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This bilingual document captures the key insights from Lenny’ s Podcast featuring Gina Gotthilf, former
VP of Growth at Duolingo.

[00:00:00] Gina Gotthilf: The Power of Communication and Brand Voice
English:

Communication is constantly underrated. And communication isn't about being able to convey a
message, it's about being able to convey a message in a way that the listener receives it, and understands
it, and remembers it. And that's really hard to do. One of the things I've helped employ at Duolingo that |
think is still there today... is a unique voice. And what that means is not just another language learning
app where we give you instructions and you follow directions. There is always a quirk, like it's
unexpected. The way we talk to you is a little bit funny. It doesn't take ourselves too seriously and it
makes the person receiving this message feel something. Again, it's about how you make people feel. And
you feel like either you giggle, or you're like, wait what? They just did what? And using that to your
benefit.

FRCERIR:

AENNE—BERRGET . BEFFRAREEER, MEBEEU—ILITEEBEK. EEHICENTRE
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F? 7 FAXMERER KA IRETE KARSS.

[00:00:48] Lenny: Introduction to Gina’ s Career and the "A-side/B-side" Concept
English:

Today my guest is Gina Gotthilf. Gina is most known for leading growth and marketing at Duolingo,
helping take them from 3 million to over 200 million users, primarily through organic and non-paid
growth channels... Currently, she's the co-founder and COO of Latitude, which is a company dedicated to
helping build the next generation of iconic tech startups in Latin America. In our wide-ranging
conversation, Gina shares a ton of new insights and tactics on how Duolingo grew early on... We also talk
about how every life and career has an A-side and a B-side. Also, why PR and brand are way
underappreciated by most startups.

FROCERIR:
SRBEER Gina Gotthilfo Gina REZRHMIMZ —RAS T ZRERIERMEHETLIE, EEBHEHABFREM 300
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REXTZBERIE RO DFEMREE, BNNENET I AP ANEZMRWEE AR~ M “BE™ , X
RATARZENE AR ERE T 22X (PR) MBEHHE,

[00:07:09] Gina Gotthilf: The "A-side" vs. "B-side" of Success
English:

We are very encouraged in our lives, especially professionally, to talk about our A-sides all the time.
Because that's what impresses people, that's what opens doors... It means that a lot of what you hear in
podcasts and on stage ends up being the "Instagramable" version of someone, or a company... It's just
the highlights. When | talk about my A-side, it's very impressive. | met President Obama, | worked on the
Mike Bloomberg presidential campaign. | helped Duolingo scale from three to 200 million users... But
between all of those highlights, there were so many B-moments that get shoved under the rug because
it's just easier for me and it's more impressive for others. But | really like to highlight those. Because |
think that most of us have a lot of B-moments every day... and it's easy to think that things aren't just not
going to work out for us because we're in one of those B-moments.

AR ERIE:

FEER, LERERG L, RIEZEREMHERTECH AR . ANBRBILANRRLUNERAE, 2880
., XEREMRERTHES LIFFNREAE, REBRTENATEXKQBN KR (Instagramable
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MNMAZHBABR. BAHMILEHRS BENZ, MREKNFMCE(IEFREINBE, MREZIUNNECEE
R

[00:10:37] Gina Gotthilf: Vulnerability and the "B-side" Reality
English:

| applied to schools. I didn't get into any Ivy League... When | got to college, | actually ended up dropping
out because | got so depressed... Ironically, | dropped out of Reed College, which is the same college that
Steve Jobs dropped out of. So | was just destined for greatness. | knew it at that moment... No, | was
miserable. | thought there was no path forward. And when | finally went back and graduated, the college
counselor looked at my curriculum and said, "What have you even done with your life? There's nothing to
show for." ... | applied to a hundred companies. | didn't hear back from most of them. I finally got an
internship... and they forgot to apply for my visa on time, so | lost my visa and had to go back to Brazil.

FRCERIR:

HYRBRBFER, —FIEERELE L. LAFRE, RRATENIIERLRTE T, NRHNE, HAMERF
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[00:18:45] Gina Gotthilf: Growth Lessons from the Bloomberg Campaign

English:



Once you click on an ad, you land somewhere. And then whatever happens there is super important.
Because if people then take the action you want them to take on that landing page, or don't, is definitive.
But everyone spends all of their effort and money on the ads. And | think that this is true of almost
everything. We forget to think about the step-by-step in growth... If you're able to 2X the effectiveness of a
landing page, you are able to actually, in a compounded way, increase the effectiveness of that first ad. |
spent a lot of time going rogue and figuring out how to make landing pages... There was one day where |
brought one page from 3% to 12% conversion rate with statistical significance.

AR ERIE:

—BMRRET S, MHSREINENTH. FIMTEALRAEN—HEXEE, RAARSEZRMR

(Landing Page) _LREX(RFNEARYITE, EEREMEN, BEMABEENMESHREE SEM L. KOG
NLEFRBESEHENAL, BINSTRBERKFINE—FTAT. NRMEFEHITNKEIEEME, MHMEEUE
WA RIREIAT SHNE, REANETRZHNE “FREEHE , SANEREeEs. §—X, &
— N UENELEM 3% RS T 12%, HEEAITF LREER (Statistical significance) .

[00:20:44] Gina Gotthilf: Landing Page Optimization Tactics
English:

The first one is making it mobile-optimized. People who are working, are working on their computers...
We forget that most people are looking at pages on our phones. First, the core copy, the message and
button need to be above the fold. The second thing... is people skim. You can write all of this beautiful
messaging... but if people are not going to read it, it doesn't matter. So you have to approach a landing
page with that perspective... what makes something particularly skimmable is first restricting copy a lot.
And even copy that seems short is probably not short enough. Having the title and the button speak to
each other is really cool. Because if people only read the title and the button, they got it.

FRSCERIE:
F—mEEoRERt. TENMABERER, BRINESTAZSHEFRZAFIEREN. B, ZOXE.
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UBHIEBMENXT, BMRAFE, BMELEE X FAURSAHEEXMAAHERTEMIT. BiLRAE
TN, BABREREXSE, EEERELRET, AREFBIE, IMEMNEHENANSEETNIFSE
5, ENMRARRFRENET, tiltbERaRFTARR.



