars for if something would be good enough for our
technical content, was if | could have written it, it's not good enough. And so that was key for us in
building credibility, because we had this design team.

AR ERIE:

KicEREENETELRITIRR. MIEERXEBN—MIUER: “FKEERERD? 7 (fBERERNREBE? 10
RIKEEITE, BEIEREMT,; HEBEWRFMETEHR, BEELEMT. RIEBFRHREMNEI—FEXTME
HXE, ZRNRITTHAEX - KP-HTHE (Joseph Muller Brockmann) RE X MIEHIFM, IMEF LA
EftEiE, EARMGITHIT—EIE, EENEEEE—T: “XAZRE? 7 EXMEREERANBTEEX
TRRAREZ —: SRS HR, BMABIF. IRNBIMTRIULLAGBHEXEE, BARNMNEXMZITHN,

[00:34:47] Claire Butler
English:

And then when six months after we launched, | actually got to hire someone to do marketing with me, the
first person | hired was actually a designer advocate. So it was not a marketer, it was someone who was a
designer. The designers and the engineers that | was trying to get to help me with stuff also had to design
and build the product, so they didn't have a ton of time. But this designer advocate was working full-time
with me on this stuff, and he came from our user base. He was one of the very few people in the early
days who just loved the product and was very passionate about it. And that became his full-time job was
to represent, to meet with users, talk to them, to write content and create content, and to bring that back
to the product, and that was what he did.

FRSCERiE:

EHANAG, BRTAUBAMNB—EHENT. RBHNE—PAHLZE—D LA EIH" (designer
advocate), IARZREHAR, ME—M&IHH. HZaiXEHLRBICHILIHHIHHN TRIHERLITFT L~ 5,
T A ZEE, BXAI&IHTHEIESIRMBE—RMXLEEN, tRERNNWAFE. HEPEHREH
AEX M= RARHRBENIAZ— NS TERERRATENARL. SMI1RH. BEMLOIERS, H
BRI E~SE. XTI,

[00:35:32] Claire Butler
English:

And that designer advocacy positions actually scaled with Figma, and we still have it today. It's extreme. |
think it's the magic dust, we call it, that we sprinkle on go-to-market to make a lot of our go-to-market
function work. But yeah, we didn't focus on marketing, or traditional marketing. We're very focused on
the technical aspects.

AR ERIE:

%1 MR E X NRAISSFR LREE Figma BIMRY KMERE T TR, BEISRBENEEX M. XIFEX
B TNz A “BEMEK , BEMEHHREL, ILEMNNRSTHINERUEK, BigiE, RIIAXE



B, EREHREH. BNIFEEXEEARE,

[00:35:50] Lenny
English:

There's so many little lessons there. The designer advocate hire reminds me of something that Datadog
did, where they hired engineers to write their blog posts.

FROCERIR:
XEEARZ/NHl. BHEIRITIMAEMLEEE T Datadog BIHEE, MIBEIRMKEERENE,

[00:35:59] Claire Butler

English:

That's a great idea. Yes, exactly what we did. Yes.
FRCEIE:

BEMFER. B8, HRINMHBIERXD. &

[00:36:03] Lenny
English:

So, ways you build credibility, just kind of mirroring back what you just shared, one is writing content.
Basically, putting out blog posts that designers would be like, "Oh, wow. This is really interesting," and
start to feel like, "Oh, Figma keeps coming up in these really interesting pieces of content."

FROCERIR:

FRIA, BIARENNAGE, BE—TMHRIADEN: F—2EETRE. BEFXLRMEBAHGHRLELIRITINER
e, i, XEAERT WEENE, ittIFRRES 2, Figma BREIAXEFERFBHATE" .

[00:36:15] Claire Butler
English:

Yeah, even if they were using it, and | think that that was important. When we launched, people wanted to
test it because it was cool and see what it is, but then they bounced. They're like, "All right. This isn't
advanced enough. I'll come back later." Which is why we're give them reasons to come back, being like,
"Oh, yeah, but the pen tools always worked like this, but we did it like that. You should test that out." And
so we kept giving them these nuggets of reasons to come back in. Remember, this was also before
multiplayer, and so we couldn't collaborate, so it was use the tools to do these things. That really helps
people come back into the tool and spend a little bit more time in it.

FRCERIR:

2, BEMIELERT, RREF/XURERE. HMNLHH, AMNEARGERENL—T, BEEH4, E
BEMIMAKRT . ISRT: 9B, XEFBEER, ZUEBR." XMENFTARIEL M1 EHRAE
B, tbgl: B, W7, WETRUG—BEEIRFARN, BHNSXFME, REZRR." HiREaib(1X



£ UNEHSKT fEAEBRAVIER. i2F, SELKESZAME, FRULEDE, REATAMXESE, XHLE
BFAMNEZ TRERHZE—REE,

[00:36:49] Lenny
English:

How many posts would you say you put out in that first six months, just to give people a sense of here's
how much? It's probably not a ton, right? It's probably some few really good ones.

AR ERIE:

ERFIANTAE, (RABMATTZORXE? AR —TMERNHME. NZFERZE? JEmES/IREES
FRER.

[00:36:57] Claire Butler
English:

They took a long time. Also, | had to work with an engineer or a designer to do every single one. Maybe 10
at most. But those ones that went out, we tried to get on Hacker News. We tried to get on Designer News
at the time. Twitter, we can jump into that, but it was also extremely big for us. And so it was more about
quality than it was about quantity.

AR ERIE:

EXEXERTRKNE, ME, 8—REEBF/MIEMHILITINEF. &SR 10 /K. BRMBAIAL, K]
#Bid & £ Hacker News, & HBTH Designer News, & H Twitter, FATAT AT, ABIFFHIRIEBIE
BEE, Fill, XEZEXTHE, MAEHE.

[00:37:19] Lenny
English:

Awesome. OK, so one is put out great content. People are like, "Oh, wow. Figma's got some new ideas and
maybe | should pay attention." The other is having someone that's that function actually talk to them.

FROCERIR:

AET. FMUE—RBRBMEAR, iILAMRE &, F, Figma B—EHEE, UIFHEXE-T" . &5
— Rl A FTZEREER AR IE MB35,

[00:37:28] Claire Butler
English:

Yes. That was when we started accelerating this much, much more is when we brought in that designer
advocate to help us with this full-time.

FRCERIR:
BH. HIRAISIABMULIRBNIZITIAE MRA TN VOIEX LR, HBFEEFFIBARIR,



[00:37:35] Lenny
English:
Cool. OK. Let's move to the next one, which | think is building with your customers.

FRCERIR:
B 3F, HIMTENT—, HBRE “SEP—EITSET® -

[00:37:39] Claire Butler
English:

That one, | know you talked to Sho, he talked a lot about this, this idea of customer obsession and of
building with your customers. And it also goes back to that whole decision that we talked about earlier,
about when to come out of stealth. You can only build so much with your customers when you're in
stealth, because you don't have that many that know about you. But especially, even in the early days
when we only had a couple people, we really did listen. And back to also what you were saying earlier
about those steps to product market fit, get one person to use it. That's really what we were focused on,
especially in the very, very early days.

AR ERIE:

XFX—R, FAEMRM Sho Whid, MK TREXTF “BFFK UKSEFHEWENEZ XHBOEETH
MNZAHEHX FANERRERSHVRE. SRLTRERSH, RESEFAHRBWENRARR, EAMN
BIRAFHARZ, BRIIZEFH, BERMNIB/LDA, RTEENERF. E2IRZERRIR~miizk
PR It—MAERE, XEERMNHANXEN, LTHEEIFEIFE R R,

[00:38:10] Claire Butler
English:

| remember the first one, | think I've told this story before, but was that we had Coda. They were our first
user and they were based in Palo Alto. Dylan and | drove down and demoed the product to them, and
they were the first ones. Their designer, Jeremy, was like, "Yes, we'll take this on full-time." And |
remember, we were both like, "What? Really? You will?" That was the first person who said yes to us, and
so we were so excited. This was a huge milestone. We went to Oren's Hummus in Palo Alto on the way
back to the office to bring some back for the team to celebrate. We were just so stoked.

FROCERIR:

RISBEE—IEF, FEHLUFHIXNMRE, #E Coda, MNZRININNE—THF, SEHEMTRE, K
Dylan A AL TER~m, MiTEF—H. tiIpLHm Jeremy . “4F, HMNZ2RER.” KIER
HREMNMORNEZ: “fa? BEpE? FIENSA? 7 BEE—TIXHRNNR G A, FrUAIEAIIEEE
HE. RE—IMNEARNERE, BIHAENE L, HNETHPZRED Oren's Hummus BT, #7 —LiZHY
EELHART. FKNEREERKT

[00:38:41] Claire Butler
English:

And then we got back to the office, and | think Dylan gets a text from Jeremy being like, "Oh, yeah. | tried
to share this with Philippe, my engineer, and he can't get the file to open, so | guess he can't use it." And



we're like, "What is it? What happened? We finally got someone." And | remember Dylan was like,
"Everybody drop everything. We have to fix this." And after some looking at the servers and things, they
were like, "Nothing's wrong," and then they realized it was a problem with Philippe's MacBook. Evan
down only had a car, so Dylan had to drive Evan down to Palo Alto to fix the MacBook of Philippe just to
get them to use the product.

FROCERIR:

SZRBNNEIZ D LZE, Dylan BUKEl Jeremy HEEFER: “B, W7, RABEX NS EZALABENITEM
Philippe, BMFITARFAXMH, FAIARBMSERT.” HNMHLE: “BARE? RETAT? BRINFAES
ZAEEE—1MEF,” Hic#E Dylan HB93:  “FREB AR TFLN—Y], BIISTFRAXNNE,” KWEZRS
BE, ARRFREE, REFKWE Philippe B MacBook H T8, ZBfRAE Evan BHZE, FrlLd Dylan &
MEE Evan EEIMAZ BE A1 Philippe BB, MNER T iLt18ER £/~ 5.

