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[00:00:00] David Placek
English:

Your brand name, nothing's going to be used more often or for longer than that name. Design will change,

messaging will change, products will change, but that name is there.
FRERIE:

RBmER, KETARAZLERERATEMEXERA. ’RITRE, EEEERE, "mtB3%E, B
TRFE—HEBE.

[00:00:09] Lenny Rachitsky

English:

What's a name that you came up with that you had to fight super hard for, that the client just hated?
R EE:

BEEMNEBFE2IMBLRR, BIREABEGRSE, MEFEMDIEENRE?

[00:00:14] David Placek
English:

When we presented Sonos, it was rejected because it's not entertainment-like. We argued about that
because | said, "This is outside looking in, but | don't see you as an entertainment company." Humans do
like to be comfortable. Part of our job here is to help people to give the confidence going bigger and being
uncomfortable.

FROCERIR:

HHEAER Sonos XM EFHY, ERIELT, BAFFRFEFMEE—TERTmE. HMALFLERK, EH
it “XERMINBRARER, RTANFNR—HKERAE” AXHLERETFERK. MINTTIEE—E
7, MEBMAMRILED, ZEKRELANEN, HEREM “FHER .

[00:00:32] Lenny Rachitsky

English:



There's a quote that | found of yours, "If your team is comfortable with the name, chances are you don't

have the name yet."
R EIE:
BRIOMFE—ARE: “WRMENEAN XN B FRIRETAR, ABRATGERBBREZIHEA MR F”

[00:00:37] David Placek
English:

We look for polarization. We look for tension in a team arguing about these things. Polarization is a sign of
strength in the word. Most clients, they come to a naming project absolutely believing with full
confidence that they're going to know it when they see it, and the truth is it almost never happens.

AR ERIE:

BATERBIZAR Do HMNFHEAEFIEXESBERTENKI, RRDURXMIRBEHENTE. K
ZHREPEFRGRIEN, HHEREOIANEE “—BIHERINEMEET” , BFLE, XMER/L
FMREED,

[00:00:57] Lenny Rachitsky
English:

Most people listening to this are founders, a lot of PMs on product teams. Let's say they have a couple of
weeks, got to come up with a name. What should they do?

(00:01:05):

Today, my guest is David Placek. David is the founder of Lexicon Branding, which pioneered the field of
brand naming, and invented a few names that you may have heard of including Powerbook, Pentium,
Blackberry, Swiffer, the Impossible Burger. Also, Vercel, Windsurf, CapCut, and Azure. In our conversation,
David opens up about the very specific process that he and his team go through to find winning names,
including a simple exercise that you can do with you and your team to help you find the right name in just
a few weeks. We also talk about why a great name is worth spending your time on, why you won't know a
great name when you see it, and why you need to feel uncomfortable about the name first. Also, why big
team brainstorms don't ever lead to great names. The stories behind names like Pentium, and Sonos, and
Vercel, and Windsurf. Also, such interesting insights about the feeling and energy of every letter of the

alphabet and so much more.
FRERIE:

X THENZFECBA, HEZFmER PM (FRIFE), RgMMNIB/LENE, BEH—13
7, iz EAN?

(00:01:05):

SKRHEFERE David Placek, David 2 Lexicon Branding BIRISAA, ZABIFFEIT MEEGmASRHILA, Hk
BT —LEfRATBEIR IR IS MR F, ©3E Powerbook. Pentium (Ff8). Blackberry (2%). Swiffer.
Impossible Burger (RAJEESNER), i£H Vercel. Windsurf. CapCut (BIBRIESMNR) 1 Azure (FEE). 7
BATMINER, David AFF 7 AR FIPA A FIRMZ HMMEHMIEE BANRE, aF— MR FIEBA
—EMNERES), BMREREARNKISENEF, RITENET IHTA—NMFEFEFRENE, B
TAMRFRRERIFEFNE—RMIALE, URATATREERENXINEFRIFETR. i, FHERMT



ARBIF AL R BAKIEREEEEANZFE, Pentium. Sonos. Vercel #1 Windsurf £ZFEEHHE, £
BEXTFEERIPEINFHOREMEENEBLE, UNEZARR.

[00:01:56] Lenny Rachitsky
English:

This episode is designed for anyone trying to figure out a name for their product or company, and also
just for anyone that's interested in hearing the stories of how some of the most iconic names came to be.
If you enjoy this podcast, don't forget to subscribe and follow it in your favorite podcasting app or
YouTube. And if you become a paid subscriber of my newsletter, you get a year free of a bunch of amazing
products including Bolt, Linear, Superhuman, Notion, Perplexity, Granola and more. Check it out at
lennysnewsletter.com and click bundle. With that, | bring you David Placek.

FRCERIR:

FHETERAEMNRENE TR ATREZIMMHNAEEN, HESEAEMBIFIFBLERARSENS
FRIMAEEN A, MRMERZIMER, ST EMRTERNBENA YouTube EITIHMXE, GNRIRK
AEFEBEIR (newsletter) WEEITIHE, RAIMEEREF—EN—RYI®WEF~m, B Bolt. Linear.
Superhuman. Notion. Perplexity. Granola %, 1515 lennysnewsletter.com # =& bundle EF. T
M, IEEAIWGD David Placek,

[00:02:27] Lenny Rachitsky (Ad Break: WorkOS)
English:

This episode is brought to you by WorkOS. If you're building a Saa$S app, at some point, your customers
will start asking for enterprise features like SAML authentication and skim provisioning. That's where
WorkOS comes in, making it fast and painless to add enterprise features to your app. Their APIs are easy
to understand so that you can ship quickly and get back to building other features. Today, hundreds of
companies are already powered by WorkOS, including ones you probably know like Vercel, Webflow, and
Loom. WorkOS also recently acquired Warrant, the fine-grain authorization service. Warrant's product is
based on a groundbreaking authorization system called Zanzibar, which was originally designed for
Google to power Google Docs and YouTube. This enables fast authorization checks at enormous scale
while maintaining a flexible model that can be adapted to even the most complex use cases. If you're
currently looking to build role-based access control or other enterprise features like single sign-on, skim,
or user management, you should consider WorkOS. It's a drop-in replacement for Auth0 and supports up
to 1 million monthly active users for free. Check it out at workos.com to learn more. That's workos.com.

FRCERIR:

ZHATI B B WorkOS %8, MNRIFEFEME SaaSNA, EEIME, MHNEFRSFBRERBIRINEE, @0
SAML S 383ER SCIM BLE. XmiE WorkOS A Z i, TEEILRIRIR B TRt AR BARINELRINEE, i
1189 APl 5 FI2AR, FEULLARATIRERGHEIZIEMINENALAF. $X, HERATELH WorkOS 12t
¥, BIEIROIEERER Vercel. Webflow #1 Loom, WorkOS s&iFiRUE T 4K E RN AR S Warrant,
Warrant V™= mE F R Zanzibar WRIEMRNEASR, ZR2FAxVIEN Google i&itH, FAFZ#H Google
Docs #1 YouTube, XESEEAME FHTHRERISSAQER A ATEE, BENRIFT A LUEN &E AN RIEER
B, MNRMEFESREERTAGMNIAIRES (RBAC) siHEHfMiIINEE, NBELER (SSO). SCIM B
B, R1ZZE & WorkOS, E=Z AuthO WEMEENRENR AR, HEEXZIFLZIX 100 F AEKAF. HiA
workos.com TREZE .



[00:03:45] Lenny Rachitsky (Ad Break: Stripe)
English:

Last year, 1.3% of the global GDP flowed through Stripe. That's over $1.4 trillion. And driving that huge
number are the millions of businesses growing more rapidly with Stripe. For industry leaders like Forbes,
Atlassian, OpenAl, and Toyota, Stripe isn't just financial software. It's a powerful partner that simplifies
how they move money, making it as seamless and borderless as the internet itself. For example, Hertz
boosted its online payment authorization rates by 4% after migrating to Stripe. And imagine seeing a 23%
lift in revenue like Forbes did just six months after switching to Stripe for subscription management.
Stripe has been leveraging Al for the last decade to make its product better at growing revenue for all
businesses, from smarter checkouts to fraud prevention and beyond. Join the ranks of over half of the
Fortune 100 companies that trust Stripe to drive change. Learn more at stripe.com.

FROCERIR:

A, £IK GDP B 1.3% 42 Stripe, XiBid T 1.4 H12%ETT. #oIX—EAMFHEHBE LB Stripe 1R
RIBKAIEI, 3FF Forbes. Atlassian. OpenAl 1 Toyota F1T NS E R, Stripe AMUNEBMERH. ©
E—TREANEENME, EhTEBERENAN, EEGEENAS—FXEBEXER. Fla, Hertz EE
1% Stripe f5, EELASZTIRNEIREST 4%, BR—T, 1% Forbes B, 7ELI#RE] Stripe #HITITIREE(N
MER, WAMEKT 23%, EdEN+EE, Stripe —EHEMNA Al EE~RBFAFREEWEMEN, M
BEEREEMEKEIEETES, IMNBE—3MS1E Stripe #HEHTEMNME 100 52 ATRI1TH, 7 stripe.com
THREZER.

[00:04:48] Lenny Rachitsky

English:

David, thank you so much for being here, and welcome to the podcast.
R EIE:

David, IFERFIREEREIXE, JBSMEA]BER,

[00:04:53] David Placek

English:

Thank you. I'm excited about today and looking forward to the conversation.
R EE:

g, HWMSKREIENE, EBHFRINOFIE,

[00:04:58] Lenny Rachitsky
English:

Me, too. These are actually my favorite kinds of conversations because this topic is so outside of my
wheelhouse, and | know I'm just going to learn a ton. Also, this is just something that every founder and
product builder has to think about at some point, and they have no idea what they're doing. And then,
their name becomes so core to their identity. It's hardly the word they say more than any other word. And
| feel like I've never heard advice on how to do this well. So, I'm really excited for this conversation.

(00:05:25):



I'm going to just dive into a question. And the question is just what's a name that you came up with, and
your team came up with, that you had to fight super hard for that the client just hated, and you ended up
winning. And now, it's just such an obviously awesome name that everyone loves.

AR ERIE:

R, XKFFERREFENHINERE, HAXMERATEBEH TROZT LN, RAERZFERSAK
o Itoh, XREMEIMANTRBREERNHZUBMLABERENE, MEMETEFERSEMT2. A
&, NN FRFMIZC, HAMMNSHE—E0. X/LF2MMRSIEMEMIRAEZAIE, HETK
MRS X F AP G ERIEN. PRI, FIFEERRXRE,

(00:05:25):

HERUA—TRE. XNEEmE: BREWPINR2FE2MMRHIFAE LR, MBFEHEESIMESE,
MEFEDIEEWNR, ERAMTR . MIAE, EEERA—TEMSLH. AABERNLERF,

[00:05:40] David Placek
English:

The story | like to tell is a story of Sonos. One, a great client team. | worked with all the founders. But at
the time, they were stuck on being in a brand name that put them in the entertainment business. And so
when we presented Sonos, which has many qualities to it, it was rejected because it doesn't have enough
emotion to it. It's not entertainment-like. And we argued about that because | said, "This is outside
looking in, but I don't see you as an entertainment company. You make speakers that allow for the flow of
entertainment through these things. And Sonos is about sound." But it had a particular quality. It's called
a palindrome, which really means that you can flip it and it means the same thing. In the case of Sonos,
you could also turn it upside down and it was essentially the same.

FRCERIR:

HENHBILEZ Sonos Wi FE. Bk, BE—TIFEENEFHE, RNFAELIBASBGIES. B3,
AT ETE-NEELMAITHAN “RRTI” BImERM. FrIAHENEES Sonos Bt (EBRZMFBHNRR),
EWELT, BEHRERBEBHNERRN, TMEERRE. HMALSIR, BAFKR: “XEMMEAAEE
B, HRIARFENR—RRERQE . (RIBEHESR, LRFATBEIXLERERE. M Sonos 5FF
(sound) AX.” BEE—MIHENME, ER—" “EIX” (palindrome), XEMREIRESREERE—
¥ 7£ Sonos WERIF, MEELCEIRM, EEELEFERBE—1F8,

[00:06:47] David Placek
English:

And so that got them thinking about this, but they were still has... So | left that meeting in Santa Barbara,
and | came back and they were still struggling with it. And | got on a plane, didn't even bill them for this,
went back down to Santa Barbara and met with them again and said, "I really believe in this name and |
think it's the right for you." And at a certain point, one of the founders, Bob MacFarlane, who's just a
wonderful client. | could see him thinking, and he said, "You know? We're trying to name this for
ourselves, and what we really should be doing is naming it for the marketplace and the customers. And |
think Sonos now is the right name. And | felt really good about that." He later wrote me a note about how
| help to do that, and we use it sometimes in credentials presentations because it's such a nice note.

(00:07:45):



But Sonos is something I'm so glad that | had this internal energy to, "I got to go down there and make a
bid for this." | don't do that often, by the way, but | felt very strongly about Sonos.

AR ERIE:

XiLtIFBRERE, EMIBARBRR - FREABFTEZEEBHMNBRZN, EREERMITEEY
., FTREAXLET-H, BEERGMNAKSE, BXIREZEBASMHIINE, Hik: “HEABEXD
2T, HANERRITRRZERN.” EEINIZ, HF—ULIBA Bob MacFarlane (th2—(IIFEENE
), HEERRMERE, ARfhiR: “REER? H(—EERENEKNECH®R, MENBEEMZMBE, &
NGB R, HITEINN Sonos BIEMHIRF.” FWMUILREIFEME. MERKELHTE T —KER,
RSB E B ISSIX— B4R, HNNENSELSNERERE, AR —HIEBRRANG.

(00:07:45):

{8 Sonos BHAFER=EE CHNARBMAEDNESNY, “BUAEMPENCEFR—T" . INER—, K
FEEXIEFM, B Sonos HRETIIEHERZL.

[00:07:58] Lenny Rachitsky
English:

| love Sonos. | love the name. | have many Sonos products. How often does this happen where the client
is just, "No, this is not the name. We have this bigger vision, we have a whole other idea of it." And then

you convince them.
FRCERE:

FE Sonos, HERXMEF. HBERS Sonos Wim. IMERZELER? BT R: “F, XFEH
PNRF. BINBERANER, HNNETE2FENERE." ARMERLGRRT M1l

[00:08:07] David Placek
English:

Well, it happens all of the time. And it's a little bit bidirectional, right? Most clients, and | can understand
this, they come to a naming project absolutely believing, with full confidence, that they're going to know
it when they see it. And the truth is, it almost never happens. | think this year we'll hit 4,000 projects that
we've completed.

(00:08:37):

And it's interesting, we'll tell people in a very polite way, "You're not going to know when you see it." But |
know they don't believe me. And even when... You could see them thinking that, "You know what? He was
right. | really have to think about this. | have to process it." And part of that, part of why clients don't like
the bolder names, the more imaginative names that we present is they are looking for comfort. And that's
the opposite that what you want to do. And part of our job here is to help people to give the confidence
that going bolder, and bigger, and being uncomfortable. | use the expression, "There is no power in
comfort, not in the marketplace."

