JEN ABEL

Lenny Rachitsky



— Jen Abel + Lenny's Podcast

Jen Abel - JiE3TEE

This is the complete bilingual (English-Chinese) transcript for Lenny's Podcast featuring Jen Abel.

[00:00:00] Lenny Rachitsky
English:

I've always wanted to create a very tactical episode on how to do sales, especially with a focus on founder
led sales.

FRSCERIE:
B—EEM—EASSMRENTE, TIIMINEHMEeE, BERRETF “CIBATSNEE” (founder led

sales),

[00:00:06] Jen Abel
English:

A lot of early stage founders get tripped up as they're taking late stage sales advice. The founder is the
product. You have studied. You have experienced something that most of the market hasn't even had a
chance to maybe see or visualize yet.

FRSCERIE:
FZRHBASWIRE, RAMITRANSEHMNERMNHEERIN, T2, IBAETEHRETT M. RN

%
R, MEBI—EHG ERSBABRELZINSEIHEREIBARE,

[00:00:19] Lenny Rachitsky
English:

A billion Saas tools emailing me constantly about their product. How do you get someone to even want
to talk to you and be open to learning about what you're doing?

FROCERIR:

BT L7789 SaaS TERMATABRHEHMII o (RIZMEILLS AP EBFMIRIIEIRE, HEEST#
fRIETEMEISEBEIE?

[00:00:25] Jen Abel
English:

So if you can focus the messaging in a way that speaks to something that is a bit of shock value or is
counterintuitive, you'll get them to continue reading. When a problem is truly being felt by the market,



people will get on a call, people will respond.
FRZERIE:

FREL, MRIFEERESRETE—ERR “FHH” 3 “RER” AR L, REERSIMHITETE. H—NE
AEIERTIZBANEE, AZEREEBIE, BIMEEN.

[00:00:39] Lenny Rachitsky
English:

The next step | imagine is you're on the phone with them trying to convince them to actually care. What
do you do there? How do you get them to engage further?

FROCERIR:

BRET—IREMMbilEEE, HEHRMIEEXEIXNE, EB—TRIELAMH? OFELH(IE—TS5
#HR?

[00:00:45] Jen Abel
English:

You need to be vulnerable. | would be very open and honest with where you are. Hey, I'm an early stage
startup. We have a lot to learn. Can we kind of gain your insight into how this problem is manifesting on
your side? Founder led sales is not about revenue on day one. It is about learning as fast as humanly
possible to get to that pulse, so that you can earn the right to sell.

FROCERIR:

MEEZRAULESE. BEEFAR 755 B—H. ZSIFEEFRAIVKN: TR, HNE—RBHEWRF,
EARZRAET. RETEAAENLAE, BEXNREEERARMNARILN? * SIBATSIHHEET
B—RAFRBNTHEN, MEATRAGERMFS]), HEDZHMKE, MMmSHEEIRF,

[00:01:12] Lenny Rachitsky
English:

Today my guest is Jen Abel. Jen is the co-founder of Jellyfish, where her and her team help early stage
founders learn how to sell, do early customer discovery, and set up a repeatable sales motion. Prior to
Jellyfish, Jen was an enterprise sales director at the Muse and a general assembly, and she's obsessed
with helping founders in the zero to one stage of their journey. In our conversation, we get extremely
tactical and in the weeds on how to actually do sales as a founder. We talk through each step of the sales
process, and Jen shares what you should be doing and saying at every step. We go through how to find
your first set of leads, how to reach out to them, what to say in your message, how to structure your first
sales call, how to get through procurement, and how to get that final signature.