[00:39:17] Claire Butler
English:

But the building with people, the way that we did that was largely through just each person. We really
cared and listened to their feedback, especially when there were only a few people. One way we did that
was, | remember we implemented Intercom back in the early days, and there were so few users and so
few of us that everybody was on Intercom all day too. And so we'd get a chat and | would jump in
sometimes. Dylan would jump in, an engineer would jump in. And he'd open up a chat with people and
they'd actually debug the product with us live. They'd be like, "I have this bug," and this engineer would
be like, "Let me QA it right now."

FROCERIR:

ET ‘SAHEHE" , FNETERBEIXEIE—PARLIAN. HNFEBESHMAAMBIINRE, LEEY
ARZERLONER, KiZFRBRRNZET Intercom, BRAFRERLD, BRIIALD, FIUAREXREBEE
Intercom £ HNSWEIIIRIER, BIFRSB#HE, Dylan 2Bb#EE, TiRMtSBk#HE, MSMBARAR
&, Mf1Eir EBEMKNENRE~m. AFRE%: “BBFT7XDBug,” ITRIMEH: “LHRIMERN
H—T"

[00:40:02] Claire Butler
English:

And so those are just examples of in the early days, what that looks like, and that just scales a lot over
time as you're growing and you're talking to more people. That advocate ended up helping us a ton when
they came on board, because some of this stuff, | mean, none of this stuff scales. Your engineers can't do
support forever. In the early days, that becomes really important. But when we brought that advocate in,
their whole job was talking to users, getting them to try to use the product, but then taking their feedback
back when it wasn't something that wasn't working.

FROCERIR:

XEQZRRBHRN—LELF, BERNAKNEFRESHA, XMERITUHYT R, SIUAEMIING,
T RNAM, BAXEREF—HER, XEFBFHMLEMENL. MBI LRRIMAARKITMER. BER
H, XER[IFEER, JRMN5INGEINE, NLHBIIFRESAPRY%, 5ISMNIRER~m, AT
7= am H TR) B RS 2 53 s B3




[00:40:34] Claire Butler
English:

That helped us scale a lot, so that became really essential, and then telling people, "Oh, we fixed this." It
made them feel more ownership of the tool too, being like, "Oh, yeah. | asked them to do this. They did
it." That's just another way where you just build a strong relationship with people, because they feel very
invested in your journey with you.

AR ERIE:

RIRAMBER TR R, FIUAXBRIFEXRE. AREFAF: @, FMNEETEX.” XWittIwIA
BTESHNEARR, ®15: MR, K, LX), wiENHMT.” XRES—MEABIFEXRH
A, BRI E SENR—ES 5 XERIRE,

[00:40:54] Lenny

English:

Which goes back to building credibility.
R EE:

XXEETEIAEE.

[00:40:55] Claire Butler
English:

Absolutely, absolutely.
FRCEIE:

FTEEIEH, BT,

[00:40:57] Lenny
English:

There's so many important lessons there. You talked about scaling this, but interestingly, this is very
much doing things that don't scale; driving to their office, fixing their wifi on their laptop.

FROCERIR:

XEEERSEENHI. KRBT R, BAENE, XHLSIFZHEY “MWRLETEMEUNE @ F
EEMINDRE, BEMIIEICAERK LR Wi-Fio

[00:41:08] Claire Butler

English:

Early days, nothing scales in the early days. You just have to do it anyway.
R EE:

FHIMER, RBEEASFBERR UMRLE, REICIEIEHRSEM.



[00:41:10] Lenny
English:
Just as a tangent, we're talking about getting people to love your product initially. Why is love so

important? That's a really high bar, and | imagine you have an interesting insight on just why it needs to
be that level of appreciation.

FROCERIR:

IfEfE—5), FATWHZRIDILANE LR~ @, Afta “B” MEER? XZ—NIFESNINE, TEMR
MNFAAFBERIXMEENEE —EEEBN L,

[00:41:23] Claire Butler
English:

Yeah, and it doesn't have to be over time. These are all things that maybe they just use it first or they're
interested, but by the time you're getting to the organization level, or I'm spreading this to my other
spheres of influence, like my community, people | know, you're kind of putting yourself on the line. You're
taking a risk when you're doing that, especially if it's your job. You're bringing other people in, and you're
not going to do that unless you really believe in something. And so just using it isn't enough to get
someone over that stage of going from just a user to a champion. And so | think it is this love thing
becomes important, because you just don't get the scalability and spread of someone doing this for you
unless they have that level of passion.

FRCERIR:

2H, MAXMEZFT—ES—BMMmE. XEEFERERABIAZMNLXB—THERE, BYHRLAE
FLARE, HEFRAFOEMZMEE (CbMFmBEX. FIANRBA) ZEY, MELEEZECHBREM
BR. HIRXAMEY, (REEAEN, LHRMRXIXFMNIE. RESIANEMA, BRIHFENBEREF
A, SMRAIXAM. FILL, X “ER" FRMILE—TMAMEERAPETN “HirE” . BElt, FiAn
X ‘BT BREXEE, RAKRIEMIERMZENRE, SNRTERFBIEBMA ARG RORLH
=17,

[00:42:09] Lenny
English:

That's an awesome lesson. | hope people are taking that in. You shared this story of Coda and Sho.
Actually, he wasn't on a podcast. He wrote a newsletter and he shared all this stuff.

AR ERIE:

XE—NMEENEG), HREEAKEHE, FOET Coda # Sho B E, EfrlL, Mg EIEE, MES
T—HRE®EIT (newsletter) PETXERS,

[00:42:18] Claire Butler
English:
| read it. Yes, yes, yes.

FRCERIR:



Fid. 2, Ko

[00:42:19] Lenny
English:

Yeah. People often confuse the two. They assume it's kind of the same thing. But he talked about how
when he joined Figma, this happened. Dylan's like, "We need to fix this problem." He's like, "They're not
even paying us. Who is this? We have real things to build. Why do we have to hop on this bug?" And then
later, he realized why that was so important, and that was a big lesson he learned from Dylan of just this
needs to be taken really seriously. If someone's trying to use your product, help them actually be

successful.

FRCERIR:

=0, MEAEEXHERE, UAR—EFE, EMIREIMMAN Figma BAETXHE, Dylanii: “FiIFE
ERRAXDE,” MYRE: “MIEEELPR. XiEW? RNNEBELFEALE, ItABZHEXT
Bug? ” ERMARIRFIAFARIMMESE, BEMM Dylan BEFEINEEZ R HIRE Rt 75X 4
. IRBEAZRERIRTm, MEBIIEERFAI.

[00:42:45] Lenny (Sponsor: AssemblyAl)
English:

Today's episode is brought to you by AssemblyAl. If you're looking to build Al-powered features in your
audio and video products, then you need to know about AssemblyAl, which makes it easy to transcribe
and understand speech at scale. What | love about AssemblyAl is you can use their simple API to access
the latest Al breakthroughs from top-tier research labs. Product teams at startups and enterprises are
using AssemblyAl to automatically transcribe and summarize phone calls and virtual meetings, detect
topics in podcasts, pinpoint when sensitive content is spoken, and lots more. All of AssemblyAl's models
which are accessed through their APl are production-ready. Visit assemblyai.com/lenny to try their API for
free and start testing their models with their no-code playground. That's assemblyai.com/lenny.

FR3CERiE:

NHEATT B B AssemblyAl 2 Bh, MNRMBESMAMAM= @PHEE Al RITHEE, BBANRFTE TR
AssemblyAl, THRELLIREBM LI AMIEAIZEZHERIIBME, FHREI AssemblyAl BY—= 2, RE] LS fth(]fE
B8 API iR TR A R R ZE RIS Al REE. 1EIATF I BIFPAETEFE R AssemblyAl BahiE R RER
ERENEN. UBEEETHA. HETUBRBRABTEE, AssemblyAl FiE BT APl 1A R AVIEELER B £ F= i 2
8. 15iA] assemblyai.com/lenny G22I AMIIEY API, HETABEHRZH MR IRIRE,

[00:44:02] Lenny
English:

So, coming back to this go-to-market model that we're talking about, we're still talking about get ICs at a
company to love you. Step one was build credibility. Step two, | don't know if these are steps or just
things you do in some sequence or not, step two is build with your users. What come next?

FROCERIR:

EZFEMNEFITIENHSERX, FIEEW URBPIATREZLR « F—PRBULXEN. 2D
(FHAMEXERRINFNTBERFRNENER), F_TE5BAFRHEME, ZFTHREMHA?



[00:44:20] Claire Butler
English:

Oh, the next one is, this can take time. | think that's a big one. And also in the early days, they're not going
to necessarily use you right away, and so it might take time. And then also, when you do get a couple of
people who start to use your product, they're going to also start wondering what other people think
about your product. And when you're the only marketing hire, and this is something marketers ask me a
lot when they're the only marketer in an organization is, "How do you focus and prioritize, because
there's so many things you could do? How do you decide what to do?" And so the thing that | think about
a lot in this early phase, in thinking about ICs is, "How do you get to them, and where can you go where
they already are as opposed to making them come to you?"

