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[00:00:00] Lenny Rachitsky
English:

You're ahead of growth at Lovable on track to be the fastest or one of the fastest growing companies in
history.

FRSCERIE:
{F2E Lovable K AFTAN, XRATEEEFNFHE HEKSRFERNATZ—

[00:00:06] Elena Verna

English:

We're over 200 million in ARR. At this point, we're 100 people large, the pace here is insane.

R EE:

BITNEEZEMRAN (ARR) BEBIT 2125%7T. BRIFIIRHE 100 ABME, XENTHEREERIT,

[00:00:12] Lenny Rachitsky

English:

You said that you've had to throw out most of your growth playbook.
FRCEIE:

RIS IR IR IIERER S LIRS K FM (Playbook).

[00:00:14] Elena Verna
English:

| feel like only 30 to 40% of what I've learned in the last 15 to 20 years of being in growth transfers here
because we just need to invest in such bigger bets, and innovate, and create new growth loops here,
everybody and their mother is starting a vibe coding business nowadays, and we need to figure out how
to be ahead of them. And to be ahead of them is not optimization of the problem, it's reinvention of the
solution. | just feel like | usually spend maybe 5% innovating on growth in my previous roles, right now,
I'm spending 95% innovating on growth, and only 5% on optimization.

AR ERIE:



BRI E 15 8 20 FEKEEPFINRA, 28 30% 2 40% geEBEIXE, EARENGIIRNE KB
&, ECIH, EREIEMANEKER. MENLFAREARER “REHRE" (vibe coding, 5@ Al ERKLRE)
53, HMNFBERDEZD LT IT. MBEFIL, FHNFEXREBINK, MENFERSRNESR, HEG
WAITEEMER{L £, FHATAERTE 5% RIBYEITEE K eI £, MITE, I 95% RUKEHERTELIH, KB 5% MM
o

[00:00:48] Lenny Rachitsky

English:

What do you find is actually moving the needle?
FRCEIE:

RRIMBEIEREF=4ELFFE M (Moving the needle) BIZHA?

[00:00:50] Elena Verna
English:

One of our biggest strategy is building in public, and it's coupled with employee socials, founder-led
socials. And another one is giving your product away a lot, this is part of our growth secret sauce. You
have to remove the barrier of entry. If somebody, one of our users stands up and say, hey, I'm going to
have a hackathon at my work on Lovable, can you give us some free credits to play with? Why would we
prevent a person who wants to do all of the marketing and activating for us from using us? We're like,
take it, how much do you need?

FRCERIR:

BITRAWEEZ—F “AFHE” (Buildingin public), HESRTHREFNEIBAETSHHIEE, B
—MNERBREAERBLE™m, XRHMEKE “WEET . MBTUHEREN T, MRBNN—TAF I
MR IR, HBEQDED—HET Lovable IERFW, AN —LERFFEND? ~ HMINAHAEMEL
—PMEEANRNBFAEEHENAEIENAR? Hi=xH: “EXE, RFEZLD? 7

[00:01:22] Lenny Rachitsky

English:

The trick is get more people to try it, just ship things you can talk about.
FRERIE:

MIRMBIULEZAEZZR, RERBREEFSRIKCHRE,

[00:01:25] Elena Verna

English:

The only way to create a word of mouth loop is just to blow their socks off.
R EE:

SIE OB —TF AR Z LI IIEIRE (Blow their socks off)



[00:01:31] Lenny Rachitsky
English:

Today, my guest is Elena Verna, head of growth at Lovable. In under one year after launching, with fewer
than 100 people, Lovable hit 200 million ARR, which is one of, if not the fastest ramp to 200 million ARR in
history, and growth is still accelerating. They've also recently raised a series B at a $6 billion valuation. So,
with that, there's a lot to learn about what Lovable has figured out about growth. This is Elena's fourth
visit to the podcast, a record, she is my favorite growth mind, and in our conversation, we talk about how
the growth playbook has fundamentally changed for Al companies. What works now, what no longer
works, and what has surprised her most about how Lovable grows.

FRCERIR:

SRHNZRR Lovable g KT A Elena Verna, £ LA EI—FRIBTEIE, Lovable &4 EI 100 ABYE
BA, ARRRIET 21Z2%7t, XEMERRHE L&HRIXE] 21Z ARRIER, HERRZ—, MEEKMEME,
SRR LA 60 1Z3=TiHBESER T B #RtE, Ftk, XF Lovable 7EIE KA EMNELK, BRZERFFIIMM
Fo XZE Elena BRKREIZHER, SITTIiER, EREREENINERER. ERNFIEPR, HITBHET Al
NEMNEKFMEAET EHNBRAMT . MEFABR, TATEER, UMK Lovable B K5 X AAMILE &
1L SRR EI R

[00:02:13] Lenny Rachitsky
English:

She also shares her advice about whether working at an Al company is right for you, some incredibly
interesting insights into Lovable's secret sauce for growth, the unique ways they operate internally, their
approach to building minimal, Lovable products, also how they hire, and also how product market fit as a
concept is no longer what it used to be, and how every company basically has to recapture product
market fit every three months. This episode is incredibly tactical, and you will leave this conversation
smarter on so many levels. If you enjoy this podcast, don't forget to subscribe and follow it in your
favorite podcasting app or YouTube.

FROCERIR:

WEDRZETXTF “FEARABITERTESIR BRI, UK Lovable I8 KMRHP—LIEEF R IAR: thi1iE
RAEREE AN, W “S/AaEF&R” (Minimal Lovable Products) B77E. BEAR, UKk ‘oM
A" (PMF) X—HRMEARBEURBE—FXE, EXLERARNE="ANBERIH—R PMF, X—
EHABRASLIEYE, MEMSNMEETERERE, MRMFENXMER, ST EIREIEENAN YouTube
EiTEMXKE.

[00:02:47] Lenny Rachitsky
English:

And if you become an annual subscriber of my newsletter, you get a year free of 19 incredible premium
products, including a year free of Lovable, Replit, Bolt, n8n, Linear, Devin, PostHog, Superhuman,
Descript, Wispr Flow, Perplexity, Warp, Granola, Magic Patterns, raycast, ChatPRD, Mobbin, and Stripe
Atlas. Head on over to Lennysnewsletter.com and click Product Pass. With that, | bring you Elena Vernon,
after a short word from our sponsors. [Sponsor messages for WorkOS and v0 by Vercel omitted for brevity
in this translation, but available in original text].

FROCERIR:



MRIREAFHKBIEBEIN (Newsletter) WEEITHE, MIERERE 19 RIMENEF~RN—EFHAN, S1F
Lovable, Replit, Bolt, n8n, Linear, Devin, PostHog, Superhuman, Descript, Wispr Flow, Perplexity, Warp,
Granola, Magic Patterns, raycast, ChatPRD, Mobbin #1 Stripe Atlas. i&i5if] Lennysnewsletter.com 3 s i
Product Pass. & Tk, EREEBENERENARE, B HIRHE Elena Verna BIi51%. [WorkOS # Vercel
vO BYEEBI SR,

[00:05:24] Elena Verna
English:

Thank you for having me.
FRCEIE:

EHEREIE T

[00:05:26] Lenny Rachitsky
English:

As you know, this is a record fourth time back to the podcast, no one else has ever achieved this feat. | feel
like you're basically my co-host now.

FROCERIR:

SOfRPRAD, XRIRBELREIZIXMER, SITTIER, TRABREX TR, HEFMATEER LMEHE
KEERAT,

[00:05:36] Elena Verna

English:

I love it. Thank you for inviting me back, I'm very proud record holder in this regard.
FZERiE:

FRENX M E. HFIRERRIER, RRERERAXMERIFREGE,

[00:05:41] Lenny Rachitsky
English:

What | love about you coming back each time, it feels like every time you come back, you're just doing
something even more epic and exciting. And so, these days, as we'll hear in the intro, you're head of
growth at Lovable, which no big deal on track to be the fastest or one of the fastest growing companies in
history, depending on the metric that you track. Let's talk about just the scale and growth of Lovable to
give people a sense of just how incredible this is. I'll share a bit of this in intro, but just what are some
stats you can share about just how things are going Lovable?

FRCERIR:

HERERMRERERMMSET, BEMERCRBEBR—EELRZR. ELAKENER. ENRINEFZE
FIRERY, fRIITERE Lovable BIEKMAT A, XRQABELFHAFELERKER (Ei&RZ—) BHEL,



EEURTFARIEERAYIEIT. IEFATIK K Lovable IAIRAE K, ILARBR—TXBESAARN. RENATR
B|7T—L, {BXTF Lovable RYIUIR, fRiEEESD ZMPLLRIE?

[00:06:08] Elena Verna
English:

So, we are just a little bit over one year's old since we launched. The company actually did exist as a GPT
engineer before, but it officially launched in the third week of November last year, in 2024. So, for us,
we've hit over $200 million in annual recurring revenue before we even hit our one-year milestone since
being launched. Which is pretty incredible. You, Lenny, actually have a really great blog post on how
quickly it takes for companies usually to get to their first million ARR, and it's usually multiple years. So,
this is definitely a unicorn, | don't think this is a standard. There's a couple of things that account for it,
and we can talk about it, and the growth is only accelerating, so it's compounding, which is great.
Because we had our 100 million in end of July, and just four months later we were at 200 million.

AR ERIE:

B LERHE —FZ—=R. ARZAHILRZL GPT Engineer WEHTEER, BEX LEARESSE (2024%F)
11 AME=A. L, HELLRE—FHEE, FELEMEWAN (ARR) R T 212%T. XMHER
AABM Lenny, fREXEI—RIEBEFNEER, HANEARRBREFTESKIEAEZXEE—1 100 5ET
BYARR, BEFEF/LE, FMUXERNED MHE” , BPOAAXEREDS. B/ILTMRERE T X—=, ]
BILANE, MEMEKEENE, [EEFEENMN, XRIE, RARKRIE 7 ARAET 112 ARR, VXA
[EREXE T 212,

[00:07:02] Elena Verna
English:

So, seven months to, well, maybe eight months, to 100 million, another four months to get to 200 million.
And from users too, we already have over eight million users that have tried Lovable, we have, as you can
imagine, to feed that 200 million, hundreds of thousands of paid subscribers as well that are paying for
us, so things are going great and we'll talk about why.

FROCERIR:

FREL, BT ENA, HEW/N\TARE 112, XBTHENARE 212, #RAFSE, BEEEEE 800 AR
iH3d Lovable, fRATLIBR, AT EM 2 ZBIKN, FENEEH+HHNAEITHBR. FrU—I#EIRF],
e EFRIRE,

[00:07:27] Lenny Rachitsky
English:

Okay. Absurd. | think people are getting used to these insane numbers, and not long ago is like, okay, if
you hit a million ARR in a year, you're doing pretty well.

FRCERIR:

mBT. HRFANBEFARIBXERIENERF T, MAEFAR, WRIREE—FAIXE 100 5 ARR, #t
BEERNEREET,



[00:07:36] Elena Verna
English:

Yeah, yeah. | think still you're doing pretty well if you have a million ARR in one year. This is one of the
once in a lifetime type of companies, and the category, the way that it's evolving. So, | want to make sure
that people don't all of a sudden set this as a benchmark for success because it should never be. In some
categories, it might be even faster as we continue evolving technology, but | don't think that it's realistic
to expect it out of your business that you're starting right now.

AR ERIE:

S, ROTBUWRIREEE—EMRIXE 100 5 ARR, KAREEHEN, XB—FK “—EWB—X” WAT, M
BX M RENBETHARNBEER. Fil, BEBEARFCERAEXUERINEE, RACERNZEEE,
R, BERARREH, JRaFER, BRINANTFHRMEEETNDNEIRE, HEXHEEISRIN
SMEN

[00:08:08] Lenny Rachitsky
English:

That is such an important point you're making there, it's so discouraging to founders to hear these stories
of getting 200 million. And again, this is ARR. There's a lot of companies, especially in the data labeling
space, I've had them all on the podcast, that are very fast-growing, but they're not recurring revenue.
There's also, they pay out their people to do this data labeling. So, the revenue numbers there don't
really equate. Recurring $200 million a year is absurd.

FROCERIR:

MREINX—RIEEEE, WTEIBARR, REXMEER 2 ZMENSRERREREI TG, MABFRE—
R, XZARR (ZEMWN). BRZQE, FHIRELERENE, REMBFMLI LIRS, WINEKRR, B
FREZEERN. MEMITEZMHALITTER, PRUBERMABFHAINE, —F 2 ZETHNEBEBRANEE
BRI Fo

[00:08:36] Elena Verna
English:

Yeah, it is absurd. | really want to make sure that people understand as we go through this episode as to
why it's happening, because part of it is on Lovable, part of it is just in the market and how it's moving.
So, when you're setting yourself as a benchmark, so you know which benchmarks you actually to use,

and whether Lovable is the benchmark that you should be using.
R EIE:

28, RRZ. HENREEX—SFURREBNTAZREXMER, FA—82REEZET Lovable B
5, 3—HBOETHOIREER. XHFELSIRKEBECHEEN, fMINEZSEZMELELR, UKk Lovable 2
BN ZSZHEE,

[00:09:19] Lenny Rachitsky

English:



Cool. I'm going to get into that next. Last question, just | want to see what you can share here. A lot of
people look at these numbers, a lot of people are very skeptical these are lasting, durable numbers. Like
who are these people? How is there $200 million being spent on Lovable? Anything you can add about,
just give people confidence, is this real, this is going to last, this is a really durable business.

FRCERIR:

KEFT, ETRENMIXD. RE—NEE, RBEEMREDIZEFL. REABIXEXFZEERRE
MNESHFA. RE. tbti, XEAFRIE? EASRH 2 2% Lovable £? XFX—RfRE+4%h7E, &
UARBEOEEXZESEN. AHFEHN. B—THIERE/LSE?