FRSZERIE:
SEAMEER Jen Abel, Jen Z Jellyfish HEXSRIIE A, ANt AIFIPAESBI R EACISA AZ SIMNEIHE . #HITE
HEPRE, HERIUUEFMNEERTE (sales motion) . 7E8IL Jellyfish Z i, Jen E7E The Muse

General Assembly EERIVTHE S, MARTELAT “MOEIL” FERBIBIBA. EHNBIESR, F1F
RN I AU SR B HENSARA T, HNSMIBHERENE—F, Jen SNEMREE—I NN



LA REFA. HMNFITTCWERZIFE—MBEEF, . MEKRMWI). EEEREH4. MAHRE R
HERE, NABIRWRE, UNNARERAET,

[00:01:55] Lenny Rachitsky
English:

She shares actual words you should be using, and phrases and structures, and pitfalls that most people
run into at each of these steps. I've never heard a podcast episode with this much advice that you can put
into practice tomorrow, and | am very excited to hear how it goes for you. If you enjoy this podcast, don't
forget to subscribe and follow it in your favorite podcasting app or YouTube. It's the best way to avoid
missing future episodes and it helps the podcast tremendously. With that, | bring you Jen Abel.

FRCERIR:

W Z T IRRZE A EAIEEE. FBNEN, URASHRATEXLESBEPRRIBINR. BEMRITIHHEER
BEIRMEX A ZARMEEMELERNEN, RIEFEHFRIARSRENRE. NRFBERXNMEER, JISTHE
EHENBENAR YouTube EITIRMXFE, X@BREIRRXTENREAHN, UXEIEEIEXR, THE, ik
FATIRE Jen Abels

[00:02:24] Lenny Rachitsky

English:

Jen, thank you so much for being here. Welcome to the podcast.
FZERiE:

Jen, FERGHIREENR, JEREIAHER

[00:02:27] Jen Abel
English:

Thanks, Lenny.

R EE:

51388, Lenny,

[00:02:28] Lenny Rachitsky
English:

What I've always wanted to do is to create a very tactical episode on how to do sales, like how to actually
have sales conversations, how to find leads, how to close deals. Especially with a focus on founder led
sales, where founders are doing the early sales versus hiring salesperson. Which one, | know you're a
huge advocate of and we'll talk about this. And two, you basically spent all your time working with
founders and founding teams, helping them learn how to do sales, how to set up their go-to-market
motions, how to scale teams, sales teams, how to hire sales people. So I'm very excited to have you here

to create a very in the weeds, hands-on episode on how to do sales. How does that sound broadly?

AR ERIE:



H—EEH— SRR TR, MINEAMBEE —LNE#HTHENE, NAIHEBEEEF. WX
5. FARMET “QIRAXTENHEE" , HBELIBAFEHFEHEE, MABREAHEEAR, HAER
FEHRRZ—, HNFISAW. 2R, R/LFEPAEREEEES B AMEIBENESIEL, FEti1F
SHE. BUBEATE (GTM) BUEREE. ¥ RHEHMUNIBEHE A5 FRLUIRIFEHEEIEIRE, M—H
RNET. FIEFEARMAMHEEN TR, IMEREAE?

[00:03:07] Jen Abel
English:

That sounds awesome, and thank you so much for having me, Lenny. | mean, it's a true pleasure to be

here with you.
FRCERIE:
IFEERAIET, IERREHREBIERK, Lenny. BEFRE—RAMERKIRE,

[00:03:12] Lenny Rachitsky
English:

It's my pleasure. Many people have recommended you come on this podcast. I'm excited we're doing
this. Let me start with just this kind of question, our founder led sales. Maybe just briefly explain what
that term means and then talk about why this is so important, why this is the way you recommend

companies start doing sales?
FZERiE:

EXRHRIRTE, REAMEFMHE, BRMERNEIXT. IEFHEMXNEEFR: AR “CIBAESH
HE” ? EFEREER—TXMANEX, RARKXATACNLERE, AtAREFEASUIMANASR
HE?

[00:03:29] Jen Abel
English:

Founder led sales is really that first milestone that a startup goes through on the commercial side, which
is, how do | go out and get my first few customers? Some people might say zero to one, which is, how do |
get my first million? Others might say, how do | go out and get my first 10 customers? It's all kind of in the
same vein. And founder led sales is really, really, really important because in the very, very, very early
days, when there is no brand equity, when there is no marketing engine running, when there is limited to
no reference ability, the founder is the product, right? Because the product is still, could be abstract,
could be an MVP or in it's really early formation. So the founder is the product. When people say, well,
what does that even mean? It means that you are a subject matter expert on something highly specific.