FRZERIE:

|, T—1M=2: XAURFENE. AAETXRREEN—xR. MAERH, MNF—ESLLERIRR™m,
FRUARTRETR Z0Y[E], Ihoh, SREMNE/LNAFRERMINSmEY, it FRiFaEMAREABRRET
miYe HIREA—NERARN (REFHARERITRINEHAZERK: “BRASHETLUMY, (RN
AIREMFMAR? MIMFREMTA? 7)), REXNRHEMBREEIATREN, BERZNZE: “RUOM
ROAMBAT? MRIDEIRZEIMIIBEERMT, MARREMIIRILIR? ~

[00:45:00] Claire Butler
English:

Because I'm a firm believer, | think now, we have spaces where people can come to us, but in the early
days especially, they're not going to come to your space. They don't know you. They don't care about
you. They don't want to go to your Slack channel or something. You have to go to them. And so for us,
Dylan really identified immediately that Twitter was the place where that existed, and that had nothing to
do with us specifically. The design community existed on Twitter way before we did, and that's something
that they just did on their own and that grew over time. They had this large network on Twitter of

influencers, and that's also how people learned about things.
FRERIE:

ENFEE—R (BARERNTE TILAMNEERINN=E), BEFH, MINRFIERMEBLERN, th
MARINRIR, REFIR, BAREMNIRE Slack 5B 2Z K8, ROMERNEHMNT. XFAIHKi%, Dylan IZED
FIRE Twitter IR M, XE5HMNEF TR, RIHHEXAE Twitter EEENNBELENARTS, B2
BRI, HEEEREMSMLEA. W17 Twitter EBE—NEARBEMANE, AMIESEIRETRHE
8,

[00:45:38] Claire Butler
English:

Also, design's changing all the time, and so people would share best practices, things that they were
doing, resources, and that just became kind of a home for designers. So, we really went all in on Twitter.
That really became a key, our channel that we focused on, and really only focused on one. That was it,
and we got pretty advanced on how we did this. Dylan is also a great engineer, if you don't know that
about him, or a scrappy engineer who could figure things out. And he had this idea and he built this tool
or this scraper where he identified a couple influencers in the design community. People he thought were
people he wanted to learn from and to talk to.



FRZERIE:

sk, RH—EEZK, MUANZOERERLE. MIEETMONESE. ZR, BEMATIRITITHR. i
L HNERN2EORANET Twitter Eo AREL T HAIBIXERE, MABRMNENIZETEI—1 MEBE T,
BINEREA R LBELS#H, Dylan BR—BMBN IR (MRIFERT #BENIE) , HEHE—DEERR
S FRIREM, WE— L, HART—IPIAEHER, R5ITIRITHEKANUUREmMAO A, L
AR ERFEINITREIA.

[00:46:51] Claire Butler
English:

And he inputted them into this scraper thing that he made. And then back to this, another node graph, he
figured out who followed them and who followed those people and also the influence that these people
had over other people, and made this massive node graph of these pockets of different topics of design.
And when he looked at it, you'd see a cluster. So you'd have the cluster of iconographers, graphic
designers, product managers, and you'd see them all there and you'd see who the influencers were in
those areas. And what we did is we found who were most influential to start.

FRSCERIF:
B L A NSt RE, AEXEETHAE: MESBTHEXSTTMAN], BENXETTHBELEA, UK
XEA WA, HEETXPMEANTEE, BR T ARG EINNEF. YRURER, a5

B—M&RE. BRIt MEEs. FEIRITITERE. FmaEEE, REEBEMIEREM, UK XLEmN
R AR . A IFAMBEIRL R BB LR RE M Ao

[00:47:20] Claire Butler
English:

And that was another source, back to using whatever you can to get people to try your products. That's
who we asked for feedback in the early days too. Just DMed them. We were like, hey, Raji, we'd love
feedback, your feedback on Figma. And that was one of the ways we got to people, but that's also people
who we followed, people who we tried to build this connection with on Twitter in the early days. And
that's also where we pushed out that technical content that | was talking about. And then we tried to just
drive and spur a conversation about these things. First it was our launches, but then later it was this
technical content or whatever it was that we were producing so that we could go to people instead of
making them come to us just in their feed. And that became super important to us.

AR ERIE:

BEF—PFKE—IMEE “FE—FRILANSEHMITR" o 2, HMERXEAERRB. A
Bl iN=W: “I8, Raji, HIMBEERITIRR Figma MIRIR.” XRHRIMEAFPHNARZ— XEAWN
ERNNERHLETE Twitter ERUBARINR. HNEREBELGRRINPBLERARNETHN, ARRINLE
BESX AR RENERDNIE, EVEXTHENNEAS, BREXTRARBTHINEIEREMARA, XK
A EREIAEMTNERRE, MARFMITREIAN] XN RREFRAEE,

[00:48:00] Claire Butler

English:



We'd also interact with people. So Dylan has a huge presence, and especially in the early days and now
even has a huge presence talking to users, we all did show too our engineering team. And so it wasn't just
the brand handle, it was the people. And | think that that's really important to put a personal face behind
things, connect with people, answer questions for people, live there. And over time, we just built this very
engaged group of people on Twitter with Figma. And that's still a huge place for us where the design
community lives and where we get a lot from our users too. And | think the focus on that, and | think why
it's so important is it allows people to passively follow you over time without having to invest in you,
within the tool.

AR ERIE:

HINE=5ANEE), Dylan REXMS, LERERH, EENFEMBEXENAAZM. HIHIREFNKEE
glte FRAXANZ— T mEKS, MEEXNA. BIANNREEFARUTERIFEEE —5 AR
Z. OFEA, FREMXE, BENERNHERS, RI7E Twitter EELE Figma B3 7 —MEEERBVBHE,
BEESPRBIGITHKRENMTS, BRHNREMAEAF RIFHIMG. TIANNTETIZFUEE, BEAN
ERIFAMBEE R BIRERZ IR ER, MAFEELRERSRAKZS

[00:48:24] Lenny
English:

That Twitter graph story is so legendary. | think Dylan even shared the code online. I'm going to try to find
that tweet.

FRCERIR:
B Twitter X REINMEKRET T, FA8 Dylan EEEM LD ZiZHE, BSHABERIIBEE

[00:48:30] Claire Butler
English:

Yeah, it's so good. We still use it. We used it again when we were launching another product, we were like,
oh, can we go pull that Twitter graph for another audience? | don't know if we ended up using, how much
we ended up using it, but | definitely looked at it and | was like, oh, this is so interesting to see for
developers or whatever it was that we were looking at.

AR ERIE:

20, CEBFA. HNIAEEER. SRNEBS—IFmbs, HTR: 18, HNEAS—H/HRRE—T
B Twitter XREND? 7 RAHEREATZL, EREEEIE, AR/UEALERHMZRNSHIE
BEE,

[00:48:46] Lenny
English:

And also what you just mentioned is really interesting that he wasn't using it to go sell people on the
product. It was first get feedback on the product, which ends up selling them.

AR ERIE:

MEMNARINBLREERRE: HFERERBDANEHEm. BRI mRE, MX&KLIERT H
&=

[=1¢



[00:48:54] Claire Butler
English:

Oh no, we never heard sold the product. It was always about feedback. And | think that that's so key to all
of this is all about feedback.

FRSCERIE:
MR, FRATMAEEHEE S IRRR R TR, HIANNXZFREX—IMNXE: —tIEELSE R iR,

[00:49:02] Lenny
English:

Awesome. There's so many lessons here. There's a fourth bullet | think, around building relationships

with users.
Fh>CERIE:
XET, XBAERZHI, HEEEENR, XF5HAFPEIXRA.

[00:49:08] Claire Butler
English:

Oh, just transparency and authenticity. So | think that that really comes into when you get to the scale
part, I'm talking about early days, being transparent with your users, and a lot of that does come down to
the stuff we talked about too, about downtime, about what that looks like. And we just did that naturally
with people one-on-one in those early days. But | think where it gets harder, and we stuck with it because
it's in our DNA and how we act, is when you get to scale and you have to still do that stuff with a lot of
people who care and who do these things with you. But | think it's just so important that you are honest
and also you don't hide behind the brand. That you're human and authentic and transparent with

people.
FRERIE:
IR, MEBEAEMELRE, RINASIRENMEUMEER, X—SAANEE, RNARNEEE, EXHARE

B, XRAREE LHEIRIFNMTIEINAS, LLINEN (downtime) LIKRINMAE, £2H, HITREBA
WS5RAHT A, ERAF/ERTET, HEMET KE, MNATENREXOR. SMRETHAM
XEE, HNRFT TR, BAXRHNOER. FHIANNHEFEER, F1ERTmEEEH. BERTIESEHA
—1¥, Hifl. BT AR.

[00:49:52] Lenny
English:

So let's chat about that. Just... So this is about getting started. How do you do this at scale? Or does it
change completely? Do you continue doing this in a different way? How do you approach it as the

company grows?

FRCERIR:



ABFAVIEIX D A RNZBES MR EMRUMERIMEAH? BRE2XT, ERUFENSGRHAL? EE
REAK, (RIIEGIEXLE?

[00:50:02] Claire Butler
English:

You just totally still do it, right? | think that that's just so important, that's how it stays, right? In the early
days you do this stuff and you kind of get the flywheel going. You get these people, you have these people
who love you, but today that's still how Figma spreads the most, right? We're going into new markets,
we're going into new places, we're launching a new tool, and that becomes so important to how we still
drive adoption. And so some of those things, the tactics, look a little bit different, but the themes are still
the same and what that looks like at scale.

FRCERIR:

RETERELREM, WIL? WNNXFEER, XMEBERERS TENRE, ERBMREXESE, LR
Ko MR T XEREZIMRBIA. MR, XKAR Figma (TR AN HRITHENFRTG. M, LHH
TH, SWNFHNMNNAEDRAKAEZEREE, FIUEF-EHREERTERERR, EXEMMELEH
BEFIRAR Y,

[00:50:30] Claire Butler
English:

A couple of just examples of that are those advocates, right? That's | think a huge one. When | was a
marketer that advocate was just my partner. He gut-checked everything that | did. He'd be like, no, that's
too thirsty here. You're using a fluff word again. You know what | mean? Also, he was how we pitched the
company. He was the people we talked to, he'd go to lunch at Etsy or whatever and just get feedback on
things. And that function has really grown with Figma. So now that's a whole team at Figma, it's a large

team and it's scaled with us with every product that we launch.
FZERiE:

ZILNMEF, EbmBBEmEl. HREXBTAE. HRERHE—NEHEALRN, BRUAEITHEIHATEE.
EEREXFAEER. iR “F, XBEREFAIINEF (thirsty) T MAXERTENIET.” RIERE
BE? fesh, MBEHMNENQTNGEN. WEKNZANMNR, thaE Etsy ZENATZFIR, WERIK.
XMNERAERES Figma BB R, BTE Figma B— P TBHEI, —MRABE, HEERINLKHHNE—
RTINS

[00:51:15] Claire Butler
English:

So now we have developer advocates, FigJam advocates, and regionally. So we go into a new region and
they're part of the landing team. We're in Japan, we need to find the Japan, now we have two of them, it's
the Japan designer advocate because it's just so core to how we do things and we've scaled that. So |
think on the credibility side, | think that those advocates and scaling those advocates are the magic dust
that, I always call them the magic dust, that make sure that we are able to build those relationships and
stay authentic around everything we do.