FROCERIR:

13, XMER—BHELE. XAERGEN@RY, ME? KSUEF —HRBEERX—m—ilEHFKEean
BB, BHIFMEOMIAN, RE-BHRINRF, WmEAhR. BFLE, XILFMREREDL, FES
FHAREFTELSE 4000 MIHH,

(00:08:37):



BBNE, HMNFIFEAFMEFAN: “FEICHMERAIUZINERN” ERMEMIIFEER. BE
g fREEREIMAIER:  “IRANEMS? RN, HENFIFFER, RFEL—T." HFN—2RA,
WEREAFRERKNREHOBLEEAE. EERRNINBFHRE, SRAMIEIH “FER . mMXElE
RRERRZMB. HMNIEN—IOMBEMANRILED, ZRTEKRE. BREK, HERFHFER. HE
W—E “HERFKENHE, ELEHHLRES

[00:09:27] Lenny Rachitsky
English:

Wow. There's so much here already. So this idea of you're not going to know it when you see it is
something that people come in with thinking like, "Once | see it, it'll be obvious." Just why is that almost
never the case? Is it because the name has to be something that is uncomfortable?

FRCERIR:

I, XEEBLEREZEEET. FIUXM “MMEINENASIZME" BWRZE, BANHRNEBEFER,
ftef15EF “—BEREBEE, EMEIRAE" . AHAFEL/LFMARAL? BENBIRFLAZILARE “F
FFAR” ROP?

[00:09:43] David Placek
English:

There's a lot of psychology to this, which ironically, | never even took a psychology class in college or
graduate school. But the first element is humans do like to be comfortable. And one of the mechanisms of
comfort is if something's been successful before, then | feel like | can approve it or select it. This is why
movies like Harry Potter or even novels like Jack London's Call of the Wild get rejected so many times. |
think Harry Potter was rejected 16 or 18 times, and Jack London's book even more than that. | mean,
think about it. He's pitching a book and they say, "What are you talking about here? You're saying a dog
becomes a wolf? I've never heard of anything like that." So, we really do have to help people think about,
"It's not about the past. You're actually creating the future." And we really talk to people and emphasize
the idea, "This isn't a name you're creating. We're creating an experience for you. We're going to work
together."

FROCERIR:

XSRFRZOES, RRNE, RERFHMAREREER LEIOEFR, BE-NERRALHLENET
&, FFEMNHZ—R: MREHFZURKRINT, BAREFHAILUMETEEE. XmENTAK (BF -
BET) X, EEGANR - CHH (RENITFR) XFFNISRIELXAZR, FE (BF - KD
WIERT 16 8 18X, Ak CHNPEEES, HNERZE, BEE, MEHE B, ARH: “RERMT
24?2 fRR—R|E T —RIR? RMFLIFIRSXHE" L, HMNENSAEPAMNEE: “X5IFEEL
Ko REFFEREEIERK.” KMNENZESANKEKHABEAXIMUE: “XFZMELE—IRF. RKIT2E
NREE—h AR, HMNE—RE1F.”

[00:10:54] David Placek
English:

And our conversations always start with, "Talk to us about how you behave now and how you want to
behave in the future," as opposed to, "Tell me about your positioning, tell me about your values, tell me
about your mission." That's really kind of old thinking. It's very traditional, and that did work 25 or 30



years ago. But this is a far more complex, interconnected world, a digital world now that stuff just doesn't
create... It doesn't create names like Sonos or some of our other credentials that we probably will talk
about today.

AR ERIE:

FATHNES R “FIFRFAMRIIMENIT AR NURMIIREFBUNFERIL” i, MAZR “SIFRIMRITEY
AL, HIFRFRARMNONEMR, SFHMITNESR” . BENZE—FERNDE, SIEERSR, £ 253 30 F4l
BEEN, BUEXRE—TERES. BEREEES. HFUNHER, BERABELETELNEEH - TEEIE
&R Sonos B FRA TSR AIBER KBV E MR THEFIFBHENRF T o

[00:11:34] Lenny Rachitsky
English:

Yeah, we're going to talk about just the process you guys go through, so stay tuned for that. But before we
get to that, is there's another story you can share that shows this idea of being bold?

FRCERIR:

2, BANERRIEMRINAERRE, BARRKREXE. BERZE, REEDES—MFIXM “AHB”
EEANEVESIE

[00:11:44] David Placek
English:

I'll talk about Microsoft's Azure. So when Microsoft came to us, they were pretty much stuck. And
Microsoft does... And in many ways, to their credit, a lot of things don't need to be named. They don't
need trademarks. They don't need brand names. They need descriptors. And so they came to us to
develop a name that started or ended with cloud. Made sense to them because it was a cloud service.
And our reaction was, "If you do that, you've going to be in an ocean of other cloud this, cloud that. And
you have an opportunity as Microsoft here to really emerge as a leader in this." And so, there was a
discussion about, "Okay, we'll take a look at those, but we'd like to see some cloud names." Which is easy
to do, by the way.

AR ERIE:

BRI FAENEY Azure (FFEE) o SREIREIFANET, MWIBEELBATER. HEHBL - ERZ5E, ER
MENZE, RERAAELFIFESDR. ENFTFEDT, FRERER, ENIAFTERRIE. PRI
#HA, BALZ—TI “Cloud” (B) AARHLERENRF. MIIRRXBREE, AABEERS. MEMNHK
NE: “ORIRXEFM, MRIELKE XN« TN BTFERBEP. (FAMR, ME—MEEX
BHEERAME, EANSE.” FERIMNCH: 9B, BINSZEPLE, ER(NEEEE—LE T B
27, ER—a, E ‘7 FENRFRES.

=

[00:12:42] David Placek
English:

So, we did that. And along the way, we came up with this word azure, which is another word for blue. And
so there was a link to clouds, blue sky clouds, things like that, but we really presented it based on its
linguistic qualities. It's a noisy word, that Z in there. It starts with an A, and it ends in a nice smooth flow.



So, we really strive to do create names that are balanced. And in a very busy competitive world, having a
strong signal, which is generated by noise is a good thing.

(00:13:27):

The reaction wasn't good. One of the clients said, "That's just a dumb idea." Remarks like that. At this
point, after these four decades, it just rolls off my back like water off a duck is what my grandmother
would say. But | think along the way, as we talked about it, they began to warm up to this. And now of
course it's, | don't know, a $100 billion brand or something like that. But that's an example of, "I haven't
seen that before. I'm very comfortable with cloud. Cloud is what it is. We're describing it." But that's a
statement. And | think that... Well, | don't think | know that's what | said in one of the presentations is,
"You don't want to make a statement here. You want to start a story." And Azure is going to behave
differently in the marketplace than Cloud Pro, which is | think one of the names that we presented to
them on the other site at their request.

AR ERIE:

FRUL, AR T . EXAERER, HNBRT Azure XA, ER “BR” NHE—MitiE. FILESS.
BEXAnEEKER, ERIMNEEEFCEEANENESFHR. X2—1MF ‘BT A, BEEBMZLE. €
LAFEL, UFBHRIER. HNBHEETFENRF, F— M EEREIL. REHINHRE, BAE—1H
BT FENRESE—MHITE.

(00:13:27):

HRHIRNHARE, HP—UEFR: “BEETRENIE.” EOENITL, BEH7TXE+FE, X&E
ENHRRMEHEARRE “BFELAK —8&, IREMRET (BRER). EFXIANEDEIRESR, EE
BAIAITIE, MIIFGREZRXINEF. WE, EHABLE—IMNETZETHNRET. BEXE—HEAHG
Fi BUETEREX . FX ‘Cloud” RAE, zmEn, HiEHAE.” EBRIZ—1THKR. mIHiA
R A, BAEREEPRERRRT: “RABEXEM—NRE, REFIE—NRE" Azure E£Hhi)
EMRIKES Cloud Pro E2RE——3FA8 Cloud Pro BB TN ERBHMNEERZRFZ—,

[00:14:49] Lenny Rachitsky
English:

I'm glad they went with Azure. Let me actually ask this question. | know you're biased, but just how
important is a great name? If you had a better name than a product that was better than you, does that
make a big difference? Just anything you can share there to help people see this is the power of a great
name.

FRCERIR:

HIRREMAIBER T Azureo iEFKRIXAN R HAERAIEERL, E—MFANBZFERESEE? MNRR
E-NURSFRNFEFHRT, AENAH~m AT —=, XRFERATMG? (REDE—LRERER
MBERHERBFHHERL?

[00:14:53] David Placek
English:

Let's look just at the reality of this. Your brand name, whether it's a product name or a company name,
nothing's going to be used more often or for longer than that name. Design will change, messaging will
change, products will change, but that name is there. So, | like to talk about this idea of cumulative
advantage. Over time, as people buy more and more of the product, they see it more often, that their



bond between you and that brand, or them and the brand | should say, becomes stronger and stronger.
So you want that name to stick in their mind to be distinctive, because distinctiveness is what creates that
cumulative advantage.

(00:15:35):

The second thing is this notion of what | call asymmetric advantage. It makes perfect sense, and most
clients agree with this when we say this is that even before you launch this brand, why not start with an
advantage in the marketplace? And you won't get an advantage if you're descriptive. If you are Cloud Pro
and there's 10 other cloud services, you're not going to stand out in the marketplace. You won't have the
ability to create necessarily that cumulative advantage in the marketplace.

(00:16:09):

So, those are my two reasons why names are, | think, done right. And we do talk about our mission is not
creating good names. A lot of people can do that. Our mission is to create the right name for clients,
because the right name does deliver asymmetric advantage and cumulative advantage for you. And that,

for us, has almost unlimited value.
FhCERIE:

HMNBERLE R, MBMERTE, TREFmBERARR, REEMNAASLLCRERFEMENER
Ao RURE, EREE, mmaX, BRFMEBE., AL, ZRERKIEL “BRMBE” (cumulative
advantage) XM, BEEREIHETRS, BEANBIERESHS~m, HIIEMEHEIE, ti15mRE
ZBNATREFMFMR, FIUMEER N2 FREEMNNMETR, REMREYE, RNRGHEREER
RAEHRE.

(00:15:35):

FREEFRE “IERFRAE” (asymmetric advantage) . XIREEIE, HFANIHEMETELRTmEZAT, A
FARKETG LRBRBER? RSEUBFBREATX—R. NRMIAZERER, MASREME. MRIRY
Cloud Pro, M7 LH 10 MEMBITBARSS, (RASBAML. RETEETT LLERMUERNRRAMNLE,

(00:16:09):

PR, XRFINAZFERFHNHNRER, FRTBRFNNESFRENE “FRF" , REAMEEME K]
MEREATFEE “ERMNRT , RANERNRFHEENRERIFENIMREMRRMNE. mX, K]
*Kiit, BRLFERNNE,

[00:16:41] Lenny Rachitsky
English:

This is a great answer. Essentially what you're saying is it's not going to necessarily make or break you,
but it gives you an advantage. A great name gives you an advantage, especially if you're just getting
started. You need every advantage you can get.

AR ERIE:

XE—MREFNEIZ. xR LMERER, BFFA—ERREMIBEK, BESBIRERMLB. —MEANBF
R IRHERME, FRIRMRMNIRGES . MERIFERFINE—MLE.

[00:16:54] David Placek

English:



Exactly. And this is maybe a little bit off a tangent, but one of the best books on marketing I've ever read,
which is not a book on marketing, and you may have read it along the way in college if you studied any
Greek or classics. It's called the Melian Dialogues. And it's a dialogue... It'll take anybody listening to this
maybe 25 minutes to read it. Between the Athenians and the government of Melos, the Athenians had
decided that they needed that island. And they went and approached them very nice way, that, "We want
to take over the island. Nothing will change. You'll be taxed a little bit, but we'll protect you." And the
Athenians had thought every aspect about how to take that island before. So by the time they got there,

they had created asymmetric advantage in terms of ships, and men, and all of this other stuff.
(00:17:57):

By the way, in the book, there's no mention of marketing or brand strategy or any of these things, but if
you read it, you begin to see that it's marketing, really, is about a symmetric advantage. And so, why not
start from the very beginning with an advantage? That's the value of a name.

AR ERIE:

B, XAHEE R, ERIEINRFNEHBEZ—, HILARR—AXTEHNS, NRMFEAEET
FEBRHEXE, AR, B CKEFXHE) (Melian Dialogues) o XE2—NHE - IFRILTEH
BEREE 25 0¥, EREEHANKZHBIFZEMNIE BEBAREMIZERN S, I —FhIEE LT
AR, B BIVEIBEXDR. TABTRRE. FIISEE—=B, BERISFPIRI]” HEA
ZHBEERIFNZENE— N AHEH. FAUSMIIZAIBER, MiEMI. ARNAEEMAEHESZL
& T AE TR,

(00:17:57):

&R —5), BHLBERIEHNMmEHRIEIERXLERT, BURMRTE, MMEAREINEHAR LM
BXRTIEXMIRMSE. BA, AtAFTM—FTFEMHEERBHLIE? XMEEFHNE,

[00:18:12] Lenny Rachitsky
English:

Let's dive into the actual process you guys go through, and | want to read a quote that Guillermo Rauch
shared when | asked him about what it was like working with you. He's the CEO and co-founder of Vercel,
which you guys worked with. | definitely want to hear that story, by the way. So he said, "Before David,
the ability to name something was like charisma. You either have it or you don't. It was so surreal to

watch his team distill it down to a science."
(00:18:35):

So let me just ask you, what does that science look like? What are the steps to coming up with an amazing

name for your product or company that you guys go through?
R EIE:

IBIMTRANRN —TRNEHMERRRIZ. FHARHE—E Guillermo Rauch FEH Bt SRS 1FRIRRZ BT D =R/
iEo fthE Vercel B9 CEO JEXSCIIBA, MRIIBEMEED. INER—, HEXNBIFABNLE, K. “F
BE David Z /i, SREMHEENMEBL—1F, BAHE, B4AKkE, BEMUHNEANEERER—RZE, &
RAFEBISE.”

(00:18:35):

FREGEZRIRIMR, BRIT] “BIZ” BARFE? (RMIAF R ABRE—MRARFHNIREMA?



[00:18:42] David Placek
English:

That's very nice of Guillermo. He is a very impressive innovator in this category and we greatly enjoyed
working with him. Well, our process is real. | break it down in three steps. First, we have to identify, then
we invent, and then we implement. It's just three things. It's not rocket science, but it's a combination of
creativity and discipline. And obviously, talented people and experience in these things. So, let's just go
through those things. In the first section of identify, it's really trying to find out from the client, let's talk
about behavior. So, how are you behaving now and how do you want to behave in the future? That
behavior is bidirectional. In other words, the marketplace behaves towards a Vercel, that's the name we
created for Guillermo. And they behave towards the marketplace. And that's an important point because
everything... Buildings are bidirectional. Look at a building, you behave differently towards a temple than
you or a church versus a Holiday Inn in terms of how that architecture states. So, we focus on that.
Behavior is closely aligned for us with experience. How do you want the experience of this brand?

AR ERIE:

Guillermo XESRT . MEXMIURIFE L AMNSRLBEIFE, RITEEENSMETF. B, KFURERSE
EEEN. FIBEDN=ZAPRE. B%, HMBH R30° (dentify), AR “%BF” (Invent), &FHA
“B17° (Implement). MX=HF. XFAZHAERENNEZE, MEBEISHMERNES, HA, TEA
AMEL, LHNZ—RE. EE—MER R3)” B, TEZXENTPBETHE: ERIMKITH. FIE
MITABNRESEN, MRRBMARI? XMITAHARNEE. ROIER, THX Vercel (X2
Guillermo BIEERIRF) BIITA, UK Vercel §HiZEIITH. XB—ITER, AAN—]-BRALE W@
BEEN, MUFEIXBENTALASHRAEE (Holiday Inn) BITABRZERER, XEURTFERAY
®iko FRLL, BT ETFIb. WK, TASEKEETEE. FHEEX 1 mENEEEERFR?