AR ERIE:

“BBAETSNHEE" KR LEVEARTERLKER ELHANE—TEEE, B FZMEAHERESF/LD
FF? BARBESHE “MOEL” , BIANAREIE—11007; WBEARER, SNAREFIONEF, ABLH
B—H%E. SBAETSHHEIFRE. 8. FEEE, ANEREH, REEER, REHH5IE, IFR
BRASEMNEG, SIBARETm, WNIE? BAF@mAEERBR, AIERREN MVP (R/NEfTE™m), HE
RTFIFERHITS. FAAEIBARES m. HAMRE “XEREHAETR” B, EWERRE: MERENIFE
BAEMUENER.



[00:04:23] Jen Abel
English:
(00:04:23):

You have studied, you have experienced something that most of the market hasn't even had a chance to
maybe see or visualize yet. So you have this novel insight that you are building a business around. And
it's that novel insight and the way you see the world that gets the market excited, in absence of a product.
And that's actually happens even before you even show the product. So founder led sales is how do you
bring the founders vision into the world and have the market, and understand what part of the market
accepts it, and then what part of that vision are they accepting? So it's aligning the founders vision with
the market reality.

FROCERIR:

RARE. 2RI —EHG EASHAEEERNIBEHAERUHNARE. FRUTEEXMHANRER, HE
SeEilss, ERXMHFRERMEMRERNAR, FREFRNER T ILhHREINE. XEERE
EfRRRTmZEl. Fill, eI AESHHEERBNFARKREIBANBRFALR, HiLHHEIER, BEE

P —HoERE, URMIMTERNERENWM—E7. I, ERREBANBREHHMEXNTFHII

*EE o

[00:05:01] Lenny Rachitsky

English:

This episode is brought to you by Brave Search... [Ad Content]
R EE:

Z<H#AT5 B # Brave Search #Ef----- (IMERBE)

[00:05:58] Lenny Rachitsky
English:

This episode is brought to you by Vanta... [Ad Content]

RS ERIF:
ZEATSEH Vanta %8 (rEREKg)

[00:06:50] Lenny Rachitsky
English:

And this is counter to what many founders hope is, I'm just going to hire a salesperson, they'll handle
sales. I'll build the thing, I'll wait for them to find deals. And this is like a lot of people think this way. And
founder led sales is the movement of just like, no, no, you should be doing the sales for a long time as a
founder.

AR ERIE:

X5WZEIBANBETEMM, MiTENE: “HRENHEE, ILUNERE. AR~ m, FEibilk
T8,” REABMBXLAEAN. M “CIBAETSHNFEE X—@oizog: 7, &, FEAtBA, REZER



K—ERESENE B MEE.

[00:07:06] Jen Abel
English:

Absolutely. | mean, it is the competitive advantage. | don't think people realize how much of a
competitive advantage the founder led sales motion is, for three specific reasons. One is that the founder
is the visionary. No one's going to be able to speak to it like they can. No salesperson, really no non-
founder. The second is that they are the highest order in the hierarchy of the startup. It's the founder. So
the market is excited to talk to a founder because they usually know something that the market doesn't
know. And they want to learn and maybe they want to experience something differently. So being able to
speak to the person that's running the vision, speak to the person that's crafted the vision.

FRCERIR:

BB, HNERR, XAFMB—HRFMNE. TIANAMVRZERIRICBRATSHHERAESZ K
RENE, REBE=1TRE. F—, SIBARBRIFIEE. KB AGGMBINIBHFEEIHE, EAHEEA
5, BEEEMIFLIBASEARE, =, MNENLI2AFANERATLATERSUE, THRMFESIBAR
%, AN ABENE—EHAMENKRA. MIEFY, BIFRER—EFRRENKRA, L, EBEE
5EERR. FFTERENANEZIFEERSII8.

[00:07:50] Jen Abel
English:

And then that third piece is that the founder can see something budding in a conversation that a
salesperson won't be able to see. And it's those budding moments that's where all the gold lives. And |
don't think a lot of founders realize that. Their day one market vision is never the same vision that takes
them in a product market fit. And | say that all the time. It's these little budding moments where it's like |
was able to get to that budding insight because | went deeper and deeper and deeper and deeper
through these calls and these conversations, to fully refine how we want to go out and sell it. And only a
founder is going to be able to see those things.

