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X2—1H%F {Lenny's Podcast) ZE Jen Abel IHi%ABHISTEEINIE M BE Y,

[00:00:00] Jen Abel
English:

You need to vision cast, you need to sell to a gap, don't sell to a problem. When you're selling to a leader,
you need to be selling an opportunity. The market doesn't want to be sold to, they want to buy.

AR ERIE:

fREEMEER (vision cast), IREEFX “EE” #HITHE, MARHX “R&E” . HIREATEHEN,
RENNIZE— M=, THHFBEENE, WIEENEENWE,

[00:00:12] Lenny Rachitsky

English:

Most founders would rather get 10, 10K deals than lose nine and get one 100K deal.

R EE:

REHEIEATREER 10 1 1 HETHNE, BFRREEINRFRATET— 10 AETHIKRE,

[00:00:17] Jen Abel
English:

In the very early days, people will discount till the cows come home because they think that's the way to
get a deal done. The best clients are not going to do that to you. If they're sitting there nickel-and-diming
you, they're not fully bought in on what you're selling them.

FRCERIR:

EENLAIHE, AT THITH, RAMINREEBE2ERRZNHE—EE. ERIFNEFFIXERR.
SNRMAIFERR) L Fritie, RBRMIHRE T2 IN A REL MR MHE.

[00:00:31] Lenny Rachitsky
English:

It might be giving you a false sense of success and product market fit.

FRsCERE
XA RERLAIR— TP EERBVBINE, ILIRRUABERE T =mmiaRas (PMF),



[00:00:34] Jen Abel
English:

As soon as you become a comparison, as soon as you become one of three that they're testing out, you've
already sort of lost. It's all about differentiation. Here's what you will be able to do tomorrow because of
how we're going to serve you today.

AR ERIE:

—BREARIEBRINSR, —BIREAMITIRN=NEEARZ—, FME&R T —F. HENZOETE
o RRIZEIFEF: RARKNSRBIMRSS, REARFEESSIL AR CE.

[00:00:48] Lenny Rachitsky

English:

Something else that you talk about is that enterprise sales is very creative.
R EE:

MRINS—4ERE, KEFHE (Enterprise Sales) EIFE BB EIEMHRT,

[00:00:52] Jen Abel
English:

It's more of an art. It's all about deal crafting. It is a relationship you're building with someone. If they
know they can call on you, people will turn over rocks for you. | have a client at a Fortune 10 company
where | was like, "It's so important we get the deal done this year. Is that possible?" And she's like, "It's a
tall order, but if it's going to help you, let's do it." These are how enterprise deals gets done. It's
relationships.

FROCERIR:

XERR—IIER, MOWVETFRBMIEIT (deal crafting) e MRBRES ABIXR. NREFEHE M1 LK
AR, WIS ARARRLM. ZBE—TUE 10 BATNEF, ZIANMR: “SEARXERZHENIFE
BE, ArREE? ” whEFgR: “XESRRE, BMRXEFLZR, BHENMEE" KREFXZMEXFIX
FRY, FEREX R

[00:01:15] Lenny Rachitsky

English:

What's kind of like the state of the art on go-to-market outbound tooling?

R EE:

BRIEmnAHE (GTM) NERMME (Outbound) THRAE, mANABNRAZRMARER?

[00:01:18] Jen Abel

English:



| don't use a tool. The thing about Al tools is they're all pulling from the same databases. | want to email
someone not in the database that's getting hit by a million folks. | want to take a back door in, not the
front door where everyone else is trick or treating.

AR ERIE:

HAERATIR, Al TENRFEETENSRTRABERNESIEE. BRLAREREREER. &R T LA AR
MHIANR BB, BAER], MAREBNIEASESRLZTITE—IFHERKIEF B I8E

[00:01:33] Lenny Rachitsky
English:

Today, my guest is Jen Abel, co-founder of JJELLYFISH where she and her team help early stage founders
learn how to sell and now GM of Enterprise at State Affairs. If you want to become better at selling your
product, this episode is going to blow your mind and make you so much better in every way. This is the
second time Jen's been on the podcast. Our first conversation was focused around getting from zero to 1
million ARR, essentially founder led sales.

(00:01:59):

This conversation is part two going from around one million in ARR to around 10 million. This is the most
tactical and in the weeds discussion you will find anywhere for free on how to actually become more
effective at selling to enterprises. I'm so excited for you to listen to this conversation. If you enjoy this
podcast, don't forget to subscribe and followed in your favorite podcasting app or YouTube, it helps
tremendously.

(00:02:22):

And if you become an annual subscriber of my newsletter, you get 17 incredible products for free for an
entire year, including Devin, Lovable, Replit, Bolt, n8n, Linear, Superhuman, Descript, Wispr Flow,
Gamma, Perplexity, Warp, Granola, Magic Patterns, Raycast, ChatPRD and Mobbin. Head on over to
lennysnewsletter.com and click Product Pass. With that, | bring you Jen Abel after a short word from our
Sponsors.

FRCERIR:

SRHEER Jen Abel, ##=Z JIELLYFISH BIBEXSEIIE A, TEARRMMENTEBIRHCIBAZIMERE; 1t
HTEBZ State Affairs IAZ A B EEIE, MRMFBIRESTmHEERT], X—ESILRAFRSE, ILFERS
HHZFER. XE Jen FRKENIEE, BB RNEEPEMAM 0] 100 57T ARR (FELFEHE
WN), BRI AREIBIHE.

(00:01:59):
XRFEEE &5, 1AM 100 55T ARR 18K E] 1000 HETT. XE(RIEERM A EBRERZEITEIH.

XTFNMEREREEVHENRASARE. FRNATRINE, BIFBHFIRITEITRAMNIE, WRIRENR
XMER, SIS TEEANEENAD YouTube EITHRIZE, ZXAHENEEBIRA,

(00:02:22):
MR ABRNEBEANFEITHE, MERERXS 17T RAABNN~m—FFERAN, &1F Devin,
Lovable, Replit, Bolt, n8n, Linear, Superhuman, Descript, Wispr Flow, Gamma, Perplexity, Warp, Granola,

Magic Patterns, Raycast, ChatPRD #1 Mobbin, &A1) lennysnewsletter.com H 2 Product Pass, TEIf5E
REIENERENAE, FITEIEEH Jen Abel,



[00:02:47] Lenny Rachitsky (Sponsor: WorkOS)
English:

Here's a puzzle for you. What do OpenAl, Cursor, Perplexity, Vercel, Platt, and hundreds of other winning
companies have in common? The answer is they're all powered by today's sponsor, WorkOS. If you're
building software for enterprises, you've probably felt the pain of integrating single sign-on, SKIM, RBAC,
audit logs and other features required by big customers. WorkOS turns those deal blockers into drop-in
APIs with a modern developer platform built specifically for B2B SaaS.

(00:03:16):

Whether you're a seed-stage startup trying to land your first enterprise customer or a unicorn expanding
globally, WorkOS is the fastest path to becoming enterprise-ready and unlocking growth. They're
essentially Stripe for enterprise features. Visit workos.com to get started or just hit up their Slack support
where they have real engineers in there who answer your questions superfast. WorkOS allows you to
build like the best with delightful APIs, comprehensive docs, and a smooth developer experience. Go to
Workos.com to make your app enterprise ready today.

FROCERIR:

AIRE—MNE, OpenAl. Cursor. Perplexity. Vercel. Platt URHBAREMEINATDEFALAERR? &
2. iEHBESXRITEEIE Work0S 1Rt 1, MRMREEABLFLRMEG, MOERSIERBERER
(SS0). SCIM. ETFmamifnizs] (RBAC). HitHEURATF ERMEMINGEAEE. Work0S XL
R ZPRRSERL T EMERIAR API, ER— 1% B2B SaaS EZMMAFLFS.

(00:03:16):

TRBXEETE - EUEFHFHFRCIAE, RRIEFEDIKY KIIRAE, WorkOS #ZitfRE&E
AWERBEN A BRI KHRREBIZ. AR LEZEIRINGER “Stripe” o 517 workos.com FIaEER, HE
BERBERAMANN Slack 25, BEHEHEIENTENS CGREZIREYEE. Work0S ILIREERINA AT —HF, &
ARITEAT APL FRESEFIRZRF R AR# TR, IZBNAIR Workos.com, iEHREIRZ A& EIREEN.

[00:03:48] Lenny Rachitsky (Sponsor: Lovable)
English:

This episode is brought to you by Lovable. Not only are they the fastest growing company in history, | use
it regularly and | could not recommend it more highly. If you've ever had an idea for an app, but didn't
know where to start, Lovable is for you. Lovable lets you build working apps and websites by simply
chatting with Al. Then you can customize it at automations and deploy it to live domain. It's perfect for
marketers, spinning up tools, product managers, prototyping new ideas and founders launching their
next business.

(00:04:17):

Unlike no-code tools, Lovable isn't about static pages. It builds full apps with real functionality and it's
fast. What used to take weeks, months, or years, you can now do over a weekend. So if you've been sitting
on an idea, now is the time to bring it to life. Get started for free at lovable.dev, that's lovable.dev. Jen,

thank you so much for being here, welcome to the podcast.
FRZERiE:

Z<E[H Lovable #B, IR NERELERKERNAF], RLLEERE, BIUESRF NRFBBEIALRN
AR AHMEITF, Lovable MR AREZER, Lovable it RRFZEIS Al MIRAEMZAIIZITHN A



MWL, AEMREILLUHITEENX. FNBEEHBERNL LIHEZ, CEEEAEPARRRERZIAE,. =mREA
BREAIRBEUREIB AR F— M S,

(00:04:17):

5XKE (no-code) TARE, Lovable MU EHIEESTHH. SHWENEEBELINENTENAE, mMA
EEWRR. SEFENE. LNBEELENIE, WE—REAXRFEETHK. Frl, MRIF—EE—MEE,
MEMBILERENIZ, 7E lovable.dev 2 F 45, B lovable.dev, Jen, FERRRFREER, MK E|HE
o

[00:04:45] Jen Abel

English:

Lenny, it's starting to feel familiar and | like it.
FEiE:

Lenny, XFRIFETENET, HESWXHHED,

[00:04:48] Lenny Rachitsky
English:

| should have said welcome back to the podcast. So | actually shared on Twitter that you're coming back
and | had so many people ask so many questions. Clearly, there is a lot of confusion and a lot of need for
learning how to get better at the stuff, we're going to talk about sales, enterprise sales to frame the
discussion, our first chat, which we're going to point people to if they want to start there, we focused on
founder-led sales, which is essentially the beginning phases of a startup, kind of going from zero to about
100 million ARR.

(00:05:17):

This discussion is on the next phase, which is going from about a million ARR to about 10 million ARR in
enterprise sales, not like PLG or anything like that. You have a bunch of really strong and counter intuitive
opinions and piece of advice on how to be successful at this. So I'm just going to go through a bunch of
these things. We'll see where it goes. Before we get into the first one, is there anything broadly, | don't
know, is there anything broadly you want to share? Anything you want to say before we dive in?

FROCERIR:

BROZRIODEIRER . FHESLE Twitter ERZTRELERAVER, ERBERZARTRZE—A, BA, AR
WNF MMM XLESEERZAR, LERAKNFEIFEK. HIMTEITLHE, FBEUHEE, ATHIVEE
ME, EMNEFWR MMRAKEMKFG, BINSIRMEREE) EQR0BARDNEE, XEXR EZHE
NEIRIRIIERNER, KRZIZM 0 E 100 57T ARR,

(00:05:17):

XRTEHE F—1EL, BIERWEEEIE (R PLG RN ZE) M 100 37T ARR 1B EI 1000 HETE
Go RN FUREEXNMMEESKIIBRZIEFRIIBAFTEERNIUSANEN,. BEEF—RITXLERS, T
ANBE—MERZH], METABNNEESZE? HETRNRITEREFAEIRN?

[00:05:41] Jen Abel

English:



No, let's dive right in.
FRZERIE:
BH, KiEEFRE,

[00:05:42] Lenny Rachitsky
English:

Okay. Okay, so the first thing that | haven't heard anyone talk about before is this point that you often
make that the mid-market does not exist. People often hear about enterprise companies. There's
obviously SMBs and startups. There's also people just, "Oh, I'm going to go after the mid-market."
Somewhere between. You don't think that's real? Talk about your experience there, what people should

know.

FRSCERIE:

. F—HERHRUFTIMERITARELN, MEMEEIR “Pismis (mid-market) HFAEE" - AIEE
FRIBIW R AT, BREEFR/NEI (SMB) FFEIAE, EBHELARHR: “B, BEEXRH iHHT.” W

BN TFHREZE, (RRANBRERFEN? WRIMAEBAFERIZE, URAINIZT #t4.

[00:06:03] Jen Abel
English:

It's fascinating because if you ask someone to describe the mid-market, actually, if you ask someone to
describe the enterprise, every single person has a different answer. It's either based off of revenue, it's
either based off of market cap, it's based off of employee size, and | think a lot of people can get lost
because selling to a hundred person organization is a radically different game than selling to a thousand
person organization and there's no hybrid approach.

(00:06:35):

So the best way to think about it is you have small business which typically can be really powered by
marketing, and then you have enterprise, which is typically going to be sales led. If you bucket them into
these two very specific silos, it makes it much, much easier to understand what game you're playing.
Now, when we talk about mid-market, | usually will say, "Are we talking about the upper end of small
business or are we talking about the lower end of enterprise?"

(00:07:04):

And most people are usually saying the lower end of enterprise. And | say, "Great, know you're playing
the enterprise game. Know the type of people you need to hire, the type of ACV they need because it
makes it a lot easier than trying to have this middle ground that catches everything that doesn't distinctly
define SMB and enterprise." So | say the mid-market doesn't exist because what is a mid-market hire? It's
either low end enterprise or upper end SMB, and if you bleed those two games you're going to lose.
They're so distinctly different. So that's kind of my theory on it.

FROCERIR:

XRE®, AANRMILEAERFIRTE, HEERELETE, BOANETEHF—1F. EAETIHA,
BARTME, BAETRIME, HIAARZAZRESEL, EAR—ZK 100 ABARHE SH—Z 1000 ABAE
LHERTETANITE, FHFEERERRE.

(00:06:35):



FIUREFNREEANE: MENNE/NEY BEHREHERD), HERATY (BEHHFEEER). WNMRIRIE
EMTANXENEE AR, MERZEMREET AN, WE, SRMECHPEHIHN, HBE
BRE “BIREXSNEUNGSNR, EEAEWVAIERRK?

(00:07:04):

AREBNEBENRARELHRE. HSW: “NEFT, BERANEREEATIHERR Y. THIFE
BRHETAREHA, MIFENACY (FHERNE) 2%, XtRXERI—MEMHNPIHNEERZTS.”
FRARRFIRTH A EE, BATARTIRTIZINER? BEARRKAEWHE, BEARSH/NEIUHE,
RITVEBTXME, Faizk. ENNE&ATR. XMEHHEL,

[00:07:36] Lenny Rachitsky
English:

You have this chart that you shared with me that will link people to where you kind of show the number
of companies within each of these segments and there's basically nobody in this kind of middle segment,
talk about that a bit.

FRCERIR:
RERENEI—KEXR (RFREEE), BRT7TSMOTITRNARNE, B EBIFEMERTAR

Blo WIKX o

[00:07:46] Jen Abel
English:

That's right, and just like the power laws, if you look at the Fortune 1,000 and then the lower end
enterprise from there, it trails off so fast. Power laws totally exist in these large corporations and we can't
be treating everyone the same.

FRCERIR:

B, PMEERE (power laws) —H¢, WIRIFEME 100058, AEEMIETHERKE WS, HETERF
FER AXEAREF, BET2ER, BITFEXNAEAB AR,

[00:08:08] Lenny Rachitsky
English:

This begs the question, where do you suggest companies start? There's obviously startups classically are
just like innovators, move fast, can make quick decisions, enterprises have all the money. Usually the
advice | hear is just don't go after the fancy companies to start because they take a long time. You don't
want to screw it up. What's your advice on where to start for most companies?

FRCERIR:

XS IHT — PR (RRNATMBEFE? B, MIQE@EReIHE, TR, RREMRE; MK
W NRBEFRENZEE, BERAZNENE, NFEAEERIFLEARRBRENQE, RAFBHAK, AR
LIS PN 2 UNSIDI oy Xk A e S

[00:08:30] Jen Abel



English:

The exact opposite. Early adopters are those logos because they have to continue to stay at the number
one spot. So they'll take tons of swings to continue to stay in the ... Staying in the number one spot is the
hardest part. So those number one logos are like if you can give me just a slight bit of alpha, just a tiny bit,
that's where | get promoted, that's where | get the pat on the back because we are the world's leader in
our industry and we cannot be disrupted there.

(00:09:05):

So there's this running joke where not a running joke, there's this running statement where a lot of VCs
will say, "Don't go after tier one logos, go learn down market." Or, "o learn from logos that don't
necessarily carry a lot of weight." The ones that carry all the weight are the ones that are willing to take a
shot and want to help, right? Because they also want to be, they also want to be able to dictate the
roadmap.

(00:09:30):

Now it's the founder's job to decide what can be done and what shouldn't be done, but their voice takes
you a $100,000 deal into a million dollar deal in a very short period of time. It will literally guide you there.
So when someone says, "Hey, go after startups, such as short sales cycle." Yeah, that makes sense. |
totally get that. It's very easy to define the decision maker.

(00:09:54):

It's very easy, you don't have to go through procurement, but in the age of Al where it's all about sucking
the oxygen out of the room and winning the deal and getting your foot in the door as quickly as humanly
possible before someone else tries to take that, you want to get to the enterprise as fast as humanly
possible.