[00:20:11] David Placek
English:

Now, when we listen to those things, we begin to think about rhythm of the name. So something like
Dasani has a lot of rhythm to it, right? It's kind of calming. And so, we'll begin to extract things from that
discussion on experience. We will then, also, as part of this first phase, look at the competition. We call
that developing a landscape. And we're looking for what are the words... What are the brand names, first,
and then what language are they using in this space? Because we have to be distinctive. If a brand name
isn't distinctive, you lose. Then, you're imitating. And that's a form of suicide. That's a famous quote from
some... | think the president of P&G 50 years ago or something like that. So, that's that first phase which
allows us to create what we call a creative framework. And we don't even use the word objectives here

because that gets too logical.
FREiE:

HEINATXERNSE, HNABRBERBFHNTR, il Dasani (EFFEREK) MBRBETRR, WE? ©5—H
TR FTLL HMNSMXRTEHRRAIHEPRTTR. AR, FAS—MERN—87, BMIESNRES
MF. BIMZA “FFRER" (developing a landscape). EITFHKHZ - BRB@ERR, REEMA]
AX—TRERIIES. RAARNGIMEFIRE . IR RERTLEIREFE, Rl T. BEFMmEE
&5, MRAE—MER. X250 FRIEREARNRMABHENEST. P, E—MEILRITEBIR— KR
ZhH “IRIER" BRA. BNEXEEERER “BHn (objectives) XA, EAAKEZIENLT

[00:21:16] David Placek



English:

Actually, framework for us is a metaphor for a window for us, and our teams, and our linguists to travel
through. To open things up so that we're not coming back with a narrow list of names. We're coming back
with names that have depth, and breadth, and have different experiences and personalities to them. And
clients will sign off on that. And then, we get going. So now, we're moved to the invent stage.

(00:21:44):

And in the invent stage, we do really two things. You can look at this as two layers of our process. | think
the second layer is probably what makes us quite unique in the marketplace. It's the result of millions of
dollars of R&D on our part. So the first thing is, no surprise to anyone, we work with creative individuals.
And we don't use... This will be contrary. We don't use large brainstorming sections. | did. When 1 first
started the company, | used freelancers, | used large brainstorming groups. And along the way through
some analysis, we really discovered that that was not really working for us. That actually, the names were
coming from employees and from small groups. And so we've moved our process to, at least, two or three
small teams of two people.

FRCERIR:

KPR L, EERMNENKEZ—TF2ME, ERFKN]. HMNHEANESEXIUFIN—BEF. ATHFR
H, ZHHENTERNMAZ—ORENRFIIR, HNTERNBFEAERE. ['E, #EEERENELE
MME. BRIFFINT ARG, FINMART. WE, HMHEN KB Mk

(00:21:44):

ERBRMER, HNERMAEER. RALEEAARINTAENRNEE. FANEZRAERILRINEDT L
M—EZHRE. XRHNMNRANBBELETHEANER, F—HF, ARBFAEN, RNSUIBATEE. E
BAIARER - XARAERRER, BMAERARELRNZEZN. HUFTAL, ReIDAEN, HABHR
&, AAREKRNZENE, BESHIRER, BIIKMBHENIHRIEZTN LfhFEL, BFREFRIMN
Ho PRUBAN IR RIZR A ELREI =B AR )E,

[00:22:41] David Placek
English:

And each of those teams... So let's say on significant projects, we always use three teams. And each team
gets a different briefing. One team knows everything about the project but the other teams don't. If we're
working for Microsoft, the second team thinks they're working for Apple. | mean, they know it's disguised.
We're not keeping this from anyone. And then the third team, we take it out of computers, and they might
be naming a bicycle or a car or something like that. What we're trying to do is open up the coffers of
creativity for this. And so when people are working on what they know is not the real assignment, they
are now free to make all kinds of mistakes. And so, most of our names have come out of the second or
third team because they're-

FROCERIR:

BTEMRIREERTEF, RNLSR2EA=ZTHM. BTEEBREIRERER. —MENT #IE
WFFBEER, BEMEANAT . MRFNZEAHRIE, FZTPEHAMSUAMIIENERIE. HHER
B, tiTMEXENEN, RMNHAKERETAAN. AEE=THN, HMEESMHENTEBH, il
RRREN—MBITER—WAED R, HIXBMHNZITHIENER. USANESEIMNERZERLE
SRS, MTATLABEEMIEEMEIR. Eit, RMNPASHRBFEHREE-ANHE=1H, BAMHA]



[00:23:29] Lenny Rachitsky
English:
Wow.

FRCERIR:

|+
I]:l: o

[00:23:29] David Placek
English:

Yeah. | think the process, at some point, | will hopefully write either a good article on this or maybe even a
book. But this process would work for, | think, a lot of things. | know it would. All right now, what's that
second layer that | talked about? Well, we have made significant investments in this area of linguistics
and cognitive science, and it's in two ways. One, building proprietary knowledge. So we know through
research that we funded, an extensive amount about an area in language called or linguistics called the
sound symbolism. So, what are the sounds of the 26 letters of the alphabet and what do they do? How do
they evoke things? Well, it turns out that each of those letters sends out a signal that creates a certain sort
of vibration, if you will, or experience.

AR ERIE:

B, FEXMRE, ERRNENEE, RFEERT—REXEHEEEL—FH, BERIUAXTRIZER
FRZFE. HAMBEEITEE. 77, ERNARINEZBERHA? HMNEESEMNNBZTLHITT KE
®BE, TEERWERNSE. F—, BULTENIR. BIHNAEBWHAR, HMPHESFEFR—1M “BSRIE
(sound symbolism) BISUHE TRNT . URZER, FEERF 26 MFENEFTEMHA, EIEFAER?
EfTNARERE? FRIEAE, 8- 1MFEMIKE—NMES, SISHEMRE, HEWRAKR.

[00:24:31] David Placek
English:

Now, there's been research on that over the years but there were some gaps, and we decided to fill this.
And over the years, we've had a very good relationship with Stanford University, with their Department of
Linguistics. We've hired linguists from MIT, from Berkeley. We have a linguistic internship here. | actually
just ran this number, preparing for this discussion. We have employed, over four decades now, 253
linguists. Most of them PhDs, some of them contracts, some of them actual employees. That's a lot of
intellectual knowledge. So we really have, what | call, a linguistic engine here. And then we now have an
operating network of... | just checked on this figure yesterday. We have 108 linguists in 76 countries that
help us. Some of them do creative work, others will do just the analysis of names for us. So now, we have
that creative framework, we have creative teams working on this.

FRCERIR:

ZER—EEEXNMR, EFE—ETH, RTREEMXETH. ZEX, RNSHFHERAFESFER
REFERENXFR. HMMREELF R, ARMAFBRFESER. RNXEFESFERITE. HTX
Rifie, HRINGEHT —THF: AIENE+FE, HMBRAT 253 [iESFH, HPARSHEFL, L
BERL, AERENART. XRAEMMIRMES. FIURKNXEENE-—MRHRITZA “E551%" KA.
BANMEEE—DBITNE - BIERNEIHRIE, T 76 NEXRAE 108 RIESFXHMEIFEL]. fil+FE
LEAMEIRIE, Z—EANEMNARINTETRFOMN. FAIUIE, RNETESER, BETEIRRENET
Fo



[00:25:39] David Placek
English:

Now, we're tapping into databases that have over 18,000 small word units, technically called morphemes.
So, we also can tap in from a sound standpoint. What are the sounds of reliability? What are the sounds of
aliveness? And so with Sonos, by the way, we wanted things that are somewhat noisy. And so S is a noisy
letter, like a Z or even a V. And so, you begin to set priorities about what letters we're going to use. And
that work from that, we call it an engineering layer floats up into the creative teams. And so, it's a mixture
of things at a certain pointin time.

(00:26:27):

All right. Now, what happens to all that? At a certain point, usually 3 to 4 weeks into this, we might have 2
or 3,000 ideas. | say ideas because they're not all solutions, they're not all workable. They may be just
beginning ideas, concepts. And we sift through those. And now one of the major challenges that we face,
and certainly our clients face, is the need to clear a trademark for it to be not in conflict with a
marketplace that is... We're almost reaching a tipping point in terms of difficulty of clearing names here.
And so we have paralegals here, and we have a trademark attorney, and we'll analyze those names. That
gets us to a much smaller set. And then, we'll do our linguistic work with our linguists, and we end up
with a set of names to show our clients.

FROCERIR:

WE, HRAEEFBABET 18,000 MMARTT (RALMA “AEK" , morphemes) BIEIER. FRLL, 3K
MEAUMEZNAEETIN. K “TEE NEZEEMH4? A% “Ean” NEFEHA? IRER—a, 3
F Sonos, HARBE—LFHE “BEF KA. SE—TMERENFE, MEZEEV . L, RAFBIR
EHNBEAMEFFHMNAR. XBLTIE—RNzH “TER —FUHEELCITHE. FRUE
RFENNER, ERZMITRIVES,

(00:26:27):

77, BEIRESRERFA? ARINER, BERWMEK 35 4 EE, FKAIESHE 2000 5% 3000 MEX.
B WE BRRANENHTERMRAE, BFR201T. ENFTERRRNIHEE B, HimiEXLEs
o MAERNEENEERLEZ —, SACRRNOEFAERYN, EFEHRTHNGE, URHRESHHRS
R EBERFIEESE, HMLFREE—NRFRT. FIUKNXEEEZEEIE, BERERIM, )
INXERF, XILFNFE—IENNESG. AR, HNE5ESFR—EHITESFIE, RERE—
HRFRTAEF

[00:27:22] David Placek
English:

We'll do this twice with most assignments. Sometimes, we'll do just one time depending on timing and
budget. But we really try to get two cycles here, partly because humans love to compare. If you're looking
for a house, you don't just look at the first house and say, "Okay, let's sign us up." You look and you learn
that we don't need a swimming pool, but we do need a view. It's the same with names. And so, we get
feedback from our clients. And sometimes, that's a co-creative process where a client will come up with a
word or a solution and we'll then run that through our screening mechanisms for them. And that's really
the process. The final phase is implementing.

FRCERIR:



AREBESHNZHITRRZFENES. BRRIERBEMREIM—R. BHNENSHHITHNEL, B
REZRAXENRLR, MRIREHEF, (RAZREF—EEMRIR: “F, TERE." R2EF, ARTHERIZK
MNAZERXH, BERNFERW. BFHBE—H. FILl, RIIMNEFFEBERTRE. B, XE—NHEL
EHEE, FPBH—MIH—TAR, RARFENAMISTHENG. XMSENRIZ. REHOMERE
PIT" o

[00:28:08] Lenny Rachitsky
English:

Let's actually pause at that because | would, so much, | want to talk about with the second step, but we'll
get to the step three. They're just blowing my mind, all the things you guys do here. This is incredible.
There's so many things here that are so unlike what | expected.

(00:28:23):

First of all, the creative folks that are actually coming up with these names, what's the background of
these people? Who are these people?

rhCERIE:

EENEE—T, BEAXFEZSREAZEUNT, FEIBMEE2RE=ZD . FIEXEMNFMESEE
HitBAFRER, XAFIRINT ., XEERZFEMHETENTERE,

(00:28:23):

B, BESAEXEZRFHEIEAR, IINEREFA? tiTHMELMFAEIA?

[00:28:31] David Placek
English:

So, the fundamental quality is they're going to be curious and they're going to be hardworking. This is...
And hopefully... And this is hard to screen for, but lower egos. This is unlike the advertising business
which | came from, so I've six years at a large agency. Where a creative person or a copywriter can think
about something and come in with 3 or 4 alternatives in terms of a headline or body copy. And that might
be refined a little bit and maybe sent back to the drawing boards altogether, but it's a relatively simple
process. And no disrespect intended there.

FROCERIR:
REANRFZMIIOIF T ESE, MAFE —SAXREME—MIINEHTIR (ego) EMR—L, X
S5RHESNHURE, BE-RANEFEIAF. EBE, —MIBAREIXEAURE-T, ABFEL 3

B 4 MIAHEXHEIES R, ABAIESWIEMENR—T, HETEREBEEM, ER2—MEXERT
2o, BHEKBEFBENER,

[00:29:19] David Placek
English:

Here, | can't just sit down and say, "Okay, we're naming a new car here. And so, I'm going to generate 100
names and you generate 100 names, and something will fall out." Those names will not... There's not
enough in that list to clear through our screens. Of legal screens, our linguistic screens. And remember,
we start with a creative framework and a criteria that the names need to meet. So, we're looking for



people who can churn out a lot of work. And when that's rejected, they just keep going. So, we look for
tenacious people. Now, we have... And we'll probably get to this later, but we have software here that
helps people generate names. Not really... Maybe five years down the road, it'll actually spit out solutions,
but now it's helping us to generate ideas and directions and what I... Sound symbolism, ideas, word unit,
prefixes, suffixes, things like that. So, it's relatively easy for anyone that works here to develop a list of 2 or
300 names over a 3 or 4-day period.

FROCERIR:

AXE, HAERBLTR, i e, RIBL—WMESR. FEM 100 MEF, fREM 100 MEF,
ARERFEHRMAAR” BERFARE - BRHRBEENFRAFCUBIRNNIHE. SEEEME. ESF
k. iEE, HMNBMIFERNMZFZERZRENINEFIBR. FIL, HINNEIFHEBTHAETFNA 3
XEERIBAAY, M lSarEemitt, FRLL, FFHEDNA. BE, NG FNEEATEZKEXT, B
BINXEFEPANERBFNRYE. HAREN - HIFEFEEREZELIHBRSE, BREEREHEY
HMNERIE. M, URFERZBIESFRIL. A8ET. A% ERZENFRBE. AL, HFEXEITFENE
AR, 7E3 54 RAFRE—HEE 200 5 300 MR FRFEZENEZH.

[00:30:41] David Placek
English:

Where do we find these people? More who are writers from newspaper reporters because they have to
work fast. Their stories get rejected. People who might have written a novel. We have hired people from
agencies over the years. They work a little less effectively than others who have a speechwriter from... |
wrote speeches in Washington. Those people have to work hard, crank out a lot of material, get rejected.
Candidate says, "I don't like this, start over." Those are more resilient people. That's where they come
from. It's not easy to find these people. It really isn't.

FRZERIE:

BITEMELEXLEN? ESHEMAICENER, RAMNOAITERRE, MIIKELERESL, NER
ENMREIA. ZSERBINTEMT ESRFBA, EMAENNMRETERMBLEHTZHERAIA - FRTEEE
ME L E ARG BREAGMENTIE, FHAEMH, RARHRIEL, REAR: “BAERXT, . Pk
AEEE. ZMEMIIHRR, HBXEAHFES, ENTEZ.

[00:31:25] Lenny Rachitsky
English:

Let me just throw out here. I'm going to ask you after we go through this process, what people that don't
have the resources and time to do this, what they should do to come up with a good name. I'm just going
to let people know as they're listening because-

(00:31:36):
... | imagine many people are wondering, but let's not go there yet.
R EIE:

HAER— T EETXNARRER, RERR, WFRLELERFEMEEMXENA, WINZEAMAER
H—MFRF. BRRBRLIARNE, Bh—

(00:31:36):

------ FRRSASERI N, BHAILFEBT.