FROCERIR:
BB, SBARENIEPREEE —LEHEARRRRIN “BF TR, MXLEHEFNZIIER “€0 Ff

o HRETBRZBLUBAETIREX—R. HNFE—RNTZRERAKEFIZERLTMIER TahinRE”
(PMF) BB TNER. HEEX AR, ERBIXLERIFMMNIE, FERAN RN BARN, FTHEHREIRLE
HERRER, MTReTERNNHEESN. RAEEIBAT et e EIX LR A,

[00:08:26] Lenny Rachitsky

English:

I love this because this connects really well with an episode | just did with the CMO of Wiz. And the
founders went through this exactly. They had 10 to 15 conversations a day for weeks, and then they're

like realizing people keep telling us they like it, but no one's buying, no one's excited enough to want to
actually move forward. And that was only happening because the founders were on these calls.

AR ERIE:



BIFEFERNX—R, BANEMRTEFRTT Wiz B9 CMO FEIT BEXRSRF. LB ALERERN 7XE, ]
ELJASRHEIT 10 2l 15 &, ARRIRE: AM—BEERMIIERZ N T6m, BR'ASE, RAMTEIR
HiFe#. IERNBAEESS TXERE, 14 EAIX—R.

[00:08:49] Jen Abel
English:

Yeah, | mean, the other thing too is that it becomes a game of telephone. It's like, hey, this salesperson
says that no cares about this. What do you think the first thing the founder's going to say is? It's the
salesperson. So much easier to say that than, is it me? Is it my vision? So it also kind of brings the
accountability closer to the pulse where decisions are made.

FRCERIR:

i, MR, WRAZFEEM, METM “FERB o i, HERFHEZAROXT. MESFLIBAE—
RESHAA? thERFERHEERNER,. FAEERRT, AL “BRATE? ERNERERED? ~
BRHR/Z. M, FEHEEHEILIFERABERIRRIZO.

[00:09:10] Lenny Rachitsky
English:

It's interesting how similar this is to product building, where there's this idea that a founder top down can
tell the team what to build, and it's this very waterfall cycle. When in reality the idea of the product and
feature is just like step one, and then there's actually building it, testing it, talking to customers about it,
that actually turns that initial seed of an idea to the real thing that people will want.

FRCERIR:

M= RIEERM, REB. B—MRXIANNENBARTUE LM M MEIFANERT A, XB—HIFE “F
BV BTER. BIXS, MR RERRE Y, BETRIBE. Uik, SEFPXR, THEERRY
HEMF R U AN ANBEEREN KA,

[00:09:34] Lenny Rachitsky
English:

Okay. So the catch 22, | don't know if that's the term here. The challenge is, okay, so great, founders
should be doing sales. Most founders have never done sales. They just want to build product. They're
mostly product people, design people. Sometimes there's founders that are salespeople. Rarely is that
the case in my experience. So doing sales is very hard, not something that comes naturally to a lot of
people. A lot of people are very afraid of it. So with that, let's get into how to actually get better at the
sales process. | think a nice framework for how we can go through this is basically first let's talk about the
sales cycle, the steps, the key steps of a sales cycle. And then we'll just go through each step and help
people learn some tactics to get through each of those conversations.

FRCERIR:

o MAMENRIRE (RFHAEXBEFE “BRHFFEM"): SIBANIZMEE, ERSHEIBAMKEIH
&, WNRABM~m, KEZFRERVARITER. BAUEHEEERNEBA, BERNIEFRDR. Fr
DUSSHE R, NREARSEFERENRE, BEERZSAMILRBREIRE, EEAMLL, itBAMENER, BF



RS HEERE. B TEFRERZE: BRITICHEERR (salescycle) WXBIR, ARTNTE—HAE
58—, BEHARFEINWXLEIEIHAR,

[00:10:22] Lenny Rachitsky

English:

Okay. Yeah. Cool. So what's the simplest way to think about the steps of a sales cycle?
R EE:

9, XHET. B4, EREERRSBREENANZMHA?