FROCERIR:

ta1aER. BEAMEA BREENFARAE, ANMNOARISE-NMUE. FIUEMNSHETAENZIHAFR
s REFF-ERRENDD. FIUBENE@MENOEE: URMELSEBE—_< “BIKE”

(alpha), WARE—RR, BMERREEF. RERENNS, EABRNBTLN2KMSE, Hi1FEE
ERREWEE,
(00:09:05):

FRLBE—1MEEREZE (REXIE), RERKRRN: “FEEM—ZAI (tieronelogos), &EREMHIHF
307 WE EPLERHTADEN@EBEFS.” EEEEDENGE A EREREZHNABRMEREEN, Xt
E? EAMIBREES S mIRLE,

(00:09:30):

BRAREMFAZM. FATZBELIBARRE, EXEATFNEZEERENERIE— 10 HETHEF
ZRY 100 AETHREF. MINSKEEEMSISM. FIUEEAR: T8, ZHRAIQEE, HERPE" &
B, XBEE, RTLBER. EXRKRERES.

(00:09:54):

XREH, MAFBEIRMWMRIZ. BT AL, —IIEMETIREEN. REXS, HEIAZRZAIRETEE
PRI, RGFURA]RERMFFAR BT,

[00:10:12] Lenny Rachitsky

English:



Just so folks understand what we're talking about here, when you say tier one, what's a good way to
think about what tier one is?

RS ERIE:
ATIULAKBARINITERAA, HIRIRER “—Z A" (tierone) B, ZIMAENXE?

[00:10:16] Jen Abel
English:

Tier one is like your Walmarts, your McDonald's, your NVIDIAs, your Tesla, your ExxonMobil, your
UnitedHealthcare, the logos that are the leader in their space, their job is to stay in the number one spot.

FROCERIR:

—HAR MEBGARE. 85, REA, FHL KRHEF. KaRREMRXEQE, &8I
MFE, elNESMERALLERM,

[00:10:46] Lenny Rachitsky
English:

Wow. Your advice is because this is very counterintuitive. This is exactly what you're here not to do. Your
advice is go after the Chevrons and the Mobils and the Walmarts as a startup.

FRCERIR:

I, FNBNEEEEER. XERBERSHABEEMNE, FHBNE, FA—RVCIRE, BEHRE
Hle. FFMARD,

[00:10:46] Jen Abel

English:

Because if you can get them, that's all the proof you need.
FRCEIE:

ENNRIFEZTEAN], BB IRFARIIEERIER,

[00:11:01] Jen Abel
English:

First of all, make sure the founder is involved, right? Everyone loves talking to a founder, so we'll start
with let's get the founder involved as fast as human possible. The second is you need to vision cast, you
need to sell to a gap, don't sell to a problem. There's a very big difference between problem selling and
gap selling. Problem selling is highly specific, more technical than not, and it's the way that every
salesperson is going to go about it, find the problem and anchor to it.

(00:11:33):

When you're selling to a leader, you need to be vision casting and you need to be selling an opportunity

which is they are here, here's where we can take you. You know that image where it's like Mario or Mario,



and then there's the mushroom and then there's Mario on blast, and everyone is like, "Don't sell the

mushroom, sell Mario on blast." Well, that's exactly what it's saying.
(00:11:57):

It's about selling the opportunity. That's what gets the tier one logos excited and that is the best thing for
a founder to sell, selling the vision versus the problem, and also it's what gets them to want to take a
swing. Who wants to take a swing because you can do some small problem? They're not going to go to
bath for that.

FRCERIR:

B, WREIBASSHR, WIB? RKEBERMEIBEAIRR, FAUKRIMNEZRATRERMILEIBANTN. £,
MMBRERLRER (vision cast), MFEEFI “EiR” HE, MABHXN “B&E” . “REAHEE” M “EEHE
& BRAKG. MEHEEFEERE, EBERORA, XEETHERNIMHNE: HKEIRFEHBEEE,

(00:11:33):

YIRAMSEHEN, MFEHLERR, MEEHRE—T=, B MNNEEXE, MBATRTUHMIIEDR
2, fRAERKED? SRR, ARRER, AERESRNERDER, AREY: “FTERER, BEEX
BENERDER,” XIERHBRAN.

(00:11:57):

RBETHENZ, XARIU—LA HEHMS, BB ARKEBERENAA —ZBEMAZRANT, X
BRILMNEEZHNERER, S THRR—MNEEMAZEER? WiFZAtESR,

[00:12:23] Jen Abel
English:

We have an ability to deliver alpha, meaning, we have information, we have data, we have a way of
working that no one else can do or is going to unlock a new way of thinking for you or an ability to deliver
to a customer or an ability to solve a problem. Right now, you have an ability to access this level of
information. | have an opportunity through our resources or through this gated data, we have access to
get you much further upstream so that you can get information faster sooner. It's kind of like the high-
frequency trading that one second, that one second. They didn't do much. They didn't sell, "Oh, we're
doing fiber cable connectivity. We're giving you one second of alpha before everyone else." It's more of
that ability and that's not problem-selling, that's opportunity selling.

FRCERIR:

HNVERENRM “BEE" (alpha), XEKRERINAEER. BEMN—MIALTEZERNIESN, SH&E-E
AIMABE—MEHOBLESN, NE—MNIMVEZFFNESN, NEFRRBEES. B, RREERMX M
ABES. MEE—MS, BIRMNNFRIXEZRYE, FATATLOLIRFHFNE LT, MMiLiRE
B, ERMREER. XERGRIARS, MEBR—D. tIZHNRE "B, HMNEHOCHER" , M
TR AZBIR—TOHBFALME” « XEZE—MEES], XABREHEE, MENZEE.

[00:13:22] Lenny Rachitsky
English:

| like this phrasing of just giving them alpha, that's such a simple way to imagine what this should feel
like. We'll link to that image you're talking about with the Mario and-

FROCERIR:



HEXR “aftfi] alpha” XMiE, XR—MIFEBERHHSARERIMET, RS ERITIRRIABKDS
E;‘:E’J)ﬂf ......

[00:13:23] Jen Abel
English:

You know that image?
R EE:

RFIE AR K E?

[00:13:23] Lenny Rachitsky
English:

Yeah, the person that made that image originally is Kathy Sierra, if you remember her, do you remember?
So there's this person, Kathy Sierra, she's from back in the day. This was a big, | don't know, lesson she
taught is you want to not sell your people on a feature or a product. You want to sell them on them
becoming a superhero.

FRCERIR:

=0, =YBIEARKER AR Kathy Sierra, MIR{RIFIZBFHAYE, Kathy Sierra @FHHIE A, T —E
SEREE: (RAERAIHEHEINEER ™M, MERMIIHEE “ITERBRRE" XTMER.

[00:13:42] Jen Abel
English:

Yeah, that's right.
FRCEIE:

T, =,

[00:13:43] Lenny Rachitsky
English:

They are now a superhero because of the thing you've built for them. And so the vision here is here's how
you become a superhero. Here's how this alpha will help you become more successful.

FROCERIR:

EARAMIIERNARE, MREMTBRRHE, FIUXENRERE: XMESIRNERBRRERNTIE,
XX alpha NAIFEBNRERFE AN,

[00:13:50] Jen Abel
English:

And that's why founders are so good at selling because they naturally go to vision selling and vision
casting versus a typical trained salesperson is find the problem, ask these questions and it just kills the



vibe. It just feels like you're talking to a salesperson, right?
(00:14:08):

It's like, "What's your script? And it's like that's not vision selling, that's like playbook selling." And in the
age of Al where a lot of it is Alpha, it's about speed, it's about getting access to information, it's about

training data, and look at how the market is reacting to it. It's all opportunity and it's all about the alpha.
R EIE:

XN ACBANLEREE, RAAMIREMZHTRERHFENRRES, BT, BENZIE)
AHERNZ TR, mXER#E, XFULIREFRATLK. BUEMGENEHERRE, WIE?

(00:14:08):

MERE “MIEARRHA? 7 XREFCZRREE, MEBERMHFEE, £ AIRNK, REBKREEXTF alpha, X
FEE, XFRNER, XFlFSE. EETHHENRNMAET, £2Hl%, £22XT alpha,

[00:14:30] Lenny Rachitsky
English:

So just to make this more concrete for people, Sam, like sales person at Cursor, what would be an
example of vision casting? The obvious idea there is your team will be more productive, you'll get more
done faster than everybody else. Is that a big enough vision to cast?

AR ERIE:

NTIUERKERKMIEEE, LEY0 Cursor IHE AL, BRIELNFIFIEHA? EMBRBEER “IREIEIA
IESN, MILLFIABFER” . XEE—TRBANERG?

[00:14:47] Jen Abel
English:

| think it may be more of you'll be able to actually hire the 10X engineers that you don't necessarily have
access to because they want to be able to use this type of tool. It's about letting them get differentiated
talent or that's probably more of what | would anchor to of this is the 10X engineers use cursor. You don't,

do you want access to 10X engineers?
R EIE:

HINNTTRES R FREBEEBRSIBERRAZMAZIN “HEXEIREM” (10X engineers), Ejufth
MNEEAXMIE, XXFILMITRSERMBIATS ., RSB EEX—R L TR+ EKEELRRIMERE
F3 Cursor, TR, fRIEEAE)XLETIZIHG?

[00:15:16] Lenny Rachitsky

English:

They won't even join your company if you're not using Cursor.
R EE:

SNRIRAF Cursor, tITEEEARSMNIREIRE,



[00:15:18] Jen Abel
English:

Yeah, yeah. Think about it. So many people are so specific about what they're able to, | think especially
technical folks, I'm not a technical person, but | would imagine that they're not going to go to, they don't
like to go to these corporations because they're forced to use some incumbent tools.

FROCERIR:

R, BBE, REAMNMITECANTIRIFERS, LHERARAR. BFERAAR, BHEBRMITR
BERLEARQNE, EAEREMIIREER—LKIANTA,

[00:15:35] Lenny Rachitsky
English:

Going back to going after these larger companies, | asked your colleague, Justin, what he sees you do that
most impacts the success that teams have with their sales process. And there's a bunch of I'm going to
touch on, but one is most founders are insecure about asking for large ACVs for charging, or the way he
put it is most founders would rather get 10 10K deals than lose nine and get one 100K deal. Talk about
your advice there and what you see.

AR ERIE:

EEIRZARBNIEDR, KELIIRIESE Justin, IR GSENEAHEE RENRINEMRR. K2
FRREF/LR, BEP—QRE. ASHEBATERSTACY (FESRNE) WENREFEE. HEM
ftEviER, KZHEBATRER 101N 1 AETHEF, BFRBEEINBEFRNTETF -1 10 HETHE
Fo BWIRIRTEX A EHAVZRNARFAEZINIAR,

[00:16:04] Jen Abel
English:

There are in the very early days is people will discount till the cows come home because they think that's
the way to get a deal done. The best clients are not going to do that to you because that's like a
qualification criteria, which is like if they're sitting there nickel-and-diming you being like, "No, | don't
believe it's worth this. | don't believe it's worth that." They're not fully bought in on what you're selling
them.

(00:16:32):

So when | say I'd rather get $100,000 deal than $10,000 deals, I'd rather have one rock star client that's
going to help me figure out the next stage of where this is going than 10 or maybe five that are a good fit,
five that are not, and I still have to serve those five that are not a good fit, and that's going to distract me.
So this is why | love enterprise sales is they're not going to do the hard work of bringing you in if it's not
critical or if it's not, when | say critical, it's going to impact them in a way that they're going to make it
successful, that's what | love about enterprise sales.

(00:17:14):

They have the resources to ensure that it gets implemented because most in today's day and age, if
people are not using the tool, you just get rid of the tool. So they're going to want to make sure whatever
they bring in, what they go to bat for, remember, they go to bat once every two years, maybe once every



three years. You've got to make it feel incredible. You've got to make it feel like they're going to be a

superhero going back to it.
(00:17:42):

Otherwise, what's the point? Because the way enterprises are structured is it is designed today to make it
hard to buy because they want to make sure whatever you're bringing in, you really, really want it gets rid
of the mediocre. | think this would be good and it gets to this is going to change the way we work. It's
going to impact our ability to capture some form of alpha, however you want to define that for them and
it's sticky because of that.

FROCERIR:

ERLAIHE, A&ETETHITH, EAMIINERRERR ZNE—FR, BERITFNEFRFAXEIR,
HAAXEGHME—NHEINE: WRMITLER)LFFIHR, 1 R, BARREEXMY , BBREAtIHE
BR2INARENFRA,

(00:16:32):

FRIAEERETRE— 10 FETHNEFMAR 10 M1 FETHNEFER, BNERRE, RTEE— 1 EER
FEET—MEBEEAAN “HEXR” , UAEE 1017MEF, HPS54ME1E, 5 M FEE, MBEEERSHE 5
MEENEF, XRUEEDD. XMEEENATFHENRR: NRFEEXEE, AEFETEERT
e, M1 RSZEINIEIRS#HEK,

(00:17:14):

e R EREFEFREXE. EHSHA, BRANFAXITIA, MEKEBELE. FrfttI=HERM]
SHRISIENARARBRI. 18F, MIER=F4 B8 —XKE, MO XMRIEIEEE, L1558
ChL T B8RRI,

(00:17:42):

B, BXETE? EAREBLHZEMIRITHMEN T LML ERFEME, thiTABRIRHEHERNRERMIEER
B, XBAT FENEEZ EMN “REFXATERE TRT “XFRTHNOIESR, BRmIENRE
KR alpha B98EHD” o [EFEMM, XMXEREA BEHME.

[00:18:16] Lenny Rachitsky
English:

So your advice here broadly is don't pay attention to the smaller 10K-ish kind of opportunities for a bunch
of reasons. One is it might be giving you a false sense of success in product market fit. Two, those
companies are maybe not as innovative and won't lead you in the right direction. Three are probably
discounts just like your product than your pricing just gets thrown off.

FRCERIR:

FRUMRXEHNBNARRE . FEXIRE 1 FEAEANIMIZ, REABERSZ. $—, EARGIR—MXT
PMF FIEBRAINE. F=, XEQEAIEEBABLFIEH, FR5ISMERERNLSR. F=, XAUREES
BUTHT, MMHTELIRE mE & Ro

[00:18:38] Jen Abel

English:



Yep, and also you don't really get taken seriously for 10K. You get way more taken seriously for a 100Ks,
it's much harder to get a 100K deal done and an executive use needs to be involved. I'd much rather have
an executive sign-off on something and spend two more months getting the deal done because you know
that they are bought in, you can now ensure what kind of value do they want to unlock and maybe you
have an opportunity to turn them into a user, which to me, in today's day and age, with our generation
being the ones that are now the executives at these corporations, this is native to them.

FROCERIR:
i MA 1 ARTHEFARILFREEN. 10 HETHNBEFRILFREMNSS, BARXMN 10 HETHR
ZERSS, BREERESS. HTRIULSESEF, SR ITANEERRS, EARMEMIIELIATT T,

MEMAUHEREINTEZRR T AENNE, BEEBNIILMIIRABRR, B35HA, RINX—HKABLEK
NTXERFWEE, XX ES EEFK.

[00:19:15] Lenny Rachitsky
English:

Who is this true for? Is the advice here basically, if you're trying to build a successful B2B company,
everybody should be aiming towards these a 100K sort of deals? Is there a world where you can be
successful with 10Ks for a long time?

AR ERIE:

XERATIE? XENBNEALRIR, NRMEZEIL—KMIIR B2B AT, S AZMMNIZMAE 10 HETR?!
MR Z5? BEFE—MER, RAJLUKHASE 1 BT RFEISRIN?

[00:19:30] Jen Abel
English:

If you have a super high win rate in a massive market, because all you have to do is reverse engineer the
math. If you need to generate a hundred million dollars in revenue, how many 10K deals do you need?
And the expansion on a 10K deal is in parallel to that. Where can you go? 10 to 15? That's a 50% growth,

much easier to go to a 100K to 500K because they want more bodies or they want more value out of you.
(00:19:58):

For an enterprise, they'd love to get more out of an existing customer. You're already trusted. So it's also
about the type of company you are. If you're venture-backed, you can't be selling $10,000 deals to the
enterprise, you'll get killed, or you've already lost the game because you're playing a small business
game in the wrong sector.

FRCERIR:

BRAMRE— T EANTZFHERSHNME, AAMTMIRIFERE-THFE. NRMEESE 12ETHE
N, MEEZOAN 1 HETNEF? MA 1 HETBEFHT KTEHEERN, MEEKEZAD? 15752 B
50% BB K. EM 10 F53KEI 50 FER TS, BAMINEEEZHARER, EBBNEXERTESZN
{8,

(00:19:58):

MFAREAFRG, WNEREMAEEFMERTESZNE, BNRELRETEE. FIUXBERTRHNQ
BIEE, MRMENLKR AL, MARERATIE 1 FETHNEF, FERFEN, HERFELE T,
FRTESIRB I E BBV



[00:20:17] Lenny Rachitsky

English:

Have you seen startups you've worked with succeed in that 10K, 20K bucket or is it really, really rare?
R EE:

MEEIRIRIARE, A8E7E 1A% 2 AERTXMXEEEHIIN, ERIHXENIFEFER?

[00:20:23] Jen Abel

English:

If they're going after the enterprise?
R EiE:

NRBHMAEWAIE?

[00:20:25] Lenny Rachitsky
English:

Yeah.

FCERE:

=1,

[00:20:25] Jen Abel
English:

Yes, if it's the first three months and then after three months, it turns into a 50K and then a 100K and it
ramps up quickly. Sure, that makes sense. You got your foot in the door and you can expand it
exponentially in a healthy manner. | think that that's fine. $10,000 a year, then going to 12, then going to
15, the math will break.

FRCERIR:

B, MRBZHA=TANER, AR=TREZEMSH, BER 107, FEREERK, IR, XiiFE, fE
ZYINT 7, HEEURRNA NIRRT K. FINARREH, BNRE—F1H, ARE125H, BX
1.57, XMKREFRIH,

[00:20:45] Lenny Rachitsky
English:

This is great. | feel like most founders to this are like, "No, no, we're kind of in that exception we'll be all
right. 10K, we'll do 20K. That's crazy to consider 100K."