[00:31:38] David Placek
English:

Sure.

FROCERIR:

¥R

[00:31:39] Lenny Rachitsky
English:

How long does this process usually take? What's the ideal length the company should expect when they
want to come up with an amazing name?

FRCERIR:

XTIREEEFESKE? I—RAFVVEBE—NMRANRF, BERNTEHNKESA?

[00:31:44] David Placek
English:

For us, the ideal link is pretty short. It's eight weeks. For larger corporate projects where you have boards
and a little more politicking to do, and a few more presentations, it's a three-month churn. And
sometimes by the time they approve things and clear, it's a four-months process.

AR ERIE:

MEAHKG, BRNNKELSE, 8/\B. ¥TREEFEE. FEEZHABANESRERNAEELTE,
BERE-TANRE. ERFAMITHEHBERE, mE—TEMERIRE,

[00:32:05] Lenny Rachitsky
English:

Okay, cool. So eight weeks mostly if you're a big company with a lot of red tape. You have to work through
then longer.

(00:32:11):

Okay, this point you made about three different teams with different almost context is so interesting. So
say, let's use Windsurf as an example, which is an amazing name, killing it, that you guys helped come up
with. So is the idea there, okay, here's we're naming this Al IDE. One of the team has told, "No, you're
building a bicycle. Here's all the same brief, but it's a bicycle. And then another team, you're building a..."
I don't know, lap. I don't know, something non-technical essentially, right?

FRCERIR:
9389, B FRLUURERZR/\E, MRIFE—REFRIENTERARE, RMSHEKRIE,

(00:32:11):



¥, MMREINXT="ARERN. LFFRESIMRIEEEB, bR, LI Windsurf A, X2—1
FEHENRT, FBEMT, BRMNFBICELRN, FAUBRENRER: FIE, FIELX AIIDE (ERAXR
FR) @&. HP—THEEEH: “F, MIIZEWNSE—WMBETE. XEEFNER, BER—WEITE."
RESF—TEPR, RIERE—D - HAE, — M Fo BR LR —EIFRAMERARA, XE?

[00:32:42] David Placek
English:

Yes.

FRERIE:

=i

[00:32:43] Lenny Rachitsky
English:

Like, a cup. Say more about that because that is amazing because. And you're finding that most of the
best names come from the groups that aren't... Let's name an amazing Al IDE.

FRCERIR:

EEi—MFFo ZIRIRXD, AAXKETT . MEAMASHRIFNZFZEHREABLERZERE UENLE—
T A#CHY Al IDE 853” B9/\4H,

[00:32:54] David Placek
English:

This is a good example. So in technology, there are some things that if someone hands you a new phone
and you look at it and it's tangible and it's got a shape and color, things like that, easier to name. But the
name of Windsurf, before it was Windsurf, was Codium. So, it's all about a type of code or a process for
coding. That's intangible. And even though we do an awful lot of technology work, it is still hard for us to
really get ahold of what that is. So our rule here is if there's something that is intangible like that, we have
to make it tangible. And sometimes we do that not by giving a team, sometimes it's an individual, the
assignment to create ideas for the brand itself, but to just dive into a particular context.

AR ERIE:

XEB—MREFNFIF. EREAGNE, BLERA—WNREARBM—BHFEN, FEEEC, ERIRLEEDN,
BERRNEE, XEAAESSZHEZ. B7E Windsurf I Windsurf Z &1, EMEZFZ Codium. FTll, E5%

EXRTF MR —FRIEERE, BREEN. RERNMMT KAENFEARIE, ERIMNDAREEIEILERZE
4. FRUFENTVHNZE . MREHFERERLEN, MBI ETEER . BERENXEGRIL—ER
(BRE—1MA) ARERSOISIEENTES, MEILMITTRE—MIEIBEF,

[00:33:49] David Placek
English:

And in this case with Windsurf, this is about flow about giving people that are coding something much
more of a flow process, a smoother process, a more dynamic process. So in that case, One team was just



given the task of we want to look at a list of all the things that can communicate either in a real word like
flow or metaphorically or in a sport about that kind of dynamics. That kind of movement. And there was
Windsurf sitting on a list. | mean, sometimes, this is really just that simple. Of course, you have to have the
right framework and you have to give the right directions to someone. And Windsurf, for us and
particularly for me, it checks all the boxes. It's a wonderful image, it's an experience. Literally, a physical
experience. It's a compound, right? Two words put together. We know from the research we've invested in
that compounds like Powerbook or Facebook are multipliers of associations because there's wind and

there's circles around that, and then there's surf images around that. So 1 + 1 =3, right?
R EIE:

£ Windsurf WZFIF, XXF “Mzp” (flow), XFAROGARREEERMNE. EFE. EpSHNERR. Fi
UEBMERT, —MEFINESZE: RNBE—HBR, JIHFREREE “Roh” XME (TIEREF
Tl HETEEHPERZIMEpHFE. XHEHHEY. Windsurf EBRDEE L. ZRPERZE, BNE
BEMBX AR R, YA, ROEEMBIER, BALEAERNGME, Windsurf X3(], %al2HFKR,
BIEER, ER—TEUHER, ER—MWEE, FEAERL, —#EAHGKE, ER—NESE, WE? K
MABE—E. BITMEANBHARHEH, % Powerbook 3 Facebook X E Sl 2B AR, ERE
‘R (wind), BEBEXNETF, ABE “HR (surf) BIER. FILL1+1=3, X@E?

[00:35:16] David Placek
English:

It's interesting that when we present compounds to clients, we often get the comment, "Well, it's a little
bit long and it's a compound. I'd rather have a shorter single word." And then that's why we actually did
research on just how effective our compounds so we could pass that information along. We passed that
along to the team at that time. Codium, by the way, could not have been a more intelligent, nicer, more
respectful team that we've worked with. I'm so glad for their success. But we explained to them about the
multiplier effect of compounds. We showed them imagery that they could use. | mean, it's simple to
execute on something like that. And so, that's how that came about. I'll stop there and see if you need

more information or not.

RS ERIE:

BBNE, HBRMNEFEPERESIEN, SFRIXENITIL: ‘B, egak, MARTMESH. HEE
BAFENER,” XMEANTATNEF LENESRNEREHRHIT TR, UWERITATUEEXLEEFEE, &
TR BERE TR, INEIR—4, Codium BAPANEENESEINRIEERE. BRkE. B AR
HWAIEIPA. FAMITHRINREI S, BENBMIIEET ESRNTRBMLN, FiIEWIER 7 (0T LAE
ANER. ENERR, EXEMNEM ERITEREEN, XMEEHAR, HAEEXE, BEENRESEE
BEiER,

[00:36:11] Lenny Rachitsky
English:

Let me actually follow this through real quick. It's going to be kind of a tangent. You guys have been
working with Al companies more and more recently, which is so interesting. What's different about
naming Al products from traditional products, not Al, | guess?

AR ERIE:

I FRERHA—T . XAIREAREE, FIROERESZMS Al AT E1E, XIFEEB. 4 A o 54a%
Zirrm (EAI = m) SRBFARE?



[00:36:25] David Placek
English:

First off, we are working mostly with engineers, and engineers who haven't delved into the world of
creativity and necessarily marketing. And that's their strength. And what we have to do is we have to
balance their strength with our strength. So there's a little bit of a challenge there, but | think we deal
pretty well with that. Secondly, this is the fastest moving progressing category | have ever experienced.
And | have that perspective, right? | went through the early days of the internet and the World Wide Web,
and that was moving pretty fast. But the internet compared to this looks like a daycare school or
something like that. We're challenged by just keeping up with developments. Third thing, and this is the
creative challenge here, is that engineers come to us wanting more sophisticated names where they are

likely to end up with another Codium or an Anduril or an Anthropic.
FRERIE:

8%, RMNEBREMNIRMITRE, MIBMBEELERNAAIEER, BR—TEEEH, BTN
SR, MEAILAEE AN RITR & 18958, FAAXE —Sbkdl, BHRIAARNMNLEERF. H
R, XREEHINEZERERRNER, BEXMMAA, WIE? FEFHSEERMM S LMY RHAMEL, ARET
ERFIRIR, E5LtAL, HNMEBRRMERRME)LFI—F. (MXER LEEXBRT R ITKITME—FHk
o B=m, LREE LMY, BRIRRMRKENNEEE ‘B4 WEF, SRMIIETE2BIST—
f& Codium. Anduril 3¢ Anthropic X#HZ F,

[00:37:42] David Placek
English:

And when we saw this trend of that Al is going to take off, and it was an intuitive feeling on my part. |
could have been wrong. | said, "Let's find out what's going on here." So both, not only who's developing
the products, but how do people think about Al? And we did a series of research. | probably invested
$20,000 or so. And we interviewed consumers in Europe, South Korea, just picked out one country in Asia,
and in America, and developers in those three. And they really have different views. Developers are all
totally positive on it. They see the future, they see a big future, not too concerned, some are, but most
aren't. Consumers are skeptical, worried about it, worried about their jobs, see the hope in it, those types
of things, but haven't got the handle on it.

(00:38:41):

So Codium is an example where we said, "We think what you're doing needs to be much more tangible,
and something that people can grab onto, and much more natural as opposed to a Codium." And they
listened to us. Very simple as that. And in this case, we were right. And by the way also, | have to say,
there's some luck to this. Windsurf happened to be available and they sought right away, not exactly right
away but it took about a week going back and forth to select it. So, let me stop there and see if that
answers your question.

AR ERIE:

HEANEE A BDRECRIBER (XERRN—ER, RATEEEN), B “URMNEEXERETH
%o FMURMRBEREEALTm, TEEAMVMOFER A, BT —RIAR, RABRANT 2 5ETE
Bo HMNR[TEMN. HE (&7 —NENER) NEXEEEE, UKX=THKBFLE, WIIBN<H
EARE. AREREFNRSE, WNEETRE, BETERNEIR, FXEL (BEAELDL, EXSHAR
Bl . HEEWFTFRSE, Boe, BOECHNIE, SRAMEITHE, EXEEET,



(00:38:41):

FREL Codium @—IF, FliR: “FAPBARMIIFIMENEBERFEEMER, FE-EAMATLUIMENR
7, FEEMBA, MAREK Codium XiF.” M{IIIFENT HANBEN. MXARER, EXMERT, Ki1E
XEY IRER—A), BT, XEPE—ENIETMT. Windsurf RIgFaJ A, MIZZIBmERT —HF
RBUX, MEEIAN—ANRENETEE, HMEEXE, FEXREMEE T IRHE.

[00:39:23] Lenny Rachitsky
English:

Absolutely. And it feels like most Al companies end up having a different name for their product than their
company. I've noticed this funny trend cursor was any sphere bold with stack is StackBlitz, Windsurf is
Codium. Basically, everyone.

(00:39:37):

When does it make sense to change your name? Windsurf just officially changed their entire company
name to Windsurf from Codium. It was just a product. So, let me just ask you that. When does it make
sense? It feels like a huge deal and a very challenging thing to do.

FRCERIR:

LR, MEARRAZH A ARRANTRBMH AR ZMER—1F, FTEREXMEEIES: Cursor FTHY
789, StackBlitz ARTIUZEIEY, Windsurf LARTDY Codium. EZA EENMAZBRXE,

(00:39:37):

FARMEER B F A S XH? Windsurf RINIEFIFENRTRFEM Codium 209 Windsurf, EURTRZ—
NFEfe FREL, FARRIR: HARMERRBREENXNE? XRER—HASE, ER—HIEEEREIENSER.

[00:39:48] David Placek
English:

It is challenging. And the larger you are and the more customer base you have, it becomes a significant
project. So the first thing is you have to make an argument that it's worth the change. That we're going to
be better off by changing our name. So, there's a couple situations where you want to change your name.
First one is let's focus first on startups. Startups get going early, they get into Y Combinator or something
like that, they're raising money. And they just need a name. And although they know what they're doing,
and that may change by 10 or 15 degrees, it's almost like, "We just got to have a name." And that is the
absolute expression | hear from when a startup calls and says, "We want to change your name. We started
off a year and a half ago. We just needed a name for the documents, and so we chose X." And it's not a
very good name. So, that's example number one.

FRCERIR:

XWERBEEREME. MIRER, TREESZ, ERMBE—NEARTE. FIUE—HFRIRGIICIEX LT
2ERYN, MEIRZRINIBEEF. B/LIMBERFIBENRRZ. F—M, HEXINEIAF. WLIQE
PR, #NY Combinator ZKEIBHLEE, EERME. MIRAFE—TEF. BAMIMERSEMRMTA, ™
BA AR E 10 2] 15 EMRE, EHNNBREMGKE “RIIUAEENRF . HHEILIATNE
EiR RAERR” B, HARMNBXMEBXMEE: “F—FFFHFE, SHIARANTXHFTE-—S
F, FRUFNDET X" MAREERE—MREFNEF. XBFE—MIF.



[00:40:53] David Placek
English:

Number two is the company actually has pivoted. And so, the name that they have no longer really
reflects who they are or who they're becoming, and which makes that name ineffective. And the third is
that a company has merged and it is time now to create a new start and reflect to the marketplace that
we're... We're new now, maybe bigger, but certainly we have more capabilities and we want you to know
about it. And because of that, we're changing our to blank, which reflects those capabilities at some level.

AR ERIE:

BMBERBARRKMRLEAETERE (pivot)s Rk, MNIAENRFABERELERBMIIZIESMITERS
i, XE/ZBFEANT . E=MERBRRATEHT, WERMENE—NHNFR, HAHHRBREN-
HNMEREHY, FJRMEEXR, EEEREESZRSN, RIFEILMRIIAE. FEit, HIEIFHHN [=
], XEXEMIZEE ERIRT XL,

[00:41:38] Lenny Rachitsky (Ad Break: OneSchema)
English:

I'm excited to have Andrew Luo joining us today. Andrew is CEO of OneSchema, one of our longtime

podcast sponsors. Welcome, Andrew.
(00:41:45): Andrew Luo: Thanks for having me, Lenny. Great to be here.

(00:41:47): Lenny Rachitsky: So, what is new with OneSchema? | know that you work with some of my
favorite companies like Ramp and Vanta and Watershed. | heard you guys launched a new data intake
product that automates the hours of manual work that teams spent importing, and mapping, and
integrating CSV in Excel files.

(00:42:03): Andrew Luo: Yes. So, we just launched the 2.0 of OneSchema FileFeeds. We've rebuilt it from
the ground up with Al. We saw so many customers coming to us with teams of data engineers that
struggled with the manual work required to clean messy spreadsheets. FileFeeds 2.0 allows non-technical
teams to automate the process of transforming CSV in Excel files with just a simple prompt. We support
all of the trickiest file integrations, SFTP, S3, and even email.

(00:42:29): Lenny Rachitsky: | can tell you that if my team had to build integrations like this, how nice

would it be to take this off our roadmap and instead use something like OneSchema.

(00:42:37): Andrew Luo: Absolutely, Lenny. We've heard so many horror stories of outages from even just a
single bad record in transactions, employee files, purchase orders, you name it. Debugging these issues is
often like finding a needle in a haystack. OneSchema stops any bad data from entering your system and
automatically validates your files, generating error reports with the exact issues in all bad files.

(00:42:58): Lenny Rachitsky: | know that importing incorrect data can cause all kinds of pain for your
customers and quickly lose their trust. Andrew, thank you so much for joining me. If you want to learn
more, head on over to oneschema.co, That's oneschema.co.