[00:10:26] Jen Abel
English:

The traditional sales stages that most CRMs are even set up as is you have your intro call. You have your
second call, which sometimes could be the demo depending on the stage of market you're selling to.
Then you have your third call, which is going to be more about walking through a proposal, a scope of
work, maybe going deeper into the demo to contextualize it to everything you've learned. The fourth call
is going to be getting their feedback and kind of co-authoring that scope of work even further. The fifth
callis going to be around probably an introduction to procurement. And then selling into procurement in
itself, it's its own little sales cycle, but we could talk about that in a sec. And then post-procurement, it's
going to be obviously getting that signature and knowing who the actual signatory is. Sometimes it's not
even the business unit, it's sometimes legal, CFO, procurement themselves. So just understanding who
that is.

FRCERIR:

KZE CRM RERBENEAEEMNERR: BAENABMEE (introcall), REREITRIEE, RIBIRFIHEE
HHIZMER, XBERETR (demo). FZRBIEELZEXTI—EIRE (proposal) MITEEE (scope of
work) , AIRERARNETR, RIBMFINGERHTIEERE M. FMNBERRNRE, FiH—F “HFEIEE” T
ESEE, BRRBIEBEERIIFAFMEER] (procurement), MRMIIIHERSHE— M WHEER, K
1FTLUEE, RWZE, EAMERRET, HEEREENEFARE. NEERRWSESEI], M2
£S5, CFO RMEB AT, FIUBRERERILE,

[00:11:39] Lenny Rachitsky
English:

Okay, great. So let's walk through each of these steps. So | love that each call has its traditional goal,
demo, proposal, then co-authoring, and then procurement, and then post-procurement. | love how
consistent everybody is.

AR ERIE:

KIF 7o BBRITRE—E—IB,. HERXMIGE, SRBEHEEANER. Er. BE. HERE. XWB,
AERFRMWERIR. KRIVFERAMIE—E,

[00:11:39] Jen Abel

English:



Yeah, well, it's also, it's interesting because it's also predicated on their buying process as well. So if
they're really used to buying, if they're very mature in their buying process, they actually might guide you
to what the steps are. But most startups are turning non-consumers into consumers. So that's why this
kind of fits well.

FRCERIR:

28, XRE®R, ENEHIUATNANBEERE. NRMWNIFEEZIRWE, WELRZFEEH, MIEER
SISMEXESE, ERSHALIQBEEE PHEE TN HEE , MUAXMRIZIFEER.

[00:12:00] Lenny Rachitsky
English:

Got it. So there's this intra call step. So kind starting about where it begins. | think where a lot of people
struggle most is getting anyone to even pay attention. You don't want to talk to them. A billion Saa$ tools
emailing me constantly about their product. So maybe we start there of just like how do you get someone
to even want to talk to you and be open to learning about what you're doing?

FRCERIR:

BAET. BABRENENEEX D, ILHNMNELFIB. HRTREARBLAMAETNALAEEE
fRo BNRERRIE(R, BB SaaS TEARNFHUL T RKIBAHET, PRUFRMIMX R RIEILLSIAFSE
BFIREENEIARE, HER T BIREMAA?

[00:12:19] Jen Abel
English:

Yeah. And this is why that founder led sales piece is so important. One is when it's coming from the
founder, it's an entirely different weight. You're like, oh, interesting. This founder is reaching out to me.
Okay, I'm going to seek to go a layer deeper, knowing who is sending me this note. The second piece is
this is why that novel insight, that technical insight, that business model insight that you've uncovered
needs to lead here. People are inspired by a new way of thinking, usually something counterintuitive,
something that's really different. | really try and stay away from better, because that's really hard to
define, and better means something different to everyone. So if you can focus the messaging in a way
that speaks to something that has a bit of shock value, or is counterintuitive, you'll get them to continue
reading. So first and foremost, | usually like to open it with, which is why is this relevant for me in my role?