FRCERIR:

AiET . HREF/ASHEWAREX)LEZE: “FFF, HNBETHI, HNIEEN. 175, KM= EE 2
Fo EE 10 AXRIET "



[00:20:52] Jen Abel
English:

Yeah, the math will break. And also, a really good salesperson, you're commissioned on a 10K deal,
they're not going to get a great salesperson. They're going to want to be anchored to how can | sell a
$250,000 deal? How can | sell a half a million dollar deal? That's the type of person you want.

AR ERIE:

2, KERIR, MA, —MIFHHEEAR, WRIRRSL 1 HETHEFRMN, MEBEREMRAZ (]
BHR: "WEAZL— 25 HETHREF? HEAZE—1 50 HFETHNEF? 7 XA BIREERAT

[00:21:11] Lenny Rachitsky
English:

And a big part of this is this is a good lens to force you to build the product that you can sell for 100K,
500K.

FRSCERIE:
BAREL, XR—MREFHMA, BEMREMEIRFEESEE 10 5. 50 FETHI Mo

[00:21:19] Jen Abel
English:

Yeah, absolutely. And again, this is about playing that enterprise game. If you're trying to sell, if you're a
small business, if you're in the small business place and an enterprise company comes to you and is like,
"| like this." Ensure that you structure it for an enterprise. Don't play the small business team with an
enterprise company.

FROCERIR:

B, B3tt. BiR—R, XRXFInABWHN. MRMEMNENTE, M—RAEWH TR “HE
XA, —EBRRMIEAREVHIENRNERZ. FERNEIRTTEERRE,

[00:21:38] Lenny Rachitsky

English:

Talk more about that. What does that mean?
R EE:

BZik. BRAARR?

[00:21:40] Jen Abel
English:

Let's say you're PLG, and a big company like Walmart comes to and is like, "Hey, can we get access for
three of our users?" And they're like, "This is so exciting." And then they sell them the small business



pricing for three users to Walmart. Very, very hard now to go from those three users that you just priced
them at in a small business way, turn that into 100K because now it's documented what they're actually
paying for this.

(00:22:08):

So you're stuck. You've kind of anchored yourself to this price. Not to mention how are you going to
unlock the executive high level value so that you can get that senior executive to buy in and stamp this as
well. Otherwise, it's just going to be throwing it on the credit card. But again, you've just ruined your
enterprise game because you're anchoring to a small business price.

(00:22:34):

So this is why when you bleed these two games, it's very, very, very dangerous because these are really
smart companies. They're going to say, "Well, wait a second, | just paid $9,000 last year and now you want
to charge me $90,000. Well, what's the step change in value? What's the 10X value I'm now getting?"
That's super hard to prove.

AR ERIE:

RigfrZ PLG (FRIEEERK) BN, GRAREXFNARQEHLETER: “B&, HMEL=TMAFFENR
13? ” FMEIRBERE “AHKET™ , ARWNELINEERLT/RB=ZTAFNNR. IWE, FEAMZX=1
RPENEIENBRE] 10 HRTHREMIFERT , RAMIERZMINNEELBIERT

(00:22:08):

FRUMREET . MIBECHET 7T XM L. EFRARMZNARKNSERENMNE, KNMLEREEDL
INAHEF. &N, XRZRERFH/NEGZH. BFRERE, RELRE T IRBIARIREYL, RAREE T
—MNNEAEIN R

(00:22:34):

BN AREXIRMIENRIAFREER, RAXERREIFEER, tilxik: “FF, FHEFEALT 9000 %
70, MAMBERIK 9 HET? NMERETHAMBRNEN? RIEFER 10 FNEEIRER? ~ XBRMEIE
BHo

[00:22:54] Lenny Rachitsky
English:

So the tip here is your initial price will really screw you if you get it wrong. And so obviously we're not
going to give people the answer on their pricing strategy fully, but just is the advice just charged more or

what would you recommend?
FRCERIE:

FIUXENRERZ . IRVIEBENTE T, ENSFRRF. EARINTFISLEHTENENRREER, BIRFEIY
EEERZWEGE? SRIFEHAHRE?

[00:23:08] Jen Abel
English:

It is enterprise companies are very used to a land, when | say the first initial contract, somewhat between
75K and 150K, very used to that. In fact, that's probably where you want to start because you also want to
understand where can you grow from this. Start contained, don't say 150K and sell the farm. Say, "It's



150K, here's who gets access, here's the value we're going to deliver and here's where we're going over

time." You also want them to know, "Here's what we plan to do roughly in year two, year three."
(00:23:42):

| know it's hard to look that far out, but plant the seed with them in terms of where this is going. If you
come in at $10,000, even if they want to bring you in and want to spend 100K with you, they have to be
able to defend that and now they see a $10,000, it can get really messy, especially because a lot of them
are using Al now to understand contracts. So they're going to quickly say, "Oh wait, you spent a thousand
dollars with Lenny and now Lenny is asking you for a 100K. Great. Just help me understand why or defend
it."

FROCERIR:

AEBAIFEIBTF “UIN" (land) &R, RRIEEESGREE 7.5 55 15 FETZiE, tiRIBX ML
FXLE, XAJRERIMNIZFIRIMTS, EARBE T REEMEKTE,. FRRBEFERSE, FEWT 15755
BFrIEARAEET. B “XE 157, XZEERENR, XZRANTRZMHNE, XBHNKRNELRET
Mo fREBILMIAE: “XERRMHELEZF. F=FABREHNFR."

(00:23:42):

BRAMEERAZRE, BBLMIIMT “REER™ BMF. WRIRL1FETIIN, BMEMITRIEIMRSHFK
H1E 10 BT, MiTBLEERLEHP. NRMIIEDZFIRE 1 HETT, FEMNSTERMAN, LERRER
ZNEEER AL RDITER. AlzduRigt: “FF, (RZAIE Lenny A8)LR#ET 1000 7T, IFE Lenny &
WefR 10 757 EAEREIRE P

[00:24:15] Lenny Rachitsky

English:

| could totally see ChatGPT being like, "This is interesting."
FEiE:

KRELHEMER ChatGPT #%: “XEEH.”

[00:24:19] Jen Abel
English:

Yeah, exactly.

R EE:

Y, Ko

[00:24:19] Lenny Rachitsky

English:

It used to be 1K, now it's a 100K. What might be going on here?
R EE:

“LARTZ 1000, MER 10 Ho XHPEEKRETHA? 7



[00:24:22] Jen Abel

English:

Totally. The people don't realize how, again, know the game you're playing and don't be sloppy about it.
R EE:

FTRER. MTEERIRE, BRRE, ZFRMEEEYL, FEDR.

[00:24:34] Lenny Rachitsky
English:

So your advice here is really interesting. There's the land to expand. Expand is very important, but the
landing may screw your expanding because it sets the wrong reference point.

AR ERIE:

FRLURARINAEE BB, AKEY “UIANHT K™ (land to expand) , HKERAEE, BIIANERATESR
IR, EAEIRETHIRNEE <o

[00:24:45] Jen Abel

English:

1,000%. That's exactly right. You said it better than | did.
R EE:

—FESRER. FTLEH. RIEERSELT.

[00:24:48] Lenny Rachitsky
English:

And so you may see in theory if you land a 10K go to 100K, that's an amazing NRR, everyone's going to be
really impressed. But you're saying people won't buy into that. It's going to feel absurd and wrong.

AR ERIE:

FRUGEIS £, SIRIRLL 1 BYINAGKEI 10 75, BEIRABINRR (FBANBEX), ARBSENRRZ BIR
BREFAZEK, XFLMNEFIRIBZAER.

[00:25:00] Jen Abel
English:

Unless it's defendable. All it needs to be is defendable. But who can really defend? That's very hard to
defend a 10X. 10X jump, they're going to want to see 15X value.

AR ERIE:

FRAFERAIEHAR, XBETIERZELGER, EEAEERFI? 10 (FRIBREXRMERHP. MRZ 10 FH9MN
MBERER, IS FHEEE 15 ERNE.



[00:25:11] Lenny Rachitsky

English:

Let's talk about design partners.

R EE:

IR FBRIGIT SRR (design partners).

[00:25:12] Jen Abel
English:

Oh yeah.

FRCEIE:

MR, 4FEY,

[00:25:13] Lenny Rachitsky
English:

This is something most founders try to do. They find a few folks to work with, to help them build the
thing. What's your advice on when to start finding design partners? How to find design partners, what a
good relationship looks like?

FROCERIR:

EXEBASHENBABBZHAEMBE. IV IAEE, BEMIIEE~m. XTFHARERFGEIHIRITEENR
#, MMBTARIN? MEHRE]? —RREFNXRNIZEEFFRT?

[00:25:24] Jen Abel
English:

Design partners are incredible. They're the hardest logos to upsell, meaning go from design partner to full
rollout customer. So don't expect these people to be your million dollar pipeline. Expect these people to
be the guide, to help you understand, maybe design partners could be a technology company in the
Fortune 1,000.

(00:25:50):

So they're used to experimenting. They're used to technology, they're used to, they were once a startup,
so they get it. Those make really good design partners. Most of the design partners that I've closed are
usually technology based. They get it and they also are excited about advancing the org and also giving
the team an ability to have that startup feel.

(00:26:12):

So if you're a large massive corporation like Stripe. Stripe doesn't get that startup vibe as much like that
50 person startup vibe, but this can be a gift to give them that lens and give them that voice and give
them that excitement that they don't get as a larger company. But those are great types of logos to be

early design partners because one, they want to make sure they continue to stay on the cutting edge, but



two is they are, to try and build something without that guidance is really, really, really hard because
they're not using it.

(00:26:54):

So you need that user feedback and you also need to tie that to the executive value. It's actually a lot, it's
very hard to do, but if you can come out of it and upsell a design partner to a full rollout customer, such a
huge win for the market for you, for your team, and also for your investors because it's the hardest
customer to actually truly convert.

(00:27:23):

They've been it when it was messy, they usually got a low price point. But if you again frame it, say,
"Listen, | would love for you to be a design partner. | want a little skin in the game to get you to point it.
Here's where we want to go and you'll get a discount because you were in the beginning, but I'm setting
the framing. Here's where we want to go with pricing. Here's where we are today. You'll always have 30%
concession in perpetuity because you are there with us on day one."

(00:27:49):

So again, it's not about asking for $10,000 and then not expecting that design partner to upsell and keep
it flat because there's no growth there. It's a flat. It's about getting that early design partner, set the
framing, own the framing and let them know where you're going. Again, a $100,000 to these large logos if
they want it, it's very easy for them to get it in.

FhaCERIR:

BRI EENFIEEE, EMIEEREMEEMEE (upsell) BImEE, BIMIGHESIENEHRZRT ALEET NEF,
FRAREIREXE AR NRE A ETHNHEE R EEMIEERS, BENMTIEMATIT. RITSERFRTEE
=WVE 1000 5288 EHE 2 F,

(00:25:50):

MM FELR, JRFEA, MIIGEEHLIVEIAE, FRUMITE XEATBRIFIZITEENH. FX
AR ZEHIZITEF R BEHBEURANEM, MI1ER, HFEWRTHDNARHED, H[EIN—F “4el
RE” B

(00:26:12):

Ebanf&k Stripe XiFERI KB AF], Stripe EERKEHH 50 AVIEIABTINFRET , BRI LUBXFHNA. XiE
BMXMHERENILELA ], XRMNTTEAE AT EFFAEN, XLERBERIIZITEENHNAER
B, @R B—, MTEFRSOLHA,;, 2, IREEXMIES, A JEERIEEEN, ERNRAFEM]
= EARN.

(00:26:54):

FRUMREERF KRG, HEZFERESSENEES., XEHLEXEME, BURMFEMRINE—MgITEENHE
B hemEEr WER, BxH7H. JREE AR RIEEE RKGEBEERNMF, RAXSRMEEL
EF,

(00:27:23):

MEF R RERNERMERT, BEZINNEERR. EORMFEFKEER, . “FE, BEE
IR IEITTE RN . BEBMRBRA—RZIR (skininthe game) XK31FE. XBHENWEW R, RAMRER
H25%, R2BEIIN, ERINEEREESRE: XERIMEKRVENSE, XEHMNIMK. BATME—K
EMAENE—H, RIEKIZEE 30% BKAME”

(00:27:49):



FRLL, BREE, AERK 1A%, AREERTSFIHFZEHAR, SUNBMESLT, KEEKST
B XRBAETHREMAEUME, REHZEER, ILWIMNMEMRNBETR. BR—R, NTFXERDE, MR
I8, 10 HERTHMIRIRIFERH.

[00:28:11] Lenny Rachitsky
English:

There's this really interesting underlying piece of advice of finding a company that pulls you in the
direction that leads to success. A company that's kind of a visionary. There's the obvious companies that
everyone is always trying to get these days, OpenAl and Anthropic and Stripe | think is one. And any
advice for just picking the right early? What are signs that this is a company that will point you in the right
direction?

FRCERIR:
XEF - EEEBNETEEN. H—KERRsImmhBRNAT. —REGZINATE. REAKEEIE

EARLEMZ W AT, tbil OpenAl. Anthropic, 3xBifF Stripe tBREFZ—o XFUMAPLEERNFIS
R, IREMFARI? BMETRERARX K AT IG5 IREBERNTSR?

[00:28:34] Jen Abel
English:

| think they have to be part of a logo that is deemed startup-friendly or in that world, and then | think it's
the person, is this person excited to give feedback? Does this person buy in to where we're going? Do they
see this world differently like us? Are they in lockstep with the founder vision?

(00:28:58):

Are they excited to use a tool that's janky? Because it is janky in the beginning, but they know that where
this can go can be incredible. So | think it's really about the person and making sure that they're aligned
for what they're getting into, and | think a lot of salespeople oversell it. | think that's a common thing that
happens and that leads to churn, that leads to frustration, that leads to sometimes just canceling the
contract.

AR ERIE:

FIAN ML TE FAMBIA AN QB RFHETFRBTEFHImhE. ARXBETA: IPTARERTR
HR5? IMARTINARNOLZRAR? IS G&RN—HFURRANAXEFER? MRS S5EIBAR
BEIIFE—E?

(00:28:58):
HINEREREFERA—MEREA (janky) NTA? RAYMEFRREARER, EMIINEENEIZIRAN,

<}
FRUARRESZOETA, BRHIMNEFEECESSNEMT 4. HIANRSHEARIIERE (oversell), X2
BENE, XRRBEPRR. #NR, AREEISHEREE.

[00:29:31] Lenny Rachitsky
English:
They oversell the initial kind of design partners phase over the product.

AR ERIE:



AT mIE RN, SEHEE T RN SRR R

[00:29:33] Jen Abel
English:

They sell everything. Yeah, design partner, even full rollout, and it's so, so important to tell them, "Here's
where we are today. Here's what we cannot do." Which is just as important. It builds trust. "Here's what
we will allow you to do in the next six months. Do you want to be on this journey with us? And it's really
ugly right now." Right? "Barely anything exists, but we would love your voice to be a part of it."

AR ERIE:

Ml A%z, 28, BHAENE, BEESLEEr. ENERESN—S25F 11 “X2RITSK
iR, XERNSMHREN.” XAHEE, BNCERIEL, “XERINERRA DB ELIRHEN. 7
EEMRI—RARXERED BAMESSEREE" M8? TIEHAHESE, BRIESRNESE
B5Hp,”

[00:29:55] Lenny Rachitsky
English:

One of the biggest fears | think founders have is having a company pull, basically build just for their use
case and then it ends up not being used by a lot of people. And so how far do you go fixing their specific

problems? Any advice on just how far to go with one company?
FZERiE:

FHANNBARANRBZ —ME2H—RABRELEFE, BRLRMMNBERMNWE R, ER&EX
WgZ VAR B4, REBAMNEMSE R LM ZEZIT? XTH—RABRASZD, (REFAEN?

[00:30:10] Jen Abel
English:

That is the founder's job. The founder's job is to have a clear vision and do not let anything delineate from
that. It's important to take feedback in terms of what is the market's reality, but it is the founder, and this
is why being a founder is so hard. It is the founder's job to interpret that because a lot of feedback you get
is this is the old way, they're responding this way because it's the old way of working.

(00:30:37):

They want you to build this because that's how they're traditionally expecting to do that. It is not, "Here's
where we're going, this is why we're not doing that. | hear you, but here's why we're not going to do that
because we're going to completely change the way you do this." That is the founder's job.

(00:30:53):

And | think we did a bunch of design partnerships late last year and there was a lot of feedback given, a
lot of feedback given, but the founder had such clarity with where he wanted to go that he was like 80%
noise, 20% had | not asked this question, | wouldn't have gotten that gold in terms of where they are
today. And it's that 80/20 rule where 80% of what they're going to tell you is probably going to be not
related to where you want to go or based off of the old way, but that 20% of, "Oh, | did not think about it
that way." That drives everything.



AR ERIE:

MELIBARILIE. IR ANREEZAERMHNESR, FLEMEBEREC, WX THHARNRIFRE
2, BRRALAERRE —XMBAFALENBARXAM, MBEINRSREELE “E—FK , tilz
FRAF R N2 E AR Z IR T1E 5 .

(00:30:37):

I TRULIRBE RN IEE, BRRAMINNESR LMEX AT, elBANIZIR: “XAZRNNAR, XFE
RN ATMNIRBRE S FIFEITIRHENR, EXMEBAFTARNIMTIERFHNER, EABNEMYRLZMR
ARG XiEeia ARERS.

(00:30:53):

EFFRFNNETRZKTEERFDE, WEITRENRGR. ERULIBANECHBEIRIFEEN, T
80% #EMRE, MEITH 20% WE: “WREARZNEAE, FRMAZEIMXFHNIROIX LS FRIT
22,7 XFiE 80/20 7EZN: M 1EIFIREY 80% FIRE SRR BERE X, HERETIHAI; BA20% K “H, K
RTX A" 74 BIREI— BRI

[00:31:35] Lenny Rachitsky
English:

Have you seen a design partner pull a company in the wrong direction? Just screw their path? Have you
seen that or is that pretty rare?