AR ERIE:

RBEMESXE Andrew Luo TIAFS(To Andrew 2 OneSchema B9 CEO, HE2HITEHINBEHIEZ— W
MR, Andrew,

(00:41:45): Andrew Luo: #1585, Lenny, REMKEIXE,



(00:41:47): Lenny Rachitsky: OneSchema B+ A #zh&? BAEBMRINSESBEKREXN—LRBTEME, W
Ramp. Vanta # Watershed, FEIrin RIS T —MBEIBRE @, AT BISEREIAES A METFE
F% CSV &z Excel X 4B TEZRRVEV NS F R TE,

(00:42:03): Andrew Luo: 289, FEAININI&Z# T OneSchema FileFeeds B9 2.0 A, FA1F) A Al MLFFIAE
BWTE. RINBIRLZEFAHEHIBIRIMAPRKIEN, MI1AFEFENBEFREFAFNFHITEMS
X, FileFeeds 2.0 AFIEFARPARFE I EENRRIA, BRI Bnh5Em CSV Ml Excel XHFRIFF RIS T2, KA
SHFMERRFNOXERF, BFE SFTP. S3 EEBTFHpMH,

(00:42:29): Lenny Rachitsky: F B LU IFIR, MNRFAF NS TEXENER, BEIEEMRITNEREE =
H, ¥%MER% OneSchema XFMZRF, AizE S

(00:42:37): Andrew Luo: 8348y, Lenny, ZNIAEXZXTFEHNHNEBHHRE, EERIZRNIRS. RIX
e RWITRERARN—FHBIRER. BAHAXLERTBEMEKREH . OneSchema FHLIEEMFEIREIEHNIREY
Z4t, FEMEIERIXM, ERESEERXAFRERENEIRRS,

(00:42:58): Lenny Rachitsky: A EF AN HIZRNBIEZLZTAHREMES, HRERREMINEE,
Andrew, FFEREMTIIANIK. MRIFEATHEEZ, 15151F oneschema.co,

[00:43:12] Lenny Rachitsky
English:

| want to come back to this linguist piece, which | know is really unique to the way you guys operate, and
it's so interesting. So you employed, you've said, over 250 linguists over the course of your business
career. This linguist step, the way you described it is they're not coming up with names, they're more kind
of like a filter for, "Here's all the names we've come up with. Here's the ones that are good linguistically."
Is that right? Or is that team also suggesting names?

FRCERIR:

FERZESEFRXITNT, BRAEXZR ML AFEBIRFAEBN—R. MREMRNRVEERER
THEE 250 REEFR. XNESFRIE, BROHER, WNFEERRF, MEGE—NIIEE, .
HERINNBLERT. XRESFLRIARFNEF.” BXHF3? E2RBIMENBEZRNZF?

[00:43:35] David Placek
English:

Yeah. Some of the people there, depending on the assignment, will actually help us create names, for
sure. And so, we have linguists here. And in the network, we have linguists. And those linguists are
contracts to us, not full-time employees. So, there's a little bit of both. But the preponderance of their
work in our linguistic network is to evaluate names. Not only just does it mean something negative or
positive, but are there cultural implications to it? Political implications? Or even things that a natural
disaster that would've happened somewhere that no one here would know about. Even if we had, if.

FRSCERIF:
B, HhmW— A, RIBESHARE, BELSEMBRICERT, RITXBEEESER, ERINHINEHH
BES¥R, PBLEEEERERITNERT, FE22HAT. FRURERMEZ. BHITERITESNETH

FETRRHMERF. MUEBEEERENELRIER, FEEEEEXUEI? BUa®n? EERERME
£, MXERANENEAREBXNES.



[00:44:21] David Placek
English:

This was in Italy, and there was a bridge or a flood that killed a lot of people. Someone that speaks Italian
very well here, say at Berkeley University, but has lived here for 20 years, wouldn't know about that. And
we don't want anything linguistically that would slow our clients down. And so, that's why we've invested
in building this network. We have a woman that runs the network for it. So, it's not an insignificant facet
of our business that we have to run and manage.

AR ERIE:

EEOaNERAR], BE—EMESH—IHEKSERSARE. —MEXE (BEARFASE) BEAFERS
Ref. EEKEXERET 20 FEMA, AEFMERGE. RITFFEEMESFLNFRAERRRITNEF. X
MENARNURARIL T XML, RINE—MUEARESTXIMENL L. L, XEHNBIEITN
EEN— AR RS RE,

[00:44:52] Lenny Rachitsky
English:

Is there a name you love that didn't pass the linguistic filter, that ended up being like, "Oh, shit. That's a

really bad name in this culture"?
R EIE:

BEREWPMAMRERN R FREETIESFIME, SREI M, &I, ITBFAERMXUEIFEBEE ?

[00:45:00] David Placek
English:

It happens frequently where we will find something that isn't really terrible but it's worrisome to us. It's
interesting cultures like Australian or people in Australia, they have a lot of interesting expressions. And
so, we do find things that this sounds like it's a certain kind of shrimp and things like that, and we
eliminate those things. And then we find things that have sort of sexual connotations, we eliminate those.

(00:45:39):

| would say it happens every third or fourth project we'll find something that we will eliminate and never

show the client.
AR ERIE:

XMEREERE, HNIAR—EEATZRAERE. ELLBMTHEONKRE. BBIXK, LRI,
BENWABRZEBNREAN. FIL, HMBES LKA —LITERGEMIFZLNARA, HMNZFERXLE,
REBNSAN—LEHBEMETIRA, RITES5055

(00:45:39):

R, AS=ENMAES, mB— M ENFFHKEFZBTAERHNE T,

[00:45:49] Lenny Rachitsky

English:



And something you love and you're like, "Okay, | guess we can show that one"?
FRZERIE:
BESEBMRRER, AROE “GE, ZERMNFTERTX—1 HNER?

[00:45:52] David Placek
English:

That's true. That happens. It does.
R EE:

it WRERE,

[00:45:55] Lenny Rachitsky
English:

You also said this really interesting thing about how every letter of the alphabet has a vibrance in an
experience. Can you give a few examples of that? | know you're not the person doing that work

specifically, but just what are some letter feelings?
R EiE:

RIS —HIFEEENE, MEFERPNESNFEERETEEHE, REZELMIFE? HAMERA
BRI LIER, EF A MLERI?

[00:46:11] David Placek
English:

The work is from the linguist, but at this point, I'm pretty adept in it. So, let's look at... I'll start with the
letter V because it is so illustrative of what this is about. V, from our research that we've done, is the most
alive and vibrant sound in the English alphabet. And that's whether you were born in Rome or in
Sausalito, California. So if you know that, if you know that as you go around the world, there are going to
be some exceptions to it. It's going to have that vibrancy. Look at Corvette. They probably didn't know
about V, but it's a perfect name for a car that's fast and has a big engine that roars. Think about Viagra,
same idea. And there's been surprises to us. B, the sound of the letter B is one of the most reliable sounds
in the English alphabet. That was one of our rationales, by the way, for Blackberry. Because that's
another example of a client who thought we were... | mean, the founder actually said, "I thought the
people at Lexicon were crazy," when they presented Blackberry.

AR ERIE:

BT ERHIBSFRTRN, BRBIAL, BUESEET. LRITREE - BREMNFEVHEG, BN
EIEERERARE, BIERNNAR, VEREFERY “‘REVE. RAWEN NES. TRMAEEET ST
EMFAEBELMNERFEFIE, #MEWL. FRUMNRMMMEX—=, BMETEAZMEE LRI, ERAEE
AFES. BE Corvette (Fe/REEFFIHZE), MITHETRIEERFE V BB, EXF—IHRERIR. LENES
BUSZERY, XB—INEENEF, 828 Viagra (BXA]/FED, LEREFNEE, &L HRIMTRFNE
m: B, FABHNEASERREFERPR “AF WEEZ— INER—G, XtLEHK(1H Blackberry (EBE)
ENERZ— AABRS—NMIF, BFENEERNT - HNEBZR, IBAIZP LT : “HihiliR
% Blackberry X1&FB, D15 Lexicon IAEBK T o~



[00:47:29] David Placek
English:

And we said, "Well, let's stop and look at some of the assets here. First off, black color's technology. Yes,
not everybody knows the word berry, but we have those two Bs." We talked about the nature of a
compound. And all of a sudden, people at least lean forward to consider it as opposed to rejecting it too
fast. So, those are just two examples. | mentioned Z in Azure, that's noisy letter. X is fast and crisp as a
sound. And of course, there's semantic value to all of these letters, too. X is about innovation from aircraft
to computers. And so, you have to look at the semantics of it and the sound symbol of it.

FROCERIR:

AV 8, ULFENETREEXEN—LEHET, Bk, RBAKRKAR. 20, T8N AEIE berry

(BR) XME, BENERDNB.” HNXETEGRNERR, RAZE, AMIEDEEMAHEEE, MR
BARIELS, P, RRZAMIF. HIRET Azure P Z, BE—NEBRENFE, X NEFREMEH.
B8, MEXEFHUEMAENE. X RREHE, MIHETEANESZNL. FrLl, REFMREENE
FIEE RIL.

[00:48:15] Lenny Rachitsky
English:

This is so fascinating. | could listen to this stuff all day. Just thinking about Vercel with the V, that very
aligns with what they're trying to do. Just very strong, opinionated way of working. And Guillermo, he

feels like a V person.
FRZERIE:

XKEANT . HAIUIF—EX, 88TV Vercel, XIEFFESMINEMAES, —MIEFEAR. BELUNT
EB=e T Guillermo, MRETEFLIE— “VEIAN” ,

[00:48:29] David Placek
English:

He is. And there's an example of a group that had a lot of confidence, and what their product is is very
innovative. And so, we had permission there to create something new because Vercel is a coin solution.,
right? But notice that we put some very simple, easy to process things together there. Or ver, in this case.
So we have in vino veritas, truth in wine, things like that. You have verde, green. So, very familiar. And
then their cel, like accelerate, something which is really what they do. They accelerate a client's
performance. So, that was a relatively easy name for us to present and we were excited about for them to

grasp.
(00:49:26):

By the way, that's known as processing fluency, which is when you think about how the brain processes
information. We're told by a number of cognitive science that our brains are a little bit on the lazy side.
We don't like complex things. And so, we really strive to make all of our solutions relatively easy for the

brain to process. So it wants, it leans in towards them as opposed to, "I'm too busy. I'm walking past
that." Names that are complicated, it's a liability. And we really avoid that. But Vercel, perfect fluency.

AR ERIE:



2. MR—EBEEOWER, N~ RIEECIHF. FAURIEE T FIECE— LA, B
Vercel @— “iEi0” A%, MWE? EFFR, HME—LFEEEHE. ZTRENTERET —f. EXITER
BlipZ “ver” o FEAIE “invinoveritas” (BERMEE), BEULLE, RE “verde” (&R&). P, FFEH
. AR “cel” , B “accelerate” (MNIX), XIEEMAIPAMHEI—m(IIERZFBIM4EE. FRLL, BBR—
PMHBIPRIFAERNEZRBTNEF, BT tilsEdsmEENE,

(00:49:26):

@R —a, XA IR (processing fluency) , BIARLEEEHAR. FZINMBERERK
i1, HMNYARE =B HMNFEREXNARAE, FHit, ZENSHERNFAENRRSZHEXNEZ1L
AR, XFARMRZEEE, MEMH, MARE “HWKILT, WEREIER . EXANNIFE—TH
B, BRIMNENZBRXMER. {8 Vercel, EBTEIAMIE.

[00:50:13] Lenny Rachitsky
English:

Okay, let's go back, actually, to the three steps. So we covered two, and it took us on a long tangent to
dive into a lot of the stuff you shared with the second step, which you call invent. So, it's essentially the
three steps are... Was it create? What would you call it? The step?

AR ERIE:

9%, URNEEB=1TTR, RNELHTRT, BARNETREMHERNRIMRDENE =S ((RIFZH
“KBA")o FRLUAREX=1PERE -8 “ehE” 13? REB—TUHFA?

[00:50:26] David Placek
English:

Yeah, it's identify. Invent.

R EE:

EHY, B R . KA

[00:50:27] Lenny Rachitsky
English:

Identify.

FSCERE:

IR

[00:50:29] David Placek
English:

And | use the word invent with intention because it's more than creative. And then the final thing is
implement. Now for us, we're not a design firm. We're really focused on brand names and the
nomenclature that supports the name. But for us, implement is helping the client team, if they choose,
for us to help them with the presentations as it goes up the chain. To help them write a longer rationale



for why these names, if they're presenting three names to the president of their company or the CMO,
why these names make a lot of sense, and to help them develop what we call prototypes. So we'll put the
name on a baseball cap, on a T-shirt. We'll put the name in a mock-up ad in the Wall Street Journal.
Something's very positive. Because of Procter & Gamble's new blank product. P&G shares, they gain 10%
this year. So that executives can see that the lift that that name can have. That's our implementation
phase for them.

FROCERIR:

HEERER ‘KRB XME, ARNERMMUNZEEIR. RE—FR “HIT o MEIFKR, HMNFR2—HKigita
Gl HMNEEZETTmEBMURSIFFZBMNGBRER. EXNRINKE, “HiIT 2EBEFE (W0FR#M
IEFIE) , ERBRETREMEItITHITETR. Bt EHEFRVER, RANTARERZRT (Rt
MNEAREHE CMO BR=1EF) FEEBRX, HEBMIIALRRIAMEN “RE” . FIURIISIERFED
FEMEBRIE L. Tl E, HMNFEIFRE (REBR) BRI S, —EIFBEENRAE, bl “BFEE
REBH [ZA8] T, EBERNSELKT 10%” . IESENMEBIRT 2 FEFRNEA. X2
A HEBIRITRER

[00:51:44] David Placek
English:

And we also do consumer research or customer research at that stage, and we do that probably about
50% of the time on our projects where we're going out and we're really talking to their customers, and
putting the names in a series of drills. Drills that make them not the marketing person for the day, but
we're really making these customers feel that this is a new brand. And then, we're asking about
expectations. We're seeing how these names fire their imagination. And that's the most important thing
in research, not is the name popular, are they comfortable with it, does it fit to concept. If you're asking

people is this fit to concept, you are inevitably always going to get a descriptive name.
R EIE:

TEBWINEL, BRITESHITHEERRIZFHART, K 50% WHESXEH. BITSEHE, HESMITN
BRI, ARBFBRAN—RIEEGS, XEBREAZIULMITE—RNEEAR, MELXEEFAHEIERT
AXB—MmE, ARG, RINSEEHRE, RIIMBEXLELFINMHELMNNER T, XRAAPEREEN
18, MAREXTRFREERNE. MIIEEREEFR. cREFEMS. MRMFRAAIN] “XREFEH
2, AR R SR RFE —MER RN R T

[00:52:31] Lenny Rachitsky
English:

You make such a good point about how you need to arm the people working with you with ammo to win
over other folks internally. Because if the person working with you is on board and the name is bold and
not an obvious winner, | could see it being important to be like, "Here's what you should all show them to
help them see the story, and the mock-ups, and all of that."