AR ERIE:



FRUABMERATE T AR EREIN. Figlam HiElh, EEFMXIIDE. SEANTEA—DHHX, iITHEEM
FAR—& 0. HAERZE, MEBEERERNHEN —RERNER B RILIHTITHEEN, RAXEZFE]
WERZD, BINEERKREMRNLT . FIERGENAE, FOAAXEREMURMIIAMRCHZE “BiEm
R o HMEBXATIEAMAT, MITRREKNEBRIXEXR, HEMBEI—IPERFES,

[00:52:10] Lenny
English:

And these advocates, again, they're just, their background is designer, and then they end up being an

advocate designer?
R EIE:
XEmEl, wiNERIIRIIN, ARRLRATIRITHIHmEM?

[00:52:15] Claire Butler
English:

It's now developer, FigJam person. But they're passionate that... Their profile is, they're passionate users
who oftentimes they find us more than we find them, right? You couldn't just post this job online and go
source for it. It's like this will emerge from the community and then they love it so much and they know
the product so well. They're technical experts. But yes, they were, for the designer ones, they were all

previously product designers.
FZERiE:

RELBEHALE. Figlam TR, EMINERRKRRFERE - wNEGE: ZHERBHAR, BE 2]
HEIFAD, MARRMNEZHMT. MAERABEN LA MBI SAREEA. XBEEMEXFRILFK
B9, fIEERESR, WEmTIEE. MIRRATR, BigtH, WFRIHMHEIIRR, WilzaEe
= amigit o

[00:52:53] Claire Butler
English:

One of the ways that we've done that and still continue to focus on things that people care about that's
so related to the craft of quality is through we do quality weeks with engineering. And then we decided a
couple years ago, we had this idea where we were like, oh, what if we package all of those quality updates
up into one thing and launch them together and we could even show the tweet or the forum request that
spurred us to do this. And that was where our idea of little big updates came, which is a launch that we do
every year.

AR ERIE:

BIMNIENMRE-—ERFXEINTEENFRE (XENHRENERBYIRX) NHEZEZ—, B5TREENMN—E
R “BER” (quality weeks), JLERIZITRE, %, MRBINEFAEXEREETHMITEE—ELHIR? &K
MNEZEAUBRTEMHFEHICIRIBEREERNX AWM, XMZE “NMARER" (Little Big Updates) X1
HCERVERR, XERISFHIHITH—RER.

[00:53:37] Claire Butler



English:

Figma, they come from these quality weeks with engineering, that's where the engineers can just go and
look at Twitter, talk to our support team, get all these small things that annoy people to fix them, and
they just fix them all and they get so many done. And then we launch them all together. And that's one of
our most popular launches that we do because people are like, yes, | care about this. This improves my
quality of life every single day. Back to that discussion of two clicks versus one click and things like that,
they're that small, but we still do it. And I love that little big updates when | think, Airbnb did something
like that too, with the a hundred updates thing on their website.

AR ERIE:

XETEFRES TREAMNRER, TEMISER Twitter, MEBREDE, HEFIEIBLLLAEF KA/
FFEHEEEN]. HIEBEFRESZ. ARENA—RH. XERMNEZRUNEAMENZ—, BNBAIRE
B “&HE, BREFXD. XRETHRESRNEERE,” OEIZANRNAAREE—RREZENNE, B8R
Ry, EBRIMRAES. HIFEER “NAREHH" , T Airbnb WIEMIIBIREE LM LML “100 IE
T ES.

[00:53:49] Lenny
English:

Airbnb has shifted fully to that, which is only big launches, just wait twice a year and launch a bunch of
stuff. That's exactly, that's fully how they operate.

AR ERIE:

Airbnb BEZ 2R EXMIRINT, BIRMARELH, BFMR, ERERH—KHERA, XIELMtIMERIEE
o

[00:54:07] Lenny
English:

That's got to be so satisfying.
R EE:
B—EIFEEHLZE.

[00:54:08] Claire Butler
English:

Yeah, exactly. And in the marketing even, we'll pull examples like, oh yeah, that for one, the person who
said that. So that one's big. And then on the transparency side, | think where this gets hard at scale is all
of a sudden you have a lot of people who care about your products. And | think it's really easy as a brand
because you are a brand at this point, as you're getting bigger to be like, oh, | can hide behind my handle
or the Figma handle, or do | really have to say something about this?

FROCENIR:

", BEMEEHET, RIIFIEMF, thin: “MBx7T, XMI2ATRMREERNNABRME.” FUXEE
BEX. HZERERHE, HIANMRUEIERET, RAZBBRZAXMRN~ M. (FA— T mhE, EEM



REX, REGHFEXMERL: &, HAIUSKTEHNKSE Figma EAKSEE, HENSIMNIELZERERL
ng? ”

[00:54:40] Claire Butler
English:

And so just two examples of things like that where you just, we've chosen to be transparent when we
didn't have to be or you might not, or downtime. Downtime is always a big deal. And | remember there
was a specific instance, | think it was last year, maybe two years ago, where there was this issue with
these servers and an AWS cluster went down and we didn't know what was going on. And so we had

downtime multiple times in a week and people were pissed, right? Things were not going well.
R EE:

XEEMMIF, WEARNER T REER, BERNETUFRZAM. LLNEN. BVXKZEHARE. FHKid
BE—TEKNMF, ABMREAFHRE, RSB[ETRE, —MAWSEEET, RNNINAELRET
%o ERB—ABNTHIUR, BRESIET, MNIE? BRIFEEL.

[00:55:15] Claire Butler
English:

Again, back on Twitter, we built... The double-edged sword of Twitter is you build this strong
communication channel with your users and they communicate right back to you if they're not happy. So
it's inundating us. And | remember we did a public postmortem and we always do that. If something
happens or something goes wrong, we're like, yeah, that was bad. Here's what happened and here's the
technical reason and here's how we fixed it. And then we tweeted that and promoted it and took just full
accountability for it. And we always choose to make those choices when they're hard.

AR ERIE:

BitE Twitter, Twitter 2—BW7]4l: RRILT — T 5AFBRBIERARE, MRMNFSH, BRI
ZIRIREG TR, BB RIFINFKAAR. HISFEHNNRT —RAFANER (postmortem) , HMEZBXAM. WM
RETEHHTHE, KR “BH, XREE. KETHA, KRARERHA, HIRUOAEERN.” AR
BV E, AE2BHRE. YEIDRMEERN, RI22EFSEH.

[00:55:52] Claire Butler
English:

And | think the hardest example, and back to your question of the most stressful days at Figma, the true
most stressful day Figma, for me, was the day that we announced the acquisition. That was probably one
of the harder moments of my career, where... My brand is social, that's my job, is running social. And all of
a sudden you have this onslaught on social and you have to figure out what to do. And | remember the
way that we announced it was we just retweeted Dylan. That was all that we had said.

FRCERIR:
FIANNRERHF, REIZIRIEEITE Figma &REDIRF, WEKR, EENKEIN—RERNEREERIEEY
BR. AFIEERFKIRWEEPRBENILZ — HHMEMEEHREE, RNTEMBTEMRE R, R

RziE), HREEEBE TRIETE, MBFHEEMNER, HEERIMNEFNARNRARR KT Dylan BI#EX,
R RHAHIHHAIZER,



[00:56:07] Claire Butler
English:

Raji on our team, | remember | was talking to him about it and he was like, "We've got to talk to our users.
We just have to talk to them directly. We have to show we're the same company. We just have to not hide
behind the brand." And he was totally right. And so | remember we decided that day that the next day we
just had to have an open public forum where we could talk directly with our users and let them ask us any
questions. And so we'd held the Twitter space the next day with Dylan and Sho and Raji and Tom, and we
just had it open and people could ask us anything they wanted and we were able to be just really honest
and transparent with them about everything that we could.

AR ERIE:

FATHPARY Raji, FHIZSINMMEXASE, thik: “FISTMAL KK BITDAERMMIK Bl
FRTIENNERFRRKIIBRAT . HNNEXNFERTEMEEE.” tTEER. PRURICEIRRINTRE, =
ROAED—N AT, BERSAFR, iLREARE#R, F25% ZX3FATHM Dylan. Sho. Raji LK
Tom —i227) 7 Twitter Space, £EFM, ATEILARMEMARIDARIED, Bl TRATRERSS. ERMEIE T —
o

[00:56:44] Claire Butler
English:

And | think that that is just a really good example of how even when it's really, really, really, really hard,
you still have to just be transparent. And | think that that's when the tide started to turn of people giving
us a chance to prove that everything would be great, even when it's the highest stakes and the hardest
thing of still listening to people, maintaining that connection and not hiding behind the brand.

FRCERIR:

FIANNZXZ— T ERFHGF, RPRRMEERERMERINZ], RMOABIREER, BBERMBEE, BF
ek, MIBESEN—MSEIEBR—HMEEL. AEEWIRS. KEMRE, KAZEHTEA
MEE, ERFIMEKR, MARREREEE.