FRCERIR:

RILE IR S EU B AR SRR RERG? SEYREE T AIIMERE? MIIXMERG, EEiR
XREL?

[00:31:42] Jen Abel
English:

No, | don't think it's that rare. We hear people complain about it all the time, but | think it's more of an

excuse.
AR ERIE:
R, BRAREFEL, FMRIFEIAMHELXGE, BERIANXEZES—MED.

[00:31:49] Lenny Rachitsky
English:

Coming back to this question of going after the enterprise versus SMBs. And again, early advice you gave
is there's no, don't go in between. Either pick SMB small company, which | know you said there's a million
ways to differentiate what this means, but | guess | think of employee numbers under some number over

athousand is maybe enterprise. Is that a good way to think about it just like-
R EIE:

EEIEFEAEIERZRNEL (SMB) BEH, BREE, RZABBINEFEERERL. BEALE SMB/IA
7 (BMEBMRRIBEREMENAR, BEREBEINANRATAKRETENFUTE SMB, 1000 AU EFTEER AR
Ab) o XEEARRG?



[00:32:13] Jen Abel
English:

Yeah, it depends. Are you selling per seats or are you selling based off of usage or are you selling off of, |
think it also depends on the pricing model a little bit. | look at headcount too because it's just such an
easy way to think about it because you can also gauge usage off that and a bunch of other things, but
sometimes the small companies, | think we're going to see a lot more larger companies become smaller
because of Al, not significantly smaller, but also high margins allow them to experiment more too.

FRCERIR:

B, XEURTFER. MEREMUHE, TREAEHE? RIANXBEURTENER. REERTALK,
NEXZR—MREBNBESN, MALELEERESFEN. EFR/NAE - HIANNENZBIRZARF
EA A MERMIRE /N, BATZ/IVMEEIE, EaflEEittilEH#TES LR,

[00:32:50] Lenny Rachitsky
English:

That's such an interesting point you're making there that the way we designate enterprise versus SMB
like may shift because number of employees may go down with Al.

FRCERIR:
MREINX—RIEFEER . BRITEXKELN SMBHARATRESRELTN, AREABNEMT, RTAKA

BES FFEo

[00:32:57] Jen Abel
English:

Yeah. Oh yeah.
FRCEIE:

T, =,

[00:32:59] Lenny Rachitsky
English:

So interesting. So where | was going to go with this question is when people are deciding, I'm going to go
enterprise versus I'm going to sell to startups, like YC companies are the typical example they sell to their
own YC batches and you just broad advice of picking, "Okay, we go enterprise versus no, let's actually go
startup."

AR ERIE:

XEERT. HNARENE, SAMTERE “HERRARL” &2 “BREZLYEIAF" B (kbW YC AT
HAVAGI FRLR RLAEHARY YC eIk ), fRTERE “Ril” &2 “YIRIRE" BHATEZAEN?

[00:33:18] Jen Abel



English:

| think it's about, and | read this somewhere and | wholeheartedly agree with it because I've seen it live. |
think it's about what game does the founder best understand? Are they an incredible marketer and have

some competitive edge for how they can win a massive audience?
(00:33:34):

| would say go SMB and marketing led or are they a bit more really understand how large corporations
work and really excited to deliver on $100,000 plus type of opportunities or the value that they are
building for is way more relatable to an enterprise versus a small business.

FR3CERiE:

FHIANAXBURTF BEFLFEIIXIMMR, HEEZLER, AARFRILE. RIAANXBURTFOIBAR
BRI, MIEXAEBAR, EREANMEZRAEAERFMENG?

(00:33:34):

RZ, HIBWGE SMB NEHENRKL, HE, MINEEE THBAREIWMEESR, HENRM 1075%E
T ERNEREE? HEMITRONEN KB RIREEN B EAHE?

[00:33:57] Lenny Rachitsky
English:

That is really interesting. I've never heard of it described that way. | think about linear, which started very
startup-ey and my take is they did that because changing the way you work is really hard and their bet
was like, "Let's start with companies and grow with them and over time that becomes the default." Any
reaction to that?

FRCERIR:

XEMNREHE, BRMARITIEAXERER, HBET Linear, ENFHEIEBGEIIQATNNE, BRNEERE,
Iz PR AR R AR ETEANIEEE, MIINEER: “ULRMMDEIREFE, FREMIIREK, A
MAZ XM NERINER” R BE T AEE?

[00:34:16] Jen Abel
English:

| think that it sounds like that that's a great way to work because that's a technical tool, so that you need
the right, also need to have the right infrastructure to sell. | think Slack, look, Slack and Microsoft Teams
are still battling it out at the enterprise. | think it's also how you plug in and how you integrate and do
they even have the right systems to support you? The thing with open Al is they didn't have to connect to
anything.

AR ERIE:

KR EXFRERE—MRIEFNVAR, EABRZ—NMEATIE, FRUREEIEARN- U EEIFHRNEE RIS
h. &FE Slack, Slack # Microsoft Teams HIEE IR HIHE L. FIAAXWECRFIRIANEN. WFEIER,
LUKt e BB S BN RS K ZIFR, OpenAl UIERE, I FAEEEZEARA,

[00:34:45] Lenny Rachitsky



English:
Say more about that.
FRZERIE:

BEH—Ro

[00:34:46] Jen Abel
English:

So the value, people were bringing their own use cases to it and it's not like they, well they can ingest and
they built that, it's a brand new thing and they started | think, this is someone told me this, so this could
be hearsay, but | believe that they were already speaking to CTOs even well before they released to help
them explain where this is all going and get their buy-in.

(00:35:17):

And it's much easier to get into the enterprise when you're like, "We won't even touch your data, won't
even touch your data. Just use it to solve problems and then we can build trust and then start to integrate
and connect the pipes." But part of the challenges with selling in the enterprise, they're like, "All right,

well let's connect all your data in the ..." "Whoa, that's extremely risky."

(00:35:41):

So you have to start small and low risk, which is like, "Hey, what is the subset of consumers that churned?
Let's figure out how we could have made them happier, whatever it be." So that data is lower risk. So
again, it's also understanding your market and understanding what their ability to experiment is.

AR ERIE:

XTiME, AMIBHEECHAHEREN. XA MG RACAURDERE, WIHmETRNIEE, EX
B—T2MEY. RITAR (XFTEEFE), HBEMITERBZAMESLEM CTO3RT, HEIE)
FRRRARRBERFHIREMAIBIINA

(00:35:17):

YirEE “HNEEFIMIREOLIE, BXAH. ISFTREKBRREE, ARHNBILEE, BFFHBEMNT
BEE B, EAREURERESZ, AREBWHES, MoRSETMHNSE: 98, ILHMHEIRFAER
SHEEREL " B, BBXRAKT”

(00:35:41):

FRUMRBMNEE T, MEXKEFIE. tbin: “IR, RROHEBREFERMHA? LENEBFOMFEELLMIE
Fb, FERMHA.” XEBIEMINPLIRIR. FILL, BXRSRIE, XKEET 7THRIRE™E, T#tITRSEIREE,

[00:36:03] Lenny Rachitsky
English:

It's interesting this distinction between OpenAl right now, and Anthropic, | don't know if you've been
seeing their growth, it feels like OpenAl is very consumer first and Anthropic is more and more winning on
B2B. | saw this chart recently where they're overtaking OpenAl now on B2B. | don't know, any reaction
there of just these two different approaches?

FROCERIR:



IL7E OpenAl # Anthropic ZBINXAREB. HAFBIRERE X EMITIERK, &I OpenAl IFEETEHE
EffLst, T Anthropic 7 B2B JUSm1S 7 HEREZ T, BRILEE—IKEXR, ZRfibi17E B2B JURIEEE
% OpenAl, RAXMMARERIREE +AEZX?

[00:36:23] Jen Abel

English:

| don't because most enterprises I'm talking to mentioned Gemini.
FRCEIE:

BRAEZE, EAREMIAZSHEWREIFEZ Geminio

[00:36:27] Lenny Rachitsky
English:

Oh, interesting.

FSCEiE:

R, Hil,

[00:36:30] Jen Abel
English:

Or Microsoft Copilot. So I don't hear much about Anthropic to be honest. So that might be more of a small
business startup-ey, | don't know or it's a different part of the organization that's using it.

FROCERIR:

3% & =& Microsoft Copilot, 3RiE, FHEZEAITIE Anthropico FTIABRRIEERE Z 2/ SH] 8 AT Y%
%, BEAHE, NEJERARFRERIEI TR

[00:36:45] Lenny Rachitsky
English:

Yeah, that's a whole discussion or bundling right there of Slack and teams and then just Gemini just kind
of coming in automatically. People don't have to adopt anything new.

FRCERIR:

=1, XFKREITIRHEE (bundling) BYIERR, tbad Slack 1 Teams, A/ Gemini MXHEBFHIH T, A
MNAREXRAE AR,

[00:36:54] Jen Abel
English:

Yeah, totally.

FRCEIE:



0, FTERIER,

[00:36:55] Lenny Rachitsky
English:

There's something else that you talk about that | love that | don't think people talk much about, which is
that enterprise sales is very creative.

FROCERIR:
MAEINSZ—HEHRER, RATARKBARZ, PUEBARETFAHERFEEEB SN,

[00:37:03] Jen Abel
English:

Oh yes.

FRCEIE:

e, =28

[00:37:04] Lenny Rachitsky
English:
Talk about that.

FRCERIR:

[00:37:06] Jen Abel
English:

So | personally believe that small business sales is really a, | used to think it was more science than art. It
was more figuring out what didn't work, running experiments, testing and validating, which | do believe,
that's to get to foundations, where do we play? What do we want to do? Like that early, early, early zero to

one.
(00:37:33):

From one to 10, | think it's more of an art, which is how do | take my learning and how do | package it up
where | own the framing, | can speak to very specific alpha, | can vision cast and where | better
understand the problem over time better than the market does. And it's all about deal crafting.

(00:38:00):

They just need to feel like the value they're getting out of it is way more than the cost. And it's sometimes
about giving away things that don't really cost much to you, but are super expensive for them. For
example, "Hey, we're selling X tool. We can build out Y specifically for you over the next year and integrate
it because | know that you would've spent X number of dollars on engineering resources or you wouldn't



have gotten in engineering head internally to do this, but we're just leave it to you. You got to give us a
year to build it out."

(00:38:37):

Again, you're not letting them sidetrack you too much, you're kind of containing it. "We'll do that for you
at no additional cost." That's huge value. Right? Or, "Hey, we're going to run an event and we want you at
the forefront of it. We want you to be a speaker." Huge value. So it's like all of these additional things that
add value beyond just the product but are all part of the product and the vision. Everyone keeps thinking
the product is just what goes into their hand.

(00:39:07):

The product is pricing. The product is the opportunity, the framing and not letting them compare you to
something else. And | know we talked that on our first call, which is as soon as you become a comparison,
as soon as you become one of three that they're testing out, you've already sort of lost. It's all about
differentiation and it's all about here's what you will be able to do tomorrow because of how we're going

to serve you today.

R EIE:

BIOANIANA, NEWHE---BRUBRBSEESERNFMEZ AR, EEZEHBITAENMSG. B1TRE. N
HAIDIE, FHASEREX—R, BEATITELM: FNEBERS? F(BHMAA? SEFHRY0 2 1 M.
(00:37:33):

M 1E 10, INRNEEZE—TIZR, Bl HMEBHROAFHTERE, KMEREIFEN (own the
framing) , KILIFEEMAD alpha, #LRER, HEMESNEINHES, REHHET BRI NEE. X—HEX
TRt (deal crafting)

(00:38:00):

I RFER T EMIMPRBNETERA. BRNXXFMEE—LERRERRERS. BXHIIRRIFE
BIRARM, 0. TR, BITEMEX TR, RITIUERELZIAMALR Y DheeHF#HTER, ENFHE
MRIRECH, REEXETHNIREAR, NEMABRKIEREIREEZERBXMASE, BRITATURLSMT.
RIFAETN ] —ERBRA K"

(00:38:37):

BragiE, (MAREILMIIBRTRAXZ, EEMEH,. “BINSRBAMRBXGE.” XMREXRNNE, X
E? E, “IB, BNEXEHD—VEN, BIIHEMEERINE, BSTETEHEE. XtUREXKNMNE.
FrLL, XLEEEFMZIMEMNERNTINEY), EElBRFRMESEN—F7. AREUEFRRERE
i 1F BRVABN R P

(00:39:07):

FmdEEEN. . ER, URFILITBRSINARBEEITIHR. BMEHNEE —REEPIRIX—
R —EBREAREBRHNR, —BREAMITIIRN=1"&E5RZ—, FELRT. mOETERK,
ETHIFMI): BAKNSRIRSS, (REARFGRESSI M AR KiK.

[00:39:39] Lenny Rachitsky
English:

So along those lines, it reminds me in our first chat you actually made this point that I've never heard
anyone else make, which is that services are a really good way to start getting into the companies that



were most founders here. Like, "No, don't do manual stuff for the company. Build a product that you can

scale." Your advice is the opposite. Actually start with self-services. Talk about that.
FRERIE:

WEIXE, FEEHNNES XX, REHT — M EMRAZIARINUR: RSZBHAKRAEH—TIE
BHTIAR. MAZHEBARENZE: “F, FEAREWFEHHNIF EWE— AT LIRLE ™ m.” R
RVRIWIGEIER . SRER EEMARS FFIR. KX

[00:39:59] Jen Abel
English:

Enterprise is the number one thing they buy services, they know how to do it's super easy, they do it all of
the time. It's like the most consistent thing they do. It's their largest budget item, external resources,

consultants, whatever.
(00:40:13):

If they have a very immature way of understanding the problem or they've never purchased technology
to solve it to some extent, either one, you are doing something that's never been done before, which is
rare in today's day and age, or they might just be laggards on the journey. So you have to decide is this
someone you really want to be working with? And if so, selling them as service, even though the
technology is powering it on the backend is the fastest way to get your foot in the door.

(00:40:50):

It's what they know how to buy. Now, the idea is to once you sell that surface, once you get that foot in
the door, then it's to guide them towards the product. "Hey, you're spending so much here, why don't we
get you to come in and leverage the tool that's been powering this the whole time and move this more
into technology serving you versus the human."

FRZERIE:

AREWVHEERZHMERS, MITEEAEX, XBRER, WII—EHERX. XRMNESE—EHNER. X
ENEABAETE —IMIERR. MinESF.

(00:40:13):

SNRMIH PIERRVIEARIFE AR, HEERMREE EMREEIRARBRE, BABRARIREEM—MHE
FIRENER (REHASHARDR), BEARMITRERXRIKIZFHEEE (laggards). FRLMRBIURTE :
XEREERSENALE? IRE, HAMINKRS EMEERIEHEAREN) BUATZHNRRGH.

(00:40:50):

XEMVEFMAMENRA, HENRRE: —BREETRS, —BIRUATHE, ETRMUE5ISAHA]
BE~m. TR, MEXBRETXAZH, ATATERER—BURHXBRSHTAR? ILERARKAMR
AR5, MABEATTL”

[00:41:12] Lenny Rachitsky
English:
Wow. | think this will blow a lot of people's minds.

AR ERIE:



I, HREEXFILRSZAKRIZ—IR,

[00:41:15] Jen Abel
English:

Palantir, this Forward Deployed Engineer, that's exactly what they're doing. There's a lot of companies
out, I'm sure OpenAl, and this is what someone told me they were in and talking to CTOs and helping
them better understand how Al and their organization can better work together. And it was them
coaching them, educating them, whether they did it for free or not, | don't know, but they got their foot in

the door, they started to build trust and then it gets adopted.
R EIE:

Palantir B9 “BI4&EBE TF2)T” (Forward Deployed Engineer) [ERX 4. BRZAE, FiBS OpenAl
HE, BASFERMIT—ETMN CTO 113m, HEII1EF IR Al iIEISMINARNE, MIEREHSMH
1. BEMN], TERTRREN, BAME, BMININT I, FHRBILEE, ARFmMERAT.

[00:41:40] Lenny Rachitsky
English:

This is the epitome of doing things that don't scale that advice we always hear this is like, "Okay, this is
what that looks like. We will solve this problem for you. We are using software to do it." And then over

time, "Oh, you could just do this yourself. It'll cost you less. You can scale this."
FZERiE:

X “HHETEAMRLNE X—ZBNNER . RNSREXNEY, DEERCKXE: W9, i)
SNRERZ N, FAEEERRERMXGE” ARMENENKERS, "B, HLrAUBE S M. M
EK, MmBERR MR,

[00:41:54] Jen Abel
English:

Yep, that's right. And they don't even need to know at first that software's doing it. That could be the
magic part, which is like, "Guys, we literally, we are literally doing this with our technology."

AR ERIE:

Rt EYMINEEFTTENMERNMHEM. XARERMETFNED, mEE: “UH], BMNENZERK
MR X "

[00:42:05] Lenny Rachitsky (Sponsor: Coda)
English:

Today's episode is brought to you by Coda. | personally use Coda every single day to manage my podcast
and also to manage my community. It's where | put the questions that | plan to ask every guest that's

coming on the podcast. It's where | put my community resources, it's how | manage my workflows.

(00:42:20):



Here's how Coda can help you. Imagine starting a project at work and your vision is clear, you know
exactly who's doing what and where to find the data that you need to do your part. In fact, you don't have
to waste time searching for anything because everything your team needs from project trackers and
OKRs, the documents and spreadsheets lives in one tab all in Coda. With Coda's collaborative all in one
workspace, you get the flexibility of docs, the structure of spreadsheets, the power of applications, and
the intelligence of Al, all in one easy to organize tab.

(00:42:52):

Like | mentioned earlier, | use Coda every single day. And more than 50,000 teams trust Coda to keep
them more aligned and focused. If you're a startup team looking to increase alignment and agility, Coda
can help you move from planning to execution in record time. To try it for yourself, go to coda.io/lenny
today and get six months free of the team plan for startups, that's C-O-D-A.io/lenny to get started for free
and get six months of the team plan. Coda.io/lenny.