FROCERIR:

RBE T — P IFEFHMR, BMREENSMEFNARM “BE" , URSABEMANZS. BANRS
MENABZIART, MBTNZFRAREEFEHBHEMS RBRK, FKEELRM “RRzEMITRRX
L, DEBIERISE. BEEEF BEAEE,



[00:52:53] David Placek
English:

Yes. And what's really important is to help their management see this in the context of the marketplace
and their customers. This is a very human thing, but people want their boss to be happy. They want to be
okay with their boss. And so they're thinking about, "I don't know if my boss would like this." He's more
conservative or she's more conservative. We try in a very diplomatic way to say, "This has nothing, really,
in the end to do with your boss. It has to do with the marketplace."

(00:53:27):

Well, that's easy for me to say because I'm not working at a P&G or an Intel, but we really try to give that
advice for it because it is about being successful in the marketplace. And so first of all, we try to separate
the clients that we work with. We really want to work with clients that play to win, that want to win, not
just want to not lose in a marketplace. And so, we try to encourage our direct clients to lead the process to
really say, if a manager or a CMO or a president says, "Look, we're the team that's going to execute on this
and we believe in this. We can make this work," they usually rally around it. They usually do. But if you're
just taking names up to a manager and saying, "What do you think?" There's a different outcome offered.

AR ERIE:

2., EESEEMNEEIMIINEERETHNEANER TERXNIE. XBAZER, AMNHEERFT
i, HEMERBLARSG. FAUMBINIZER: "BARNERERZFZERXN.” MR ELLRERT. K=
HU—MIEBITHERNR: “XEREELSHEHERLTX, E5HIHEX"

(00:53:27):

i, XNFHKRBEZN, RARFERETHRERIME, BRNENSHEEIHFNEN, RAXXFED
17 LEVS AT, FRUE S, HMNZRABERNSENZF. ZENBSEE “ATRME” BEFASE,
MNBER, MAMUNEEETZL TR . BEit, RNIFHEFHENVERZTFAESRIZ, BEERR—N
R—EE. C(MOFEEER: “F, RMNBHFPITXMIENEN, HMEEXTNEF. HNATUILESR
M,” MEESHEERZFE, IEFER. BNRMRARBRFRLZER RRFSEAHE? 7 , ERE
EARTAER,

[00:54:28] David Placek
English:

So, we like to be in that implementation phase because we have so much experience. And usually,
credibility with people.

FRCERIR:
FREL, BANERZE5RITHE, BARIMTEFENER, MEBEEANOFEQE,

[00:54:37] Lenny Rachitsky

English:

And you said that you come up with 3 to 4,000 names. That's the top of the funnel?
FREiE:

RIIZA RIS A8E 3000 ) 4000 MR F. BERIFHNRINIHZ?



[00:54:41] David Placek

English:

Yeah. And just to clarify that, it's ideas, directions. It's not-
R EE:

W, BE—T, BEEVE FE. HFE2—

[00:54:50] Lenny Rachitsky
English:

Complete ready-to-ship names.
FRCEIE:

TR UERERNETF,

[00:54:51] David Placek
English:

Yeah, not ready-to-ship names at all.
R EiE:

EH, TETEAUEEERNEF

[00:54:53] Lenny Rachitsky
English:

Got it.

A EiE:

BAET.

[00:54:54] David Placek
English:

This is a very inefficient process and a little chaotic. So in that list of 3,000 names is probably 250

potential diamonds that have to be fractured and examined.

FRSCENIE:
XE—MNERNEE SRELAETE, 7258 3000 MR FHESEG, FIREE 250 MNBEMNLA, ZTERTIEIMG
I8,

[00:55:10] Lenny Rachitsky

English:



| really want to see just a documentary of this process at some point. This is the closer we're going to get

for now, but this is so interesting.
(00:55:17):

| want to ask about how you would approach this if you're just a startup that doesn't have the time or
resource to do this. But before | do that, is there anything else around the process that you guys go
through with clients that you think is important to share or they think might surprise people?

FRSCERiE:
KEMNRETENHEEIXNMIRENERE. BeXERMNERMEINGEIZENRAT, BEXXEEBT,
(00:55:17):

AR, MRMRAR—FHKEKERBEHFREXLENCI AR, FIUWEAMEXMHE? BEBZEH, XFIR()
5P &FERE, EEFAMANEZRNARILANRIIFFNEEESF3?

[00:55:30] David Placek
English:

I think we've covered it. | do.
R EE:
BERNELEET. 28

[00:55:31] Lenny Rachitsky
English:

Okay, great. Awesome. Okay, so most people listening to this, there's a lot of founders, a lot of PMs on
product teams. They're working on a new feature, they're about to launch a product, they got accepted
into YC and they're about to launch a product. Then they have, | don't know, let's say they have a couple
of weeks. We've got to come up with a name. What should they do?

FRCERIR:

YFHY, KIET. B4, WXMHENZFECBA, HEZTRES PM. fITEEFA—NIIEE, SERD
BEHB—1rrm, HENKYCREHESLRTTm. ARMINIRE, ZAME, RgRERENE, SR8
—MEF, NZEALN?

[00:55:50] David Placek
English:

So the first thing | do is to say, okay, let's forget about developing the name for right now. And | will have
them, and | think this is a good exercise for anybody. We do it here internally when we think about our
business. So | say, just... Because most of this now, because of COVID, is on video. And | will say, "Just
draw a shape of a diamond on a piece of paper in front of you." And | said, "On the top of that diamond,
put the word win. How do you define winning is really it?" | said, "Now on that other next corner of the
diamond, what do you have to win? Write that down. On the bottom, what do you need to win? And then
on that final angle on the left-hand side, what do you have to say to win?" Then | said, "Now, let's go all
the way to that final thing of what do you have to say to win."



AR ERIE:

FIARMNE—HEMEN: FE, MEATIHEERFXHSE. BILMINM—NES, RIAAXERAZ
B, HIMAMBRE WS RXEM. B, METEINELE—ER (diamond), FHif: “EXD
EmEG, £ ‘W (win) XME, MAFEX W ABXHE? ” HiH: “MEEEENT—1ME, B
T “YRIBBEMH4RILUER? ° (what do you have to win?), ERE, B~ ‘MREEMF4AEER? ° (whatdo
you need towin?). RAEEEUNEE—ME, BT ATRMEGAWTA? " (what do you have to say to
win?).” REFHHE: “WE, ERMN—BEEIREBT RTREBIRTA BRI,

[00:56:49] David Placek
English:

And that's where you just get people thinking about, "Well, what we really have here is... And we're better
than this." And then I'll just say, "Okay. Now, what you want to take that this really should be about
experience and behavior. How do you want to behave in the marketplace? How do you want the
marketplace to behave towards you? And what kind of experience are you creating?" And then they'll
start talking a little bit. I'll say, "Now, you just need to probe on that. You need to keep going. You need to
look at metaphors because this is about experience." And I'll just give them some of our examples that
we've talked about, "Blackberry, it says to the marketplace, they're not like the other guys." Think of
something like Google versus Infoseek, right? Google is an experience. Google says, "l don't know what
these guys are going to do, but it's not this practical mundane Infoseek." And that's what attracts people.

FROCERIR:

XMEBMRILAFRBENME: B, RMNEEHENE - BRI EF.” ARKIH: “F. WE,
MERIRBIX KR ENZZXFAEMITAN, REEEMTLMAEAIRR? (RAEEDHIRINFERR? RIEE
SIS AMER? ” REMINSFBRII—S=, BRR: “UE, BREERINER. (REESEEH, (RF
IR, AAXXFERR.” BRLEMMNE—LEHRIMMTICINGF, “Blackberry mMmiznES, ffi1F15]
AFR—1£,” #848 Google X% Infoseek, IFME? Google B—H{kl, Google f5iAMIE: “HAMEXLERN
B4, BEETEXMEA. FRER Infoseek,” XLEWSI AR

[00:57:54] David Placek
English:

And so I'll do a little coaching like that, and then that usually kind of sets them free. And they're now
thinking about it not as a word, which has maybe limited value, but as creating an experience which has

the potential for unlimited value.
FRERIE:

HEM—EXHES, AEXBERLMWIREHER. MNRETFABERFEE—E ENETEER),
meEEFELIE—MAETRIMEBIBIER,

[00:58:12] Lenny Rachitsky
English:

Okay. Let me try to reflect this back for folks. So the advice is draw triangle. So, you're coming up with a
name. Draw triangle. At the top, win. At the bottom-left, was it how do you win?

AR ERIE:



o UHREBNRRER—T. BNRE— =B, FI, REE—1TRF. BTN=ZAN. K ‘W
ETAR “FfEm 13?

[00:58:25] David Placek
English:

Yeah. So, the diamond is two triangles.

FROCERIR:
e, EHLERN=AR.

[00:58:27] Lenny Rachitsky

English:

Oh, diamond. Okay, | see. | have triangle in my mind.
FRCEIE:

MR, FH. ¥, FKBAAT. FRFEBVNZ=AN

[00:58:28] David Placek
English:

| got you.

FRCERIR:

FIE IR,

[00:58:30] Lenny Rachitsky
English:

Okay, got it. Diamond. Great.
FRCEIE:

9, BBAT. EfZ. XHET,

[00:58:31] David Placek
English:

And so on that next angle there on the right side is, what do you have to win already? Right? Because they
wouldn't be either in a Y Combinator or getting some seed money if they didn't have something to win.
And often, people, startups don't appreciate how much they actually do have to win because they're so
busy and so stressed on what they're doing. And then, what do they need to win? And then finally, what
do you need to say? And then back up to defining what is winning to us? Which, by the way, we start with
that question usually on an assignment that we've been awarded. And if we're in a room with five people,
all five people have a different definition of what... Their definition of that company winning. And that's
good to sort that out because we can move down different avenues from a creative standpoint.



AR ERIE:

FILERON T —TAR: (RELWEMFARTURNEDR? WE? RAMRMITLE AR URAIARE, ]
FMAZHNY Combinator BREMFRE. FIIQATNWARERIRFEMIIEFLAEZ VRHES, Rivft
MKRITT, EHEXKT. AEE, MNFEAATER? &ERE, FEERMTA? ABEIEX “WHAIIFK
W, mEfA?” IER—a, RIEFERIESFEELRXNENE REREEETA, ATANATE
RHERE X AT REER A —1F, BBEX—RIRY, EAFKIMTAUMEIZHAEERRENER,

[00:59:31] Lenny Rachitsky
English:

Let's just make sure people have these phrases because this is awesome. And | imagine many people are
going to be taking notes and like, "Cool. I'm going to do this." | hope so say the four points of the
diamond again just so folks can write it all down.

FRCERIR:

IRNMHRAKIZST 7T XEREE, AAXKET . ZERZAMRIEER, ARE B, HBEHEAXN . &
B, FREE-BETHNEINR, HFILAFIE TR,

[00:59:42] David Placek
English:

At the top of the diamond is just the word win, and underneath that is how do we define winning for us as
a company. And that can start off being simple, like we want to be the dominant player here. But you
really have to work at that. What does that really mean, right? The second on that right-hand tip there of
the diamond is what do we have to win? What are we doing now that makes us a winner? Then we go
down to the bottom of the diamond, and it's what do we need to win? There could be technical things
there. People talk about talent and resources. Often there, they'll say, "We need a good name." We always
correct that. It's not the good name, it's the right name.

FRZERIE:

ERENTRRE W XM, TER “BRIMEA—RQTWMAENR . XAILUMERNFE, i “Bi)
BRAXENZEE . BRENSFIANERE, BAREKRENTA? EREAENNE- R “BIBETATU
B2 BINBEHNAASELRIRARR? RAEERINEINELNRS, B “BINFEAHATER? 7 BE
AHEE —LERAMNARTE. AMISKEAANER. BEERE, MR “BRIIFE—IEFEF . &2
BUEX—=R: T2 “BBF , ME “EHNEF .

[01:00:28] David Placek
English:

And then finally is what do we need to say? And that's where | say, that's where you want to spend some
time in really thinking about all the things you need to say, that you can say or you would even like to say,
which maybe right now you can't say. But you want to a name that actually is going to have the flexibility
as to when you can say that, it still works. And that gets them into behavior and experience. And that
usually launches a really a good discussion with founders internally.

FROCERIR:



o “BNFBRAA? 7 XMBRIRIMANZERBEERZMMTS: FREMRERRN. RERN. BEER
RAEREBTFIRAEEFERNER. MBE—TAEEREENZT, XFEIMLUUSAILRBLEIER, SRR
BN, XR5ISMITHNTAMNERNEE, XBESELRARERS K —FIFEFRIITIL,

[01:01:03] Lenny Rachitsky
English:

When you say you have to win though, what you're thinking about there is what is it that you have that
will help you win? And then what is it you need to have this win?

AR ERIE:

HRRE] “BEHArUR B, REENEIMRIBENHLEARASEBIRRK? ARRNTEEBE AT ER
B RBER?

[01:01:10] David Placek
English:

Yes, that's right. And all companies are in that same situation. They have a bunch of stuff, but they need...
A P&G might say, "We need a good distributor.”

(01:01:19): "Okay. All right, we'll put that on the list."

(01:01:24): And then you might say, "Well, we need in..." When it gets to what do we have to say, we have
to say the right things so that a distributor is interested in us. And then you go down an avenue there.
Well, what is that? And if you work at it, this is not a one-hour exercise, it may be an exercise repeated

over the next 4 or 5 days.
FEiE:

2, ", FMEARMATRFNIER. WIEERA, BHNFE - FEAEIR: “BIIFE—
YFEIIEER.

(01:01:19): “4FHY, BEFINBR."

(01:01:24): AISfRATRERW:  “I, BAIREE " HHE “FNLIRAT A" B, Tl PR EHRRTE,
Llﬁﬁ%ﬁﬁﬁﬁﬂ]@)‘( o RBRIFMABEXFRETE. BBMHA? MRIMINENT, XFAZ2—MNEFBI%
3], EFJRERTEE TR 45 5 REEEH#HITHNES.

[01:01:49] Lenny Rachitsky
English:

Okay. So, you have this diamond. And then the idea is just sit and put names down in a Google Doc, let's
say.

FRSCERIE:
%o FRLL, RBETXNER. AREEMBL TR, 7 Google XMEFFRF, ML,

[01:01:55] David Placek
English:



Yeah. And then you start. But there is this... And maybe, it's naivete. | guess, that's probably the best word
for this is that, because | do hear this all of the time. "Hey, we've worked at this, we got a list of 200
names, but we don't think there's something there."

(01:02:19): And I'll say, "Well, 200 names is not enough. Get to 1,000, 1,500 names and directions. Don't
evaluate them. Just generate names, and directions, and ideas, and then have a meeting. And don't
evaluate but speculate." What could we do with this name? What's the potential here? There's a lot of
overevaluation in our industry. It makes sense. We survive as humans because we figure out what's
wrong with this picture. If | want to cross the street, is it safe to cross the street? What's going on? Those
kinds of things. You have to counter that. You have to say, "Let's just suspend judgment for a while. And
let's do an exercise here where we take these 10 names that we think might work and what are we going
to do with it." Because it's how you execute.