FROCERIR:

0. XMBEANMTA “CIBATESHNHEE” NMLEE., F£—, HESKBLBAN, PEXRE2TE. MIRE
5 B, B8, XUNBAFERRAI.” NEAXHFANEHNE, FREZSE R, =, XMIBNTAMR
EMPFHFRRE. HANFARAFWRIVARCIABRES (L. AMSWHNBLELSNFBA, BERRERHN.
FEFRNFRAE. ZRREBRER "B (better) XMiE, FN "B REEN, MAMSPIAREXSR
Eo PR, MIRIREEBESREE—LEEFATNARERNAT L, MITMIBLRTE, 5%, RBEENR
WU At AaX5HBRMUBX" (ERFT,

[00:13:20] Jen Abel

English:



Why are you reaching out to me? So first and foremost is relevancy. | think that matters even more so than
personalization right now. | think it's so easy to personalize anything, and it can also come across as
really stressed when you're like, hey, | noticed you were on such and such podcast, and that was when
they were previously two roles behind. So | always say relevancy. If you can get to relevancy, that's the
most important piece. The second most important piece is really getting to that level of differentiation or
counterintuitive nature. So say something that would literally make them say what? Or that makes no
sense. Maybe not that makes no sense, but what or how could that be? Or I've never thought about it that
way. Or | actually don't fully understand what they're saying, but there's something there that's
interesting. Get them to pause for a minute.

AR ERIE:

RATAEBRRIE? A, BENRE X" (relevancy). HIANMEEXEL “MEWK” BEE, WED
MUEARAHRAEZ T, MEAENSZESRLZE, tfrii: 1%, FERIRSMTREERE , £
RAXRPMRUZATNET . FIUKERRAEXE. NRMEHREIEX, BPEREEN. F_EENZAFIN
HERUIRETZNER. R—LERILMINRIT “HGa? ” HE “XFLGEE" HNiE. BFFRENFEE
g, M2 “BAzXEF? 7 HE “BMREBEFERIL” , HE “HEHLLKFEMERTL, EREREE .
R IETREEZE -2,

[00:14:13] Jen Abel
English:

And the most important piece is getting this done where, if they get it on their mobile phone, which
everyone is looking at their mobile phone and on email, they don't have to scroll. So usually three to four
sentences max. That also, that's how a founder writes. That's how an executive writes if you're selling top
down. But most importantly, leave them wanting more. Don't say everything, don't even talk about the
solution. Talk about the problem that you want to solve, and why it needs to be solved or why it's not
good enough today. So those are the four main components. Just to reiterate, relevancy, bring some level
of counterintuitive or really different approach to the conversation, focusing in on a problem that's
predicated to them, and really concise.

FROCERIR:

REXBN—RE, ZRRORMINEFNLEE (KRUEBEFVLENE), FEERNRER. FIUEER
Z=EMEiE, XURBANSIENR, BRMRFE LM THENSENTENE. EREENZE, B
‘BBOY o AEIBAEFEHIRT, EEFERICHRRLS R, KICIRBRRNEE, URATACTEERE
R, RENTAIRERBIF. XMBEMLOER. ER—T: BXME. FRRETNEATRANAH. B
T SMEXRE. URIFEEE.

[00:14:59] Lenny Rachitsky
English:

I love this. Is there an example you could share that helps make this even more real? Maybe an email you
helped with. And by the way, this is email and LinkedIn, | imagine is where you're communicating mostly?

AR ERIE:

XET, BREFAFFILIIXEER—E? WiFEBREN AT —HEBHE, RER—T, RIMNFEFERE
BB{EFN LinkedIn _Eya5@057?



[00:15:11] Jen Abel
English:

LinkedIn, email, you would be shocked to hear this, but cold calling. | never used to do this. It is one of the
most... The interest rates on cold calling are a lot higher than email in many cases.

FROCERIR:

LinkedIn. BRfF, fREJRERXENIRITF, BF “LBm1HEIE" (cold calling) o HIUAIMAXAM, BERREN
WFERZ— ERZERT, RBEIBIENERXRLLEHEES,.