AR ERIE:

SRETIEMH Coda B, M ASXREER Coda REERMBEM LXK, HICHYEUERENIRBKE
BE, TERVHXFR, URENITERERE,

(00:42:20):

LUT 2 Coda tNAZEBNREY. BMR—TFEIFRBEI—1MIE, FRRBREREMH, RBYIANEEE®RTA, U
NEMERLEREISTRESFIFRNHRIE. FXLE, RAFTERENEINERRE, EARBNEFREN—T]
— MIEIEERERH OKR, EBIXHEFBFHRE —EFET Coda W—PMRETIH, @il Coda WIHER£HE
TE=ial, RAUE—TS TARRGERNFREXEHNREE. BFREOEN. NAREFRRAIIEEUR

Al 958 8B,
(00:42:52):

EWNFHZ AR EIRY, HEXREMEM Coda, BT 50,000 THIFAEIE Coda, ILMVRFF—EME X, MRMRE—
M IKRIEE—BEMEIEMENMEIZFA, Coda AJ AR CILRIVETEINMITRIFZEHIT. FEZH—T,
% XihiA coda.io/lenny, BIRIIRTSHIEI ABIEIRIBINNBREE XA, B C-0-D-A.io/lenny & 2848,

[00:43:22] Lenny Rachitsky
English:

There's a lot of talk these days about this idea forward deployed something volunteer was really famous
for, just essentially an engineer sitting in your office solving problems with you basically as an employee.
And then through that, they learn what software to build. Is that something you're seeing too?

AR ERIE:

REBREZXT “FIEHE” XMEENITIL, Palantir EXAFEIFELE, FRLME—NTEIMLEMRH
NREER, GRI—FMR—EHERNR. AREIX MR, M7 RIZNR M ARGt (REEEE
XAEEENG?

[00:43:38] Jen Abel
English:

Oh yeah, | think that a lot of companies, sorry, a lot of folks that serve the enterprise, they have a buttin a
seat in their office. You look at these large consultancies like McKinsey, they're not in their headquarters,



they're in their client's office all the time. And the other interesting thing and proof of this is how many
people go to a Deloitte or Accenture and expect them to be a channel partner?

(00:44:02):

This is exactly what this is all about, which is they sell this service, they come in and then they introduce,
"Hey, look at what this startup is doing over here. You might want to give them a shot. The problem with
channel partnerships and why | don't believe in them is there are a hundred of you on this list and you're
expecting them to sell it on your behalf."

(00:44:21):

Biggest no-no, they're not vision casters, they're not visionaries, they're consultants, but it goes all
towards go. | remember startups saying, "Oh, I'm going to go win over Accenture and then have them
disseminate me into their clients." And I'm like, as if that's a workable strategy.

FROCERIR:

BEN, WIANRZIRSAEUNAT, HBRBZAN, EREFHRAZEEHE— ‘T . BEGZEHX
HHAREEAAE, IFEECHEE, MII—EFEEFNDRAER, 53— MEE8INIEBE: §%LAE
RE#TIRHRE, BEMITRARESIENE?

(00:44:02):

XIERIZOFATE: MIEEXTARSS, H#ANFFARE, ARNER: %, BEXRVIQBEMMHA, R
e REBFUHNREET (XUEHRFBECNNRE), |8 EH 100 MRIFXFNQE, MR
HHEEMITRRIREHE,

(00:44:21):

XERZ. MIIFERRRELE, BIIFRZRNRK, WIEME. ERE/EMNEQETW: B, REEET
RAHE, ARILMIHBEET SMHNNER” HREXREAFE— AT,

[00:44:41] Lenny Rachitsky
English:

Okay. You know what might be helpful is, let me try to summarize some of the best pieces of advice
you've shared so far. And this is specifically for folks trying to go from about a million ARR to about 10
million ARR. And then | want to ask you just what's most different about these two stages, but let me
share this first. So advice one is go for tier one logos earlier than you think you should because they're

early adopters, they can move fast, they can pull you in the right direction.
R EIE:

TR, BRERFXARZAREY: UHRRELE—TMREDEN—ERERN. XFZHARLIXEM 100
J33%E7T ARR 11K 2] 1000 733£7T ARR BY Ao REFHBIEMRZR M ERERANKIZ T4, ERILHDSEXLES
&, Bi—: WITBRNEREEM—ZK (tierone logos), AAMITEREARAE, MITITENR, BEIEMR
SIRIEHRI A Ao

[00:45:09] Jen Abel
English:
And they excite investors too.

AR ERIE:



mE gL IR R B RE A,

[00:45:11] Lenny Rachitsky
English:

Yeah, for sure. And other leads are.
FRCEE:

TR, HA. EEHMNEBERR.

[00:45:14] Jen Abel

English:

Yeah, and other talent, future employees. Yeah, exactly.
FEiE:

0, REEMAZL. KREHNRIT, &k

T

7

[00:45:20] Lenny Rachitsky
English:

So the counterintuitive insight here is you think they will move slow and be too busy, but they are
actually the early adopters.

FRCERIR:
FRIUXBEEEERAARE . MUAMIITENEEEXIC, BXfEF L7 RRARAE

[00:45:27] Jen Abel
English:

That's right. They have to maintain that number one spot. And also, all of the people that are in the
number two, number three, number four spot, all want to do what number one is doing. So it's also pure

referenceability too.
R EIE:

S, MRS E—NAE, ME, FMEHEE . £=. FOUNLATEHBRBE—INMTE. FrlX
EBEZME (referenceability) EHEIREN,

[00:45:40] Lenny Rachitsky
English:

And the point about them being the early adopters, the people that join the Stripes in OpenAls and
Anthropics are like they individually love technology and love the latest stuff. So as a human they're like,
"Oh, this is cool."

AR ERIE:



XTI RHARAEN—=Z: A Stripe. OpenAl #1 Anthropic BJEBEEAN, TN AMARERAR, AER
HBVRA. FRLUERTA, N5 TF: "B, XXBET.”

[00:45:52] Jen Abel

English:

That's exactly right. I'm just agreeing with myself, that's kind of funny. But yeah,
FRCERIE:

TLEH, RAREHRRAEES, XEEN, EfSELt,

[00:45:56] Lenny Rachitsky
English:

That's a good sign. So two is ideally try to price closer to about a 100K, like 75 to 150-ishK is what you
said. Most enterprises are used to buying. So instead of starting or even sticking with 10K, 20K for too
long, you need to make yourself go towards 75 to 150K.

FRCERIR:

HXEMNFIK, BN BRBERT, ENNIEE 10 HE5T, MEMREY 7.5 52115 5ETAEG. KEHEK
EWIBRFRXDMNMUL. P, FEKEEEE 1A, 2 AETHKE, (REEILESA 7.5 7% 15 HhERTE
o

[00:46:18] Jen Abel
English:

That's right, yep. And if you were to sell a service, | know we're talking about selling services first, throw
weight that over time, so maybe it's 10K a month. So they start to get used to what that pricing looks like.

RS ERIE:

", WMRIMBAEZIRS (FAERNINAERTEMRSS), AIUBEREREBENNE, thin— A 175%
TCo RXAFMATRAFIA IR FE MR

[00:46:28] Lenny Rachitsky
English:

So this is a way to make it feel, this is like how you get to 75 to 150K is there's a service attached to it. It's
not just, here's my Saa$S product, we will solve this problem for you, or a person will be sitting there doing

this for you.
R EIE:

FIXB—Mit ERESENAR, XMEIRMELAER 7.5 5% 15 AETHNFE—MIN—DRS. FMUXZE
“XEFB SaaS T , e BIZAMERZNER , & “SE—TMALEBREANRLEIHE" .

[00:46:41] Jen Abel



English:

Or no, it's the technology too. You can add the services. | always, well let me take that back. Whether the
services is bundled into it or not, some people will unbundle it, other people will say the services is a part
of it. But yeah, it nets out to 75 to 150K. That's right.

AR ERIE:

HER, BABREZO. RAILURIIRS. HEZ - FE, RKENABIE. TIERSEESRBER (L
AZIFD, BEASHRSEETN—ED), SZHRASHIE 7.5 73 15 HETZiE, 2o

[00:46:57] Lenny Rachitsky
English:

Okay. And you said that it's okay to start lower on ACVs and deals, but you need to push fast towards a
100K over a few months.

FRSCERIF:
R, R FFIAET ACV IR ZEFR— =& X &, BREEE/L A RRERR 10 HETT.

[00:47:05] Jen Abel
English:

Yep, that's right. If you can get into an enterprise for 10K in a month, which is not doable, but if you could,
and you could go from 10 K to 50 K in four months through an expansion strategy all game, that makes
sense, but it's really rare and very hard to do.

FROCERIR:

BHY, K. MRMETE—TARLU 1 BEITEN—KARL (BAXFKAEE), AREIY KRBEELNA
MM 15EKEIS 75, AREITIRE, EXIFEF R EMLUSEH.

[00:47:22] Lenny Rachitsky
English:

And so there's two different paths there. One is land cheap and grow quickly. The other is move your ACV
average up quickly. Seems like both, the latter is probably the more common strategy is just keep

increasing prices.
FRCERIR:

FIUXBEERFARNRRR. ——RENTDAHREIE K, —SRERSIFITFIIACY, BEREEREEER
TEREE, BIRER S8

[00:47:35] Jen Abel
English:

Yeah, because the former you can get tripped up because they could say, "Okay, now give me an
economical price for doing this for a hundred people." And then it all kind of evens out because now



you're at the 100K deal anyway, but it's much, there's more room for error, which is why I say go in and try
to land 100K.

AR ERIE:

B0, RAARIERTRESILARESL, ARMIITESE: 9B, MELER—1H 100 ARHXIARS T
i&.” ARMBMILTTY, EAMRRRKXEREET 10 AETHEF, BHENTEERT. XMENTAEK
HEEHEEZHET 10 5%t

[00:47:53] Lenny Rachitsky
English:

By the way, in our first chat, we talked a lot about the procurement process, which is what trips a lot of
people up and is really painful. And I vividly remember that conversation still. So if people are having

issues getting through the sales process and procurement, a lot of good advice there.
R EIE:

IER—T, FRMNOERIKRF, HMKTREXTHWRIZ (procurement process) KRR, XZit
REARRKBIFEREOMG . BESRBIZINF. FAUMIRAREHERENRB S EERRE, AEEAR
ZIFHEIN,

[00:48:09] Jen Abel
English:

And getting stuck in procurement is usually because you're not speaking to a senior enough person and
they don't know how to navigate it, which is why I'm like that executive needs to be involved because as

soon as the executive picks up a phone and tries to get a hold of their buying group, things move.
(00:48:27):

When people say, "Oh, I'm stuck in procurement." I'm like, "Oh, that could just be a qualification error
and you never get out of it because you sold to someone too junior." So that's why the 100K is such a safe
zone because even for 10K, you might have to go through procurement. So this is the surest way to make
sure that you don't ... Listen, I've seen 10K take nine months to close.

FRZERIE:

RERWIF T E AR EART R B, MIAMENAS SRE. XMEAFTARREELNS
5, AA—BSE %#_%ﬁﬁ%?fﬂﬂ]ﬂ’]xm’]ﬁﬂﬂ ERUNEHE

(00:48:27):

%’l}\ﬂ‘]iﬁ IR, HREFXRMAETT” B, HIWM: R, PAEIAZB—NHEHEIR (qualification error) , R
EBHAR, EAREZET —PRAINKBBIA” XMBAMTA 10 HERE— T2 2K, RARMER 1 5%
70, fRBAIREBEERMWAIR. FIUAXZBRRIRAS G, AT 1 HETHNEFET 9 NTAA K

[00:48:52] Lenny Rachitsky
English:
No bueno.

AR ERIE:



AR

[00:48:53] Jen Abel
English:

Yeah, so.

R EE:

=8, Frllo

[00:48:55] Lenny Rachitsky
English:

Okay. Next piece of advice is this idea of vision casting instead of problem solving. So the advice here is
instead of here's your problem, here's how our product solves it is here's how you will achieve alpha in
the market by adopting the software. We talked about the example of cursor where if you adopt cursor,
you're going to draw the 10X engineers that are joining other companies right now. This will give you a big
advantage.

FRCERIR:

FH. T—HREBINE “WEER" Mik ‘BRI . XENRNE: F2H “XZMNEE, XEHN8~
mIARRRE” , MER “BIRBAXFNGE, RENEETZHIRRS alpha” o F1i%ET Cursor BIFIF:
SNERIRF A Cursor, fRIGIRSIARLBRTEEMAEMABR+EKEELZIN. XFLIRHERERBINE,.

[00:49:16] Jen Abel
English:

That's right. And yeah, it's pain versus opportunity, especially in the age of Al, and | know that we're
moving into the next dimension. It's all about solving for a gap. It's seldom about solving for a very, very
specific problem because people are trying to figure out what's our Al strategy? Where are we going to go
with this? What is the world going to look like? | want to be a part of that new world. So it's a great time to
be doing that.

AR ERIE:

i, =H, X2 BE 5 NE” NiEH. [B3EE A A, HAEHNETHENT —NMEE, ZO0ET
R “ER" . ROUBXRTFHA—TIFEIFERENEE, BAANEBBEREFER: HITH A RBEHA?
HNEEMEE? HRITAAE? HBRAB MR —ED. FILUIERMX A ERIRFIIH .

[00:49:42] Lenny Rachitsky

English:

And then there's a bunch of advice you shared about design partners, of just how to select them. Your
advice is definitely have design partners because they will help you build the right thing. But as a founder,

you need to have a clear vision and sense of where you want to go and not just build everything they're

asking you to build.
FpERIE:



RRERIRDENXTIRTEGENHN—RIIBIN, XTFOMEFME(], MNENE: —EEH/RITEIENHE,
EAIZEFAZERNS @, BEACIBA, (FREGBMHNBRMAEEE, MARERMNEGEMIIZERMR
R —1,

[00:50:00] Jen Abel
English:

That's right, because important to say no. And that's all part of the framing, which is like here's, we want
a little skin in the game. You set the price, but here's what we're marching towards in the next six to 12
months. Are we aligned there? If we deliver on what we say we're going to deliver, are we aligned there
and do that kind of handshake?

FRCERIR:

&iE, AANFRELRER, XEBERKREN T2, A2 “HNBBMBRA—RFZR. RENS, E
XEHNERK 6 B 12 MR ELIMBB T, HNBFR—ED? MRBANZA T HNFENRAE, HNOER
—E05? * ARARAM O KN

[00:50:24] Lenny Rachitsky

English:

Is there anything else that | missed that you think is really important for this stage?
FREiE:

XM, EEFARERN. MIANAIEEEBNREG?

[00:50:29] Jen Abel
English:

So one to 10 is no longer the founder. Maybe the founder comes in very strategic points, but you need a
really good enterprise salespeople. Taking someone from small business and expecting them to do
enterprise sales, big no-no, it's a different game, right? Vibe like a different game.

(00:50:47):

You need to understand how corporations buy. You need to understand how executives think. You need to
better understand simply just what the enterprise business model is all about and their ability to take on
risk. People will bring in super junior enterprise sales reps and I'm like, "You're looking to sell to an
executive and you have this person that's five years out of school with no corporate experience doing it,
again, unless they have some extremely deep experience in the industry or are just a unicorn in terms of,
wow, this person can sell ice to an Eskimo kind of thing."

(00:51:27):

A junior person converting an executive, again, if the founder is involved, maybe that's doable, but
usually the founder can't be involved in every deal and you need people that can, | always say you need
people that can cosplay a founder, which is selling the vision, getting them excited, running through a
wall to get the deal done and getting creative on ... None of my deals look exactly the same, every deal
looks different and that's okay because every organization has slightly different opportunities of where
they want to go, and you have to kind of build towards that and the framing may change.



(00:52:14):

So it's this ability to adapt from what you're hearing and let that compound over time, but | always say,
can this person cosplay the founder? | think that that's the best type of salesperson because it doesn't

feel like sales. It's more of the art.
RS ERIE:

M 1310 BINER, SHEFRBNESBAT. UiFtIBASTEIEE XENHEETANAN, BIMEEEEREN
AEZFPHEAR, BHNEIHEENARLIFR, BEMIIBMATAHEE, XRAR. XEREFEFEE, X
E? [RETEARE.

(00:50:47):

MBETRARATMNAWE, MBETESENFATE. (REEERNM T BRI AR IARTO R HAEB X
HIEES1. BEASHE-LEFRERLPATFAHEEAR, RN “MTERRASEHRE, M- ELEF. T2
RAERABZWHIAEM? BRIFMIETIRABIRRIEZLE, HESHPT REAZEZHEEN HHEEX
j_o”

(00:51:27):

UM RIARERAUSE, NREIBASSER, BIFFT, BRECIBATESSE—£X5. (FRER
LEWB “BEIELIBA (cosplay a founder)” BA—IBESHER R, ILEFAXME, HRDEAMNR
%, AFEERZKIT LIRALIE. BNRZRARERTE—HH, S—25ERERE, X&XFR, At
MALRBERMGEERR, MBAHAERINHEREE, EREAIERE.

(00:52:14):

PR B — M RIEFRIAZIRY(E S H1TIHEERVEES), HILXMEENRENE~EERN, HERM: XPAEKEE
BANS? FANXBREBHHEEARRLE, HAXBREFAEGEREKTE, BEGE—TIZAR.

[00:52:30] Lenny Rachitsky
English:

This amazing advice. What is a common profile that you've seen be successful? What level of seniority?
What kind of personality and any traits to look for?

FROCENIR:
XERGFHIEN. RASHMINATRERFAFNER? BHWA? HRERE? BMERSRETIR?