FRCERIR:

28, RAErAFR. EEEXF—M - BIFEXERE, ZBXERGENE, HAKZ—EREIXMiRE:
IR, HMNBHIT, FHNFIT 200 MEF, ERNEFEERIESEN,”

(01:02:19): H=i%:  “I8, 200 MEFBABM, EIXF 1000. 1500 MEFHNARE. FAEFHEN]. RRE
REF. AEfEE, AEFI S, FETMG, MEE W (speculate)” FITAIUARXNEFMHAA?
XBREBNRAA? ERNMNNTLHREFEERENTE T L. XBREEIE, AXZFUEEE, SRAANEIER
MEETPERN, NREHREIIR, SZRELLE? KETHA? BN, FOATREEMTZ. R
TR UBNAEETA—REE, BRI —1NES, EHX 10 MEITANTRRERNE T, EEHI8E
BEMtA.” RAXRBRETRNOERIT,

[01:03:21] David Placek
English:

Going back to windsurf, as we showed them pictures of people windsurfing and waves and things, if they
said, "Ah, that just doesn't work for us at all. I'm very uncomfortable with." Well, then it's not their name.
But they leaned into it, "Okay, | can see this. It's easy for us to execute. It's dynamic, it's different." So,
that's why we build these prototypes for people. And that's what... | think the best advice | can give to
whether it's a startup or someone starting a new cookie company, is it's not just a list of 200 names. It's 10
or 15 lists of 200 names. And it's thinking about what do we have to say here? What behavior? How do we
want people to feel in the marketplace about us? | imagine with Google, people felt relief that it wasn't a
descriptive name. That there was something new out there in the marketplace.

AR ERIE:

@2 Windsurf, HEMNEMIIRIAINTRR. BRZENERY, MRMITR: W, XeeFEEH], &K
RERAEFR” A, BRAZMIINRF. BMIHRANES, . “4F, HEBIXD. XWBINKRRE
ST SR, RIBK.” FILl, XMBAMTARMNAANEEXLERE, FANKELHORTEN, T
LRI ABEEFHTREHIA, #E: ZANNE— 200 MEFHEER, M2 10 2 15 7 200 MR FHY
AR, HAERE: HMNEXBLINRTA? HATH? RNFEDGHBENEHARGE? FIEHT Google,
AMBE R, BNEFRR—TMERMENRF. hip EHI T —E2HmiRE,

[01:04:20] Lenny Rachitsky
English:

Yeah. Infoseek, that's such a descriptive name now that | think about it.



FRSCERIE:
2, Infoseek, MIEERIEE—MERMMNE Fo

[01:04:23] David Placek
English:

Yes.

[01:04:24] Lenny Rachitsky
English:

Okay, so one more question along these lines. So say, you have a list of let's say 2,000 or 1,000 names.
There's this tension between choosing something... Like, as a person that is doing them themselves. Your
advice is choose something bold, not something descriptive. You won't know it when you see it. Very hard
to do, obviously, when you're doing it by yourself. And you just advise for not losing sight of that piece.
Just throwing out things that feel too scary, finding a name that's actually bold as you suggest.

FRCERIR:

¥, XFRX—RBEEE—NEE, RIRIFE— 1000 5 2000 MR FHEE, EERE - LLIEA— T BEEE
FHAN, SE—MKD, MPNENBEERENFRA, MARBARENARTE, MEIERNFAZIZNE, &
A, HIRE MR, XREME, (RRRENAEZZAX—RE? FRERBNHERLERTKITANKRA,
M SRR BB FR— T BEXERRF,

[01:04:55] David Placek
English:

First off, we disappear... Human psychology, humans only pay attention to what is new or what is
different, | should say. So if you're looking at shoes and they're all black, black, black, black, and then the
next pair of shoes is red, that's the first thing you focus on. And so, that usually gives people permission.
They'll say, "Okay, | get that." So, look for what is really different between the names that you have on
your list, but also what's different from what's out in the marketplace. Then you get a client like Microsoft
saying, "Azure is different. There's going to be a lot of cloud stuff and..." There's a relevant point there,
Azure is blue. And so, there's a slight logical connection that | think gave them more permission to move
forward with it, frankly. But listen, this is not an easy task. | mean, that's why we're in this business, and
why | felt we should be specialized because if you start doing design and/or advertising or other things,
you can't have the intellectual engine.

AR ERIE:

B, RSHEK - AROEF, ARAXENNHARENRA, FILNRMEEET, SlIe2R0. &
B9, REY, ART—NHRAGHN, PRFELAXEINARE, XEERLAN—F “Fa” . wilzikR:

“9F, BT PR, FSHMMBRELNBFZEREARNMSG, BEIHSTH LEENKRAERFM
o ARMBBEGHRXEFNEFR: “Azure EFEN. 2BREZ 'm KA, mMA-7 XEE—T
BXBR, Azure BEEEH, PR, B—TEMBZIEER, BRMT, TIAARXELTHITESHEHEXTEFH



Wl BIfE, XFAB—IMERNES. ZRNEER, ZMBNMHATNMEZINMTL, URAFARKREEHK
MRizZ L, RAMNRIFFREIRITN/HT SHEMER, (RRTEREXMHAIRAGIE,

[01:06:16] David Placek
English:

You can't acquire the intellectual engine that we have. So | know it's difficult, but it can be done, and you
just have to give yourself some time. But stop evaluating. Suspend judgment and speculate. That's my
number one advice to people trying to do this on their own. Now, how can you get help? You can talk to
your employees, but it's not so much, "What do you think of this name?" It's, "What do you think this
name could do for us?" That's a much better question. If you go out and talk to friends who don't work for
your company, there's a fun drill that | suggest. | said, "Listen, go out to them and say..." They'll know
what you're doing. And say, "You know what? We just have a new competitor and their name is blank.
What do you think about that?"

AR ERIE:

REFRERNAEIXMAIAGIZE, FIUFNEXRYE, EE2AIUMER, (RREBLEC—LLiE, 8
FIEE, HETHHEREN, XBRNSHECHFHANE —FEN. WE, MOAEREER? RETLUM
RS TIRYE, BARER “MESXTEFEARE? 7 , MER “MESXMEFRARNEIFA? 7 X2—
MIRFZHRE, MRMENAEMATIENRRR, HENE—TEEIESR. Kii: 78, K&t
Beoeo” MISMBIREMMA 4. AFR: “REER? FMIRMEHRT —MHRSEFNF, wIINFY [=
Bl. fRRERFEAE? 7

[01:07:10] David Placek
English:

What happens there is you're not asking them to give you an opinion to evaluate a name. You're asking
them then what does that name do for you? The information you're getting is that name, they're telling
you what that name does for them, how it helps them to imagine, which is a fundamental role of any
name. Slight tangent, but I'm going to go to our kind of research. We do mostly quantitative research
now, but for years, we did qualitative work. And we still do. But what we found in, we were always looking
for the...

(01:07:49): I'll set it this way. We were always looking for this answer from consumers. If a consumer said,
"I don't really know much about that new product, but | know that they're not like the other guys." That's
when we knew we had a good name because they were... Now what happened there? | mean, the
technical term that we use is that name will create a predisposition to consider this product because
they're not like the other guys, as opposed to, "l already have something like that. I'm busy. | don't need
another one of those things. | need something new and different, and hopefully better."

FROCENIR:

EEFMEF AR, (RARAEERMNREHITERFHER. MEAERMI]: BIRFRRTET HARME? R
RRNERRE, MIESIFFEBIIENNEREFA, ERNAHEBHMBITERY, MXEBEARZFHES
EF. AN, RXBNOAR. HMNAETETEMEEMRR, ESERBNTEBEETIF, RERAE
o BINEM, BAI—BEEIFH

(01:07:49): XFHRIB, HNN—EEFHOHBENXMEIE, MR—HEBER: “HRAKTEBBRNH~m,
BREAEMIIMBIAR—1F." BEFANMAERN IR T —NMF2F, EAt(]-BERETHA? ZNE
BE, BERNERARER, BIRFREE—T “TRZF@ROEE” , BABIIMIAR—E, MFE



8 “#kE', FREEMIARAET . HRIC. RFAFES—IMIPENAA, RFE—LEHN. FTRAN. FEREHFHN
piiii

[01:08:30] Lenny Rachitsky
English:

That's awesome. That's a good reminder. There's a quote that | found of yours that's exactly along these
lines, "If your team is comfortable with the name, chances are you don't have the name yet."

AR ERIE:

KiET . XRE—MRIFHVIREE, %%ﬁi)”u{’ﬂﬁ—’rﬂiﬁft%ﬁ R WMRFHEAN X2 FREIRET R, BB
RATREW BRI SR BB N X IR

[01:08:38] David Placek
English:

We look for polarization. We look for tension in a team about arguing about these things, because we
think that polarization is a sign of strength in the word. And interesting story, the person who taught me
that, honestly, was Andy Grove over the Pentium name, because... And | learned a lot from him. | always
say this, | just was very fortunate to work with him on Pentium, and Xeon, and a few other things. But
when we went to an executive committee to present Pentium... And by the way, internally, one of the
names that... And makes sense here, descriptive, bunch of engineers, ProChip. "Hey, it's professional, it's
premium, and it's chipped. So, it should be Prochip." So Andy had me give a presentation about the
strengths of this thing, and he said, "Now, let me tell you why I think this is the right name."

FRCERIR:

BAVBRFRD o HNFRAMTEFICXLERBERN~EMNKA, RABRITANBERSCEXMIREHEN
huo — N EBNNE, BIW, HAERX—HNARTHE - EX (Andy Grove) , 7EITIE Pentium (G5R5)

MEFHER, BMEIE EFETRSZ, BEEBXAW, HIFE=ERMM—ESIE Pentium. Xeon (E
3%) MEM—EHE, BEYRINEHRITERESET Pentium B @R —a, ABYURE—IEFE (EXE
REEE, MR, —BIRMAERM) I ProChip, “IE, ©R2E WM (professional), EREIHH
(premium), MAEERSHE (chip). FALEMNIZM ProChip,” FREZEILEMT —MRFXG=REEH
B, AR “WE, ERSRENATARIAIXZERNEF.”

[01:09:56] David Placek
English:

He said, "Because | see the polarization here in it amongst people. There's this ProChip over here, there's
the Pentium thing." He said, "That tells me there's energy for Pentium here." And he said, "That's why |
think we should go with it." And I've never forgotten that. And so, we do look for that. And when we tell
that story, people say, "You're right. There is... | mean, we are arguing about this, and there is an intensity
with the name." And that's what you want. You don't want to go out in the marketplace, into this very
competitive marketplace, regardless of the category, with something that doesn't have a level of
boldness or intensity.

FRZERIE:



fthin: “AARBETAMMIMENRKRD K. XiAE ProChip, BBAE Pentium,” fthin: “X&HIFFK
Pentium XEAREE.” fthii: “XMBAMATANABNINIZERE.” FRKEARTICHBDIE PR, Tl
FSRE MR SFANTHBIEERN, AR “REXH. BE---BNERE, BIEEALS
€, XPBFHEE—EE.” MXERMBEN, MAEHE—MRZABREEIRENRA#ANTE, #
AP TR ARKFIERF R T,

[01:10:33] Lenny Rachitsky
English:

That was an amazing story. Just again, so kind of a tip here is if half of your team or, | don't know, some
percent of your team hates it, some percent of your team loves it, that's a good sign.

FRCERIR:

XE—MEENHE. BXRRE, XEN—NIMRIEE: IRIFNERFE—FA (FHE-ELFHIHA) WK
B, MA—FAERE, BE—TFI%

[01:10:43] David Placek

English:

Yeah, itis. It is. Look for that polarization. That's what we look for.
HRCEIE:

B, ", IHBHMRD K. XMEBRITERD.

[01:10:47] Lenny Rachitsky
English:

I also love this tip of asking people if, "Hey, our competitor just launched. They're called Windsurf." How
your team reacts? If they're just like, "Oh, wow, that's a great name. I'm interested in that product.” That's
what you want to look for?

FROCENIR:

HBRERXNEKIT, BEGIA: TR, FRITNESEHFRNALHT, 1 Windsurfe” BEIREIE R
nfe? AORMMNRAZR: B, F, BENFRF. HUBATmENE” XMZREIFHHIRNIG?

[01:10:59] David Placek
English:

Yes, exactly.

FRCERIE:

8, EFNitt.

[01:11:02] Lenny Rachitsky

English:



How important is the .com for the name you come up with? | imagine it's really hard to get these days.

Just what do you think about domain name when you think about naming?
R EIE:
HNFRENRF, comFRELEE? RBEMETREZIT ., SFEEHEN, MR ELE?

[01:11:10] David Placek
English:

| am so glad you asked this question because at this point, it doesn't really matter at all. The .com or URL
address has become an area code. And whether you're in 415 or 615, it doesn't really matter to people.
And now with Al, SEO is going to be less important. And so, | just think the principle in play here is you got
to get the right name first. And then if you can get the .com, sure, go ahead. But if you can't, there's ways
around that. You can put a prefix in front of it or a little word in front of it or after it, or you go to .ai or
something like that. But the principle in play is let's get the right name first.

FRCERIR:

HREHARPX N AR, RAEERNXTIMNER, EHELE—RBAEET, .com 5 URLMIELZXETM T —1
‘XB” . BIRIRETE 415 1E= 615 XS, WANKRELHIBE. MEET Al, SEO (BBR3IEML) BERF
FHAEE, FRLL, HIAAXERNERERNZ: MOALFEIERNRT. ARMRIRERE .com, SR, X2
B, BIRIFERE, BHMNESRISE, (FAIUECHEMNESR, HEEMEIEEMNNGE, HEA aiz
KWEZR, BZORNZ: L£EIEBNEF,

[01:12:02] David Placek
English:

For those who really... And there are people who really get hung up on the .com, they tend to older by, the
way. And have, in their mind, sort of the hotness of the internet and having a .com, which did make a
difference 25 years ago. But it's 25 years now or 30, right? The good news is because they're less valuable,
you can typically buy a URL if you negotiate the right way and have time for 15, 20, 25, $30,000. And we
say, "Hey, if you can do that, have fun. I'd put the $30,000 into market."

AR ERIE:

NFARLER--- EWR—A), BBEENULET .com WAREFLRA. EBRES, EEEEERNAH
B AE .com BIENR, X7E 25 FRIASSER N, EINEEBLR 25 FHI0FFT, WE? FHERE,
NENEBLABENET, MRMERFISHEERE, BETUA L5H. 27, 25 5% 3 HETXE -1
URL, Ff=in: “IR, WMRIREEME], ABMEIL. BHTRIEHR 3 HETRNTITHE "

[01:12:42] Lenny Rachitsky
English:

Awesome. That's reassuring. | imagine many founders are just like, "God dammit, there's no names
available anymore." Let me zoom out and just ask you this question as a, maybe, a closing thought to our

conversation.

(01:12:56): I'm going to just dive into a question. And the question is just what's a name that you came up
with, and your team came up with, that you had to fight super hard for that the client just hated, and you

ended up winning. And now, it's just such an obviously awesome name that everyone loves.



FRZERIE:

AHET, XiEATD. FHERZSEBABHIE: &5, BUKBEATRANBEFT. LHEKRAE, FHRXE
A, ERBAIEN—TEEIE.

(01:12:56): RISARIEFMFEAN—CLERE, HWEXLELKEEMRE L, AKRE: IR, David, HEBIMRF.
XTFRH—MFRF, FERNENZEMFA? 7 FHEEZRHA?

[01:13:06] David Placek
English:

I'd go back to forget about the word, think about behavior and experience. And then the second thing
from just a creative help, I'm a big believer in synchronicity. And we try to force synchronicity here, and I'll
give you a couple examples of that. But this idea of connecting dots, two unrelated ideas together. And so
I'll say, "Look, if someone says we make sailboats and I'm trying to..." I'm here in Sausalito. | guess, that's
why | thought about that. And | am trying to create a new name for my company that builds sailboats.