[00:15:26] Lenny Rachitsky

English:

So it's calling, email, cold email and LinkedIn DMs, is that the three channels generally?
R EIE:

FrLUBE EBiE. /RHBHH LinkedIn A, X=PREXIE?

[00:15:31] Jen Abel

English:

Yep, those are the three, yeah, the main ones.
R EE:

T, MEX=TEEM,

[00:15:33] Lenny Rachitsky
English:

Cool. Yeah. Is there an example? It doesn't have to be word for word which you've done or people done,
but just how do you... Yeah.

AR ERIE:
%, B&E6F? FREERFEM, RBEABEEMT,

[00:15:38] Jen Abel
English:

Actually our first three years were built on cold email before we actually had clients, before we got word
of mouth from the founders we worked with, | cold emailed the first 20 customers we had at Jellyfish. And
the line | used in there was zero to one sales talent doesn't exist. That's why | want to have a conversation
with you. So that was kind of that leading, wait, what? What does that even mean? And what | would do is
tie that to them in some respects. If they recently raised the seed or series A, where they are in that
journey. But | would lead with that and then tie it into like, hey, | noticed you're looking to target X, Y, and
Z based off of what your website. I'd love to have a conversation with you.

FRCERIR:



EXE, ERIMNEEREER. RBOBZET, Jellyfish WRI=F 2RI LHPFEM ERAY, FIBTLHREIR
/BTEI201MEF, RANAN—TIER: “MOFT MBEEAARERFE. XrtEHEMRIEARE,”
XAEER T 5ISEA, LARE: “FF, 4? XFREHTARR? 7 ARRSIEXOEERESESt
MEXRER. MRMIISENRTFHFRI AR, RLEESMNBMER. RIURAIEFT, ARKRE:
IR, FOEETERIE(RIIBOMLE, RITETEHN X Yo Z T, FAREFIR(IHH,

[00:16:25] Lenny Rachitsky

English:

And that first piece is the relevance. Here's why this is relevant to you.
FRCEIE:

FRUASE—EB D MERX . WBAN T AXFIRE Ko

[00:16:28] Jen Abel
English:

Yeah. And then | say, our belief at Jellyfish is zero to one sales talent doesn't exist. That's why we built this
model.

FROCERIR:

Bl ARERW: “BINE Jellyfish BUEZE, ‘MOEIL BIHEAAFEE. XMEBHNTEIIXMEER
REHL”

[00:16:34] Lenny Rachitsky
English:

Awesome. And you kept it really short. So it's relevance, counterintuitive, keep it really short. And then
what was the fourth piece?

FRCERIR:
A#ET, MEMRREFSERE. FIUZE: XM, RER. ®REEE. BEORETARE?

[00:16:42] Jen Abel

English:

The fourth piece is just make sure it's concise so that you don't have to scroll on mobile phone.
FREiE:

BRMEHEREE, XEFEEFNLMARE.

[00:16:47] Lenny Rachitsky
English:

While we're on this topic. What's a good conversion rate of these sorts of cold outreaches?



FRSCERIE:
@R —TF, XEALBEHINEIBERYERE S D?

[00:16:51] Jen Abel
English:

Conversion rate is interesting. Because everyone's so focused on conversion rate. | get that in the
beginning until you have some wins, you have to focus there. But | just want to reverse engineer it
backwards a bit. Once you kind of have this, and I'll talk about it in a sec, which is win rate. Win rate is if |
got Lenny on a phone call, and he went through the sales process, and | signed him up. And | spoke to 10

Lenny's and only Lenny R was the one that signed. That's one out of 10, that's a 10% win rate.

R EIE:

BRUXRERR. AASTARMITERUER, RIEBEARME, EMRRE—LEHRAZE, Medixie. B
BHENMREES—T. —EMBETEXN—HEFSBY —HE “MX" (winrate) . MERZEHE, MNMRHKIL
Lenny 7T BiE, ERTHERE, HERET T, RIKR 10 Mk Lenny XEHN A, RE LennyR
BETH, BRI 107221, B 10% IR,

[00:17:23] Jen Abel
English:

So if you have a really high win rate, let's say 30 or 40%, you actually don't need as high of a conversion
rate on the outbound, because you know if you get someone in the funnel, the throughput is very
healthy. If your win rate is really low, you need that conversion rate to be much, much higher, because
you need more and more and more at bats. So conversion rate is a funny thing. In the beginning | get it
because you don't have a lot of customers going through the pipeline yet. But there's people focus on it
in a little bit of a false sense because interest rate truly is also dictated by win rate. So | just want to
specify that.