[00:52:38] Jen Abel
English:

Maybe a former founder if you can get that, because they're used to selling, they sold investors and
they've sold employees. Two is someone with no sales experience, but has deep product experience or
an engineer and can think about things in a unique way where the market is like, "Oh, this is so
interesting."

(00:53:00):

Taking a typical salesperson then and putting them into a sales role almost always is where people get
frustrated. The market, it feels salesy. The market doesn't want to be sold to, they want to buy. And |
know that it's very hard to hire a really good enterprise salesperson. The number of people that I've
interviewed, | can count on my hand the ones that | get really, really excited by.



(00:53:29):

It's almost like coming across a great founder. It's not as common as everyone expects, and | think that
that's true for engineering. | think that that's true for sales and | think a lot of people, sales is like, "Oh,

just throw a body into it. The product will do the work."
R EIE:

NRIREERE, BIrEmeleA, RAMNIBRTHEE —tiIaREEHRE, IRIHEE, FMHETER
BHELRN, EFREFRERNA, HEZIREIN, MiTERFNARNBERE, ithyi[F: B, X
XEERT.”

(00:53:00):

mE—THENFEEAZHIERMNBERERIUL, LIFERIURRBRIRY. mHRERFT “HHEKI/ILX
£ . mHAERMESE, WIAEmBE. BNER—TEERFTHATAHEARIFEH, FEXIHA
8, BURAERINENERETH

(00:53:29):

EILFMEGEE —MERBEIAA—1F. ZHNMEARTAANBLAE B, FINNTIRTHMULL, HE T
Ko REARFHENMRZ HEENANHEE, FRACSWIE .

[00:53:48] Lenny Rachitsky
English:

Advice | often hear is don't hire a senior VP of salesperson from a bigger company. Do you agree with
that? What's like to senior?

RS ERIF:
BREABRINBINE: FEMALATBEFTNHEER S (VPof Sales), fREIEMD? AARNERER?

[00:53:55] Jen Abel
English:

Yeah, so the bigger company thing, the brand was doing all of the work. The brand built the trust. You
need this person to be able to build the trust and they're usually, the product is still so new. The product
is the founder in the zero to one stage. The product is just starting to get a case study.

(00:54:15):

You probably have maybe a few references, but it's still very, very early days. You need the market to
believe the salesperson and you need that market to know that they're trustworthy. A VP of sales at a
large company, | would say, they're best suited for a large company because one to 10, you're running
through walls.

(00:54:33):

You have to figure out, you're doing a lot of convincing, you're doing a lot of educating, you're doing a lot
of creative deal crafting. A lot of owning the frame. It's not necessarily selling a product, it's selling that
future value, which a VP of sales at a large companies, it's very different. It's a different game. It's kind of
like the SMB and enterprise.

FROCENIR:



Bl. RRBWERZ, mEAETHRANIE, mEEILTEE. MRFEENE—TEEFEILEENA,
ERFmEBE R £0E2 1MEKR, FmmEtlaA. F=aA NRIFFRERZFm5R.

(00:54:15):

AR BNNSEEF, IAETLTIRERMHMNER. (REETHHEEXTHEAS, FEDHREM]Z
ERENN. AQABMEERSH, HRR, MINREGALQE. FNTE 1R 10 B9, REEHRD M,

(00:54:33):

R AEERR, FRMAENRKRIE. KENHEIF. KAENCIERZ&IT. (RBEEFEN. XF—E
BEMm, MERRKNNE KATRNHEERSHMNEBEEFRE. XBREREX, #MK SMB FMAEIL
BYX B —1%,

[00:54:53] Lenny Rachitsky
English:

It's interesting you said when you described the profile of a great hire here is you said they don't need to
have done sales. If they have done sales, what's a number years or kind of what do you look for that tells

you, "Okay, this is a good fit for the first hire."
R EIE:

RE®, REMIEBAERRMIAFEMIHE, NRMNEIEE, MAAFEZVFLN, NEMRT
B ARNFERREIFE 8, XRE—IMHEATIHNGEAR ?

[00:55:06] Jen Abel
English:

| actually think it's less about experience and more about the person. Does this person make you feel
good? Do you want to buy from this person? | think Jason, Jason Lemkin said that best. Would you want

to buy from this person?
FREiE:

BRELINANERUHABLEE, XBEF A, XNNILRREEGFE? REMIMAFEIRARD? FHiAA
Jason Lemkin iR19&4F: FEMXMNAFEXRANG?

[00:55:15] Lenny Rachitsky
English:

Can they sell you a pen?

R EE:

ftfi e 245 (RNG?

[00:55:16] Jen Abel

English:



The classic. Yeah, exactly. Do they mimic or mirror the market they're selling to? It's much easier to buy
from someone that looks and feels like you than it does from somebody that's in a totally different realm.
And also, an executive wants to talk to another senior person.

(00:55:41):

They don't want to talk to someone that just graduated from college and is selling them the new way of
working. What do they know? So | think it's tricky. | would say someone with no sales experience makes it
feel different and special, that's what | like about it. Someone with sales experience knows how to
navigate and probably be qualified better, but it's almost like the blend of those two things.

(00:56:05):

And that's why | go back to cosplaying the founder, which is like, could this person close a future
employee? Do they get excited about the problems they're solving internally and the vision that they get
to sell to?

FROCENIR:

ZHAE, BH, ", MIIESREEMGHRMRMINIPAIHENTH? N—1EERMBSTEREBEIRFIAIBE
LR, LEM—ITE2FETRHIABELESTZRFZ. MA, SEBNS—1MHRALRXK.

(00:55:41):

1A BN —TRIARF . @fbilER “FIEAN AR, BIAEFTA? AURESXRHY. &
=, RAHEEERNAZUERIERAR. RIFH, XMERIERNMG . BHELENANBNMFS|IFR
12, AIREfEImER P A EMIEEY, EX/IFERXMENLES,.

(00:56:05):

XN ATKEE “BREIBEAN" X—m: XPARBEIRENRTIE? 1S3 AEREFEFARBIR R
R EENRRREIHET?

[00:56:19] Lenny Rachitsky
English:

This actually was a reader question, listener question from Twitter. So Peter Dedenne asked, "How do you
make this first salesperson as enthusiastic about the product as you? Is there something you could do? Is
it more just they already are and you just leverage that?"

FRZERIE:

XLFF ER2—1MKE Twitter BIEE /I ARXI2IAl, Peter Dedenne (8]:  “fRAMAIILE—NEE A RGIR—EEX =
mAHEAE? BHARATUMAINE? E2iIRMIIEESMBENSE, MEREMNBETX—R? 7

[00:56:36] Jen Abel

English:

Incentives. Salespeople love to make money.
R EE:

AEAE HEE A RRE R



[00:56:40] Lenny Rachitsky
English:

Easy.

FSCEIE:

EEET,

[00:56:42] Jen Abel

English:

So if they know it's possible, if they know it's possible, you'll be shocked what people can get done.
HRCERIE:

NRMIFEX ZET R, WRMAIFE BRI LU, REIRFF ANTRESTR AEBIR L

[00:56:49] Lenny Rachitsky
English:

If they see how much they could make. Amazing. | imagine there still also has to be an innate excitement
about the product and the opportunity.

FRCERIR:
MRMNERBCRERS ViR, XET, REEEERFENmiNEE —MRTERHE R,

[00:56:58] Jen Abel
English:

They have to believe in it. They have to believe in the founder, but incentives usually make the world go
round, but yeah, is this person, are they asking the right questions to the founder? The best thing to do is
have the founder join the first five calls. You know after five calls if this person has what it takes, and don't
be afraid to fire. One in every two salespeople usually are fired. Yeah, it's a very high failure rate.

RS ERIE:

1B BB E = m, LIBELIEA, ERVGEEERERENI. i, XPTAREREEIMARL T ERHBIE
A? RFPIBCER LB ASNEI IRBIE,. REEE, MMANEXTARTEERNIER. FEEHRE
B. SHTMHEEARTREME—TaRER. 21, KNXFES.

[00:57:33] Lenny Rachitsky

English:

Because you can tell pretty quickly how it's going.
FRCEIE:

EARR IR AEE H RO,



[00:57:35] Jen Abel

English:

You can tell, or the vision of the founders is just very wrong.
R EE:

fREEBE R, EWALIGANRBRIREMRZER.

[00:57:39] Lenny Rachitsky
English:

Speaking of incentives, do you have any quick advice on how to structure their comp? Just like how much
they earn?

FRSCERIE:
WMEERE, FXTFUAEERMIINEFNG® (comp), REMHARBENEINIE? tbintilaemEZ 1?2

[00:57:45] Jen Abel

English:

It's usually 50/50. So it's 50% OTE. So it's 50% base salary, 50% OTE.
FRCERIE:

BEE 50/50, Bl 50% ZEH, 50% EBEnHEM (OTE, BLEAKEBEREHRE).

[00:57:53] Lenny Rachitsky

English:

And then how much of the sale do they typically get? Say the first sales hire.
R EE:

BaTBEEMEERPE S VEM? LEINFE—MEERT

[00:57:57] Jen Abel
English:

It depends on the size of the deal, but in technology, it could be anywhere between eight and 12%. So
rounds out around 10%.

R EE:
XEURTRZZ MR, BERHATIL, BEE 8% 2 12% Zial, FrLAFIY7E 10% EhA.

[00:58:07] Lenny Rachitsky
English:

Okay. Awesome. When do you hire the first salesperson? Is it around the 1 million ARR mark usually?



FRSCERIE:
T, KHET . HARBRIBE—MEHEAR? BEERE 100 5E5T ARR £AME?

[00:58:13] Jen Abel
English:

Yeah, it's around that 1 million ARR, mark and I, and it's usually when you have your first seven to 10
customers and there's some pattern recognition around it that you can share with somebody else, there's
some consistencies. Otherwise, it's just like that would be very hard.

FROCENIR:

28, KA 100 FETARR EH. BEZMFETRI 73 10 MNEF, HEBKE T LA UDZARIANE
IR%I (pattern recognition) , Bl—&:—HMHRAE, SN, XSIFEEM%E,

[00:58:34] Lenny Rachitsky
English:

Basically as a founder, you have to figure out how to sell enough times so that you can show someone,
"Here's what's working."

FRCERIR:
EAXRLENEIBAN, RETEBTREBRZREEE, EMAEEIARST: “XMETZERNGE”

[00:58:40] Jen Abel
English:

And this is the common thing | hear, "Well, I'm a $10 million business. I'm in this small business space.
You're $0 in enterprise." It's a zero to one right now in enterprise. It's a totally different game. It's a
different value proposition, it's a different deal structuring, it's a different target market. It's a different
risk tolerance. It's totally different. So don't be blindsided when-

FRCERIR:

XERERENWZE: B, RE—K 1000 HETMENQE, JENEWTE" BIREREILFEZ 0o
R, WERZEM 0E L, XEFTEAFRIFY. NMEXKAR, RSEHEFE, BirhizRE, K
ARENEAE. TE2RE. FIUSEEERFINN, FEREIZ -

[00:59:08] Lenny Rachitsky
English:

It doesn't work.

R EIE:
------ INREITREHIE,

[00:59:08] Jen Abel



English:

... There's a lot of unlearning that needs to happen when you move into a new market.
FREiE:

""" HiRHEN— 7, BRZBLXNFZERMST (unlearning),

[00:59:12] Lenny Rachitsky
English:

The advice here is make yourself sell up until around a million ARR, especially if you're trying to go
enterprise selling to enterprises yourself as a founder, which is really hard. You have so much to do and
you have to be selling this thing for a long time time.

FROCENIR:

XENRINZE: LBACKBEEEEE 100 5E7TARRES, FHIRMRMBKAREL, FAIBAFEERK
EIHERIFEMR, MBBASEEM, MEMSAKAFEBHE,

[00:59:26] Jen Abel
English:

Yep. And then try and find someone that you get excited by. It's funny, if you ask the founder, are you
excited by your salesperson? I'm curious what the real answer is. It's like, "Well, it's a button to see it in. It
was hard to hire, so."

FRCERIR:

Bi. ARREHR—MLMBREENA. REE, WRMRRIEEA: “IRYREVHEASRBEINED? 7 &
RENEELHNER. BER: B, SEEAERILTE, BEHET, AUt T,.”

[00:59:41] Lenny Rachitsky

English:

Interesting. | remember, | think it was Jason's advice was to hire two people immediately.
FREiE:

B, HI21E Jason HEINZEILZBMBERE N Ao

[00:59:41] Jen Abel
English:

That's right.

R EE:

Ao

[00:59:46] Lenny Rachitsky



English:

So you can compare them. Do you agree with that?
FREiE:

XIFREAE] LALL AR M ] RERS?

[00:59:48] Jen Abel
English:

100%. Yeah, because of the 50% failure rate. | think that's exactly right. So yeah, even a tall order, go find
two people that are good. But yeah, | think that that's right because one in two will fail.

FRCERIR:

100% RE. 28, ERNE 50% HEMEK, FINAXTEIER. L, BAESRE, BEEHRHBENMEN
Ao FINNXZWE, AARPARSE—ITEERK.

[01:00:02] Lenny Rachitsky
English:

Okay, let me ask you another reader question from Hang Huang. This is kind of in a different direction. So
he says, "The biggest challenge is always cutting through the noise to get that initial meeting with the
right decision maker. How do you even get their attention?"

FhSCERIE:

9789, LIRS —1 KB Hang Huang BYIE R, XB—TAERIAM. it “&ABIRMIGLRENMA
FBRE, RESERMRARENTIRZE. RERZMNARSIMIIFERI? 7

[01:00:15] Jen Abel
English:

It's the vision. What is the opportunity that you're selling? That if they are excited by that, they will take a
call. I see it all the time, and don't give away the farm. Keep it to three sentences. And | know I said this on
our first call, but say something counterintuitive, they could feel different. Make it feel like they can learn
from you by taking a 15-minute call. You see the standards of like, "Oh, | came across your LinkedIn." And,
"Are you looking to grow your business by 15%7?" It's like, "What kind of statement is that?"

FRCERIR:

ER=R. MHEENNIEMHA? MRMINMIREME, WIMEBE REERIXMER. 18, 12
—TF2EEY, RET=ZGEURN. RMEREFRBEFRY, Bl —LEEERHNE, LHIIRER
—1¥, LIREFET 15 D HETBIEREM M BEFERA, MEEEIPMIENFZA: B, ZREBE TR
B9 LinkedIno” LUK “fRARLLMLSSIEK 15% M5? ” XEMIIFH7HE?

[01:00:53] Lenny Rachitsky
English:

And this is in the cold email they get about this pitch.



FRSCERIE:
XM 1TSS (cold email) BWEINAR.

[01:00:56] Jen Abel
English:

Yeah.

FRCERIR:

=0

[01:00:56] Lenny Rachitsky
English:

Awesome. So this is a good segue to another reader question from Hugo Alves, Co-Founder of Synthetic
users. He asked, "What's the best advice for going from healthy inbound to targeted outbound?"

FRZERIE:

KIET ., XRFME|H TS —1KE Synthetic users BXEEII5 A Hugo Alves BUiEE R R, fhia): “MEERR
#Eh&iE (Inbound) EEBHMMNESNMMIE (Outbound), RIFHVEINEMFA? 7

[01:01:07] Jen Abel
English:

Healthy inbound usually is a marketing-led initiative. So that's a marketing game. It depends what deal
value you're selling. Are you selling a $5,000 deal? It's got to be marketing-led to make the engine work. If
you're selling $100,000 deal, you're doing outbound day one. So again, it breaks it into those. This is like
that blending of the, | see a blending of that question. This is where you're doing small business

marketing-led activities or are you a sales-led organization selling a $100,000 deal?
FRERIE:

#2RERY Inbound BHE B E HIRTHEIZHE. PRUBRREHRIEN. XEURTIREENRRZHME. fRSEZEYZ 5000
ETHNREFID? BOIEEHKD A EEILSI BT, MRIMENZ 10 HETHETF, RME—REMEM
Outbound. FLA, BRGEE, BEXDHFK, HEIXNUAEE MRS REEMINEULREHERER,
ER—PHERER. 5210 HETEFRAR?

[01:01:40] Lenny Rachitsky
English:

And the reason that's important, just in case it's not obvious, is you're not going to make money if you're
selling. People are spending time closing deals that are making 10, 20K. Just the ROl on that won't work
for your business model.

FRCERIR:

X—RZFUEE (UMAKEELR), RERNMNRMMILATENBERIBERE 1A, 2 HETHNEF,
REBRAEIEE . XMIRANFHEE (ROI) AAFEIRIEIART



[01:01:51] Jen Abel
English:

That's right. Yep.

R B

i =ho

[01:01:53] Lenny Rachitsky

English:

Awesome. By the way, let me just say, Jen, this is an incredible conversation already. We've gone-
FRERIE:

KT IER—A], Jen, XXMNEELFERFT. HIESZ -

[01:01:57] Jen Abel
English:

Oh this awesome.

R EE:

MR, XKHET

[01:01:58] Lenny Rachitsky
English:

... Through so much. This is exactly what | was hoping to get through and we've gone through so much
advice that | think is going to be so helpful to so many people. There's a few things that your partner,
Justin also suggested | ask you about that | want to touch on. One is you have this question you ask
founders a lot that opens up their mind. You ask them, "If you give your product away for free, would
people even use this?" And every founder is like, "Of course." And then you ask, "A customer this?" And
they're like, "Nah, we wouldn't use this." And that just blows their mind. Talk about just the power of that
and how you recommend people approach this.

FRSCERIF:
------ AT TXAZHE. XESBREEREN, RITTHETXAZEN, RIANHREZAHELIEEEEE, 1

BIEA Justin BRINFKRIRILGE. HR—1E: (REBREIBA— B LM BZ /R, (Rl
“NRMREFEREMT M, AMIZBBE? ° SMCIBARR: “HA" ARIMRATAXN0EE, W05
K, BFZA” XNRIZ—1F, KX NAENAIE, URIRENATIORN,

[01:02:33] Jen Abel

English:



| always say ask the questions you're afraid to because that truth is going to get you closer and closer to
the answer. So I'll ask a client straight up on a call, I'll say, "Honestly, do we think we're going to get the
deal done this year? Is it possible?" They'll give you the real answer and people are afraid to ask. But the
other side is sort of if they're in it with you, they don't care about that question, right?