[00:57:06] Lenny
English:

It feels like transparency is core to the values of Figma. Have you codified your values and is that one of
them and is there anything there?

FhSCERIE:
RHBEAE R Figma iZOMEMI—29. (RMIEEBENERRX? BHEESE Z—?

[00:57:18] Claire Butler
English:

Interesting. We have codified our values. It isn't explicitly listed out, which is interesting, but | think of it as
our value, especially with our users. We think about our values a lot as have fun with it, build community,
love your craft, and all of those definitely come through, play, but maybe that should be one because |



think it's so core to how we make decisions and our framework of when we have a decision which way

we're going to go.
R EIE:

RERR. HMBLENEMRXT . BRBHEELERBEHIILER, XEEBH, ERIANEZHNNNE
M, TEHEXFAFPN, RMNEERINNENEIE: EXFHKE (have fun withit) . Bt X (build
community). BEIRNITZ (love your craft), XLEHRFHA, EHIFERAEHRZIIHE, BNEHREZ
BATRENZD, BEINTRERAB 75 mENAIEARIELSR,

[00:57:43] Lenny
English:

And also we mentioned Sho a couple of times, but on Twitter, he is always asking people, what do you

need in the editor? Here's what's going great.
R EIE:
BATEREI T LR Sho, M7E Twitter ERZRIAK: RINERIERELFTEMA? ML S B[R

[00:57:49] Claire Butler
English:

Absolutely. It's still how we get so much feedback is talking to people directly and Kris will come on when
people have bugs and just respond to them. He's our CTO. People are just actively on there, listening to
people, fixing bugs, responding.

AR ERIE:

", HEINE, BERSATRERARKINAMAERBNAN. HAFBE Bug By, 189 CTO Kris Bz
B L&RE, AREEIEIFEEK, HIFAA. B85 Bug. MHEIN,

[00:58:06] Lenny
English:

I want to shift to kind of the second step of the go-to-market motion, but before I do that, | have a couple
of things | wanted to touch on briefly. One is you haven't mentioned Config, this conference that you ran,
which is a good example | think, of scaling a lot of the things you're talking about. It used to be Twitter,
social graph, find people on Twitter. Now it's like this epic conference that | think people just love. | was
on Twitter the days of Config, and it's just my whole feed was just like, oh my god, Config is the best thing.
So many talks and so many people.

AR ERIE:

FRRIMPRINE =Y, BERZE, B/LASEHREEER—T. —=IMEKIEER Config, MEIRARAY
BIRZ. HIANERBIFMEENRSEB/MEUN—NEFHIF. LETRE Twitter, HXEE. £ Twitter £k
Ao MEEZMT —PMARBAENEFRAS, Config ZHDEIFLRIKBER Twitter, HHBMSERE
. "KW, Config X#E7T.” BMAZEM, BAZ Ao

[00:58:34] Claire Butler



English:

Config is such a good example. | remember, | can happily talk about Config. The way that we do Config, |
think... I'd never run a conference before, maybe that's probably part of it. And | brought somebody on
who had, but she and | were both sitting together and being like, OK, so we're doing a conference. How
do we get the content for this conference? What do we do? And we didn't know. And so we just decided,
oh, so much of what we do is listen to our users. Let's put out this call for proposals and see what they
want to talk about.

FROCERIR:

Config LB MNFHIF. HBREWE Confige KT Config AN HUBIMKEDIT RS, XeJ6EtH
BEREEZ—. BEBT—1MELKRMA, BRMMALE—LINEESR: 9, ZNEHDIAS. AEMNEFR?
BANZMH4? 7 BNYURFERNE, FREITRE: “18, FEARIN—EEFRER, BkHm— MR
% (CFP), BEEMITEWIH A"

[00:59:20] Claire Butler
English:

And through that process, we build these relationships with these speakers, our advocates help them
shape their talks. And then | think that we do produce really strong technical content through that
process and through Config. And we're also able to, with these people that we work with, help them grow
their own profiles and that also helps them stay more connected to us, helps them become thought
leaders in their own right. And so | think we're able to just draw so many different people who are the
practitioners and the ICs because we're not just putting thought leadership out there. We're talking
directly to how to use the tool and the things that individual contributors are still dealing with.

FROCENIR:

BENIEE, HRINSEHRERILTESR, RNNBEMEBIITEERAST. FHANEIXNIIEN
Config, FMMETHTIFFILENRARS. B, FRITBESBIXESENHFREATAMZE, XtBER
TRMNSENERFERZREKR, BEMIIRAE B MR BEG . Eit, FHMIEBRIIXAZMLEND
AT E, AARMNARREFBTRANERASH, RII2EERTICNAERTIR, MR TARMELEX
HEImBYSLFRIR) .

[01:00:04] Lenny
English:

| remember seeing a tweet about it where someone filmed being inside of and they're like, it's a rock
concert, it's not a conference.

AR ERIE:

RICRFEIIT—FHEX, EARTHRGINR . XA, XEERERERR.

[01:00:10] Claire Butler
English:

Oh, that too. We also just have fun. That's another big part of it as well. | remember literally saying, how
can | make this more fun? So that was a big part of it.



FRZERIE:

I, BHE. HMNEIAREHREFC. BREF—TEED. HISERIFENTER: “RELAELXZFE/LE
REA®? ” FRUBERA—EDRE.

[01:00:21] Lenny
English:

Sounds like another value. OK. Let's talk about step two of this go-to-market motion that you've
developed, which | think if | were to just simply describe it as help people spread it within the
organization. Is that right?

AR ERIE:

IFERXNES—HNEMR. §F, LHRNMWIRARNHHRANE L, MRILKERER, 2 “BEAL]
FALRNEBEE =@ o WE?

[01:00:34] Claire Butler
English:

Yep. All right, so again, I've got four things here and I'll list them out and then we can go through them.
The first is make it easy to try the tool and to share it without a lot of gates so that you can do this. The
second is those DAs. | want to talk about how those DAs work in our sales process. The third is finding the
operational thing that allows you to scale. For us that's design systems. And then the last one was still
about maintaining and growing that connection with those internal champions over time.

AR ERIE:

S, 0, XBRENS, RAEYVIEE, RAERITZ—1TE. £—, UTEZFERNSE, FEIREKS
i, =, SHLGIHHITFHREIT (DAs), FRBMEMbIIERIEERET2WALIEERN, £=, K4k
ILRFE RSB ENE, MRINEHRME BT RAK” (design systems), RE—HKARFETFKEBAIFHM
SRS ARLERERIRIPE B R,

[01:01:32] Claire Butler
English:

All right, cool. So the first one's making it, the products easy to try and share. So we talked about this a
little bit, but if you go to figma.com today, it's very easy to sign up for a free account. | have a free account
myself on my personal side for designing my house. But you just go and you can try the tool. And | think
that's so important for us to allow someone to use it over time for a long time until they have confidence
enough to be able to want to spread it within their organizations.

FROCENIR:

Fo F—REULFRSTEREMAE. HANBHINTXA, BMRIERSXKIFE figma.com, EMEEKFIEE
BHo BPAEBE—ITEREKS,, BRZTENEF. (MEZEMERA. WANRTRAPKRACERAEEE
2, HIMNBEEBHNEOHBEEARNIBLEE,

[01:02:05] Claire Butler



English:

But then it's also pretty easy to create a free team and share stuff with your organization. In the early
days, you could just share a link and that was it, and you could use the tool and everything was free. Once
we implemented pricing, which was about two years after we launched, we had this thing called a starter
team. And this is actually something that was switched. So initially the way that it worked was our starter
team was that you could have unlimited files but only collaborate with two or three people, and that was
the starter team and you wanted to add more people to collaborate with, and then you hit the paywall.

FROCERIR:

tesh, IB— T EREANASEARADERABTHEREZ. T2, MRAFAZ—NEEMTT, TARLUEE
B, —tEEREN. KM ANOMER, FRITFWREEEN, FIPELT N0 “NJHPL” (starter team)
ARPE. XHREZNH T —RAE. RONANZE: MEIUBELROXH, BERESH=1"AMNE, XHmEAN
JEIRA; WNRIFABEINEZMMEE, MRS,

[01:02:45] Claire Butler
English:

We realized that wait a minute, that's hurting us. And so we switched it and now it's like you can have
something like three files, but unlimited collaborators. And that was huge for us. And that's a place where
you can see it in the metrics very clearly, where it's like, oh, this is really easy for people now to share
before they have to start paying. This is huge. And so then you get people to start using it for free with
their teams and the teams get confidence in it before then they all have to start uploading it to their
procurement team or whoever it is to start paying for it.

FRCERIR:
HMNEIRE, F-F, XEGERNOERK, FTERERINEUTIARE, WEZRT: FRALABERO=1XMH, E
IMEEHERR. XHMBEITRIFENEKR, EERLAINFEEMERX—R: AMIEMEZHDZLREIE

BBRZ. XAXET XFEANMTAAULMEAN—REREER, ARRBILERSD, ARA TERRBER]E
KARAENE.

[01:03:24] Lenny
English:

That's such a good and important topic that | want to pull a thread on a little bit. So what you discovered
there is you don't want to get in the way of the growth engine of the product. If it's going to grow through
people spreading it, you don't want to cut it off at three. That seems like a monumental decision that
changed everything. Any sense of just how you came about to realizing that? Or was it just obvious, OK, of
course we need to change this?

AR ERIE:

XE— M FEFERERER, HERNRN—T. RAUHNZ: RAEER~mIERSIE, IR~mIEE
TANBIERERIERE, RMAEE 3 PA" XM )in Liteiklf,. XMFR—ITHRE—VNERNRE. RE
EARIREX—REY? EBRXEMBN, HIHARFAL?