[00:09:19] Elena Verna
English:

Well, | saw Stripe receipts, so it is real, as far as I'm concerned, unless Stripe dashboard is lying to us. But
it is money getting deposited in our bank account. But let's talk about who is actually contributing to that
number. We do have a really large use case of people starting their own companies on Lovable, so we call
it a founder use case. Where somebody that is non-technical, that has never been able to code or create a
piece of software is now able to come in and actually build an app completely from scratch. And some of
them are already monetizing it, some of it just using it [inaudible 00:09:52] for other services, or some
physical goods, for example, that they're selling. Some of them are just still building. And we monetize on
the act of building, so that progression of building up to your product market fit takes quite a bit of time.

FRCERIR:

i, FEIRBET Stripe IR, FRLUEIFIMEREEM, FRIE Stripe FINRETERIEA]. BWLEHT R
MBVIRTTIK A . IEBATIHINEI R IEE ST LR T, HMNE—TIFERARBIABA, sEANIE Lovable EEl
NECHRE, HIIMZA QARG . —EIERAER. MREIRBHFALIRAEBA, TR LIH
EMEFIENE— T TRENNA, HP—EABLFRTIT, BEERATHMRS, HAEHEXLYBM. &
B-EANEWER, BMNHBIURET “WE” XM, MMAEREREFahRE (PMF) BIEER
FEEYKBEEAY,

[00:10:06] Elena Verna
English:

And even with Lovable, we're so much more efficient and effective compared to hiring an engineer in
terms of the price, but it still takes time. So, we have a lot of founders, whether it's B2C, whether there's
B2B, so consumer products, business products, e-commerce, whatever it is. But on the other side, we
have a lot of employees within companies using Lovable as well, where they're building internal tools, or
they're building prototypes, they're building landing pages. So, that is another use case that is very
relevant and quite efficient for us, but then there is a hype and discovery that is happening as well.
Because when | think about software, | think about it, | talked to John Cutler actually, and he gave me this
framework that is completely stuck in my mind, of software always goes through capabilities stage first,
so what is possible to actually create with this?

AR ERIE:

BMfER T Lovable, EAEME LLLEMIRNENES, ENHATENE. FAUKMNBRZEIRBA, Tt
i B2C &2 B2B, H#EM. Al ™m. BFHSFF. 5—FHH, RIMNEERSAFDANMBHNRIERER
Lovable, it IJBEMZERRIA. REIGEMIT XBRF—MFEEXENENKRREXREAB. LI, &



B “‘RESKER EERE. ARIBZUNMHY, FEE John Cutler BFHIHIN—MER, ERRENERK
HEE: MHEERER “SNMEK" , Bl AXTRAZIKELEHTA?

[00:11:00] Elena Verna
English:

Then, it needs to transition into value, of how is it that am | going to get value out of this? And then you
can start thinking about scaling it, of which aspects of my life and my work that can actually go in? And
we're right now very much in the capability stage with vibe coding, because everybody's just exploring,
what can | do? And the beautiful thing here is that what you can do changes every month to three
months. So, you constantly need to come back and you need to see what has changed. So, a lot of people
use it for personal reasons. | build myself apps, tutoring apps for my kid, so he has to answer questions in
order to get some screen time accumulated for him. | build my own portfolio.

FROCERIR:

RiE, ERBLEE “NMEMEKR” , Bl HOAMNPRENE? ZEMAEFHBER “WEL" , B RESF
MIfFIMESEAIUSIAE? BT “RERE" JUE, HNELTEAME, RAAKEBERR: FHKEEM
t4a? BEUHN—RE, MEMNEEESR-—E="ARILEZWN. FRUREERHOREER T4
B, REALTIARRERE. RLBSHANA, LGHREFIHSNA, MAHEERESERRE
FReaEdiE. FEWET HEHFmE.

[00:11:40] Elena Verna
English:

| see people doing wonderful things, my favorite story that | always say, there's this man that created a
proposal on Lovable. So, his fiance had to answer questions and she had to complete this game, and then
at the end there was this big reveal and he proposed to her. But people just unlock the most creative
things that they build on Lovable, and that's where the revenue is coming from. The one piece that is
working very well for us in terms of how our monetization model is, set up and how it interjects with your
activation moment, which we can also cover, but that is what's driving both conversion and retention
rates.

FROCERIR:

HEINMTEMSTREENER. RRERNHO—NEER, BB AX Lovable LT — M RENA. fBEY
RIEZ W AEIE R BAFTTEY, KERABM, fmttkid, A7 Lovable LD TRAEEH TG
B, SMBWANRERR RIMNERERRERIFEY, E5RFN WENZ ER2ES (R(HEEHEIU
HPEX ) , XIERHTHIZ RN BEFRAIKR,

[00:12:17] Lenny Rachitsky
English:

Let me ask you one question that's on people's minds, | imagine, as you talk about this, just what does
retention look like?

FROCERIR:

HER—MAKEEEEENRM: BEXR (Retention) BEREARE?



[00:12:22] Elena Verna
English:

Yeah. So, retention, really, | look at it in two ways, retention, that it comes as a subscriber retention. So,
how much [inaudible 00:12:32] subscribers do we get, and how many of them are we capable of
renewing? There's also very important aspect of it is, how many of them can we expand? Because if you
can get positive or above 100% net dollar retention, which is super important metric for investors... If you
don't know about net dollar retention, please read it up, that's like a superpower to get bigger multiple if
you can show NDR that is over 100. And then there's actually engagement retention as well, because that
is the leading indicator for how your paid retention is going to look like. For paid retention, | know there is
so much on the market of, oh, this is a high product, and it's a leaky bucket, and it has really high churn
rates.

FROCERIR:

T, XTEE, REEMMITAERE. BARITHBRER: RNRBTSZIMTRE, HhEZ DL
? ZE—NEEEENAERE VK BIEMNNERFAPERS/IMEE? MRIRERSERET 100%
HFEEEFR (NDR), XM KAERRZIRABENIET. NRIREARTHENDR, BFEE—T, SRIREE
BT 100 B9 NDR, BRREESMERSRN BaEND" . HRESS5EEE (Engagement Retention) ,
NERMNBBEFENMALER. XTMNEEE, RANEHGLAERSHE, il “XRARIMAEFR" . “ER
MR« RRERE .

[00:13:10] Elena Verna
English:

Although, | shouldn't share, it's not public numbers for us to share actual retention, however, what | can
say, it's on par with benchmarks of other B2B Saa$S products that I've ever worked at. And | worked with
Miro, Dropbox, SurveyMonkey, Netlify, Amplitude, and others. So, are we absolutely crushing with paid
retention? No. Are we where most of the other companies are? Yes. Our NDR is quite good because when
people build, they want to buy more credits to build. So, we're seeing really good revenue retention, but
we're honestly more focused right now on engagement retention than even paid retention because our
North Star is just to get as much usage as possible, and we will fix and tune our monetization model

afterwards. So, engagement retention, | would say, is a by far bigger priority focus for us at the moment.
FZERiE:

BAERZNZE, AALMBERRASLAHE, ERAUESRFFENE, ESHEIEIHNHEM B2B Saas ™=@
RIEERF T, FETE Miro, Dropbox, SurveyMonkey, Netlify, Amplitude AT TED, B4, HiINLEZ
FRAEMBERNIG? FE. BIESLTFASHARNFIIKE? M, FKINAINDREHAREE, EAHAL]
TR, MISBULESHE, PRURINER TIEEFHNKRANEF. BIERN, tEMERE, RIME
BEXAS5ERT, AARINMVILRKEETERUERESESHNERE, ZERINBFZABNNCTIRE,
Frld, 25EBFEAERINEEEENRER.

[00:14:04] Lenny Rachitsky
English:

That is incredibly interesting, and I'm optimistic to hear because of the growth rate. Rarely is growth rate
this high and retention is on par with great companies.

FROCERIR:



XEEEE, WEXPHERMR. RUBEREXAT, BNEEREESHBLEFFIER.

[00:14:15] Elena Verna
English:

Yeah. And I'll just say too, which is a little bit maybe counterintuitive would be to a lot of companies, we
don't optimize for revenue at all. In fact, internally, we have a lot of discussions about how can we give
more products away, how can we reduce our revenue growth rate by just getting more paid subscribers,
more users using Lovable, to just get bigger share of the market. So, our revenue is an outcome of us just
trying to get more people through the door, not us trying to optimize for revenue per user, or to get them
to monetize at the higher rate. So, there's a very interesting path here, where, by actually focusing on the
inputs, like you should, it translates to a good output, but we don't look at that output as something that
we're trying to grow.

FROCERIR:

B, BEER—=, WREAFERFAEERRER: HIMBERHHBN#HITHRM. FXLE, TR, &K
MNBRZVCRXTWNAMEEES > m, NMEIRSIESAEITHENMAF A Lovable SREERUINIEKE
(1BxHE) , MTMRISERNTZDE. FALL, HMNPBARZRRNISHRSIEZA#IN— “ER" , A
EHERNMNZERUCADBASRSERRNET. XE—TMEEEBHNRE: BITETMMIZXEN &K
N, EREATREN TH7 , BROFMERNHEERINEZTIE KR,

[00:15:02] Lenny Rachitsky
English:

Let's talk about growth, let's talk about what you've learned about growth in this space. You had this post
online where you said that you've had to throw out most of your growth playbook. This is a huge deal,
you've led growth a lot of really successful companies. Lovable is growing incredibly well, this tells me
there's a lot we can learn from what you've seen. So, tell us what you're seeing, what's still working,
what's not working, what you've learned about what it takes to drive growth at a company like Lovable.

FRCERIR:

IEFATIEE K, DR —URFEINARA, REN LAS—RBXE, RIRFEANEAEDHEKFMH,
X RHAE, RBEERZSIFERINATASIIEK, Lovable IEKFUMLELZ IR, XiFAMIREIREHER
ZERFFEINMSG. AL, FFHRIMRERTHA, FAKRAER, FAFTBAER, UK Lovable XA
MR RFEASE T 40

[00:15:28] Elena Verna
English:

Yeah. | would say that in any other role that I've come into before, | felt confident in about 80% of the
patterns that | can bring to that role, meaning that | can identify inputs, understand which framework
applies. | know a lot of examples that fit in within that framework, so we just need to localize a solution
and push, and it was quite productive in terms of getting a company those additional acquisition,
conversion, engagement, monetization rates. So, | felt very repetitive in a way, after some time, because |
feel like I'm just coming in and copy, pasting, copy, pasting... And although every single company loves to
say that they have unique problems, at the end of the day, all of the problems were very similar. And | felt



like I was doing the same job over and over again. When | started at Lovable, the one thing to me that was

very clear is that this company was growing like crazy before | joined.
R EIE:

B, FAN, EURFEEREAIRMAFR, TXESEFNZIRMUNELI (Patterns) K£9%F 80% KIS/
XERERALURGRAN, EREAMMER. RAERSTERERNGF, FRURNIAFTEFRRARS
i FHER, ERE. B, SENTRXRLEAMRSEES Y. AU, —KRitEE, RRIEMEELNE
£, BREBCRAZBENEMESR. Hls. 5. ¥l BASRAFDMHERR B SHRTHEE, BIFIRE
&, FREREERIFERM. REFEC—EX —BMHERFNIIF. HIFIEHE Lovable TIEH, H—m¥
BRIAEERS: ERMAZE, IRAFDMELEREEKT .

[00:16:21] Elena Verna
English:

So, | want to make sure that there's not that much value on what | have even added today, because this
company is on the tear, and yes, we're rounding the edges and removing barriers for growth, so we're not
standing in our own way, but there's something more magical happening here that is not a pattern that
I've ever seen before. It's not a framework that | can even conceptualize in my head. And plus, it's a new
category that I've never seen, or I've never been in a company that is in a new emerging category, that
hits fast moving water so quickly. And that's the difference because when you're usually trying to create a
new category, it takes years. | know it's every marketer's dream to create a new category, but it takes
decades often to really get that much hype and adoption around it. Versus with vibe coating, this hype
seemed to have happened really quickly.

FROCERIR:

FRIEL, FIBERH—=, HORFMEBISTA A REH KB BAKRBNE, BAXKQBEIMBWMKT. 209, K
MEEENE. HREKER, BMERRNFEECHE, EXELET —EEHFNER, BAE2RUNLI
MEEERR. EEERZRMEPEMTLAESR. thh, XB—TEMRRINEHEF, HERBMRTE
—RATFHEHER. BEREREN TR NRRHFE. XnEX, FAEESIRAEeIE—
By, FBERGF/LF. ZAECEFRINZSIEHEANER, EEEFE/LTFEARRTUWLLARNRENRA
R, MyF “GEME , SMHARAEUNFRERFIFDR.