(01:13:49): | would say forget about sailboats. | would go and pick out some magazines about hunting or
flying magazines. And | would just look through those, get a notepad out, and put out words that you like.
Things, expressions that you like. And then that synchronicity, | said, "l would bet you $5 that out of those
two magazines, you will get a word that you never would've thought of, but somehow it would relate to

sailing."
FRERIE:
H=OEBRaIE: SEEBMEY, BETANGEKR, £25, MIBHEBINAERE, RIEEHEE S

(synchronicity) e EMEXEZHABE~EHEY, RAMENLNMGIF. REXM “EER" (08, KRN
FHEXRERRATE . FRUZRSE: “F, MRBARZKNGSNA, MBERE " HREERFEF
£, FBRXMEBNTATREXD. HREREARFSNBRNARETHEF.

(01:13:49): =W, THMM. RIER—LEXTIEBHRSH KTRS. BMBEIRLERE, E1EIEE,
S TRERNIE, RERNEY. RIAHG RN AEBIHENMEMSHEI, . “HBWES Eo, MIBRAEZR
TR, MEFE—NMIMARED., BRARSMEHEXIE,”

[01:14:25] Lenny Rachitsky
English:

That connects very much to your story of how you have these different teams, and the teams that end up
coming up with a winning name are the ones thinking about a very different version of that product.

AR ERIE:

XSRANREEEY S, BTEEXEREREN, MERLBHRMRZFHEN, FEEBEEREZZ M
BT 2 R ERRABI Ao

[01:14:35] David Placek
English:
Yes.

FROCENIR:



[01:14:36] Lenny Rachitsky
English:

So interesting. Okay. David, this was everything | was hoping it'd be. | feel like we're going to help so
many people. Is there anything that we haven't covered or that you want to leave listeners with as a final
nugget or piece of advice or story before we get to our very exciting lightning round?

AR ERIE:

XEBT. 17, David, XIERFKFIFHEN, HEFHENIEEEIRSZ A, EHINHENFELSAMETRIABLE
(lightning round) Zgl, ®BEMHARTKREL, HEFEBLARNRE—FREN. BEHHEG?

[01:14:55] David Placek
English:

I'm going to emphasize one point, | think, which is that | really would like the listeners to really begin to
think about how valuable a brand name can be. That you're not just looking for a word, you're looking for
this experience. And if you get it right, not just a good name but the right name, the value is almost
unlimited. And so give yourself some time, give yourself a budget, give yourself the right resources to do
that. Second thing is we try to really be helpful here, and so | am always happy to talk to people about
where they are in a process and if we can help, or just give them a little bit of advice. And we schedule, we
call them office hours here. We're judicious about it, but we are open to that. It's just playing a long-term
game, so I'd like to leave that with the viewers also.

FRCERIR:

HERF—R, BREHRENFERREFBRERERMEZABMNE, (RANXEEIH—M, FEE
FHEXMER, MRMEENT, AMUR—1MFRF, MAR—PMERNEF, HME/LFE2LMRN. Fbisa

C—EmE, LEC—EME, LAECAENRREMXGS. FHER, RNEXEENSNRMEL,
FRUFEERRRES AMMBGEMITEREFFRLNMUE, EERINESREHTELY, HEIZRGM]—RE
Wo BIEXELATEIBR “DAEFE" (office hours). FATMIRIEE, BENMNFARSE. XR2ER
—IKERE, FrUFBBEX—RBLaMMARo

[01:15:51] Lenny Rachitsky
English:

We're about to book out your office hours. | love that offer. | think a lot of people are going to take
advantage of that. That is super cool.

(01:15:58): David, with that, we've reached our very exciting lightning round. I've got five questions for

you. Are you ready?

FRCEIE:

BAZBRNDRFETTIA T . HRERXMEN. FERZASHAXMIS, XiBRE.
(01:15:58): David, HEIX, HITENTEBELSAKENHBR, FERNIRAZER, A& 715?



[01:16:03] David Placek
English:

Yes, I'm ready.

R EE:

0, EEFT

[01:16:05] Lenny Rachitsky

English:

There we go. What are 2 or 3 books that you find yourself recommending most to other people?
FEiE:

FHA, MERERIABEN 2 2 3 XBEAHA?

[01:16:09] David Placek
English:

There's a book called Resilience, which was written by a former Navy SEAL that... And it's not about
combat, it's just a tiny bit about being a SEAL. But it is about overcoming things and it's about tenacity.
And | think everybody in the world, we all have challenges and things. And | do recommend that to
people.

(01:16:31): Second book is Andrew Roberts latest book on Winston Churchill. Winston Churchill is, really,
one of my heroes. He was one of the most unusual, provocative statesmen/politicians of the 20th century.
And here's another person that talked about tenacity, and ups and downs, and stick with it. And so, | do
like to recommend that. Some people just tipped their head and said, "Ah, | don't know." It seems like
maybe a boring book, but those are two books that | [inaudible 01:17:02].

FRCERIR:

BB (F)1%) (Resilience), BH—RRBNREMARTH-- - EFRBX T, RE—NEDXT
BRRE. ERXTRREMENXTEYN. HUANER LNEPABSE IR HRAMTTHEEZARS,

(01:16:31): 3 ZZ<H=Z Andrew Roberts X F:RHT «- EHRHOEME(F BEW - EERENERNEREZ
—o 1 20 HEKRAFIHE. REABENBAR/BUAAYZ — XBF—MKICE). EATMERFHA. Fi
UBEVHEXAH, BEARBEEXR: W, HANE," WERADERE—ALTHNS, EXERIEEFD
AT,

[01:17:02] Lenny Rachitsky

English:

Who would ever say that Churchill's story is boring? That's absurd.
R EE:

W EERRETI? BARE T



[01:17:07] David Placek
English:
I think so. | agree. | agree It's absurd, yes.

FRsCERE:

[01:17:11] Lenny Rachitsky
English:

He's so fascinating. There's a recent documentary, | think, that really showed me the character.
Incredible.

(01:17:18): Okay. What's a recent movie or TV show you've really enjoyed?
FEiE:

HREANT . BERAE—HMLRFEERRETR TX A, TR,
(01:17:18): 3789, BB AMRIFE SNAVER S EMRIG?

[01:17:20] David Placek
English:

For me, it's the Yellowstone series. We're very fortunate as a family, we have some property in Montana.
And-

FRCERIR:
XFEKH, B (FEA) (Yellowstone) R, HMNNEHRIEEFE, ARAEMBE—LEE™. MA—

[01:17:29] Lenny Rachitsky
English:

Oh, wow. You're living the life.

R EE:

MR, i, RdEREEREE,

[01:17:31] David Placek
English:

Yeah, very... Listen, | can't tell you how fortunate | am. And | bought this property 28 years ago, so it was a
lot cheaper then.

(01:17:40): In a snowstorm, and it just felt right. But | think particularly the 1883, the precursor to
Yellowstone.

FRCERIR:



2HY, RIS, HEESFMAESEIE. K2 28 FAIENXLEF, FRASEERFZS,
(01:17:40): E—ZENEHETHY, SRR, BIFINNERIZ (1883), ER (&EA) HIFIfE,

[01:17:48] Lenny Rachitsky

English:

I was going to ask if you saw that because that was incredible.
R EE:

RIERFEZEER, EABSRIRET

[01:17:50] David Placek
English:

Yes. And then the after one, 1923, which is the post-war. 1883 really gives people a sense of what it took
by those early Americans to build a life in a place like... A beautiful place but a hard, tough place like
Montana. And it's just phenomenal. The person producing and writing those things is incredibly talented.
Taylor Sheridan, | think, is his name.

RS ERIE:

=M, AERERE (1923), BRASHIHE. (1883) EMILANRZRZIRHREEATEGRAENIE—1E
TERE. MENMARZIZEFRCHNAN. XEEEMREN., FIEMNEEXLERNAFEEELLE, &
180y Taylor Sheridan.

[01:18:19] Lenny Rachitsky

English:

| love that in the story, Montana was the easy route almost from the journey they want on.
FRCEIE:

BERHEENRMLE, FAEMNLFEMITEKREZEFENEZHN—E,

[01:18:24] David Placek
English:

That's right. It's very, very true, yeah.
R EE:

Rt IFRIFEEL.

[01:18:26] Lenny Rachitsky
English:
Oh, man. Yeah, you almost don't even need to watch Yellowstone. Just starting with 1883 totally works.

AR ERIE:



MR, kite 289, FEZELFAFEE (FhA). HIEM (1883) FiETLKAH.

[01:18:32] David Placek
English:

Yeah. In fact, | recommend people. | say there's three. But if you really want the truth about the American
West, it's 1883.

FROCERIR:
2. FEXLE, ZEANEE. ARG, EORMFENETREEBINVER, B (1883).

[01:18:40] Lenny Rachitsky
English:
Yeah. | suggested that on this podcast a bunch, actually. So, | love that. That's where you went.

(01:18:45): Next question, do you have a favorite product that you have recently discovered that you really
love? Maybe one you named, maybe not.

RS ERIE:
=M, LR EREXMERBHEFSFLR. FRUREERMZETE,
(01:18:45): F—Na)@l, RRIEERELAMAAIEEZWM. OKFN~R? HiFS2MReRM, BiFRS.

[01:18:51] David Placek
English:

| didn't name it, although it's got a very good name to it. Our whole family, | have two daughters and my
wife, we're all fly fishermen, and last summer | really... | bought this for myself, but | gave it to my wife. It
was one of those things that was present for her, but | knew | was going to use it more. And it's a Hardy.
It's an old British fly rod, but it's a beautiful rod. It's just perfect for the big rivers of Montana. So, that's
my favorite purchase.

AR ERIE:

HEAEDR, BRACE—TNIFEFNEF. HNER, HER I IMZNEF, BE K (ly fishing) =
FE, ZFEERKEN - HLEEIEXTXT, BEREEELTHEF. BEAMIELMEIILY), BIEK
ZATEZ, EE—1 Hardy, XE—ITEHENREHF, BER—RIEEF=NFF. CEBEGTAE
MEIRH FRLL, XRFREERBIMEE,

[01:19:20] Lenny Rachitsky
English:
That's the first fly-fishing rod of the podcast. Excellent choice.

(01:19:24): Next question, do you have a favorite life motto that you often find yourself coming back to,
sharing with friends or family?

AR ERIE:



XEREZHIAE T CEF RERNEE,
(01:19:24): T—NE&E, MERKBFARERNAERS, BREERERE, HESPRRADER?

[01:19:31] David Placek
English:

| do. And it's a little longer, so | wrote it. | have it written here somewhere, but it's the quote from T.E.
Lawrence, Lawrence of Arabia, here. And if | can find it, | should be. | think it's a wonderful quote, so |
think hopefully your viewers will like this. Here's what he said. He said that, "All men dream, but not
equally. Those who dream by night in the dusty recesses of their minds wake in the day to find that it was
vanity, but the dreamers of the day are dangerous men for they may act on their dreams with open eyes
to make them possible."

(01:20:14): | read that years ago and it just hit me pretty hard, so yeah.
R EIE:

B, EARK, FIURET TR, RBESEXRMAT, 2 TE Sl (B “MHRAENSREH’) B—&
Ho MRIENEE - NixB. WINAXZ—ERFEEHNGIE, FEMROMRZER. MWEXFRN: “FrE
AEMYE, BEFIRER. BLEAERR. ERARMEHNAZERZHA, BRERLKNBRAZEL]; EBLEEL
REHIAREIE, RAMIBRERETS, £28ME"

(01:20:14): RS FRNIRFXERIE, ©RAFMMEDT Ko

[01:20:21] Lenny Rachitsky

English:

That is an amazing quote. It makes me think about the quote about the man in the arena.
FRCEIE:

XB—RT7TAENSIS. BULEREETXT “BkIZEHNN NERRE.

[01:20:25] David Placek
English:

Yes. Yeah, it's same idea. It's just a little different. And | also think Lawrence of Arabia is a fascinating
person, what he did. So, inspiring in some ways.

FRCERIR:

2. Bf, BEREARZ, REXRAHLABRERE. HRBINAMARHSRIHE—TNEABNA, thEFRERA
ARESEIFESEEAD,

[01:20:38] Lenny Rachitsky
English:

An amazing movie.



(01:20:40): Okay, final question. Let me just try this. Is there a name that you didn't name that you're just

like, "Wow, that was an amazing name. | wish | had come up with that name"?
R EIE:
AR —ER T NEREBR .

(01:20:40): 4789, BE—NEE, LHIAERXT: BEREWBIIFAZ2MEN, BREE H, BEENT
FENRT, REFEERRENER" ?

[01:20:49] David Placek
English:

I'll tell you there is one name, and it's DreamWorks. | think it's a wonderful name, and it's somewhat
ironic that the entertainment industry in general has pretty mundane names. You have all of these
talented people. And yet when you look at the names of production studios, movie houses, Comcast,
things like that, it's very mundane. But here's DreamWorks, just like Sonos, check all the boxes.
Compound dream. You expect something great from DreamWorks. They've created an experience, the
experience of dreaming in a movie. | think it's a wonderful name. | wish I'd done it.

FRCERIR:

B2ERFE—1RF, BELE DreamWorks (BI ). HRINARXZR—IMEUHEF. BRNRINZ, BERT

WHEZFBERTERE. (RAEMEXLEAEEEHIA, AMATUREIETEE. BREAT. Comcast 23

MEZFE, EIIERIEEFRE, 18 DreamWorks Ftf& Sonos —#%#, FTEFIEER. £478 “B” (dream). {RER

RME I BIERNER. MIIEET —MELK, BNEBREZPHMENGER, RINAXZR—MEENEF. &
BEEHEN.

[01:21:39] Lenny Rachitsky
English:

That's such a cool answer. David, thank you so much for doing this. This was incredible. | learned a ton as
I imagined. | feel like a lot of people are going to have a much easier time thinking about approaching this
topic.

AR ERIE:

XE— M ERERNEZ. David, IFEBSREXLE, XAXFABINT . EMFRFEEIE, HFRTRSZ. &K
RFRZAERENAVEXMETR T /B ZRT S,

[01:21:50] David Placek
English:

Well, | certainly hope so. | do. It's been very, very enjoyable, very thoughtful, and | have nothing but or
respect for the way you do this and the talent that you have. So, very fortunate that we've come together.
And we live in the same place, so maybe we can get together for a cup of coffee or something.

FROCENIR:

i, HHARLMLL, WK, XRARIFERR, FEERE, BNMERFTENSRANRNA ERHHRE.
FREL, REMBEANERE—R. MARIMEEE—MT, BIFRITRA—Es it 487,



[01:22:10] Lenny Rachitsky

English:

We do. Northern California for the win. Thank you so much for being here.
R EE:

T, ALIMNA %, FE=RSHREER,

[01:22:14] David Placek
English:

You're very welcome.
FEiE:

FES.

[01:22:16] Lenny Rachitsky
English:

Bye everyone.

FRCERIR:

AKBM.

[01:22:17] David Placek
English:

Take care.

R EE:

RE,

[01:22:19] Lenny Rachitsky
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.

FRCERIR:



R RREERIURIT, MNRERFXETEENE, FILIE Apple Podcasts. Spotify St&ERE RN AHITIH
ATH., I, BEERAKNTIIXBTITIE, ARAXBLEENEHMARIKIXNEERT. BAIUE
lennyspodcast.com X EIFIEFATERX THREZXTFATENER. THTE L.