[01:03:45] Claire Butler

English:



Well, | think it was intuitive and it was more about the change management process of how to do that
when people... At this point people were using the tool and using that starter tier and setting people or
what that looks like. And for a long time you could also get around that and just collaborate with people
in drafts and just share a link too. And we wanted to shut that down. So it was a bigger decision on just
change management, but | think we intuitively knew it and it was much more about to the change
management of how to make that happen.

FROCERIR:

KB XE—MENR, EZRXTINALHEXMHMEEEIE (change management), HEFAMBEERAXTT
BIMNIBERT. BE—ERNEE, FEAILLEEE “BfsfE” (drafts) EWMMEHSZHERREIRE il
BIEBEEXDNRA. IUXESZE— M RXTFEEEENEARE, BRIANBRINER L2HMEN, ELRETFNM
&,

[01:04:13] Lenny
English:

Is there anything else you learned about what should be in free and paywall versus what should be in
freemium? Just broad thoughts.

FRSCERIF:
KFMPLEZ R, WEIZIG A ERIE, HEXTREEE (freemium) B, FIEEHALER?

[01:04:21] Claire Butler
English:

Well, I think the other interesting thing is too, and I think | said this, but so much of ours is, so we have a
couple tiers. We have a free tier and then we have a pro tier, and then we have our org tier. And the free
tier, free tier includes this free starter team. And so you can just do that, go to figma.com, and go do that.
Pro is all enter credit card, and then org is you talk to sales. Org and enterprise, you talk to sales. And so |
think the other key thing here is we get a lot of upsells to org from pro. And so it's also a thought of what

you put in org versus pro.
RSz ERIE:

AR —TEBNRE (HARRD), RIENNIER: R TR (Pro), AERALRR (Org). %
BEREERTERBRINIE. TIWRREZRIERF, ARRMNELHRNFERAFEE, XESF—TXER
2, BMBRZEMZAUARAREIALIREIEW, PR, EARRMEZWARZ BMNADEEEEFEREM.

[01:05:11] Claire Butler
English:

So that's the other decision because pro is also relatively inexpensive, so that grows a lot too really
quickly and it's still very important to us, but still most of our marketing qualified leads that are sales
leads likely come from pro or from free. And so it's the decisions that we think about are like, OK, what do
you want to sell on? And to go from free to pro, it has to be pretty natural because you don't have any
people involved. And then when you go from pro to org or enterprise, it's more about the organization
and the scale. And that's where that design systems conversation comes in that we could talk about.

FROCENIR:



ZARRENER, FLUEKBRIR, WENKAFEER, BASHHELRT (MQL) EERBT IR EE
o FMBERRRZ: MBRMFAKE? NEBRETWRNZLCLTIFEEER, BNKEALTH. MM%T
APhRZIHR MRS AL AR, WESXFHAEENMRL. XMBRIBEWE RITRLE" RIEERRMTS.

[01:05:51] Lenny
English:

The other really important nuance in the way that you structured pricing, it's unlimited viewers, but it's
just editors that you charge for.

FRZERIE:

MIENMEMRZ— N EEEENANELNZ: EFE (viewers) BFRER, RITRMEHIEE (editors) U
o

[01:05:56] Claire Butler
English:

Yes. So true. So many people, especially if you're a designer and you're working with our product
manager, you can comment and so much of this is to yes, you can spread it and you can use Figma for
free for a really long time because you can just comment on the tool. It also gets us through many more
places with the organization and helps us be more useful to more people because yeah, viewers are free.

AR ERIE:

&, ERMlt. REA, HBNRMIBIRIIN, EEM~mIIBESME, MITAILITIE, XikfREEH Figma
fRiEAk, #FEAIURBRERRKEE, FHANTEERWREN. XBILFHITESEHARNES AR, X
BEATENE, BNEEERREN.

[01:06:21] Lenny

English:

How often do you revisit the packaging and pricing at this point? And do you have any advice there?
R EE:

RIBRESAEMEM—RNEITEHNEN? HLETAEING?

[01:06:32] Claire Butler
English:

Yeah, | mean it's interesting because the product's still growing. We just launched variables and dev mode
back in at Config this year, and that influenced pricing and packaging and still is, right? And so FigJam
too. And so | would say the core foundations aren't something we revisit a lot, but we're continually
adding new features and we have to think about what tiers should they go in, what does that look like? So
those things influence that all the time.

AR ERIE:



XBREB, AAFREERK. BISEE Config KEENAZHTZEE (variables) FMFREIN (dev
mode) , XFEMTENMITE, BrRIEEAEP, Figlam L2k, HBWH, ROBMENFEE N,
BRI FERINFTHEE, DAEREINZBANBNER, URERFR. AUAXERZE-BEEFERM,

[01:07:33] Lenny

English:

OK. Let's talk about designer advocates. Talk about that.
HRCERIE:

9Fo LA TRE T, B #HiH

[01:07:39] Claire Butler
English:

Yeah, so | just think these DAs, so sorry, | keep calling them DAs because that's what we call them
internally. Advocates are just so special and such a big part of Figma. And like | said, it took us so long to
start charging or bring in a sales team. And when we first hired our first salesperson and our first sales rep
was the same day that our next designer advocate started. Eventually the first designer advocate left and
did something else. And we brought in another designer advocate and he started on the first day that the
sales team started.

FRSCERIF:
2R, HEEXLE DAs (B, BIBAUMI] DA, ERERINTAIIXAMN) FEFEFT, E Figma WEELHRKER
Do TERKIRM, BRINETERKNEAFIBREREBIHERIN. YRITBEE—IHEARN, B—X, &

MET— LK MmEMEANIR T . &ABBUMEMEREFT, FMBT S, MARNE—XRIEFE
EHEHEIPARIIFNE—X.

[01:08:27] Claire Butler
English:

And Tom, who is still here today and is leading that team, Tom Lowry, he was a passionate Figma user, but
he was a passionate Figma user who brought Figma to his organization. But the first one, we were so
early, he didn't have an organization to bring it to, he just loved the product. But Tom, he was the internal
champion at his company, who got his company to adopt Figma. So, when he joined Figma, that was
really the mindset that he brought to this, was also like, "How do you use this as a team?"

FROCENIR:

Tom Lowry ZESHREATHMESERTE. EE—NERN Figma AP, MBEMIE Figma Hi# T HHA
gl FB—UMEMMANEITERR, MRSV @FHTAHSR, MRARRARE> R, B Tom RE,
2 ATNRIIAIPE, REQBTRAT Figma, FrLLLMINAN Figma B, iHERMEBXMOS: “Fr—
MNEPRA, RZIEFERTE? ”

[01:08:42] Claire Butler

English:



And why | think this is so special, and was so foundational that they started together, is that they would
go talk to users together, and they would bring him into the sales process. But he was never a
salesperson. Never had a quota, doesn't live on the sales team. Technical expert who has such a deep
passion, and a deep, deep, deep, deep understanding of the tool, that he would come in and just help
explain the product to other designers.

FROCERIR:

FANER . REMB—[EM] HEENFEN E—RESH. tis—EXZNAR, HERIEMHEA
HEMZ, BHMRTERHEAR, BUSHER (quota) , ERBFHERN. tHE—IMRAER, WIA
BERRABNIER, thodRREMIRITHIMERRE M.

[01:09:21] Claire Butler
English:

And it goes back to that same theme that | talked about earlier with marketing, where | realized that |
would never have the credibility with designers that a designer has. Same is true with sales. They're
never going to know the product as well as a designer will. So, Tom being there, and Tom being able to be
like, "Oh, | understand exactly what you're talking about, and what your problems are. Here's how this
works." Or "Here's where you're blocked," or "Here's an idea or best practice how to use this."

AR ERIE:

XX[EETHRZARINEHFEER: REIRE, FKTTEGLITMABFEIRITMBEERRAEREN. HEWE
UL, HEKERKGILITIAE T =5, FILl Tom 7537, fEEH: “IR, BMEEARMGERMLA, A
BIRERERER. XEREMEBFEAN,” HE "XERMFRAMG,” HE "XEE-TXTUNEAERERN

ERIESRE.”

[01:09:51] Claire Butler
English:

That just became so powerful and so useful for them and for the sales team, that they ended up calling it
the Tom Factor. So, it wasn't necessarily a structured process at the beginning. They'd just like, "Hey Tom,
can you come help talk to this company with us, or help show them how this works?" But then they called
him the Tom Factor because he was so powerful, and their deals were so much more likely to close if he
joined the calls.

FROCENIR:

EIHEFNRIRERFIFERARER, UETMIREHZA “TomEF" (Tom Factor), EHIXHFZE—
MRERIE, HERRRWR: TR Tom, RERBHNNXRAFTWHG, HERT—TEBEAEIE? ~
[ERAAIM “Tom BF” , BAMKEET, REBMSMZIN, BXBAEEMEAKIEM.

[01:10:15] Claire Butler
English:

But it wasn't his full-time job either. He also is connected to the products. Because he's this special
person who was a designer, was a user of the product, and then talks to hundreds of customers. So, he
has the best way of synthesizing product feedback, and then bringing it back to the product team
because he has all of that context. So, | think that that role is just so special, and it's something that we've



actually chosen to scale because it's just so valuable. In the same way it's valuable for marketing, it's
valuable for sales.

AR ERIE:

EXEAZ2MNEHILIF. MBS~ mERRERE. RAMR—MIHRHA: tE2iRITN, 8~ mivRE
AR, BEXENRE LTHEFPR. FIll, tRERESTmREAGES~mEN, RAtERTHRE
MERER. RUANZXTABIFERH, RNERBHMEREL, AAEXENET. MEENEHENE—
%, EXHEHLEFEENE.

[01:10:54] Lenny
English:

Who does this team report to?

FRSCERIE:
XANF A EHECIR?

[01:10:54] Claire Butler
English:

Me.