[00:17:16] Elena Verna
English:

It's like it's hit the nerve with the market. So, yes, we're at the right place, we're at the right time, but
we're also in really fast moving waters, and the demand that is coming to us, we need to capture it
mostly, we don't need to generate a lot of it yet. But at the same time, it comes with the really big
downfalls of we're not in control of a lot of our growth. Let's be honest about it, there's so much
incredible word of mouth that is happening, and we're trying to grow that, but to enable as much of that
as possible, but the company is moving, we're just hanging on to it as fast as possible, and making sure
that we're not going to hit a wall, so to speak, in front of us, and that the wheels are greased, and that all

of the pieces are in places. It's like your race car framework that you have as well.
R EIE:

ERMGMEI T miZEE, P, B0, RINEEMNEIHINET EfRtS, BRITELTFICRRIRM
Ho MFRABEMNNFEK, HNEEFEMHNZHIEE, MARECEE. ESLEN, XUHERT—ITEX
By BT EZEAMOBER. BER, NEBNLRARNORESRE, RIOVESHYT AZMOM, #



REJREMERLNE. ERTIRIEANRT, HMNIAZEHGRL, BERNAIEINENE, BREFIER
9%, FrAZHEHEIME . XMEIMEEINERT FEER" —1%

[00:18:05] Elena Verna
English:

We're really just putting a lot of oil into it, and figuring out what is our engine actually going to be that is
going to take us forward. But when I'm thinking about the patterns here, and what | have to unlearn, | feel
like only 30 to 40% of what I've learned in the last 15 to 20 years of being in growth transfers here. And
some of it is very straightforward, okay, this is how you're going to do paid marketing, this is how you're
going to do some of the habitual retention, here's the free to pay maybe monetization frameworks that
still stand. But the rest of it, honestly, it doesn't feel like it even matters anymore, because we just need to
invest in such bigger bets, and innovate, and create new growth loops here, as opposed to trying to
optimize it to the moon and beyond, which | usually be focused on in a scaled business like this.

AR ERIE:
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[00:18:57] Lenny Rachitsky
English:

Let's follow those threads. So, what is it that no longer is worth it in this bucket of just like, let's not spend

any time on this thing, and then what do you find is actually moving the needle?
FEiE:

IEENREX BB, 7 “FMERFERE NBMEE, AWMERA? MIRAMEERTERZMIXZEMN
A?

[00:19:06] Elena Verna
English:

Not worth it, in growth, most of the people spend most of the time optimizing existing user journeys. So,
you already have maybe some of your growth loops that you understand that you try to optimize or you
just know, hey, there's big drop-offs from acquisition to activation, let me go figure out how to... | can
tweak the dials to get it done. Here, what | find is that optimizations are just not worth our time. So, a lot
of the times my growth team actually ends up working on new features, or just standing up new growth
loops one after another, and yes, there's of course the saying of more growth loops does not mean more
growth, but at the same time, the market is moving so quickly, you need to stand up a bunch of initiatives
to capture it because it's perishable.

FROCERIR:
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[00:19:54] Elena Verna
English:

Or we also have so much competition. We're not alone here, so we can't ignore that there's everybody in
their mother is starting a vibe coding business nowadays, and we need to figure out how to be ahead of
them. And to be ahead of them is not optimization of the problem, it's reinvention of the solution. So, |
just feel like | usually spend maybe 5%, maybe 10% if I'm lucky, innovating on growth in my roles, in my
previous roles, right now, I'm spending 95% innovating on growth, and only 5% on optimization. And
most of my frameworks are on optimization because it's really hard to come up with frameworks for
innovation because by default there, by definition, they're innovative.

AR ERIE:
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[00:20:38] Lenny Rachitsky
English:

What I'm hearing here is new features. Launching new features, [inaudible 00:20:42] product is one of the
bigger growth levers, versus you have a bunch of cool stuff, make it easier to use, increase activation,

reduce friction, things like that.
FEiE:

HIFEIRYE “HIEE” o RBMINERERMERITZ—, MARTEHEZNERA, XIULTCERES
. REHER. BVERZEN.

[00:20:51] Elena Verna
English:

Yeah. And for example, we on growth team launched integration with Shopify, to enable e-commerce use
case, because we're like, hey, there's already people trying to come in and do it, Shopify was open for
integration with us, let's go lean into it so people can vibe code their storefronts. That came out of
growth, that usually would never come out of growth. Why would growth team ever invest into a core
product integration? Or we enabled voice mode for people so they can actually chat with Lovable using
their voice, as opposed to only having type. And that's also, it's a feature, it's a core product feature, but
we're like, hey, it's going to help people to converse with Lovable more, it's going to increase the
engagement.

FROCERIR:
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[00:21:32] Elena Verna
English:

One area that we've spent very little time in is activation, because usually | spend majority of my time in
activation because there's so many awareness things that need to happen, and so many things that we
need to smooth out experience for the users in order for them to get through that setup moment, to aha
moment, to the habit loop, and here you're just interacting with agent. So, we, at the beginning, we're
like, the agent team that we have here is working a lot on it. Why would we go in there and do anything?
It's like our core team is responsible for activation. Now, we're starting to move into doing agent work
ourselves, so all of a sudden growth team is not just doing product surfaces, now we're doing agentic
workflows and codifying agent instructions in order for customers to activate better.

FRSCERIE:

HANEHER DN —DNUERE B . BEBRSEARIREEEREL, FAGRSINNEANIER
i, BRZBPAAVREEET, AREILBAPEZIZSEMEE, 35X “WIERZ)” (Aha moment), HNSBRE
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[00:22:21] Elena Verna
English:

So, the work fundamentally, | feel like has gotten deeper into product, and deeper into actual core

product functionality, as opposed to just being a smoothing surface on the outer layers.

AR ERIE:

FRUMIRZE LR, BEFIEELRNIT @A, RAE T O~ mInE, MANEEINEM—EEE
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[00:22:35] Lenny Rachitsky
English:

Okay, that is also a very big deal, every growth person that's ever been on this podcast, including you,
always talks about the power of activation, just how much opportunity there is to get people to this aha
moment, realize the value of this product, that increases retention and increases everything. And what
you're saying here is you barely spend any time on activation because in a company like Lovable, there's
a prompt, you give it what you want, it generates a thing, and that's basically all it is. And so, the impact is
to make that agent better... basically all it is. And so the impact is to make that agent better at that thing,
versus micro-optimize every step.

FROCERIR:
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[00:23:07] Elena Verna
English:

And our agent team spends night and day thinking about it. So I've never been at a company where core
team thinks so much about activation, thinks so much about that first generation, thinks so much about
reaching a-ha moment. So it's more weaved in into DNA of the overall company, which takes the pressure

off of me to only have to focus on it. Because otherwise, yeah, | would be in that experience all the time.
R EIE:

AR Agent HIBA B AR MTEREX N, HMAKREEA—HK QBRI ORISR ERE, MitbxE
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[00:23:32] Elena Verna
English:

But | feel a lot more at ease, because everybody's thinking about it and everybody's working on making
agents better. And agent, the beauty of it is it doesn't matter if it's actually first generation or if it's your
Nth generation. It just needs to be a better generation. Agent needs to understand your intent better, and
think and reason behind it. So it improves the entire lifecycle immediately as opposed to having to only
work on that first experience per se.

FRCERIR:

BHERBRIBRNZT, AASIABEREXMNE, SPABMESNIL Agent BIEELF. Agent R ZRTE
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[00:23:59] Lenny Rachitsky
English:

And what you're not saying is, "Don't care about that experience," it's, "The team building that is already
obsessed with making that activation experience better and better."

FRCERIR:
RARRER “FROIBMFE" , MIBWR “WEIBMAIENEBEFE T LS A TFRET” -

[00:24:07] Elena Verna
English:

Exactly, exactly. | love that, because that's the core product functionality at this point. And before people
would spend more time building deeper features, or deeper use cases, or trying to improve some
platform functionality. And now the core team, they're obsessed about that first experience because that
is core product.



AR ERIE:
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[00:24:29] Lenny Rachitsky
English:

Another lever that I've noticed, especially with Lovable, and I'm seeing it more and more on social media
is just founders telling you what's going on. | think this connects really deeply with the new features.
Launch new features. Say Anton is just like, "Hey, check out this cool new thing. Check out our growth
numbers." Is that a big growth lever too?

AR ERIE:

BERIIMNS — NI, 55027 Lovable & £, MEERRFAE LHREZN, MEBBAEESRREE
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[00:24:47] Elena Verna
English:

Yeah. So one of our biggest strategy is building in public. Building in public, and it's coupled with
employee socials, founder-led socials for sure. This is difficult for larger companies. But when you're
smaller and you still have a little bit more narrative control with everybody on your team, plus you have
so much more trust within the organization, where people are going to say the right things because they
understand what actually has happened, that ability to just really quickly deliver the message to the
market becomes really important.

FROCERIR:
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[00:25:21] Elena Verna
English:

Now, we still do the big launches, so we still have everything tiered into tier three, two, one. Tier ones are
going to happen as big moments that we're going to really rally as a company behind. And it's going to be
something that is meant to step function, change our product market fit, and we're going to do a bunch
of activities behind it.

AR ERIE:
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2. EEERMMBINEY, HBHNN~mmHREE, BMNINEFR—RIER,

[00:25:40] Elena Verna



English:

But at the same time, what's really important to us is to maintain noise in the market. And that noise in
the market happens by us shipping every day, every other day, multiple times per day and just talking
about it constantly. Interestingly enough, it's actually works fantastic resurrection strategy, because

people are like, "Oh, there's more things here. | need to go check it out."
FRCERIE:
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[00:26:03] Elena Verna
English:

It also works as a great reengagement strategy. So instead of sending newsletters to say, "Here's the
market trends or here's the user stories," people are literally logging into their social to say, "Okay, what
has Lovable shipped now?" It's like, "What is the change?" So it's interesting to them to see, because from
the time that they voice their opinion on what needs to happen to actual delivery is so short, so they feel
heard. And they are heard, because that's how we prioritize all of the things that we're shipping. But it's
interesting, because I've never been in a company that tries to maintain so much just shipping velocity to
maintain a certain amount of noise that it feels like the product is alive. It's changing every single week.
And then there's these big amplifications, turbo boost so to speak, in the race car model, that then go out
and they fundamentally create a step function change in that product market fit as a whole. And that is a
retention strategy | can get behind any day and all day. | only hope that we can maintain it as we continue
scaling.

FROCERIR:
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[00:27:07] Lenny Rachitsky
English:

Sounds stressful. This reminds me, | had a... Gaurav, he's the CEO of Mirage. Used to be called Captions,
which is a really successful Al video company startup. And they have a policy of you ship a marketable
feature every week. That's how their company operates. And it's the same thing, it's just ship things you
can talk about.

FROCERIR:
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[00:27:27] Elena Verna
English:

Velocity of shipping is our number one core value in development team. So we do anything and
everything to just keep it going up, up, up and into the right. And by the way, this also means that
everybody has a little bit of marketer within them. We have very lean product organization. We actually
lean on our engineers to do a lot of product work. We call them product engineers, and they have to go
and they have to announce the thing that they've shipped. It doesn't just funnel through marketing.

FRCERIR:
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[00:27:57] Elena Verna
English:

So there is a lot of autonomy, a lot of agency that needs to happen with this type of velocity. Because
otherwise, you have to have enormous marketing team to staff that. So it has to come with some roles
and responsibilities. Redefinition on the team as well.

FRCERIR:
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[00:28:13] Lenny Rachitsky
English:

Let's talk about marketing. That's something else you've written about is just marketing is changing in a
big way, their role in growth. How does marketing play a role in all of this?

AR ERIE:
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[00:28:21] Elena Verna
English:

On one side, marketing channels are changing. On the other side, marketing's involvement into
everything that product does is changing. And then number three, | think even marketing organizations
in terms of where they hire the most are changing as a result as well. So I'll talk about second one first,
just because we just talked about shipping, and that is... Yeah, you still have your product marketers, you
still have your channel managers. But they focus more on the big things and the narratives.

FRCERIR:
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[00:28:49] Elena Verna

English:

Although it's difficult, because the narrative even changes all the time. As these functionalities come
through, usually you can come up with a positioning and messaging, and you can have it for years and
create all of the campaigns around it. Now, you have it for three months, and then the product changes.

So the cycles here are really, really short. And for smaller changes, because cycles are so short, they
spend so much time actually focusing on it as they should.

FRCERIR:
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[00:29:15] Elena Verna
English:

But some of these smaller changes just cannot be supported by marketing. You have to delegate it to your
product and engineering team to do their own marketing, because otherwise, again, you'd have to have
an enormous marketing team in order to supportit all.

FRCERIR:
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[00:29:27] Elena Verna
English:

But at the same time, channels in which marketing right now works | think are changing quite a bit. And
not enough people | feel like are freaking out and talking about it, as opposed to moving just in the same
direction over and over again. And the changes that I'm seeing is that it has been very clear to me that
when you're talking about marketing organic strategy, if you asked me that five years ago, | would've said
that's SEO. It's search engine optimization. Go on Google, that's your organic marketing strategy.

FROCERIR:

EB5ItFRE, HANEHBEMEFNREBEREERTN,. RAEF/ELRERBZHANLRIBIRA R
i, ARMFREB2ER—IARLRMED, REINKRTRE: NRMFAFHRETARERN “BAEKER
B&” (Organic strategy) , FRiiE SEO (HZRSIZEM) . & Google FHElE, IMEBIFHBEAEHRR.

[00:29:58] Elena Verna

English:



If you ask me what's your organic marketing strategy right now, to me it's all about social. Which is what
is my CEO posting? What is my team posting? What is my creator economy doing? Influencer marketing,
and across all of the social platforms. That is my organic, which is... That one's paid, to be fair. But when |
think about organic, there is still a lot of that word of mouth. What are my users posting on social? What
are they talking about it? What are they sharing?

FROCERIR:
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[00:30:26] Elena Verna
English:

Which is a mind shift, because I've been always... Especially in B2B, so focused on search. And now | feel
like it's been completely pushed even further into consumerization territory, and it has become all about
social no matter how B2B you are, because that's where eyeballs are at.

AR ERIE:
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[00:30:44] Lenny Rachitsky

English:

That is fascinating. And so when you talk about socials, what are you finding is most helpful? Is it
Twitter/X? Is it LinkedIn? Is it YouTube, TikTok, Instagram?

R EE:

XEKEANT o BBABMRIREIFIIREAR, REIMMLEREHE? & Twitter/X? LinkedIn? #2 YouTube, TikTok,
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[00:30:52] Elena Verna
English:

For founder socials, our employee socials, X and LinkedIn are fantastic sources. Especially for B2B,
because that's where all of the BBWB people are at. But you cannot just have ChatGPT write your copy
and post it, you need to show personality. There needs to be humanity that it goes through it. And it's not
natural for everybody, and it feels very awkward sometimes to start. But it's important to people to see
who is building the company, because there's so much competition now on functionality, so they can
rally behind a team.