(01:03:01):

Can't ask that question on day one, but if you are, and we didn't talk about this, but maybe this is
important. Every single enterprise deal | have done, the deal is done, the deal is closed and pretty much
done through text. It's not on email anymore. It is a relationship you're building with someone where if
my enterprise client called me, I'm picking up that phone immediately or I'm responding them to
immediately because that builds so much trust.

(01:03:31):

If they know they can call on you, they're going to get you to pick up and they know that you're going to
do everything humanly possible to make sure that this is successful. People will turn over rocks for you. |
have a client at a Fortune 10 company where | was like, it's so important we get the deal done this year. Is
that possible? And she's like, it's a tall order, but if it's going to help you, let's do it.

(01:04:00):

These are how enterprise deals gets done, it's relationships and it's this, and this is why I'm saying
structuring the deal, make it feel like you went to bat for them and in often cases, you are going to bat for
them and structure it in a way that makes sense for them. Everyone kind of just tries and pigeonhole.
Pigeonholing and deal structuring consistency is important for a $10,000, sub-$10,000 deal. A $100,000
deal, it very commonly will look different every time.

FROCENIR:

HERW, BRFLEMEREANEE, RARESIILREREERIER, FIURSERTEEFRER: “E
K, MESHNSEEERRZZG? BrRIAEND? " MIILIREENER, MANEERER. B5—75
H, SIRMWNZ2EOENMENE, MIIFRSNTEXNEE, WIE?

(01:03:01):

RARETESE —RAEIX N, BNRMELRAAES - HNEKKEIX—R, EXFEREE: FAK
B—EAEPRS, RAMBEIEE (text) BEMXHAN. FEREHT, XE—MREEARINXR,
NRBEIRFPLTITHRIE, BRSUAMEN, NEILRRIE, FAXEERLBEANEE,

(01:03:31):

NRMIAE AT LABERS AR, R=REIE, HEMEMRIBREAHERK, AIZAIRAERLE. FE—1
IHE 10 BARNER, HEMR: “SEARRZXRNVIFEER, BGrRAEG? 7 k. “ESRE\E, BN
RXBEFEIR, ARAIFHL”

(01:04:00):

EMBAZTFARZERNAR —RXFR. ZMBATAERBRITRZLEN, LEFF RFREAMI]FEF
o (FRELMREEHREZEAMNFED , HUNMNERXNARNMEEL, ARZBIEEEREL. T 15
ETUTHEF, fNERN—EMREE; BXT 10 ETHNEF, BEBREEREBFI—F.

[01:04:32] Lenny Rachitsky

English:



April Dunford was on the podcast and she shared this really interesting insight that the reason people
behave this way is the person at the company buying this thing, their ass is on the line Also, their
reputation is on the line for this thing to work out. So they want it to go really well.

FhSCERIE:

April Dunford B3RIEE, WAZET— M EEEEINE. AMZAAUXERI, BREAREEATHEHN
A, fI1A9EDE (assisonthe line) MAEEMRETXMHE L, FIUMIIFESEHE qﬂF.%HIE%'Jo

[01:04:45] Jen Abel
English:

That's right. Again, they do this one in every three years, one in every two years, maybe one in every five
years. Hell, | don't know. They don't do this every year. It's very rare. It's no one likes a new tool. No one.

Not you, not me, unless it changes everything.
R EIE:

Rifo BUR—R, INE=ZAFABM—RXHFINRE. BEFTHERKIRR, BELEFAESFHM. XRFERL
BRAENRHIR, & Ao MEAENR, FRIFEESRE—,

[01:05:05] Lenny Rachitsky

English:

Yeah. Figma was a great example, that's Slack.
R EE:

=M, Figma @ MREIFHIGIF, Slack B=E-

[01:05:08] Jen Abel
English:

Everything you've touched
FRCERIE:
Rt B — R ThBY G,

[01:05:10] Lenny Rachitsky
English:

Everything that worked out. You said that you asked these questions that people are afraid to ask. What
are some other examples of questions you often ask that people are afraid to ask?

FROCENIR:
FREMINEIZES, (RIFIRSRAREAMFERBRE, EEWLEMREER. B3I ARERRIR=EG]F?

[01:05:20] Jen Abel



English:

| will say, "Listen, this is $150,000 engagement. | will co-author it with you where we can make this a little
bit bigger if you need something else. We can make it a little bit smaller in year one, but in year two it
steps up. How do we get this done so when you go to bat, it's a win?" Sell them, do they take it to the
wrong side and try and discount you? I've actually never seen that because at that point you have a
relationship.

(01:05:51):

So co-authoring the pricing is so important because they need to know that they go to bat, they can say,
"I got this out of them. If we get this deal done." So this is why when | say every deal looks the same,
you're asking great questions because it's explaining why | meant by that, but this is another example of
why every deal in the enterprise sort of looks somewhat different because a lot of it is co-authored. So
again, if someone wants a slightly lower price, give it to them, but maybe them lock them in a little bit

longer.
R EIE:

(=it “IRE, X115 AETHNIB. BEMIRERIZIT (co-author) FZ, MRMFEFER, Fi

AUBEMA—R; XEF—FMh—R, FTEBEM. FBIMZOAERXINAR, FiLfRERERFEE
BERRIRMESS? 7 T|AEMNAR, MIsRIKFABARX—RENES? REIMERLE, EREBNMERIIE
FBIT X R
(01:05:51):
FRl “HENGHTEN” EEEE, AAMIIEERE, H1EFEE, Mi1ablik: “URERXERS,
FEMMIIBR) LEENE T XL ,” XMBATARNEBERZERRIAEARE, MOFREETF, XBETHENE
B, XRABEFPRGEEREFTEEANS —MIF, AANRZABZTEEEILITHN. I, MNREABEHEN
g, L], EhFT LS EEK—R.

[01:06:25] Lenny Rachitsky
English:

There's another point that Justin makes that you've touched on a bit, but it's when your no, the way he
phrased it is, Jen always talks about how no is the best answer to yes because no is data that you can use.
Talk about that.

FROCERIR:

Justin BREI T B —m, MUEHEHERET, MEXTF “EBL” . tHRAZR: Jen B ‘N B2RTF ‘@7
MWEREERE, BN R Z2RUFBREIE. %X

[01:06:38] Jen Abel
English:

I am a qualification crazy person. | will not get in on another call with someone because on the first call
it's either a yes or a no, there's no in between. Humans are, we're so different and we're so unpredictable,
but we're also so predictable at the same time, right? It's very obvious if someone is excited and wants to
do something, it is so obvious when someone is just trying to be nice.

(01:07:06):



So I will say to them on that call, "I'm sort of getting the vibe that this might not be a good fit or might not
be good timing. Did | misinterpret that?" And they will usually say, "Yeah, you're right, it's probably not a
good fit." And then immediately, "Great, | would love to stay in touch. You've just saved a relationship and
you've just saved yourself a ton of time."

FRCERIR:

HE—MRERT “Mhik” (qualification) BIA. HASHMEANHATERNEE, ANEEREER, B4
= 177, B4R NMT, REREE. ARKBETEL. AEUFN, BNXIEESFZTN, B2 MR
%)\ RMEHBMES, BREMZ L, MMREARZELTILSR, BEFEZEMS W

(01:07:06):

FRIURSEREEIERNMINR . “HEEXATEFREGE, HENVANY. KERETE? * wiIE8E=
W B, fRNT, AREmRAAEE" %E%zxﬁﬂﬂlﬁ. KEFT, FEERRIFEKR” RUING%ER T —
BXAR, WhBCTE T AENEL

[01:07:24] Lenny Rachitsky
English:

And the implication here is just to your point, you're limited on time. You don't want to be spending time
going down or rival that won't you anywhere.

FRCERIR:
XEWE XIERFR, (REVBSEIERR, RABENEREZFPEFRZHEERNLR.

[01:07:24] Jen Abel
English:
Yeah, exactly.

AR ERIE:

Y, Ko

[01:07:33] Lenny Rachitsky

English:

I'm going to take a quick tangent on tools. What's the state of the art on go-to-market outbound tooling?
FRERIE:

KEEE— X T IAENE#R,. B GTM Efti A TEMNRINGRARTA?

[01:07:39] Jen Abel
English:

| don't use a tool because | believe in the manual and I'll explain why. Every single note | send is slightly
different because | see a picture of them and I'm like, "Oh, | don't know if that's going to land." Or I'm like,



"Oh, they actually might appreciate this. It's weird." Visual cues are so helpful. A picture is a visual cue,
looking at how long they've been in the role, looking how long they've been at the company.

(01:08:05):

| use all of these little things and | seldom customize a note in a way that people expect which is that first
customized sentence because Al does that, and everyone's doing that. So | go the opposite extreme,
which is like remove it and | customize it with how | frame it or the subject line. So it's like if I'm talking to
someone like a peer, | might say quick question like QQ.

(01:08:36):

If I'm talking to someone that has a bit more experience, | might write a little bit of a tighter note, not all
lowercase. So it just depends on who you're speaking to. And again, this is why it's okay to spend a little
bit of time on this because it's a hundred thousand dollars. It's actually a million dollars at the end of the
day because a $100,000 deal if you play your cards right turns into a million dollar deal over three to five

years.
FRSCERIF:
BEAERITE, AABRBEEFHIRE, REBRRR. BRAXNE—XEEHBRELRE, BAFEEDMIINE

R "], BAMEXDESAEE.” HER: MR, M8 EE’JAﬁth—ﬁo XREFW.” WL
& (visualcues) IFEFEH. RAE? Dﬁ“ KR, BWNERLULTTZA, AREFTZA0

(01:08:05):

KM BEEXE/ NAT ., HREVRBANTENIBEEEREE (LbINBE—aEFIE), EA Al FRIEMIE
1, FIBEABEBID. FAIUKRERT B —Miin: XERL, BYERNREERKTAITRES, b, @0
RBEEMRIR AR, HATBESIR “quick question” Z “QQ”7 .

(01:08:36):

MRRBENEFLZENARYE, RAURSERETE—R, MAR2/NE, XEURFIREMIMERIE, BRE
B, XMEATAERERNEEX LH, EAXE 10 AETNER, KiFELERAR 100 HET, RAMRMR
REFY, —1 10 AERTHNBEFEZRFRAZEM 100 HE7To

[01:09:03] Lenny Rachitsky
English:

I love how much you enjoy this. It's so fun to, so essentially what are you doing? You're sitting on LinkedIn

finding folks to ping and then you cold email them one individually, manually.
R EIE:

HERIRWNXHFEHORE, XXEBT . ARG EREMMAA? (RETE Linkedin BISHAILEXRBIA, RS
Frpa il & mH, —P—1 %,

[01:09:13] Jen Abel
English:

It's so weird, Lenny, | have no process. | kind of just go with the vibe. I'll read an article about Tesla and
I'm like, "Huh, they could be interested in this." Not because that article had anything to do with the
problem I'm solving, but because I'm like, "This feels like a good Tesla day." It's hard to describe. It's a



very emotional thing for me, and not to toot my own horn, obviously, but I've been successful in sales and
the most successful sales people can't explain why they're good at it.

(01:09:51):

It just comes to them naturally. It's just like an emotional thing. It's like the world's best founders. How do
you be a good founder? It's very, very hard to define. How do you become a good engineer? Very, very
hard to define. So | don't believe in playbooks. | believe that there's a feel to it. | emailed a chief legal
officer at a hedge fund once and he responded to me because | wrote to him on Saturday. | knew it was
going to be busy. | made it one sentence and it was tweaked for him.

FROCERIR:

XREFE, Lenny, FRBEENRIZ. HAERMIEMN. RFX—RIXTHIHUNXE, AR 9B, i)
FJREM X MNENMB,” FRENBRXEMBMARNEAEGX, MERARES “SREEBTEKRSHTHING
BF" . REHEE, INERHZ—MRBENRE. 2R, F2EE, REHEAE—ERRY, M&EHAZ
MWHEAREEREREE SN AFE.

(01:09:51):

HXE—HRR. ME—FMBERLNER. mEHR ERHERBIEIBA. WRAIBRA—NMFRIEIEA? REE N,
R A —NFNTIZIN? WRMEEN . FIUEFBEER (playbooks), HMBEFE—F “Bi” . RBELH
—SOTRETNEFEESBEREE, tEETH, BAREEREHN. BNEMIRIC, AUAZRET—0
&, MEREAMAZERN,

[01:10:29] Lenny Rachitsky
English:

Do you feel like this is going to be the way as Al SDRs just kind of take over and everyone's getting billions
of emails that feel Al-ish?

AR ERIE:

fRE1SHEE Al SDR (SHEFRNR) HER, STAEBKREIERHZHTE Al BK) LB, XMFLHHAIMA
ERG?

[01:10:37] Jen Abel
English:
Yes.

FROCENIR:

[01:10:40] Lenny Rachitsky
English:

So | guess maybe speak more there. Just like is the alpha essentially just become human? Don't
automate? Should you think you should?

AR ERIE:



BRBMERHE. L “BERE" (alpha) ARLEMERAAM? FEBK? (RITSNZXFLD?

[01:10:49] Jen Abel
English:

The thing about Al tools is they're all pulling from the same databases. So I'm like, "I want to email
someone not in the database that's getting hit by a million folks. | want to take a back door in, not the
front door where everyone else is trick-or-treating."

AR ERIE:

Al TENREETENEHTERBERNESIERE. PAUFERE: “HRBAPERFELEER. 2HE—BHARRH
A&, HREER), MARBEBNPIEAGSEERDETIE—FEIIBEN "

[01:11:04] Lenny Rachitsky
English:

And this is effective for very large deal, which is what you need to be doing anyway because it takes a lot
of time to do it this way.

FRCERIR:
ENTFARFRZIFEEY, MXIERIMIICINAERIZMY, EivxXihrs iHLRER.

[01:11:12] Jen Abel
English:

Yeah.

FREiE:

=i

[01:11:12] Lenny Rachitsky
English:

Interesting. So you're not like sitting in Clay, you're not like Apollo, | don't have all those tools. You're just
finding people yourself.

FRCERIR:
B, FTLURTA Clay, RF Apollo, ZEBLTH, (RREBCHKA.

[01:11:19] Jen Abel
English:

Yep.

HRCERIE:

o



[01:11:20] Lenny Rachitsky
English:

Do you start with a target prospect list at least just like, "Here's the companies that are the perfect fit for
this and let's work through them."

FRSCERIE:
FELVEE—EMBEZTFAREE? il “XEATERELZEN, ILRITF—E"

[01:11:30] Jen Abel
English:

It's all in my brain. I've been doing this for so long, | have in my brain, I'm like, these are my early
adopters. These who I'm going to go to after | close those logos, they get excited by those logos. So it's
just experience of you land a Walmart, you're going to go to the rest of the industry and say, "Hey, we're
working with Walmart." Versus you go to some lower end enterprise company and they're like, "Wait,

what do you do?" | can't even comprehend.
(01:12:02):

Also, the most strategic people, some of the most strategic executives are at these tier one logos. That's
why they're tier one because they've got super smart, really capable folks. They also extract the best

talent, the best talent likes to experiment and continue to improve. So it's like this compounding thing.
AR ERIE:

EERNIRFE, BMXTARAT, HMFEREH. XEERNFHXRAE, ETXEREE, HEEHR
i, AAMNSHXERERS. XMEEW: RET TAMRID, RAUERETENEMBRER: 1%,
HNNERNARBEE" MORMER—ERmEL, 3R “FF, RREBMTAR? 7 REELEER.

(01:12:02):

tbsh, REALEELHA. —EEMXRNSEREXLE—EKR B, XMBAFAENE—EK, AANE
MABEBRIEA. REAENHAT . ENMERIIERMFTHATL, MEAFTHAAERKLEHREHD . FrIL
XE—ME R,

[01:12:20] Lenny Rachitsky
English:

For someone that isn't Jen and has all this experience, say their founder, they're hit a million ARR. They're
just like, "Okay, where do we find our customers?" Do you have any advice for just coming up with who
we should go after? Should they be using these tools? Should they be hiring someone like a Jen? | know
this is what you do for companies. So one crowd is go hire JJELLYFISH to help them through this.

FROCENIR:

MFHLERE Jen. KEXAZEBHA, RIgMWIZEIMA, WA 100 5XT ARR, 1= “4FiE,
BIMNEWHEFR? 7 XTFOABERRRE, (RETAERN? {’@ﬂ]ﬁ“lﬁﬁﬁﬁﬁglﬁﬂg? i IRz iz A& Jen
XEFRAIG? FHALEXFLRIRA QA EFMEIER. Fril—FikiE 2 e JJELLYFISH REBI b1,



[01:12:39] Jen Abel
English:

Founder, the founder. | would say the founder, this is sort of in tune with them in a way. They just have to
find it. It's so weird to say it's all, and | hate saying it because it's like a commonplace thing to say, but it's
like there's this thing about flow and it's like some of these brands are in flow with you right now, right?
You found this insight from somewhere. Who else? What's the next adjacent ring of people that would buy
into that?

AR ERIE:

gla A, EREFELBA. RIWENIEA, XERMEZE LSMWINEREE. MIOREIH. "X
FEURHFE, RENRXAN, AAXTEREGHREDRE, EBHIE—M “0DR° BRE. BLmEIELE
SR8 FR—IAER, WE? MMELFETXNER. EFIE? TP RIAEX—RBEBE F=2iE?

[01:13:21] Lenny Rachitsky

English:

And what I'm hearing is just pay attention to what's happening, what companies are-
HRCEIE:

BIFFINE: XEEERENER, XEPLERF)---

[01:13:25] Jen Abel
English:

Yeah.