R EE:

M CHRo

[01:11:06] Claire Butler
English:

Let's talk about design systems. Let's say you're a designer and you're designing an app, and you need a
button. Rather than going in and making a new button every single time, you need a library of the button
... with the color, the spacing, the padding, all that stuff already predefined. Maybe it's tied to code,
maybe it's not. But you just want to pull that in. And then, maybe there's someone on the design system,
and maybe there's a brand designer or someone who's like, "Oh, we changed this from this font to that
font." That you know that, and it just updates everywhere.

FROCENIR:

RN RR. RIRIRRB—IRITW, EERIT—App, MEE—1H. (RAFESREERM—
NMEH, RRE—MRHEE B, [8E. 88 (padding), FIEXLEHELTENIFT. HFESKIEX
B, iFef. MRAFBLBEAEKR. ARG, NRIGTRFEMNBIA, HEZMEZITIMR: "8, HMHEX
PNFEERT” RAEE, EMRTEFIEMT BEhEH.

[01:11:54] Claire Butler
English:

And it's a huge efficiency. If you have hundreds of designers in an organization, they're all making
buttons, they're going to be slightly different. And then engineering's like, "Wait. What padding do | use?"



It's very inefficient. So, a lot of organizations use these design systems, and they become very advanced
over time. But Figma did not have design systems in the early days. Or if we did, they ended up having
them at the file level. But you couldn't share them with other people.

AR ERIE:

XEERIMERE. NR—NMARB/LEMKITE, SPAREMEH, RRESEFHEE. ARITEHEN
= “FE, RZAMNE? 7 XIFEERY. FAIURZSEREAXEIRIT RS, HRENEHEZERFIESE
Feit, {8 Figma RHHREIRIT RS, HEER, BRAREXHERY, REESHMADE.

[01:12:25] Claire Butler
English:

So, that was a huge blocker for us for a really long time, was these big companies were like, "Oh, yeah.
This is cool, but | need a design system. How else am | supposed to work with engineering?” Because
this is so big in engineering, too. Because when you're able to identify all of these different buttons and
these components in advance, you could tie them to code. And then it's easier for them because they
don't have to inspect it every time. So, it's way better for everybody. It was our biggest blocker. But then
we decided, "No, we're going to focus on this."

AR ERIE:

FRURK—ERBSEIA, XWFEAIKIRE—NERER. AQFE: ‘B, 28, XRE, BERFBERITR
%, BNHELAMIEZENE? ” RAAXMNIREEAREEXRER, MRIFERNTHEIEXERERIZEM
A, RRAATLUFENSHBEXE. XFENIRMRRERS, BAMNAFTESRBELES R XNE1
ANERELF, XERHANZRABIER, BERBATRE: “F, HMNEZETIL”

[01:13:03] Claire Butler
English:

And then they started building out more features from it. And then we just started really leaning into the
technical aspects of how companies use and scale design systems. Because, while design systems are so
important, it's also very hard to get an organization to do it. But we really leaned into the content, into
the features, into eventually showing how people do it in Figma. Both at the beginning level, but then at
the very advanced level, to really lean into that. And then, that also went into marketing. That was ... We
have DesignSystems.com, it's a Figma property. We had a whole conference around it in the fall called
Schema, where we just bring in these advanced design systems practitioners and they just show you
how're they're working.

AR ERIE:

REMITFBESRERLEZINEE. RITFIERNRRLARNFREANT BT RAANRAREH. AANRAE
HRAREE, Bit—MREELERRIBEE. RIRANTAEBNEANS. WikL, REEBTRT AN
Al £ Figma FLHWE — M EKFHIEFESEINKFE, XLEBRITEHEF., RIMNAE
DesignSystems.com, XZ Figma BV, FHINEMEEDT — 1ML TSN Schema, BiFABLZRAVIZ
RN ERB RN ITES .

[01:14:30] Claire Butler

English:



And that's so important, too, because design systems are one of the main reasons you upgrade from pro
to org or enterprise, is you're at this phase where you're getting more organized. You're more advanced,
you're a bigger company, so that's one of our big gating features for upgrade, so that became just the key
thing we leaned in on. And that's bottoms up specific, because the people making the design systems are
not like the VP, still. The next phase of bottoms up are the ICs, and then the design systems people.

FROCERIR:

XUIEBEE, ANRHAREAFRMNEZWRARIBERFIEWRNEERRAZ — SRFENZDME, ¥
PIMERERARN. Bk, MUREK, FRLUXR T HAIARNZOIIGINE, HEHNER XM,

KA EE TMEER, BAMBRITRFZHNABERZEZH, MEBTATHRE, ARRETNATKITR
ZEHINo

[01:14:58] Lenny
English:

I love just that lesson of the thing that is blocking you from being adopted, see if you can turn that into an
advantage.

FROCENIR:
HERZMHIN: BEETEIEARIFRRBHIRRL U ARIRE.

[01:15:25] Claire Butler
English:

That's what | was talking about with the IC. An IC has to get a lot of value out of this on their own. And |
think it has to be technical. Or, that's a hypothesis that | have. It's certainly easier if it's a technical
product. They get a lot farther, because people want to talk much more about the product. They care so
much about the craft, and they want to spend a lot of time learning and understanding it. And | think
that's true with designers, that's true with engineers.

FROCENIR:

EMBRKILTATHE (IC) WRE. ICBHEIREMTRmPRFEANE MEFIANTROTABRR
BE—XEHHN—NMRIZ. RB—IMERAETm, BESIEHEZ. ElNEEREER, BAATERER
EFmES. WNFEEERIZ, BRERRENBEFINER, gitihEXs, TRRMBEXE,

[01:16:12] Lenny
English:

Coming back to the strategy of helping Figma spread within an organization, | think you mentioned
there's one more item around champions?

FROCENIR:
[EZ#EB) Figma TEHRAEMEIERRES, FBMRIEXT “BirgE” TERE—R?

[01:16:20] Claire Butler

English:



Oh, yeah. Just the last thing there is, you have to keep that relationship going with those champions
forever. Because they don't go away. And sometimes they get mad at you, too. | remember, there's one. |
think it was at one of our companies, one of our bigger companies. And he was upset about something,
and he tweeted it. And then we immediately had to go talk to him and understand what he wanted, and
what was wrong. They don't go away.

FROCERIR:

R, BN, Ra—RE, MBIUKEEFSPERPENXR. BAMINIFARER. BRMITESNIREN.
HETFE—TA, BEHNN—RAFF QB tHEAGFERRH, KTH HNBAILZEMMDE, 7
RABIFR AR T fHAim@. th]—EERE,

[01:17:11] Claire Butler
English:

But we have more direct control over things like, "Oh, you're going to speak at one of our events. We're
going to amplify you on social. We're going to promote you and make you a thought leader.” And it
works really well for everyone. Because these people also have the deep technical expertise to show
other people, "Here's how I've built my design systems. Here's how | do this." And people who want to
learn from them. And we have the platform to be able to amplify them. So, I think a lot about, "Yeah, how
can we help these people grow in their own careers, and get something out of this, too, beyond just the
level of the tool?"

FRCERIR:

BRI UEEEMER—LRE, b 12, RESMBZNEEDECRHE, RNIELRREFLER
fRo NS R, LLORRLNBEGH . XRNAREEIFL. BAXEARBERENEZALTK, JUEIIARE
T “RENAEEIRIT RS, REOMREN” AMEBREMIFES. MEAEER LBAMIIRmAE
TH. FMUKRSA: B8, BAMMEEXEAFRLEERRK, ILWIRTEBIRZIN, EEEMPIR
SH MU m? ”

[01:18:02] Claire Butler
English:

Yeah. | think the key thing is that you have to keep doing it. One of the things that | feel like, at my role
now at Figma, that | think a lot about, is how | can keep advocating for this stuff when we are starting to
implement more top down motion, and having to really prove ROI. Or thinking about, "How do you scale
the sales team?" And all those things. So, a lot of what I'm doing, too, is thinking like, "OK. How do we

keep this going and keep this model successful as the company is still growing?"
R EIE:

Bl BIANXBETMOMBRHMT L ARUENRUL, REZRZBHE: SR EEEESZH LM
THER, FELSMEIEERRADRE (RO, HEEZE “NET KRHEEEA" B, RZMNERRESXLE
MoE? FrLL, BERZITHEERERS: “tF, MEQSREEX, F(OEILXARIVFEATI?

[01:19:14] Lenny

English:



Is this a fit for everyone, this sort of approach? Let's say every B2B SaaS company, what are maybe

prerequisites for who should apply this sort of approach and this motion?
FRERIE:
XM EEEMEAL? RIEEFER B2B SaaS A7, MAXMEXNEIREZGETA?

[01:19:25] Claire Butler
English:

| thought about this a lot myself, actually. Because Figma also has new products. So, | think to myself,
"Oh, can | replicate this?" Like FigJam. FigJam's one of those examples. And Dev Mode, all of a sudden
we're working with developers. So, I've thought about this a lot. And I don't know if there's like, "Oh, you
have to have this, or you have to have that." But | think there's certainly things that make it easier.

FRZERIE:

KiFEHBSHEEREXNE@. AX Figma BEHTm. KRB "M, HEEHXMENXG? 7 bl
Figlam B2 —1MilF. EBEFAKRIN, RAZBKNEMALEITIRET . FIUAKEETRS. RTHERS
DAMBERERERN, EEEE—LERARIULCEFTERS.

[01:19:50] Claire Butler
English:

Within the market, | already mentioned it. But | think it really helps if people are technical. And you have
this technical audience of people who really care about the craft, and they get a lot of value out of the
tool by themselves. Because that just allows them to really learn something and really build confidence in
something, before they have to spread it or start collaborating. And it gives you something to talk about
with them that's not collaboration. Because, like | said, no one wants to talk about collaboration.