AR ERIE:
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[00:31:28] Elena Verna
English:

So they want to have a team that they want to win. And for that, you need to be vulnerable, you need to
be authentic, obviously, but you just need to be yourself. That corporate scrubbing has to completely fall
off, which is obviously going to pull in as the company scales. But at least at the beginning, that is your

chance to stand out.
AR ERIE:
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[00:31:52] Elena Verna
English:

And then your customers posting about you. So that word of mouth of really creating a product that
creates something for customers that is worth talking about. It gives them stories that they want to share,
that feels empowering to them to tell to others like they're unlocking a secret. They feel proud of what
they have created.

FRCERIR:
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[00:32:14] Elena Verna
English:

Which what we focus a lot on, Lovable on, to have that feeling of, "Oh my gosh, | have superpowers now
and | can't wait to tell others. | cannot wait to show others what is happening." So on both of those sides,
to me, that is very much organic. If you aren't a consumer, then Instagram, TikTok are very much a go as

well.
FRSCENIE:
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[00:32:35] Lenny Rachitsky
English:

The CEO clearly is an important variable in this, them. In this case, Anton just tweeting, "Here's what's
going on Lovable. Here's how fast it's growing. He's something we've learned."



AR ERIE:
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[00:32:44] Elena Verna
English:

Itis.

FCERE:

FaSant.

[00:32:44] Lenny Rachitsky
English:

We had the CEO of Gamma on recently, granted, and he's exactly the same thing. Just sharing a bunch of
lessons, journey building in public, a big part of the growth lever. And your point here is okay, so it's the
CEO. But then it's also how do you get your customers to share things on socials? And then there's a paid
influencer component.

FRCERIR:
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[00:33:01] Elena Verna
English:

Yes, the customer is difficult one. That's a word of mouth loop that you need to stand up. The only way to
create a word of mouth loop is just to blow their socks off when they actually experience your product.
We have a almost unfair advantage, because our product is called Lovable. So by default, we're trying to
create absolute lovable experiences. That is a mentality internally. If it's not lovable, we're not going to
ship it. And the best way to fix a bug at Lovable is to say, "This is not lovable," and everybody just jumps
on it to fix it right there and then. Sprints, no sprints, it doesn't matter, it's getting fixed right now.

FRZERIE:

2, ERAX—RYE. BRMFERIMNOEEL. IEORBEIAE—TSEMEEMIARMI~mET,
IIIRRIRE. HOE—MNEF “FRF” B, AR mA Lovable (AIZE/ATAZ) . FRLER
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o 7E Lovable {85 Bug IR HEMER: “XARIE (notlovable)” , ARBMATIIUZIBRLFREE
Bo. BEREHRIEL (Sprints) AEE, IERBET.

[00:33:40] Elena Verna

English:



So from that perspective, we have that culture already embedded as part of our brand and it's part of our
name which helps us a lot. But the point is that you feel that brand through every interaction. | talk to my
designer all the time, how can we add more love marks into the product? How can we prioritize more
unique interactions? The little elements that make up that feeling of this product is speaking to me. It's
like, "It feels something that is unique." It has personality behind it.

FROCERIR:

FRUMZ N AERE, ZMXUELZENREN—EOBRANT HRIMNNBFH, XXHRNEBHRR. EERE,
MAES—RAXEFEHERR I mE, HEFMEMVIZITINR: FMMEAEFRPIMANESH “ZOH
187 ? AT AEEERFHRE? LM XN mENZENIE BREN/NTR. G2 "EBR
RIas." eBRBEME.

[00:34:08] Elena Verna
English:

So we put all of the brand work actually into our product. When you think about Lovable, people think
about a brand, but we don't have a brand marketing team yet. So it's all just through product
interactions, and some of those building and public moments of the people behind those product
interactions that is our strategy.

AR ERIE:

FRUAFRATSERT _EIEFR A B mhE TIREIRNE T = m. HfR28%] Lovable BY, AfZBEI—1 @M, EBFR(1E
REmMEEHEEN. FIUX2RBI~mRE, UMNFAXETREHNALE “QFWE" HEIRUERKIAN, X
LA IBIERES,

[00:34:28] Elena Verna
English:

And then there's influencer marketing. Interestingly enough, influencer marketing is 10 times bigger for
us than paid social. So yeah, we do some paid social as well, and it's working decently. It's quite
expensive from payback period, we're still optimizing it. As | said, we're pretty early on in all of these
channels. But influencer marketing is something that has worked from the beginning at Lovable. And a
reason behind it is that influencer marketing, especially on the socials, it gives you an opportunity to
have a little video and interaction. And Lovable is all about seeing like, "Oh my gosh, this is what | can do,
and this is possible." So that drives people to go and try it themselves.

FROCERIR:

RERMLEH. B8R, MAEREMENOTMEAELIR F89 10 5. FILl, 289, HMBH—LEE5E
1R E, BRIET. EMNEEFREELSHTE, FONNEEMRK. EMIHKFG, HNEREXLERE L
TR . BMLIEHEM Lovable BIZZHFEFEBEY. BENRER, MAEHE (FrIBEMRERL)
47 RETREISIM BRIl =. M Lovable ORI ARE]: “MREBIR, XPMIFKEMB, XZ2AI6E
B.” XEREAMNEEBRH.

[00:35:07] Elena Verna

English:



So that's why social works very well for us, because it's not really a written value proposition. Nobody
knows what vibe coding is. But you watch 10 seconds of it and you go, "Whew, that's new. Let me go give
itatry."

AR ERIE:

EXMENTARREENENNFEER, ANERZ—MBEANNEEK. RANEFARE "“RERKE . E
RET 10 AR, R “IF, XRIEE, IEFEER”

[00:35:18] Lenny Rachitsky
English:

Who would've thought that a head of growth, who is traditionally seen as data, metrics, spreadsheets,
drive KPIs is like, "Okay, how do we make this more lovable? How do we add more moments of delight?"

AR ERIE:

WERERRE, —MER LW AFEIE. 185, RE. W) KPIAIEKHTA, BATEE: P8, (ML
EEITASK? FATA0FEIEINE S RIS Z?

[00:35:31] Elena Verna
English:

I know. My joke is at the end of my Lovable journey whenever... Hopefully it never comes to an end. But at
the end I'll be a growth brand person. Hi, my name is Elena, | do brand now. But | actually see it as part of
growth strategy to make sure that that brand shines through every single interaction. And | always talk to

my team about it, because that is one big lever in our growth story.
FEiE:

A, FHKIER, FH Lovable BIIRIZES BXERZER —HIEA—T KM
AN o B8, M Elena, HRIEMmET.” BIHEFFKFEMRNEKRIEEI—ERT, Eﬂﬁm%l:“uﬁ?i?’f’é—}kﬁ
BEREAINAT . FERMIABIENKEXMHE, RABERHINERKREFHI—EXRITH.

[00:35:58] Lenny Rachitsky
English:

Yeah, so | think that's a really important point to highlight. The reason Lovable is growing so fast is it is a
product people love. You've made something people want. And the word of mouth spreads, because it's
something that blows people's socks off as you said. So it feels like that's the first thing you got to get
right.

AR ERIE:

=8, HANX—RIEHEESRF. Lovable BKIUMEZRMFERETFER—TAMNEENm. RETA
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[00:36:13] Elena Verna
English:



Yes. Well, the first thing you have to get right is you have to be at the right place at the right time and you
have to be in fast moving waters. Let's not discount how fast this category is exploding on its own. So this
cannot happen in every single category that you're starting to build a product. But the way to stand out in
the super crowded category is to create experiences that speak to people.

FRCERIR:
B, B, RN HE—FSEE: EERNNEHIEERINR, FELTRERDES . KR
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[00:36:33] Elena Verna
English:

That | think is something that a lot of people deprioritize, because they still prioritize functionality over
humanity within software. And | think that we're actually moving to the new era of software that needs to
feel human, that people want to interact with, not just utility of it. Because cost of software is coming
down so much to develop that we now can actually invest into emotional feel of that software, as
opposed to only just focus on creating the utility out of it.

AR ERIE:

HINNXZREAFTEAN—R, BAMIILAANRAENIIEES T AL FIANTNLIF EEEHENR
RV, MEFEREEGAN, MTBBRS5ZED), MAMXNZBELFLR. RARGALKNBEES
1B TBE, FNIMASLFR LRI MRABTRENBRER, MAMUNET ETEISERLAL.

[00:37:04] Elena Verna
English:

So to me, it's a... | love this move, because | hate nothing more than going to software that is just so
painful to use that | lose some brain cells as I'm interacting with it, versus software that | feel | get energy
out of. And for Lovable for me, | cannot wait on some of the projects that | have to go and vibe code
myself. That's the highlight of my day. | bring in my daughter and I'm like, "Let's go do this." Like, "What
do you think that needs to be done?" Because | just get so much energy out of doing it. And that is the
feeling you cannot create by looking at it as a utility problem.

FRCERIR:

FRAFRGE, HERXHHE, RARKRINTROMESEAIPERLES. XERRREEHERARNNRE,
BRESEWA LI RRIRGEENRMG. WHFKH, 7E Lovable £, MBARFMEERE “FERE —L
BiH. BRFE—RHN=R. HEFTERLI L.  “TBIIREXNB.” thin: “RESXEZEAF? ” ENM
XHFIULHBREE 7M. MRRRIBEEF—IMEAMRE, BLEEIHSH XTI,

[00:37:42] Lenny Rachitsky
English:

The way | think about it, the way what you're describing is it's almost table stakes have increased, and
now it's so easy to build. Now the big differentiator is experience, design, delight.

FRCERIR:



FEVIERRE, IEWMRFAERRY, IEN “AZiR” BELRST, AAMBEZERILES. NENZOERNK
EFAL. R R .

[00:38:09] Elena Verna
English:

Exactly, and it has to translate through every single interaction. So your designer has to be one of your
first hires now in startups. It's not just about the engineering, so to speak, utility. And you have to think
through every single interaction of, does this communicate our brand or not?

AR ERIE:

&E, MAXBARRAES—RXEF. FURERITTSAZRENATNERRTZ— XMUNKXFIIE
SR, MMBAREG—RRE: XEEEAT KB mE?

[00:38:28] Lenny Rachitsky
English:

So along those lines, | want to come back to something you talked about, which is launching new
features as a huge growth lever. The big question there is just how do you maintain quality and
cohesiveness as all these people are empowered to ship stuff? Is there anything else there you've seen
that works well to help avoid just the Frankenstein product that's endless features that you want to tweet

about?
RS ERIF:

IREX DB, HEEZRREN “AGHNEENERE KT X—8, KR YA ASBHENRA
HARAN, MMNARSHEEMNERSE? RELREEINTATNAE, EBEFRTR— “BEERA”
(Frankenstein) , BIA7T &#tsmERI T RE9IHEE?

[00:38:59] Elena Verna
English:

Yeah. One part of it is not something that you can codify, but it's the type of people that you hire that are
going to go and ship these things. We at Lovable try to hire the absolute best talent available out there
that we can bring in, and that we can source and that we can attract to grow with. And what do | mean by
that best talent? It's not that somebody who has been at really large companies, or somebody that has
really done a lot of logos or has big success stories behind them. It's somebody who is extremely
passionate about their job.

FROCERIR:

2. HR—HaRILEAMXE, MM MEROBLEELMXERABA. 7 Lovable, HZREMAHEA]
REFREIRY. BEMRSIZIRIERINARAL , HSMIIHEEMK. FARE “TRRAZT" BHARRE? HAZ2HEBLER
ARERFIHAN, HEMIRSABE. BREMINRENA. MRIEPLEX TIFRE TR BRI A

[00:39:18] Elena Verna

English:



It's their hobby. They love to work. They have fire in their belly. This is not a paycheck for them, they want
to do this for some ulterior reason. This is the biggest opportunity of their life, so this is global maximum
against any other opportunities that are in front of them at the moment. So that's very important for us.

AR ERIE:

TN ET. MITAELE. MNBPE—EA. HBIIKE, XFNE—0FHK, IR ATHE
MERENEHMBXGE. XEMIAEFEANISZ, EEMBEEMNENNMAENZTH “2RKRN
7o ENENFEER,

[00:39:45] Elena Verna
English:

We want people to come and do their absolute best work at Lovable. It's very important, and you can feel
it in this office. People are wired up. They are so high on how can we make this better? How can we
deliver more to our customers? And that's very different compared to usually how companies grow where
like, "Okay, yeah, the check, check, check. They fit the skillset, let's bring them in." But is that passion, is
that fire behind it?

FROCERIR:

HAAZANIRE Lovable it I—ERRIFHTIE, KEHEE, MENAZEREBTI, AHLT
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[00:40:25] Elena Verna
English:

And then the second piece is that we work really hard on just addressing what's the success here looks
like? What is it that we're building? What use cases are we building for? And then because we hire these
people that are so passionate about it, the other two skills, by the way, that are super important is high
agency and high autonomy. | can figure out things that are tangential to me that | don't need other
specialties, so to speak. | don't need a marketer to go launch something, | can go figure it out. And | have
high agency, | can go do it myself. I'm going to own it all the way from start to finish. Those are very
important, something that we screen for and something that we look for in our culture.