FRCERIR:

=0

[01:13:25] Lenny Rachitsky

English:

The news, what companies are doing interesting things, who are the kind of early adopters in the market.
R EE:

WiE, WEABDEMEBNER, HEHIZ LHNRIAXREBE,

[01:13:29] Jen Abel
English:

If it was just a database list and it was just about figuring out the right messaging and then emailing folks,

we would've known by that by now.
FpERIE:
MRNBREIEFR R, BELERNERARREMG, RNEMNEZEAMT .



[01:13:40] Lenny Rachitsky
English:

That's so interesting. Okay, maybe one more question. This again is from Justin. He shares that when you
hit resistance, you never argue, you reframe. If someone says, "We already have X solution, you'll agree
and pivot and totally X is great for this thing, but here's what we can do."

FROCERIR:

tﬁ%%?o y}y E%E—/I\fﬂ@o ERIEE;EQ Justin E"Jo ﬂtﬁ?iﬁy %ﬁm@:@mﬂjﬂﬁif’ ﬂ]qMZ:%i/E\n ﬁﬁ%i*ﬂ
(reframe) . MNRBAW “BINELBE XBRART” , MERTBRAHER: “T2EH, XEBFER
%, BXmER8EMm.”

[01:13:55] Jen Abel
English:

This is why it's sell to the alpha. Hey, | know. Listen, that problem you just described, you're right. You
have a tool for that. We're taking you much further upstream with value. This is the opportunity | want
you guys to have access to.

AR ERIE:

XN AEHE alphao 1R, HAE. &, RNIAHERRIIDEEE, RiREX, MELEIRMRT .
MIHAMBENMEENE LEAMRERNE. XREFRELIRIEARINN=.

[01:14:08] Lenny Rachitsky
English:

I love it, Jen. I've gone through everything | was hoping to get through. On the other hand, | feel like we
could do another hour on all these things, | feel like we need to do.

FROCENIR:

BAERZANT, Jen, HEKRETMERFERIVICHNAS. 5—HHE, REFHNIUMXLEEABH—
e

[01:14:17] Jen Abel
English:

We have three.
FRCERIE:
BIEEE=25

[01:14:19] Lenny Rachitsky
English:

Yeah, we need round three on the next phase and all the things that people want to dig further into.
Before we get to our very exciting lightning round, is there anything else that you wanted to touch on or



share?
FRSCERIF:

B, BNFEFEZR, T —TMBEURANMNERNERNFAERS, EHEAFEEBEENABRNERTZ
A, {RIEE AR D ZRIND?

[01:14:30] Jen Abel
English:

This stuff is really hard. It's very hard. Sales is also all about learning very, very quickly from the rejection.
The rejection is good because it's a forced learning and you never want to go through that again, but you
have to be, | don't like to use the word cringe. You can't be afraid to cringe is like bringing your Al recorder
into a call, that's cringey, but sending 15 notes to people that you can deliver serious value to, don't be

afraid, and don't be afraid to ask the hard questions. Be different.
(01:15:12):

The whole game is about, "Oh, this feels different. That's what people want access to." Yet everyone
commoditizes themselves. They try and mimic what everyone, they try and mimic a forward deployed
engineer. Just rename it. You don't have to use the same nomenclature. Everyone gets excited by the new
because the new could be the next thing, the thing that changes it all. So that's why I'm always like,
"Don't be better. Be different."

FROCERIR:

XEZERE, FEMH. HENROETMELP CRFES, ELERFE, ANER—MREIMENFES), R
KITAEBLER—Ro BIRGI---- - FAEA “WBM” (cringe) XMA, RAREEBMEM, LI Al RENH
BEE, MAREREMEY; B4 15 MRERMERNENARES, FEEMN, BAEZHPIEERENR
Ho BE5RANE.

(01:15:12):

BOBERVERET: B, XBEA—F." XARAMMEEZEMRNERAE. AT, STAHTIEECSTENK

(commoditizes) . IIXEEBFIA, &RF FEARBIRM . HERDRFRMT, MAGERERBAR
B BPABMNHEMREE, AANEYIEE T —IABE, BRE—UNRE. FIURERR: “F
BIEREL, BERFRRE,”

[01:15:40] Lenny Rachitsky
English:

An amazing way to end it. With that, Jen, we've reached our very exciting lightning round. I've got five
questions for you. Are you ready?

RSz ERIE:
XE—NRENER, Jen, MEHFARINEEZBEEHORNENERT, REANIAE TR, AT TIE?

[01:15:48] Jen Abel
English:

Yeah.



FRZERIE:
HERET,

[01:15:48] Lenny Rachitsky

English:

First question, what are two or three books that you find yourself recommending most to other people?
R EE:

F—N: FREENABRENR=FKBEMHA?

[01:15:54] Jen Abel
English:

| do Twitter accounts.

R EE:

HKHRF Twitter kS,

[01:15:57] Lenny Rachitsky

English:

Oh, Twitter accounts to follow? Oh, amazing.
R EiE:

8, {EfFKEM Twitter IKS? KHET,

[01:15:57] Jen Abel
English:

Yeah.

R EE:

=0,

[01:15:58] Lenny Rachitsky
English:

Okay.

FRCEIE:

a3z 08

[01:16:00] Jen Abel



English:
Lenny, the day | have time to read a book.
FREiE:
Lenny, FEHIXREBNEIZT—ARBHERE,

[01:16:03] Lenny Rachitsky
English:

Period.

FRCERIR:

Hasko

[01:16:05] Jen Abel

English:

Period. | would love to be reading books.
FROCERIR:

Hast. HBRBIZB.

[01:16:10] Lenny Rachitsky
English:

Cool. Twitter accounts to follow. Tell me.
FRCEIE:

B, EXRIER Twitter kS, HiFHKo

[01:16:11] Jen Abel

English:

Yeah. Look, obviously you, you produce some of the best content, truthfully,
R EE:

¥, BEREARM, RKE, MEHTREEENNS.

[01:16:16] Lenny Rachitsky
English:

Appreciate it.

HRCERIE:

dRT,



[01:16:18] Jen Abel
English:

You get into the minds of people that they're not even giving this insight on Twitter. Who else do |
absolutely love? Jason Lemkin. So for sales, Jason Lemkin is awesome, awesome follow for sales, and
also he had a great, great recording with you. So link to that because that was a great piece. | actually
learned a ton from Matt. | love Gavin Baker. Super nuanced takes. Takes a lot of obvious statements, but
shares a lot of the non-obvious insight. He's great. Jason Cohen, have you ever had Jason Cohen on the
cast?

FROCERIR:

RIRNEZIR T ARLETE Twitter LEERIFER, T HEERHIEFEENRH? Jason Lemkin, XFHHE, Jason
Lemkin @&X7ER, MEHESENIAIESE, MEMAGRERE—HRENTE. AKATUERR, 3—
EERET. BMEBBERERTES, FHIZZ Gavin Baker, MMM =IEEAR. thE2EZ BME R
R, PERZIFEMBNEER, iR, Jason Cohen, {RiFd Jason Cohen 13?

[01:16:57] Lenny Rachitsky
English:

Jason Cohen, a Smart Bear Jason Cohen?
R EE:

Jason Cohen? Smart Bear B98B Jason Cohen?

[01:17:00] Jen Abel
English:

Yeah, yeah, yeah.
FRCEIE:

T, =,

[01:17:00] Lenny Rachitsky

English:

He's coming on the podcast at the end of the year or something.
R EE:

MEEFREARSNER,

[01:17:05] Jen Abel
English:
Oh, that's awesome. What a great plug for him right there.

FROCENIR:



MR, X#7. XEZMRFHITS,

[01:17:05] Lenny Rachitsky
English:
Yes.

FRCERIR:

[01:17:08] Jen Abel

English:

Yeah, those three would be great. | know they're all men, but.
HRCERIE:

BH, X=PARE RAEMIESESE T, B2

[01:17:11] Lenny Rachitsky
English:

Great tips.

R EiE:

REFRVEN,

[01:17:11] Jen Abel
English:

Yeah.

R EE:

=0,

[01:17:12] Lenny Rachitsky
English:

Next question, is there a favorite recent movie or TV show that you've really enjoyed? | know you said you
have time to read.

FRSCENIE:
T—MNa#: BEEEEFEESMMNEFHENTE? RANEMRIEREEB,

[01:17:18] Jen Abel



English:

This is going to be embarrassing, Baywatch.
FRCERIE:

XiREERE R, C8MIrFA) (Baywatch)o

[01:17:22] Lenny Rachitsky
English:

Baywatch.

FRCERIR:

CERERERBA)o

[01:17:22] Jen Abel

English:

Yeah. Baywatch channel. It's just so Numby, and it's like '90s classic. Baywatch.
FR S ERE:

=M, Baywatch 58, ERELLABIAAR, Z 90 FRREZH,

[01:17:30] Lenny Rachitsky

English:

Wow, I've never heard that one before. So this is original Baywatch with?
FRCEIE:

I, REBERAEXNER, PR CERBIFIN), EEZ -?

[01:17:34] Jen Abel

English:

This is original Hasselhoff. David Hasselhoff.
R EE:

ZERRAY Hasselhoff, David Hasselhoff,

[01:17:37] Lenny Rachitsky
English:
Yeah, Pamela Anderson.

AR ERIE:

T

28, &HF Pamela Anderson,



[01:17:39] Jen Abel

English:

Yasmine Bleeth. Pamela Anderson, the original cast.
R B

Yasmine Bleeth, Pamela Anderson, FRIIAS,

[01:17:41] Lenny Rachitsky
English:
Amazing.
FRCERIR:

KEZHT,

[01:17:41] Jen Abel
English:

Yeah.

R EE:

=0,

[01:17:42] Lenny Rachitsky

English:

Okay. Deep cut. Is there a product you recently discovered that you really love?
FREiE:

FH. —MNRINER. LB RBMRANHAIFESNEI~m?

[01:17:47] Jen Abel
English:

So the number one thing for me right now is an app called Playground, which is the pictures of my
toddler that they upload into the preschool so | can get the daily updates on what's going on in preschool
when he's not home.

FROCENIR:

K, MAEREEHNZ— 0 Playground BINA. %) LESBRE/NEZNIRA LR LR, XELMRE
KBS, FHBAET MRMTEL) LER BB,

[01:18:03] Lenny Rachitsky



English:

Amazing. | need that. We get emails and Google Photos. | would really love that.
FREiE:

AET ., BUEEX, HNTMERWEIBBF] Google Photos, FIRIAZE XA,

[01:18:09] Jen Abel
English:

Yeah, there was another one called ClassDojo. There's a few of them, but Playground is the one that this
preschool's on.

FRsCERE:

=1, ®B—10Y ClassDojo. XEMNAB/LA, EXKR%) LEABHNZ Playground,

[01:18:15] Lenny Rachitsky
English:

Love ClassDojo. I'm a small investor.
R EE:

FHEM ClassDojo. HREHNER.

[01:18:17] Jen Abel
English:

Are you really?

R EiE:

BEayrg?

[01:18:18] Lenny Rachitsky
English:
lam.

FROCENIR:

[01:18:18] Jen Abel
English:
Oh, that's awesome.

AR ERIE:



MR, ABRIET

[01:18:19] Lenny Rachitsky
English:

How about that? Two more questions. Do you have a favorite life motto that you find yourself coming
back to find useful in work or in life?

FROCERIR:
157, RERMEE. (FERERERNAERS, BEELEREEPIEERA?

[01:18:26] Jen Abel

English:

Yeah, be direct. Cut the fluff. Give me the bullet, not the paragraph.
FRCEIE:

AW ®EFEE. BiEDiH. AHER, FTEKEXIL.

[01:18:34] Lenny Rachitsky
English:

Final question. | was told that by Justin that you've never read a sales book. You've just learned to do this.
If you were to read a sales book, if there was someone else out there that you look up to, learn from, is
there anyone else out there in the world of sales that you most respect?

FROCENIR:

RE—NAE, Justin HFIFEMMRIRIHERHE, MTLBEFHT ., NRMEBBR—AKHES, NEWMRMR
BMRMZFINNR, EHETRARRESHOE?

[01:18:51] Jen Abel
English:

| think Jason Lemkin has the strongest understanding of sales. His content is unbelievable. He speaks
about it clearly and cleanly, | would say. And as | mentioned, unbelievable Twitter follow. I'm a big fan of
his.

FROCENIR:
FiA7 Jason Lemkin MHENIERR AL, MHNABTEEFARN. HZEY, MHFREMY. RT4%. EMN

RIRFRY, thRXER Twitter IS, FKEMAVEBR L,

[01:18:51] Lenny Rachitsky
English:

Awesome.



FRZERIE:
XET

[01:19:06] Jen Abel
English:

I've actually learned a lot from him too. The 50/50 thing or a higher two salespeople, he's spot on. Failure
rate is actually probably higher than 50%.

FROCERIR:

LR UMM EFRI TIRZ . XT 50/50 BUFENEH, HEBRMEEAS, HBMKIFERE RWE
KRR LA BER T 50%.

[01:19:15] Lenny Rachitsky
English:

| love that guy. And he's so Al-forward these days. He's just building. He almost took down Replit with his
complaints. It was a whole new cycle of how Replit-

RS ERIE:

HEURHRMN. MIMEEBHESR Al, I—BEEME, MZaINRIFERIL Replit B1ZFE, B5ILT—1HXTF
Replit B9KITiE- -+

[01:19:24] Jen Abel

English:

He should interact. Sometimes he says things that are harsh, but you're like, "He's not wrong."
FREiE:

iz B, BEMRAIERZIE, BMRSERF: “MRiE”

[01:19:31] Lenny Rachitsky

English:

Love it. | got to get him back on the podcast.
R EE:

Ao BIGBIRMKER,

[01:19:33] Jen Abel
English:
Yeah.

FROCENIR:



[01:19:33] Lenny Rachitsky
English:

Jen, this was incredible. This was everything | wanted to be. | feel like we just leveled up all the founders
that have listened to this in their ability to close. We're going to just create all the economic value and a
lot of happy VCs from all the sales that will be closed as a result of the advice you shared. Two final
questions. Where can folks find you if they want to either work with you or follow you online? And how

can listeners be useful to you?
R EIE:

Jen, XX#EFT . XIERKBENMR, HESHNNNIEATFREIRREIIEARIBREES]. BTIRDZEE
W, BITKBRIEERNEFNE, HLREKKEEFO. &EM MR NRANEMIREENELXE
R, EWEHIR? TARENIREERA?

[01:19:54] Jen Abel
English:

Twitter. Every new learning or mishap, | put red on Twitter, so it's like my personal diary and super

responsive on Twitter DM.
FRZERIE:

Twittero 8—MRAIOGERIR, HESKE Twitter £, REIKBDPABIE, FH1E Twitter A5 EEIEIFE
Ro

[01:20:06] Lenny Rachitsky

English:

What's your Twitter handle? Twitter handle.
R EE:

{REY Twitter kS 2HA4?

[01:20:08] Jen Abel
English:

It's double J, So J-J-E-N_A-B-E-L.
FRCEIE:

W™ J, Bl J-J-E-N_A-B-E-L,

[01:20:15] Lenny Rachitsky
English:

You did not make that easy for people to find you, but we-



FRZERIE:
RXZFAAKGFH, BEIs

[01:20:17] Jen Abel

English:

Yeah, | know, | know, | know | didn't.
R EE:

=8, FEE, FEE.

[01:20:20] Lenny Rachitsky

English:

And the J is for JUJELLYFISH, is that where the extra J is for?
FRCERiE:

BB J 2R JUELLYFISH Mi3? ZH RIS J @ XNEEBIE?

[01:20:23] Jen Abel

English:

Yeah, the double Js. Then also, well, someone else had the handle, so | was like, "I need my name."
FpERIE:

=8, Wl ME, ARFIABEZSATHRNKS, HERFIBRFMESE,

[01:20:26] Lenny Rachitsky

English:

Got it. By the way, just tell people what JJELLYFISH is in case that might be helpful to them.
R EE:

BART . IMEEIFAZR JIELLYFISH B4R, BiFxthli1E %,

[01:20:30] Jen Abel
English:

Yeah, so it's a consultancy that helps folks in the zero to one stage, and now I'm at general manager of
enterprise at State Affairs, which is basically giving citizens and corporations an inside peek into what's
actually going on inside the state capitol building. State policy is way more impact than on you, than
federal policy. Federal policy is written more about.

FRCERIR:



78, ER—REMANET 03 1 MEBMNEIAAE, MAEKR State Affairs WAZF SELIE, XEAXLERIL
NRMEAEEERNT BMNNSRKERBIESEE R, MNEERIRRIZ ML EXFRERA, REKBEERER

BREZ,.

[01:20:54] Lenny Rachitsky
English:

Incredible. | only recently learned that that's what you're doing these days, and that is super impactful
and important, so thank you for your work there.

FRSCERIE:
XET, BREA T RIWFIMAEEHXD, XIEZEFMHEEE, RiFRAHsI T,

[01:21:02] Jen Abel
English:

Even democracy.

R EE:

BEEXFRE,

[01:21:04] Lenny Rachitsky

English:

No big deal. Jen, thank you so much for being here.
R EE:

XA RZE/NF, Jen, IFERBEREER,

[01:21:06] Jen Abel

English:

Thank you so much, Lenny. This was a blast.
R EIE:

EFERE, Lenny, HIERFFC

[01:21:08] Lenny Rachitsky

English:

Bye everyone. Thank you so much for listening. If you found this valuable, you can subscribe to the show
on Apple Podcast, Spotify, or your favorite podcast app. Also, please consider giving us a rating or leaving

a review as that really helps other listeners find the podcast. You can find all past episodes or learn more

about the show at lennyspodcast.com. See you in the next episode.

AR ERIE:



AREN. EBZGFURIT WRIREEABENE, FILATE Apple Podcast. Spotify SRERAIER R A _£IT
FATH, Lo, BEERAHNMNTFIHIE TiTIL, XERAMETEHEMITRLIXNMEER, RaIUE
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