FRCERIR:

FEhZAE, HREE, IRZXAEZAEN, SBERKEN. IRMTEANHNE—HIFEEEIZHRAR
X, MEMNEREMNTRPRIFERNE, BMAEF T RAXILITEFGEESNEZR, REEFE
ROEFRIULED. XLTMRT “DIE" ZINATAMMITIENER. ARG, KA,

[01:20:55] Claire Butler
English:

Another thing that helps is that you have a community that exists within the target audience already. We
had that with designers. Yes, we grew it a lot, and have grown with it a lot. But like | said, that Twitter
community, that existed without us. That was there before we were there. So, it made it a lot easier for us
to get started, because we didn't have to make something to bring people to us. We had a distribution
channel already in place that we could work through.

FROCENIR:

S—TMEANRAZREFRRAPELEFE — MK, RITIIBHAMEXF. 28, HMRXMTRTE, 52
HEMK, BmEKIHAT, BB Twitter HXERNTHMZAMEFET . XURNNEFBZR/E, ARENFFE
BRTUNE—NHRARKSIA. HNELE— IS & REF LT Ao



[01:21:54] Claire Butler
English:

One of my favorite stories there is that when we launched Designer News, which was a popular forum
back in the day, the first response was, "If this is the future of design, I'm changing careers." Because
designers do not want to be collaborative. There was this process where people were like, "Oh, no. | want
to do my work on my own, and then present when I'm ready." It was a massive shift in getting them to
think in a different way to do this.

RS ERIE:

BEEWHN—NMIES, YBI1B LYEESRITICIE Designer News BY, £—PEIEE: “MNEXMIIZITH
kK, BREBEXRITT.” EASHHYRHFEDIE, YURAMINEER: “IBFR, REESMITHIE, &&
FTERT. ittilETBgAE—PE AN,

[01:22:57] Claire Butler
English:

The most important thing there is that you have an executive and a leader who believes in this. | did not
start this; Dylan started this. He was the core person who believed in this, and who drove a lot of this. And
he continues to. And he's built this up to be a culture of our team. And since he believes in it, he's able to
help bring more people on board and make everyone believe in it. And then, | think the other thing is,
through that, is that thing that we were talking about earlier with metrics. | think so much of this is
people being like, " That doesn't scale. How do you measure this?”

FROCENIR:

REEN—RE, METME—TEEX—KRBRTENATE. XAEFHRKEN, £ Dylan KiLH, thEMBIE
X— R —IR%OAY. tESTHERS, ARHEZINBENERBXL. ERAMIERE, thA 8k
SIEBZAMAFUEARK BB G, BIf—mmBRNZEIEINERRE, REARR: “XTENRL, (RE
“EEE? ”

[01:23:43] Claire Butler
English:

And yes, we are working on all those things. But it's not immediately clear. The metrics don't immediately
show you if something's working or not. It goes back to signal over metrics. And | think that that's so
important. And having leaders who believe in that, too, who are able to trust their own intuitions and

their own guts, is so important.
R EIE:

2, BMNEESHERAXER@E, BEXHFBULFREN. BRASUZSFFREGETEERZTYN. XX(OE]
T “EEMRTENR NER. WAAXFEEE, AEHEEX—xR. HEEETECERMBIRNATE, EX
BE

[01:24:28] Lenny

English:



So, the idea here, basically, is step one, make individual contributors at a company love your product.
Step two is get them to help spread you within the company. And to get people to love your product, the
four keys that you shared is: Build credibility for your product, build a product with your users, focus
where you can connect with your users, one to many. In your case, it was Twitter. And build a relationship
with users so that they can start to trust you. And transparency is a big part of that.

FROCERIR:

PRI, XEMZOBRESLER: F—F, QBN NMATREZ LT R. 25, iLtIEBREAR
NEBEE. ATIUHEAMNZELMBT@, FOETENXER: AFRBIREN. SAR£EHESR. TF

FReSRAFREI—NZRANMS (FERMNNEGIHPZE Twitter) . URSRFREIXAURSGERE, HHEH
EREEN—.

[01:25:25] Lenny

English:

And then step two is help them spread that product within the organization. And what you found was
really important there. One is make it easy to share the product and try it for free. Two is designer
advocates being involved in the sales process, have the Tom Factor. Find and target the operating thing

that spreads adoption. In this case, | think it was design systems, you mentioned mostly. And then the

final piece is shine a light on champions, and help them be successful. Make it help them in their career.
FRERIE:

REE T EEBPMNEHLNSEE " m. MANHEPEBRNMLGET: F—, UFRETAENERES
Ho B, URITIIHEMSEHERE, ZF “TomBAF BER. H£=, HIHEIeEHNRAIZEM
F (EMINRFAFEERRITARR) . RE—REXEINE, BEMWINRESR, L= mBHti1RER L AE

NES
o

[01:25:35] Claire Butler (Lightning Round: Books)
English:

| recommend management books to lots of people. Radical Candor and Dare to Lead, to be honest, are
the ones | recommend the most. Because | do a lot of coaching new managers and helping them learn
how to manage. And those are the first two | start with, because they're so good.

FRCERIR:

HARS AEGFERLRE, EXHR, AEEFRZSHE (WKEX) (Radical Candor) # (EFMF) (Dare
to Lead) . ANHEFEHSMEIE, EBMIZINAEE. XMABEREE, BNENKET,

[01:26:02] Claire Butler (Lightning Round: TV Show)
English:

| just watched 100 Foot Wave on HBO. And | watched it because I'm going to Portugal next week, and
that's the place where they have the biggest waves in the world. And it was just really interesting to learn
all about this, Nazare and Portugal, and all the waves and the surfing culture that's grown there.

RSz ERIE:



HRET HBO K (BEREIR) (100 Foot Wave), HBEERRANRTRAZEZREST, BEFHUR LESHIR,
THRABFNMILE (Nazare). BREMERURKENFRXL, ENEEEHE,

[01:26:48] Claire Butler (Lightning Round: Product)
English:

Okay. You might cut this because it's a little promotional, but FigJam. In the last couple of months,
especially, I've spent a lot of time having to create strategies and files and explanations, and I've spent in
meetings. And | spend all of my day in FigJam, literally, all of my day. And | work with Figma. | use the
product. And | was using Figma for a long time. But FigJam for me, in my role, literally use it every single
day. And now | cannot imagine living without it. It replaces so many different tools for me.

FRCERIR:

978, (REJREREIEXE:, ANEREGII &, BMEE Figlam. FRIBEIEN/LNEE, HiET KEME
HIEEE. SIRXHMMBRNE, EBEAS, RBXREFHAE Figlam B, EHNEEBX. 7T Figma T, HfE
XN =ame. A Figma RAT, EXNHMENBERE, Figlam EBRLAN. WERTEERLKEEN
£E, eNRBERTASFENIR

[01:27:39] Claire Butler (Lightning Round: Motto)
English:

| recently got, or not recently, in the last maybe five years, got this motto of consistent pressure over time
as being more of my motto. And taking some of the pressure off of having to do things immediately, or get
to a certain place too fast. I'm just much more in this mode of like, "You're not going to get everything
done. It's a startup. But career, whatever, it's not going to happen immediately." You just have to keep
working at it, and not giving up. And having that grit to keep going and keep pushing over time, is way

more important than any immediate accomplishments.
FRZERIE:

i, RERESENEER, FHIE “KEFEMES" (consistent pressure over time) EABBIERAH,
KRR T BB AR EEH I REFNENERNES. RUEELATFIMHRE: “RAAERMAAESE
&, FEXEVCIAE. TIeRRUEELAZHM, HFAx—BMi.” MRAFEREFEN, FHGF. XK
UREE. RHRHEFHBIFNE (grit), LEERRRINKMEBEERFZ.

[01:28:46] Claire Butler (Lightning Round: Figma Use Case)
English:

[ think | mentioned this a little bit, but | use it for home renovation, FigJam especially. | renovated a house
with my partner, and we're doing another one right now. And | couldn't do renovations without it. | copy
and paste. | start with Pinterest, get ideas. But then | pull them all to the mood board on FigJam. And then
| circle things, and this helps me communicate with my partner. I'll send it to him and get comments from
him on stuff, links. So, yes. We also will draw out rooms and model things up, and have them on the iPad.
Yep. Interior design and home renovations on FigJam.

FROCENIR:

BERHENREE, RACRBERERE, F5I2 Figlam. ENENHERET—EREF, NEETEREES—
B, RBERBEERE. HEM Pinterest g R, ABLENLEBAIE Figlam BIELEIR (mood



board) t. HEBHER, XAEPHFRMHEDE. KA, WEMHNERL, REEE 28, RIES
EHEREREARE, AR iPad EEER. &I, £ Figlam LIMERRITHEEZREE,

[01:29:37] Claire Butler (Outro)
English:

| guess Twitter. I'm not active, per se, but that's probably ... | don't look at LinkedIn, so Twitter. That'd
definitely be the place. Just Claire T. Butler there. And then, helpful to me, you can tell me your feedback
on FigJam and Dev Mode. That would be really helpful to me. And then | guess the other thing is
parenting tips with work. I'm a little nervous about that. | love my job, love my career. And I'm going to be
a mom soon, and need to figure out how to make that work. So, | want to hear how other people have
done that.

FRCERIR:

BAERE Twittero MAFREIEIR, BFEARTE LinkedIn, FrLL Twitter BERIFEMMTS, KSZ Claire T.
Butlero EFXWHRBMH AR, RETLIEFREMAX Figlam MIAREANRE, BNRRER. BIMMEXRTF
BILENB/NEN. BEXNEEREK, RAZENIENEL, ERRRMEBIEET, FEFFBNAET
o FRUATEIRIAZI AR EAMBY.

[01:31:02] Lenny
English:

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.

AR ERIE:

EE RS IEHURIT, MNRERESAPTEENE, BILITE Apple Podcasts. Spotify & ERIBERE N AT
Ho AN, BEEAHNTOAE TIFIL, XERKMEBHEMTRAARNEIEBEERT., BATUE
lennyspodcast.com #EIFIEFHTER THELZES. THTEBML.