FROCERIR:

BRE, RIIEESMEARN: XEMMINRMAREFE? RITETHWRAA? HNAMERFIME? M
B, AAFENBATXERHRBEHOA, RER—T, SHRTBLEENRER "B M “S8E
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[00:41:00] Elena Verna
English:

On the hiring of these incredible people, as we all know, it's very hard to hire people these days,
especially the best. What have you seen Lovable does differently or does well that helps them recruit the



best?
FRSCERIF:

XTRAXLERFALT, KEAEM, MEBARE, LTHERHBIMRAL. {REE Lovable Bt AREZ S
Furpoithss, REFR BN HREIRMBHIN?

[00:41:10] Elena Verna
English:

Yes, and especially recruit in Stockholm. The main office here is in Stockholm. We're asking a lot of
people to relocate, which is no small feat. Now some of it makes it easy, because of how much hype we
created around our product. People want to come work for us. They're reaching out to us. They're saying,
"I love what you're doing, | want to join it." So that we have a cheat code to it, because we have... Most of
the time when we reach out to somebody, they say, "Yeah, | would love to explore." So building that
product that is highly lovable also creates a really great recruiting brand for you as well. So make sure
that there's multiple benefits to that.

FRCERIR:

28, I EERESRERRE, RITNEHEXE. RNEBXRZART, XTFEHEZHE. WE, #
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[00:41:56] Elena Verna
English:

But second of all, we do a lot of trials for people. So trial work to see them in action. A work trial to see
them in action for a couple of days. We pay them as part of the work trial. We have some probation
periods that we start people on, because this company is not for everybody. As | said in the podcast in the
beginning, the pace here is insane. | went on vacation for the first time. So I've been here for six months. |
went on vacation for 10 days. | came back, | felt like | needed to onboard from the beginning. Everything
changed.

FRCERIR:

HR, BATMREARTAENRA. B2 “TEXA” (Worktrial) , BEIERIENLRNERN. Kil=
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[00:42:44] Elena Verna
English:

And when I'm in it, | feel like it's an evolution. But the fact that just being gone for 10 days, it feels like a
complete revolution in the company. That pace is just not for everybody, and that's okay. Because I'm a
very firm believer that there's different cultures and different environments that the best fit for different
personalities and different people. So we try to be very upfront with how things are and how chaotic they



are, and we prioritize people that don't look for clarity. We can create clarity out of chaos because it is
absolutely chaotic otherwise. And if we start to look for people that can explain it to us, that's the only
way that we can succeed.

AR ERIE:

é’lﬁ?‘ﬁqﬂﬁﬁﬂﬂ“ﬂ%, RIXB—ER, BRINEH 10X, BREABRET —HHRNER. XMTRAF
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[00:43:17] Lenny Rachitsky
English:

Let me try to summarize the growth levers that you're finding are working, and I'm trying to think about
this from the perspective of an Al startup trying to think about, "Hey, shoot, how do we grow faster? What
has Lovable figured out?" So it feels like number one is just build something lovable, something that
blows people's socks off, but also in a market that is growing that people want to pay money for.

FROCERIR:

IEFIHE SE—TMRRMEMENE KT, HIXEM—DAI I RBENAERE ‘IR, &5, HVELT
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[00:43:46] Elena Verna
English:

I call it minimum lovable product. It shouldn't be minimal viable product anymore. Viability is left back in
2010s. Now it's minimal lovable product. That's the only thing that matters.

FRCERIR:

Rz A “SNAIEF&E” (Minimum Lovable Product) s ERNIZEBR “&/NAI1TF7m” (MVP) T, “AIfT
%7 2010 EKMNAEA, WERE MLP, BBRM—FEMEB,

[00:44:12] Elena Verna
English:

Yeah. Well, it's the feedback cycle. It's just completely collapsed. You can go from idea to some product
that is functioning to user feedback within a day if you want to, depending on how fast that you want to
run or how complex the product is. For missions, it took us a couple of weeks to vibe code it to the point
to where... | have a full-time vibe coder on my team. He's amazing. So he wanted to create videos. He did
a bunch of designs for it too. It took him a couple of weeks, we're testing it now and then we'll push it in
the product. But it's a completely different development lifecycle.

AR ERIE:

Bl B, RIGAPHELTEMET. MRMRER, MAIUM—MRE, BME—TEETH M, BERT
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[00:45:19] Lenny Rachitsky
English:

I saw you launch this on LinkedIn. To me, it looked like a full product launch. It is interesting to hear this is
just a prototype.

FRSCERIE:
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[00:45:26] Elena Verna
English:

Yeah, it's minimum lovable product.
R EE:

2, ER "®IHEFR .

[00:45:30] Lenny Rachitsky
English:

Minimum lovable product. Okay, | got to ask you, you said you had a full-time vibe coder. What the heck is
this? Is this an engineer? Is this something else? What is a full-time vibe coder?

FRZERIE:

BRI e B, FAREMR, RRME—1T2IRB “FEREFR" (Vibe coder), XEIRZEFAR? 2T
BImg? EZ23MHA? tARERAERERFR?

[00:46:00] Elena Verna
English:

Great question. This is a new job role that is actually popping up here and there. It's absolutely
fascinating to watch this development, because | see vibe coding as a skill being added to a lot of job
descriptions. For designers, for product managers, for marketers, which | think is a really interesting shift.
Finally, Excel can move over. We have a new skill to add that is super empowering and not 30 years old,
but vibe coder, so his name is Lazar and he actually was chief of staff in his previous role so he's not
technical at all. He's self-taught in technical aspects of it, but he was very early on in the vibe coding wave
so he learned a lot about it. He was user of all of the vibe coding tools, Lovable included.

FRCERIR:

FiaE, XE—NEESLE LRI, WREXIMERENSAEE, BAKRER “RERKE" FH—M
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K (Chief of Staff) , FIAfITE2RBERAER. MEKRATEHEEFH, BHREMEMR T RERIZRY, FI
UFEITRZ., tWEMERERETLANAF, 8 Lovable,

[00:47:03] Elena Verna
English:

And when | was coming into the role, I'm like, "I have so many projects that | will vibe code myself," so |
run this woman only hackathon, SheBuilds. | vibe coded the first version of that site and submission
process for applications, and then other people came in and started building on top of it. But | vibe
coded, but then | don't have enough time sometimes because | need to run around and | want to push
out so many different initiatives that | want to test in the market with our own product. So we connected
on social and I'm like, "Would you join us?" And he joined us first part-time. I'm like, "You're bringing so

much value."
AR ENIE:
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[00:47:31] Elena Verna
English:

For example, we partnered with Shopify, and he created a bunch of Shopify Lovable templates, vibe
coded for us. And it's been so helpful to have somebody like that that is just pushing all of these things
out. And he's an absolute expert, so he's teaching us all too of what is possible with Lovable because he's
on the cutting edge of constantly pushing it to the limit. | really enjoy having that role, which I've never
had before in my life and in my team.

FRCERIR:

g0, FA15 Shopify &1, MARKIIFESE T —# Shopify Lovable #&iRk. BXEF— N AREIEX LR
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[00:48:41] Lenny Rachitsky
English:

Let me go back to summarize just real quick the growth levers, | want to move in a somewhat different
direction. Things that help Lovable grow. One is just build something that blows your socks off, as you
said. | love these phrases out here. The second is make noise in the market. And the way that Lovable
does this, the CEO's tweeting constantly. You build something that blows people's socks off so that they
share things on socials themselves, plus this influencer marketing component, and just this idea of
building in public has been really helpful. This point about activation being embedded within the product
team of the Al agent essentially, so it's essentially not the growth team thinking about activation. It's the
product team that is building the Al magic that is obsessed with activation. It feels like those are the main
growth levers. Is there anything else that | missed?



AR ERIE:

I FRIRIREIFIE KA LS, RAERBIEN SR, #B) Lovable IBKMEAR: $—, EWMMRFIR, BWEIEA
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[00:50:38] Elena Verna
English:

Community. | think community is really important here because you need to bring people together as
they're exploring these capabilities and as they're seeing what's possible so they can bounce off each
other and they can help each other out. | would say community also amplifies that word of mouth. It
amplifies all of the social posting. It amplifies retention mechanisms for you as well. The community has
been a huge part of Lovable's success as well, and that's something that was started very early on.

FROCERIR:
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[00:51:05] Elena Verna
English:

It runs on Discord, so it's nothing fancy. It's not like we build anything completely from scratch for
ourselves. And it has hundreds of thousands of members and it's very lively. We have community
managers that are making sure that all of the questions get answered and the right groups are being
created. We have incredible ambassador program now as well of people doing it. | would say community
here, again, of really making software more human is very important role. Now, obviously not everybody
can build a community, but maybe at least plugging in into somebody's community is quite important as
well.

FRCERIR:
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[00:51:48] Elena Verna
English:

Another one is giving your product away a lot. And for Al products, it may feel counterintuitive because
they're so costly. Every single interaction with an Al product costs companies something. There's an LLM
pass-through cost that is coming through. And a lot of, especially traditional tech companies | see are
gating Al immediately behind the paywall because they're sitting on a really cush, high margin profile,
and the moment that you start giving Al away for free, you're cutting into those margins like a knife



through the butter. Now, at the same time, Al being so new and the capabilities being so new, you have to
remove the barrier of entry. You have to give a lot of your product away for free. But by the way, | don't
just mean freemium. Freemium to me is just a baseline. If you're in the new category, you need to let
people explore what it is free and get that initial wow moment.
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[00:52:48] Elena Verna
English:

It's not aha moment, by the way. It doesn't need to be aha moment anymore. It just needs to be a wow
moment. And for Lovable, it's that first preview generation after your first prompt, even though it's
absolutely not going to be complete thing of what you want to build, but you just go, "This is possible? |

had no idea. | want to keep building." And it becomes an addictive exercise.
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[00:53:08] Elena Verna
English:

But we also give so many of our Lovable credits away to every event, to every hackathon. If you want to
host a Lovable hackathon, we will sponsor it and give all of the participants credits away for free. We give
them away as candy and we basically track them over our LLM costs on freemium and giveaways as our
marketing costs, and it doesn't go into our something we need to reduce to make our margins better. It
goes into, this is something that we need to spend more in because this is part of our growth secret
sauce.
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[00:53:41] Lenny Rachitsky
English:

Okay, | want to hear more about the growth secret sauce. That is extremely interesting. | haven't heard of
that as a strategy, and | can see why this makes sense. If the strategy is blow people's socks off so they



can tell their friends, post on all socials, the trick is get more people to try it. And it's such a new, crazy
thing. Why would | pay money? Why would | even go take the effort to try sign up for an account? | don't
know what this is. | don't know what I'm doing with it. So | could see how this loop goes faster and faster
by giving it away.
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[00:54:10] Elena Verna
English:

Exactly. And again, this is very uncomfortable sometimes for companies that A, either used to really... Al
companies have lower profile of margins. That's absolutely true. To find an Al company with 80%, 90%
margin profile is absolutely impossible, let's be real. We're all sitting somewhere in a 40% or so, which is a
lot smaller. So any time that you look at those Al costs as your cost center, that's when you're in trouble.
You fundamentally have to flip the script and say, "I need to expose to people of what is possible and |

need to remove the monetization friction out of it."
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[00:54:59] Elena Verna
English:

Because if you don't, nobody's ever going to try it, or you're going to be very easily overtaken by a
competitor that will give it away. And let's face it, once you hook people, they're more likely going to stay
with you. So you obviously have to still work on the retention strategy there. But if you can have, like for
our case, if somebody, one of our users stands up and say, "Hey, I'm going to have a hackathon at my
work on Lovable. Can you give us all some free credits to play with?" Why would we prevent a person who
wants to do all of the marketing and activating job for us in their company from using us?
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[00:55:21] Elena Verna

English:



Of course, we're like, "Take it. How much do you need? How much would you like? We will sponsor it all.
We will give you anything that you need." So we're really leaning into people that are wanting to show
this magic to those around you and empowering them as much as possible. And that is something that is
actually applies to every single product. And | agree, this is not a growth strategy that I've ever applied in
my life on giving product away as much as possible, but it is something that is more and more becoming
something that | see that is absolutely non-negotiable.
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[00:55:51] Lenny Rachitsky
English:

What I'm feeling is the more mind-blowing it is, the more you should give it away for free. Especially in a
competitive market where everyone is... It's hard. There's so many companies trying to do this thing, and
so it's almost like the better you are, the more you should give it away.
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[00:56:08] Elena Verna
English:

Right. And this also explains why so much VC money has to be raised for these sorts of companies
because this is not cheap. Like you said, you're paying all these foundational models a lot of money.
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[00:56:16] Elena Verna
English:

Yes and no. I'm only going to say no is because, so take a look at Lovable, we're over 200 million in ARR. At
this point, we're 100 people large so our headcount costs are very low. 200 million ARR, | didn't realize
100 people work at Lovable. Yes. And six months ago, we had 30 people working at Lovable so we triple.
So for us, it's a really big deal. We tripled our company size.
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[00:56:44] Elena Verna
English:

We're going to quadruple it by the end of, yeah, | know. We're big boy and girls now. But for perspective of
the headcount costs, it's minimal. We have very little in that going on. We are not spending a lot on paid
marketing so we're not a big paid marketing driver. Yeah, we're spending on influencer marketing, but it's
not majority of our growth. It's low double digits to be fair because it's not why we're successful. It's
amplifying our success and it's helping us reach new audiences. We don't have really large sales team, we
have only a couple sales folks, and they're just starting to ramp up their enterprise efforts so we don't
have really big enterprise demand gen costs as well.
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[00:57:42] Elena Verna
English:

From that perspective, if you look at the equation and you say, "Well, okay, if you're not going to do a lot
of paid marketing, if you're not going to do a lot of sales, because we're really only working on hand
raisers of people that are saying right now that they want to buy Lovable, then whereas you don't have
big costs, so you can spend it on product." That is the beautiful part because when we are giving our
product away to our customers, we're not competing with other companies in that space, because they're
just going to use Lovable in their hackathon. We're on their own, and we're not competing on AdWords or
in paid Google where everybody's buying real estate for eyeballs. From that perspective, | think about it
more as a shift of where we spend in costs. And honestly, it's more efficient way to do paid marketing
almost in a sense because of the cost per eyeball that we get there is quite a bit lower compared to if we

were trying to compete it on Google.
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[00:58:30] Lenny Rachitsky
English:

That is an incredibly important point you're making there. It's not like you're generating an incredible
amount of revenue, so there is money available to spend. And what you're saying is because it's been
spreading through word of mouth mostly, you're not spending tons of money on salespeople, you're not
spending tons of money on paid ads. This is just an amazing way to get more people to use it, so it's like a
marketing cost.
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[00:58:54] Elena Verna
English:

This is product-led growth. Supercharge. To the max, supercharged. Yes, because you're literally using
your product to drive that awareness by giving it away to the agents in your ecosystem that will do that

distribution for you.
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[00:59:11] Lenny Rachitsky

English:

So fascinating. What a wild world we're living in. Free stuff for everyone.
R EE:
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[00:59:17] Elena Verna
English:

Yes. | mean, it's great for consumers. This is a great time to be a consumer. You have so many options.
Everybody's throwing themselves at you, giving your product away for free so it's great to be in the
market right now. | think the power should be with consumer always, but with software, power has not
been with consumer previously because we were forced to use towards some solutions because of either
how they were chosen for us or what was available in the market. And now that supply is almost infinite,
the demand from the consumers can be very picky and the one that serves the best will win.
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[00:59:52] Lenny Rachitsky
English:

And | think again, it's important to highlight. This is not some kind of VC subsidized bubble-ish sort of
thing. There is a lot of money being generated that you are spending to help it grow faster. It's not some



kind of, we're just raising more money to give away more money. You're actually making your own

money. It's not driven by VC money. Obviously, it helps.
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[01:00:09] Elena Verna
English:

| can't comment on specific margin details for us, but at the same time, the money that we're raising on
VC is for future development and hardening our business, not because we will not be able to survive

without it.
RS ERIE:
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[01:00:22] Lenny Rachitsky
English:

Awesome. Okay, great segue too. | want to talk about product-market fit in competition. You have this
really interesting post that | don't think people grasp yet, which is that product-market fit is no longer
this, we've done it. Product-market fit and we're up into the right. Now we just grow, go, grow. Now we
hire salespeople, it's going to be great. You've written that just product-market fit is no longer this like
you've done it and you're good. It's this endless fight to keep it. Talk about what you're seeing there.
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[01:00:49] Elena Verna
English:

I'll first start with what I've felt at least before when people were talking about product-market fit, that
yeah, obviously always product-market fit is an evolving thing, but the rate of that evolution was
measured in years. What is it that you need the next product-market fit step function change, which often
was called second horizon or third horizon. Sometimes five, 10 years, sometimes even longer that you'd
need, depending on how good and hard your initial product-market fit was, but you'd spend years scaling
the original product-market fit. It was like blitz growth stage. Marketing, sales, growth was very important
that you just try to get it to as many people as possible. And then once you have saturation or the cost to
getting to the marginal people becomes too high, you start thinking, "Okay, what else can | offer to help
me reach additional people or sell more to existing users that | already have?"

FROCENIR:
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[01:01:39] Elena Verna
English:

And again, the main point here is it would take years to get to that stage where it became a question that
you had to face really hard face-to-face. Now, it's three months, and all of a sudden you have to face that
question again. And it's happening because of two things, in my opinion. Number one, in Al technology of
what LLM is capable of doing changes still very rapidly with new model release, with each new model
release. | think we'll stabilize at some point and then it's going to become more marginal, but we're not
there yet. So every three months or so, every single Al LLM provider creates a step function change in
what is possible with that LLM.
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[01:02:36] Elena Verna
English:

The tricky piece here is that it's not enough to just wait for that technology to get better and then start
building on top. You have to build beforehand to make a bet and then it's the LLM to catch up because
when that model releases, you already need to have that functionality available. That piece is, I've never
been in a company where the fundamental capabilities are still changing so rapidly, and that's the
product part. The product can leap to the new expectations, but let's not talk about the market part as
well. Consumer expectations have never changed this fast before.
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[01:03:31] Elena Verna
English:

What we expected ChatGPT to be able to do and answer and how we wanted it to talk to us eight months
ago versus now is night and day and the deep thinking mode, and how deeply you can go into answering
questions and what is capable of building on top of it. Consumer perception has never changed this fast
too. It's this unprecedented time of consumers all of a sudden in a month saying, "Oh, it's not doing this
yet. I'm bouncing." Before, again, consumer perceptions would be years to take. It's actually technology



would sometimes be able to already address it, but consumer perception has not been changed yet so it

would take a long time.
R EIE:

J\TARIFAIH ChatGPT BIHIZE, UNFRNFECWASININNE, STEMBLLEERREZ . WERRE
BERI, BIERFREURTE EWENENETEARR T, HEEBNIAMNEMRBIBEIAR. XB—
NHIFTARBNER, HREARERAE—TARMR: 18, EEREMXD, HET.” Ua, HEENIAA
RLFBENF, KirL, BRRABEZAUMBRT, EHEFENINNERE, FIUFEERKE,

[01:04:08] Elena Verna
English:

We're in this really weird part where both product and market is shifting so rapidly that every three
months, | feel like we have to recapture our product-market fit and not just recapture on the same
technology and with same customers. It's both of those pieces of the equation change every three
months, and it's terrifying in a way. It's also very confusing in a way because we're $200 million company,
and we're not solely focused on marketing and sales because we still have to recapture our product-
market fit.
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[01:04:26] Elena Verna
English:

You know that the team that finds your product-market fit is very different than the team that usually
scales your company, yet we have to find the team that is capable of doing both on ongoing basis. Now, |
think every Al company is on this product-market fit treadmill. Hopefully that treadmill speed slows
down. If not, | think we're going to come up with crazy things of what this LLM and Al will be able to do if
it's going to continue at this cusp, but it's a weird place to be in because every three months we have to
throttle on our scaling efforts and just reinvent and then scale again. But it's like short blitz of growth, not
these long year long commitments.

FROCENIR:

RENE, Fk PMF WEIASBEMECLATNEANZIEERREN, AMBNIBIIRE—Z BEBIFER N FEMIX
ABESHHEBA. WE, HIANER Al ATEHAE “PMFHEIH” L. FERPHNEERETR, WRER
2, NReCHSEFERFXMEL, FEBRINSEE LLM Al fEBEARITES. BAEXMIBRTIR, ANE
=NBEMMEBRIENMECNES, EEMAHE, ZAEBMEL, XMEREHANANBRIEK, MARKIXLH
FEHEIE,

[01:05:09] Lenny Rachitsky

English:



What makes this very real is just this week, apparently OpenAl had this whole code red moment where
even though OpenAl by far the leading Al assistant over almost a billion, | think monthly active users,
basically synonymous with Al around the world, with Gemini 3 launching, their market share just started
to dip really quickly. I think they lost six something percent in a week. And so even OpenAl, ChatGPT, the
original, the one that everyone uses constantly is in danger.
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[01:05:39] Elena Verna
English:

It's like nobody's future is bulletproof yet. And 10 years ago, if you asked me if a $200 million company
was at risk in losing product-market fit in the next three months if it's experiencing 10% month-over-
month growth, I would've said, "You're crazy." And now that's the reality that we live in. And | don't know,
it's fascinating to world in. What a time to be alive.
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[01:06:04] Lenny Rachitsky
English:

Time to be alive and very stressful, but the prize at the end is massive. That's why this is worth doing, not
just monetarily, but just the impact it's going to have on the world, the way we people build and ship.
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[01:06:17] Elena Verna
English:

Exactly. The ceiling of what is possible has been raised so massively that we haven't even became too
closest to even see it, | believe. | think that that's the exciting part of it.
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[01:06:29] Lenny Rachitsky



English:

The way I've seen you write about this product-market fit challenge is the traditional approach is you
have these core users that are using it happy with it, and then you expand to the adjacent users and
expand to the next. You're basically just trying to recapture that same core constantly and don't even

have time to go adjacent.
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[01:06:44] Elena Verna
English:

Yeah. Bangaly wrote a really wonderful article. It was many years ago at this point on adjacent user theory
in that your product-market fit expansion when you're in no growth stages, the biggest opportunity for
you to go after is this what you call the adjacent user, which are just outside of your core user. They have
somewhat similar needs, but maybe they're in different geo, maybe they have slightly different use case,
slightly different needs. And your biggest way to continue growing a product-market fit without having to
go to next horizon is to capture that next group of users.
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[01:07:39] Elena Verna
English:

The interesting piece here of how | relate to it, we still have the core users. And by the way, those core
users are mostly pioneers right now that are excited by the capabilities. Then there's latent majority that
is filled with adjacent users. And the issue right now, which I'm actually quite worried about us as a
category is that we're constantly focusing on recapturing the pioneers. We don't have time to go after
adjacent users, and I'm worried of whether there's going to be a gap in the space where we actually going
to alienate the latent majority because we're so hyper focused on just staying top of mind and top
capabilities on the pioneers.
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[01:08:31] Lenny Rachitsky

English:



| completely see what you're thinking there. A brand could just become known as that's just for startups

and prototyping and it's not for serious work.
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[01:08:38] Elena Verna
English:

Yeah, or it's for techies. It's for tech people. It never actually enters the people outside of our little bubble

that we live in.
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[01:08:50] Lenny Rachitsky
English:

We touched on this a little bit of just working in Al, working on Al companies, challenging, stressful, a lot
of work. What's your advice for folks that are thinking about, should | join a Lovable? Should | join a
Cursor? Should | just go work at Google?
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[01:09:13] Elena Verna
English:

| really believe that there's different... You need to understand what's the environment that is right for
you. Just please understand that Al companies are very hectic at the moment. They're very unstable by
definition of that product-market fit treadmill, about that distribution of how they're actually distribute
to the market, really changing about how product is even being developed in the first place. So if you are
very comfortable in being in that messy middle and really comfortable of converting chaos into clarity for
you and those around you, then yeah, Al company is a wonderful place for you to really absorb new skill
sets right now.

AR ERIE:

HRERNEEERER. - BB TR AENRESIR. BSLER, Al RFBRIFEEIT. RIE “PMF i
I HNEX, EfIFERRE, 2XFRAEE, EEFGRVNALXLREEZ. L, WMRIMFIESIHRL
FAR M CRELAYREMTE" , HEIFFERKAMRMNEAENACEE BN, BBARH, Al QE)IERIRIRUHH
R EERVBIETFR.

[01:10:02] Elena Verna

English:



Because even before joining Lovable, when | kept seeing Al, I'm like, "My gosh, I'm so tired of seeing Al
everywhere. Is it really changing the world? Is it really changing the way people work?" And | was at
Dropbox before, and yeah, we would use Al here and there and | would use ChatGPT. I've never used Al
there the way | use Al at Lovable and the things that I'm capable of accomplishing at Lovable, and | don't
know if | ever would've made that leap so fast unless | joined Lovable.

FROCERIR:

EFBMEIEMAN Lovable Z /i, HEAMEE AN, BB “KW, RRETIVRED AL, EEMNTERTHE
RG? eENERTZTAMNBVIESRIE? 7 FKLLEITE Dropbox, 8, EIT=EBTRER A, =K
ChatGPT, {B7EBRE, FMKMTE Lovable X#ER Al, tBMKMETE Lovable XIFRETEMX 4 ZE B, NRF
EMAT Lovable, HEAMEEHCRTHEXARTEMX B,

[01:10:47] Elena Verna
English:

Now, | don't think Al is replacing everybody's job, so please don't look at it as that cliche saying. | actually
often call Al as average intelligence that helps me get the platform up. And then | add my human thinking
and my human creativity on top of it to get it to the next level. But at least | can get this base level done
with Al really freaking quickly.

AR ERIE:

WE, HRIAA A SBAETANIE, FRLEAEZBREEFRMIREGE. HEMREEER AN T8
A€ (Average Intelligence) , EERERIET G, ARREHLMAENNABENALLEH, BEHEAE
T—1kF, BED, FEILFIA Al FFE R TTREME R TE,

[01:11:11] Elena Verna
English:

So from that perspective, | think if you want to leapfrog on what it means to be Al native employee and
how to use all of these Al tools, you should go to Al company. But if you know that your superpower is in
more structure and more definition and a really high specialty of things, because in Al companies, they're
all fairly small, so you'll have to generalize quite a bit and have a lot of ownership, all of areas that you
usually maybe not have ownership over, then you shouldn't join it, because Al companies will evolve to
be more stable too.

FROCENIR:

FRUMEANEEFRE, NRFBERN AIRERT” URIMNEERAXE Al TRESESNEBNLE, REZiZ
A A RF], BMRMABMRNERNETESHNEML. BESHNEXRESHEIA, IBAIRETEERIZIMN.
ENTE A AT, MREBEEHR), MOTRZEANIE, BERERNAENEIR, ARRSMFHETER
ATMTIE. HA, Al AERABIETRFEMRE.

[01:12:00] Lenny Rachitsky
English:

Yeah. My sense is if you want work-life balance, don't join one of these companies, because that's just not
the way they work.

FROCENIR:



M. BIRGE, NRFBEIESLEENTS (Work-life balance) , MABMARLERT, HARFEE
ME9EER o

[01:12:07] Elena Verna
English:

I don't know if I'd go that far. | mean, | have family, | have two kids. | feel like | have a very good work-life
balance, but | put in boundaries for myself. | know when | need time off because | know when my brain
starts to overheat, so to speak. But | also know that work is my hobby and it's my passion, and this is the

best work of my life that I'm doing right now. There's no other place that I'd rather be than to be here.
R EIE:

BRANERZAZRGHALY, K2R, HARE, BERIMEATF. HRSHRERFNIEEETE, BN
BEIRET RR. HAEMFHAMRFERS, BARMERNAMAIAREFE IR . EREMETERE
KRS, BHEBBAE, RAFELEEHR—EPRFNIF. FRTXE, T L EFERE.

[01:12:33] Elena Verna
English:

So | think that you just need to be more careful about setting your own boundaries that you know you
need. But | mean, let's face it, | don't think anybody has work-life balance, regardless of a company that
they work at, even at Google or Microsoft or any of the others. | think everybody's freaking out and
running as fast as they can, it's just they're running it in different structures.

FRCERIR:

FRUAFGIANRRAFEEZ BT EMRFENRIR. ERNERRE, BHRKE, RRANERABEREENIE
EETE, TIRMIEMRABIIE, BMERTE Google. MIEEMEMAE, KREFEMAMETER, #E
prengEie, RERFHRNEMREME.,

[01:12:58] Lenny Rachitsky
English:

I'm really glad you said that and corrected me there, that it is possible to work at a company, one of, if not
the fastest-growing company in history and actually have work-life balance to get sleep, to spend time
with your kids and family.

FRCERIR:

HERSHMEXARHUET H. E—RALLERER (HHERZ—) BABIE, LR LEEIERBEIE
FIETER—RERED, BEEREREEFRIR A

[01:13:11] Elena Verna
English:

You just have to protect it ruthlessly, but you also need to be realistic with how much is expected out of
you, and you need to feel confident that you'll be able to deliver it. And by the way, you won't be able to
deliver it unless you use Al in many aspects of your work life. So that's the piece that helps you actually



get to hit those expectations of outcomes that you need to do and the velocity. But I'm very protective of
my personal time with kids. Why did | have children if I'm not going to spend time with them? So those
are part of the non-negotiables that | bring along with me in every single work.

AR ERIE:

REREBHRIFE, EMUEFERL T ANROIEE, HEFREFEEEOERBRAMR. MER—
A, BRAREIEENTSHEMER Al, BURTATHR . Al BEREBIRAZITUHAN = HAERE. BRIFEER
PREZFHOLARE, MRFFTERNEREZT, RAFTABRERFR? FTUXERRES—HILIEHE
HESUH “FRIRHI o

[01:13:59] Elena Verna
English:

So first of all, I would not think about it as a work-life balance. There's no such thing as balance. So
balance feels like, "Oh, | have enough time for everything." | don't have enough time for anything, but |
prioritize my family in some moments, | prioritize work in other moments, and | don't try to balance the
two. | go where I'm needed and where | go, and | feel like I'm not going to regret the choices that I'm
making today. So I'm constantly trying to put myself in the future and say, "Will | resent myself if | make
this choice right now?" And if the answer is yes, | don't make that choice.

AR ERIE:

B, RARBEEF “THEEETE . RELBETEXEE. FELANREZ: 18, HERBHEIE
WAESE.” REXLERBHNNEMEMSE, ERIERENZIMAETERE, ER—ENZREZEIE,
BRAZHBEEFERE. RHREFERRMTT, HRSRAZEIESRATHBNER. FAUEAHERIEES
BERRK, BES: “ORBIMEBXNERE, KRRRZLRACT? " NREXZZEEN, HMAMIE
o

[01:14:43] Elena Verna
English:

So | think that just making in the moment, in every day, when sometimes in-the-hour decisions, to me,
works better than trying to balance something that is completely unachievable and it feels overwhelming
to even think about. But | prioritize this in my sleep, my health, my workout schedule, my kids, my family,
my husband, and just my downtime because | know that I'm most creative once | have separation from
work, because then | come in with all cylinders firing and | have so many more ideas about it. So to me,
it's actually part of doing my best work is to take time off.

AR ERIE:

FRUFRINA, BEST, A8 —X. BEES—/NHRE, WHERRLREETFE—LExeTELN,. EER
ERMILABRTNEREAN. HRMAZEER. @#FE. 5. &F. KE. 3£k, URENAKEH
B HAKRNE, —BXRS5IHEDE, BABRELIENN. JRKERE, Rk NH2HF, SEESHE L
FRUAFSFOSRGE, PRESEFT LR M &iF TR —E8 0.

[01:15:18] Lenny Rachitsky

English:



That is really great advice. | want to touch on what it's like to work at Lovable because it feels like Lovable
is at the cutting edge of what working in product is going to be. So you mentioned a little bit about how
you're always talking to Al, asking questions. Is there any other kind of anecdotes of just how people
operate at Lovable that is really unique or weird or funny or interesting that might be helpful for people to
try in their company?

FROCERIR:

XEZIFEHNEN. HEWHIE Lovable TIFR T ARD, ENRES Lovable & FHRK = m L5 NHIRA]
Ho fRREIT —RXTREZM AI A, 2R, BB KBAHEMXT Lovable BEA BB E—M4FH). &FI1F
B, BENHEERYN, ARMNEMATRESENE?

[01:15:43] Elena Verna
English:

Yeah. | mean, we use Lovable at Lovable a lot. All of our internal tools are built on Lovables. We actually
have our first hackathon on Lovable happening next week, where our entire company is just going to take
full day to vibe code and see what we actually have happen. We prototype everything on Lovable. So our
specs, yeah, we do still have a written spec, but it always accompanied by a lovable prototype that
everybody can interact with and to click around with and provide feedback. And everybody bunches in

and also does some edits if they have any better ideas.

R EIE:

=M. R, FK{7E Lovable AEFAEE M Lovable, HITFMBENAE TEABRZTE Lovable L1EH, bR
£, T TRAMERENE—1HAEL Lovable BE, EATRR—EXMNE#T “RERE , BEEIREMN
2o FATE Lovable EMFRBEMIRE, FrIAFKAIAIMARIHEAE (Specs), RAKNHLEEREAE, EELS
EHIEE— Lovable RE, 8NMAHAURE. fEHFRMRE. IREAEEFHNER, ARPIBHE—
EEHITIESL,

[01:16:16] Elena Verna
English:

So | create mocks on Lovable. So for example, we need to make some pricing changes, or pricing page
changes. | take a screenshot of our pricing page. | go to Lovable as | recreate this pricing page, make these
changes, and then | send that to my engineering team saying, "Hey, this is what | want to happen." And
then they take it from there.

FROCENIR:

FATE Lovable EHIfF Mockup (8E), i, HMNFEMNENHENTEFT—EEL. HIB—KENRT
HEHJE, X Lovable EMfEIEXMIIE, MHENR, ARRAHNIRERR: 18, XMESHBENBR.”
AT

[01:16:37] Elena Verna
English:

And ChatGPT, | use a lot for brainstorming, especially the deep thinking mode. | love it. It takes a long
time, but it's so worth it. Sometimes it has crazy ideas. Sometimes it was like, "Yeah, this is nothing new
to me." So it's not interesting, but it gets me thinking and it gives me a look at the different angles. And |



use Granola a lot, for example, because to me, it's super helpful to get Al summaries of the meetings and
it's very powerful for me. | use Wispr Flow a lot because | feel like | have no time to type anymore. So | just
talk to my phone and talk to my laptop all the time in order to do it.

AR ERIE:

HEFEA ChatGPT #ITKINE, 2 RERERIN. HRENE. BAENREK, BFBERS. GHE
SERENIEE, BNERR: ‘B8, XWNHREZTAHEN.” BAFT—EEHE, BERsIAHENITE,
UEMTEREERE. HELER Granola, FNECREAREMZNE AIFE, MHEKHRIFEER. HBE
W H Wispr Flow, EAREEFLNEFTFT. FAUKREEXNEFNMERMTIERTTM I,

[01:17:33] Elena Verna
English:

But we're even thinking about all of the customer support automations that are done through Al. Every
single aspect of what we do, question is asked, what can Al do here first, and then how we can add
ourselves into the equation. But Lovable for us, having unlimited credits at Lovable is a pretty awesome
perk, | have to say. | sometimes have to pinch myself. I'm like, "I get paid to vibe code." It looks so fun.

FROCENIR:

HNEEEZEAEED Al TRNEFFEDI . HNIENES—15E, HkR—NEE: Al EXEEE
T A? ARFNBEERNMTEECIHARFAHR, BXNFHNKER, £ Lovable AELRIER—1EERE
RfER, HENGHRES—T, BB “REAZIEZRGFRRFE.” XFERXEBT,

[01:18:19] Elena Verna
English:

So for me, especially for product and growth, and even marketing in some capacity, when | have an idea
in my head, it sounds so freaking cool. And sometimes | put it on paper and it's like, "Ah, we need to do
it." And then | go and try to vibe code it, and I'm like, "Oh, | don't see the magic anymore," or | can't
envision it anymore. Or sometimes I'm like, "Yeah. Yeah," and there's more, there's more. So to me, it
actually has helped really complete the ideation process for me quite a bit, because then I actually try to
go and build it, and it breaks down some of the elements of what's important, what's not.

RS ERIE:

FRA R, 32 E" . EKEZEMEE FTNENAE, YBRRFEE—MEEN, BIREXRESE
T. BRFIBESESRL, 515 W, FIMBTHXD.” AEREZXF[ERE, ERLW: MR, REX
TEBPHEHT,” HERTEZBBRET. AEERESHE: ‘W, ¥, FEES, TEES.” FFUNE
ki, ELREBBAYRBMTRTHEDRE, AARSERENEE, X27BEWMETEEE, PLER
gE,

[01:19:12] Elena Verna
English:

So to me, it's been great because sometimes we envision things that are so much better than the reality.
And before, until it hands it off to design, designers would do it for us and try to make it awesome versus |
often stop my ideas in tracks super early on without pushing it forward. Versus other times | might've



pushed it for too far too long, even through design queue or even pitching to leadership. And I find that

very powerful because it calibrates me really quickly.
R EIE:

PR BRI X RE, RABNBINRERRALLISEFES, UEl, ERAIKITZE, RITITRATINEX
EHENLEER[FRE; MIE, REFRIFEFHAMNFLERLEATLGREE, FBHEH, MEHMIE,
HABRIE—MREEAF K. XA, EEHANTRITAIISHAASE LR HEAAXEERK, ANEEE
Pz subed iy

[01:19:44] Lenny Rachitsky
English:

Awesome. Okay. Last question. | want to talk about something that you've written about that I think it's a
really important topic, something that we should surface, is you wrote this post called I'm Worried About
Women In Tech. Talk about what you're seeing here, what you're noticing, what you think might be going
in the wrong direction.

FRCERIR:

AET, &a—NEf. FEWHREIN—IRIANEEEENES, — P RITVZZELEERNIER, 5
S—REF (FIBORHRFROLMN). RRMEXBBRRTHA, EFRETHA, URIRIANEBESERE
&7 73

[01:20:07] Elena Verna
English:

There's conflicting data points about how women are keeping up with Al technology and wave, because
there's a bunch of reports that has been done that show massive gap between women adopting Al versus
men adopting Al, which points the story that men are just widening the gap of accessibility for
technology. And whoever's adopting Al right now is getting paid the most, gets the most opportunities. |
mean, we're seeing insane acqui-hires right now, where people are getting paid more for their talent than
for the companies that they've created. And that's a really interesting trend that is occurring, and a lot of
itis fueled on this wave of Al.

AR ERIE:

KT MEWMERR L AIRAKRE, FE—EHEEFENERER. B—R7KREETR, ZEXRAB A SEHERA A
ZEFEEXRER, XNAZMIERT ARARRIENNERE. MBRXRA AINAFKES, IaRk%. HE
B, HMMEBETRIEN “AFKE" (Acqui-hires) , AIEAAEMRSNIRMEZED T HAIISIDNR
8, XE— M EEEENEE, MEPRAK—HIZHXR ARZBHEDR.

[01:20:47] Elena Verna
English:

And women are not really present there. If you can think about one million-dollar acqui-hire that has
been in the news that is a woman, | can't think of one. If you look at Al companies and their CEOs, most of
it is men. If you look at the company's composition in Al companies, it's mostly men. To me, this really
came to the head of when | came to Lovable, and I'm like, "It's pink, it's purple brand. It's a heart. It's
lovable." I'm like, "I'm sure this is where it's 50/50 men versus a woman." And although we don't collect



this information, but just through third-party autofill, we saw it's like 20% at most. And I'm like, "What is
happening? Not again. Why is this, again, not being adopted by a woman?"

AR ERIE:

MEEEERHRER, WRIMERE—NMEHERHIA. MMEBLETATRBERNLZE, F— B8
RE, WMRIRE Al REIKRHE CEO, AHBORH M. WNRIRE Al REINRZ TR, ABOHESM. WK
W, ZIKE Lovable By, XFMRIER TE, HE: “X2—MHE. KEN@E, §—1E0, M
Lovable,” 8. “HEABEXEMBLLLHIZ 50/50," BEARARNTFAWEXLERES, BBEIE=FEMERTT
B, A LHELHRSZRE 20%, FH8: “BRETHA? XKT. ITAREX—RERBXIURA? ”

[01:21:35] Elena Verna
English:

And obviously | don't know all of the answers. | think that this is early on that we can shortcut it. And by
the way, | also don't want to put this as a indication that men are to blame because | think men are doing
wonderful job really spearheading the horizons and showing us what's possible and leading the charge.
I'm just afraid that so many women are stuck in that latent majority that is just not catching up. And my
worry is that it's going to affect the hireable talent. It's going to step us back again in the composition of
the workplace, of the diversity.

AR ERIE:

EABRTNERENESR. RUNRMEELTER, BNTUERERBRE, IRER—, ZEFEEX)TE
FTEM, BAFTAASHEFRAE. BRAUEENFEAIETEBSERLHE. RRZRBORSLEREE
THRANTARESN “BEARZH F. ZPERNE, XIFXMAIRMHIATE, iLINBERSHMRNZEE
BREIR,

[01:22:50] Lenny Rachitsky
English:

Yeah. The thing that struck with me from your post is there has been a lot of progress being made in the
last decade, and now Al is just kind of turning it all back, turning it all around.

RSz ERIE:
=20, MMEFERMEHFEN—AE: SETEBRIETEA#HS, MIE A INFEELL—ER,

[01:23:00] Elena Verna
English:

Hopefully not. | think that we're early on enough that we can bridge the gap. | think sometimes women
just need space and ability to discover it, and that's what we're doing at Lovable. We have this initiative,
SheBuilds, where we create a hackathon for women only and we give them unlimited access to Lovable
for 48 hours, and they come together as a community and they build together. And there's beautiful
things that start to come out of it, which I've never anticipated before.

AR ERIE:

RERR, BIANAFRNELRT R, LRI NER, RUNENZERIFTETEANARENEES, XE
A7 Lovable FrfiRY, FBE—1R7 SheBuilds BIEIN, FANFBMIURLZESIABRE, Jdti]H=1( 48



/NBFHY Lovable EFRIGEIMNR, s IEA—MIXBEFE—EHEWE. KPFET LI LETMRTIFZIRY
EIFE.

[01:23:31] Elena Verna
English:

But so many women in that hackathon for us build help with their elderly parents or with their kids or
with the household or for their church group or for the kids' basketball team solutions, which have hyper-
local, hyper-relevant, very needed for what they need in their life and something that was never been
able to build before because of how expensive software was, because it would never going to become
potentially a hundred-million-dollar companies, but it also doesn't need to be anymore. So | just want to
bring women to build more and vibe code more so we can have more diversity in software that is even
created because | think that we all have a unique take on what problems that we can solve, and | want
everybody's voices to be heard.

AR ERIE:

ERZRERT, REQUEWBTENFERXE. &F. RS BIFAGRHZFERANBREG R, XEHE
BEBAME. BAXYE, BMfEEPIEEFTEN, MUABETFREFLKRE, XERAMRRREEZLRE,
ERENREXERERANME—ZETNRR, BIRE, ENIFBRERARRABLEFT. AUKRREILL
YEESMESE5NE, ESME5RERE, XERNEENNREMEEESHNZHE. FARINARINH
D RBEEE ARG NEE, REEES D ANESHERTEL

[01:24:17] Lenny Rachitsky
English:

I'll give the URL for SheBuilds. | pulled it up while you're talking, shebuilds.lovable.app. It's fully vibe
coded on Lovable. That's so cool. Minimal Lovable product. There it is. So when is this happening? Is this

December 15th, 18th? Oh, yeah, it's coming up.

AR ERIE:

FRIRMHE—TF SheBuilds BIMHE, FRIFIERFKZET —T: shebuilds.lovable.app. ER5EE7E Lovable L5 E
RIEHREY, XEET . B/ N\AIBTMm, MR, BBaft4artizzi7? 2128 15 0% 18 HIZ? M, 29, HRE
To

[01:24:33] Elena Verna
English:

Yeah, we're running it constantly. So our next cohort starts December 15th, but we're going to have more.
We're planning a massive one on International Women's Day. So that's the one that if you can, come join

us.

AR ERIE:

=, BAT—EEED. BNV T—HM 12 8 15 BFE, BZEESEES, HNEHEREREALTHED
—IAMER, MRATUBE, WD

[01:24:48] Lenny Rachitsky



English:

Awesome. And we'll link to that post if people want to get a deeper perspective, what you're saying.
Elena, is there anything else that you wanted to share? Is there anything else you want to remind people

of before we get to your one-question lightning round?
R EIE:

KIET o MMRAREARNT BBRHUR, FIZMLRREMEFHEE, Elena, EHNBRBABILZET, (RiE
Bt AN EHREARNG?

[01:25:38] Elena Verna
English:

| guess the only other thing that | will share is for Al companies when it comes to hiring. It's really
interesting, also, kind of the shift in the type of personas that end up being hired that | see. For me, at
least it's quite different compared to anywhere that | worked before. And that is, there's this narrative
going in the market always that new hires, sorry, new grads have no jobs in the market left because all of
the entry-level jobs are automated. | actually think that's quite false, because new grads, especially Al-
native new grads... So it's very important for kids that are entering into the, | shouldn't say kids, young
adults that are entering into the workforce that they really know Al.

FROCERIR:

BEEE—BIENHMEBZEXT Al 28HNBE, REINRERNAZTER (Personas) MWELIFEHR
B, MR, XELDSHEUFTIEINEESEHARER. T L—BEE—ME: fRI, 8, BN
REENE, EHHLEELREIET, BAMBHIANIRIESHBHEENNT . HEMFLIANXZEIRZN, AR
RifEE, 132 “AlRE” HREE - FIUFHERNRINERA EFZHEZT, =FERA) K, HIE
THRA BIEEEEN,

[01:26:43] Elena Verna
English:

We have multiple new graduates at Lovable that are working, and | learned so much from them. And you
need to obviously have the right atmosphere where people with experience, like a old guard like me, that
can look at the new guard and really hear them and see them and really change the way that | operate
based on how they do things. So make sure that you bring some of that fresh talent that doesn't
understand any of the baggage that we came from and that can really look at the future in technology
and what can unlock from a completely new lens.

FROCENIR:

£ Lovable, FMMBJUIEELIFENNEREIE, IMENS EZETRZ. B2A, MEE—MEBNRE,
ILGRXFELEN “EDE" EBNR “MIE" , HEEMAMI). MEMN], HRERIBESNE
KRR FRLL, WRIFSIN-ELRERNZIMHEBMBFTEANT, HIEEEMA—T2HABER
BRARBIRFK AR AT LAAE BRI 2R Ao

[01:27:32] Elena Verna

English:



And then it's also interesting that there's a really high demand for ex-founders now, for those people that
truly have a lot of agency and high autonomy. So instead of just having people that have been working in
the corporate world, the failed startup founders are now hot demand for a lot of these Al companies. So
these personas that we traditionally would not prioritize in companies to hire are now becoming the
hottest commodity and the highest-going talent, which | think is fascinating and is the wonderful thing
that is changing how the culture inside operates.

FROCERIR:

te5h, BEEZ, WAEXN “FieleA” NEXREERS, RAXEAREREGRENEDENSENE TS,
B, SERBBEFRIATHEINA, BERXMHENRE] IS ABER TIFS Al RERHEF . XEF(]
R LA MAEREANATES, BEERNSZXFAIANERNRSHEOAT . FIAAXBREA, B2
B AEB X WEFARIEY 2%,

[01:28:09] Lenny Rachitsky
English:

That is really interesting and really empowering, just this idea that if you need grad, there's hope. You're
not going to be out of a job. And you might have an advantage. Yeah.

FRSCERIF:
XAEFEEE, HIEEMEE, XMEKINBERINTEE: FFRaKkl, MBIRATEERBEMRE,

[01:28:18] Elena Verna
English:

You have to lead with that. That's the thing. You have to lead with the things that you are capable of
achieving, knowing what you have with Al, because that is a lot of people. Especially in traditional tech or
in more traditional companies, they're looking for somebody to show them because it's really hard to

figure it out on your own versus coming in and seeing and then copying.
R EE:

RGBT A TR XMBXFE (RUTRTRERE Al NIER TEBEIMIRR, BARZA, FiEE%
SRR ERRNATR, MIEEIHERENERINA, HARBCERRRE, MERMRABERBUE

213%.

[01:28:37] Lenny Rachitsky
English:

Well, Elena, with that, we've reached our very exciting lightning round. Because it's your fourth time, I'm
not going to ask you all the questions | always ask you. So I'm just going to ask you one question. So
Lovable is based in Stockholm, Sweden. I'm curious, just what's something you love about Stockholm
that you weren't expecting? Is there a food, a restaurant? | don't know, something.

AR ERIE:

47, Elena, EWFMNBNTIFESANKENALLR, HAXZIRBEREK, HAZRAIPLEREZRIREYR
Ao FRMER—NELE: Lovable S &I Finliii{Be/RE. HRiFE, HESFREREAALMEEREHE
EBRTE? EMEY? —KBT? &4



[01:28:55] Elena Verna
English:

Well, you always have to say Swedish meatballs. | mean, I've never liked meatballs before, and now it's so
good here. It's so good. So every time, one of my meals here throughout the day involves it. But | actually
really love their... | don't know, they just taste different and they're... And they smell like the Ikea. It's not
like the Ikea Swedish meatballs.

FRCERIR:

B, MEESRKER . K2R, FHUMMAERAN, EXENRAKRFIZT. EBXET . FAUKREX
AXESE—RIEIE. ERENRERCEN - FANE, ENZERMEFR—F. MECNEERE
HR (Ikea), EBRZAFHEREZIFER AL,

[01:29:19] Elena Verna
English:

Well, | have been to Ikea here, because that is a Swedish company too. It reminded me of in-person
Amazon. It was absolutely incredible. Ikea here is next level. But food, Swedish meatballs for sure.
Honestly, how clean the city is, it's kind of incredible. The architecture, everything is so built out. It's
picture perfect like it's on a card. | don't know. It's different compared to most of the large cities that I've
been at that are little bit more worn down.

FROCENIR:

BHEEIXENER, AABEE—RIFHLQE], BULHBET “ATROTESH” , BXNFAARN, XE
MEXEZ— MR, BRERY), SEEERERN. HAY, XEHEHHNTREESAEUERS, #
W, —IEMRFRF. EMEBRER—HFRE. HANEZEATE, SHAIRIBLERZKIBRIAHTE
b, XEIFERE,

[01:29:49] Lenny Rachitsky

English:

So fun. Makes me want to visit and get some meatballs.
R EE:

XEERT, URBBESU—T, IREZSEL.

[01:29:54] Elena Verna

English:

Yeah, and visit during the summer. Otherwise, the daylight here is really tight during the winter.
FREiE:

B, BREXE. &, XENLRREGEER.

[01:30:06] Lenny Rachitsky



English:

Okay. Good tip. Okay. Two final questions. Where can folks find you online if they want to reach out,
maybe learn more? And how can listeners be useful to you?

AR ERIE:

§FEY, WEW. &EMNAE: MRARBEKAKMATRES, AIUEMEREIR? RINIENMEMRTAE
B?

[01:30:06] Elena Verna
English:

Yes. Please find me online on LinkedIn. Please feel free to follow me. Always engage on my post if you
want to engage with me because that's the place that | always talk to people. | have my newsletter as well
that baby steps compared to what Lenny has, but it's elenaverna.com. That's where | post most of my
findings that | experience at my work. So if you want to continue seeing how my thinking evolves or the
patterns that | notice, that's where to find me.

AR ERIE:

§¥89, I57E Linkedin 3T, JBKRFET. MRIFEMILIIN, BHERERNEF TR, BABRREES
AREHMSE, KBLEBIHREBH (Newsletter) , BALLE Lenny WERZBRIME, Wit2
elenaverna.com, EIHRM ILIERNEAIMHAITELENMTS . FRAIUINRIMESSE TRV BERTHIEIRIR
B3V, FILATEAREHEIF.

[01:30:35] Elena Verna
English:

And how to be useful to me? Really pressure test my thinking because so many things are changing right
now. I'm honestly not even sure myself of what is a pattern versus what is just a data point. So I'd love to
just engage in as many conversations as possible and hear your opinions because that will help us as an
industry just understand what is actually happening and makes more sense out of this whole thing.

FROCENIR:
ETMAAERT? BRISMLAFKOIEE, BAMEIEHERL. BER, HECHFREFLARSBEL,
7

FLARBRE—HIER. FIUKRRAESSRARZHMNIE, WIRRIINER, BRAEERNIENMTIIER
ARRET 4, FIRX—EREEEX.

[01:30:59] Lenny Rachitsky
English:

I'm just going to double click on your newsletter. Definitely subscribe to it. It's incredibly good. Everything
we've talked about here, Elena has written about in her newsletter in large part and goes even deeper. It's
just elenaverna.com. If you're reading this on your podcast app or YouTube, you could just look at her
name and just type it .com and you'll find it, and subscribe and you'll be really happy. Elena, thank you so
much for being here. This was amazing, everything | wanted it to be. Thank you for sharing. | know you

have a lot of work to do, so | appreciate you making time for this and for joining us.

AR ERIE:



KREBREFMHUNEEN. —EEITHE, ENIEEE, RISKRKXEN—], Elena BAZE _LEEMAY
Newsletter E5id, MBEGEER. MitFHE elenaverna.com. INRIREEEZNAD YouTube EEXA,
BEIFE MR Z F 0 .com FLEEKEl, ITHE, MREBRAUIR. Elena, FFERGHTREER, XXET, T2IKE
TERBOTE SRS R, BREEMRERZTIERM, IFE BRI ESMEIINTE.

[01:31:26] Elena Verna

English:

Thank you for having me. Really appreciate you.
FRCEIE:

A RRIETR. AFE R,

[01:31:29] Lenny Rachitsky
English:

Bye, everyone. Thank you so much for listening. If you found this valuable, you can subscribe to the show
on Apple Podcasts, Spotify, or your favorite podcast app. Also, please consider giving us a rating or
leaving a review as that really helps other listeners find the podcast. You can find all past episodes or
learn more about the show at lennyspodcast.com. See you in the next episode.

FRZERIE:

B, &, FERZHOR. MRIRHEFABEMNE, JLUIE Apple Podcasts. Spotify SRERAIER N L
TTHAAT B, o, BEERABRIMTIHE TITIL, XERAMBEEMIARLMXMER. RETLUE
lennyspodcast.com X EIFIEFEATER THREZER. THTER,