FRZERIE:

FREL, SIRIRERSHMER, LbI030% B 40%, (RESAFRWABHINRERUE, FAMRMEREEAHAN
mt, FHMERRE. MRMFHBERRER, MRFERSHERLER, BNRFEFRE “SHNZ" o Ff
MEARZTHHIARE, ARRERARXIE, BAEKERSEAHNESL, BEEEANENXER
RAHE, AAEMAZE (interestrate) KPR EHWRMRAITM, HRABEIRAX—R,

[00:18:03] Lenny Rachitsky
English:

That's a really good point.

[00:18:05] Jen Abel

English:



| would say if you're doing a win rate around 15 to 30% and you need to carry, oh | don't know, a million
dollar quota. | would say a healthy conversion rate from outbound probably sits around, when it's
mature, around five to 7%. Sometimes it could be two to 3%. Sometimes |'ve seen eight to 15% because
it's coming from the founder, and they're solving a really heartfelt problem. So interest rate is also
predicated on the problem that the founder has decided they want to solve for, and their insight on that
problem.

FROCERIR:

=YL, WNRIREIERTE 15% B 30% 4, MIRFETEM 100 ETHLSHET. ABARRAM BRBIMNERE K
KAREETE 5% Bl 7% ERLLRER. BIYEIEER 2% 3 3%, BB 8% B 15% 1Y, EANEEKBEE
A, MERNEERBR—TMESERNEE L, BRRBERTEIBANREFRED, RIS R
P

[00:18:51] Jen Abel
English:

And everyone wants to keep going back to, well, email rate is really low, email doesn't work anymore.
LinkedIn, I'm not getting the connects | want. Yes, you can argue that the game has changed a little bit,
but when a problem is truly being felt by the market, people will get on a call. People will respond. And if |
can compare two engagements at a time that we're running, | see one where it's a 2% interested rate and
then I'm seeing another one that's actually at 12% interested rate. And we're doing nothing different. The
only thing that's different is the insight that the founder has on the market, which is a hard pill to
swallow. And | know that's hard to hear too.

FROCERIR:

ARESEIG: “BHFEIEXEXET, WHEHAT, LinkedIin EMEIFBMBIA" B8, (RETABHFRREX AL
£T, BE—MRERELTZRERESN, AMIBREBIE, SMEEIN. MRKFEHANEEEST
WRATE, REI—TEAXRE 2%, F—1TEAR 12%. HNNRESEEAKR. B—HNX3ImEelE
ANHINRTE, XR—MRMELAZRZHNESL, FAEXITERELO.

[00:19:32] Lenny Rachitsky

English:

And those are two different companies selling different things?
R EE:

PBEARERBDRANFRRRG?

[00:19:34] Jen Abel
English:

Two different companies selling to two different markets, but they're not fundamentally drastically
different markets.

AR ERIE:
RMRAENAT, ZARNIARENTS, BMREALNR, XWINHIZHEERERS,



[00:19:43] Lenny Rachitsky

English:

Got it. But one's basically got more product market fit essentially?
R EE:

BBE7T. ARLREFP—KENE “TamhiaRsE” ?

[00:19:46] Jen Abel
English:

That's exactly right. So everyone always comes back to we have the sales problem, we have the sales
problem, we have an outbound problem. And yes, there could be some technical things going on that you
need to look at. Maybe you leveraged clay and you blasted a thousand people and now your domain
health has been impacted. But the vast majority of the time, maybe you're just not saying anything
interesting at all. Maybe the problem you're looking to solve just isn't widely felt. Maybe the perspective
you have needs another level of refinement because you're just not getting those bites.

FROCERIR:

FTEIER. FMURKSZENE RN “HMNBHERNE, HNBIINREE" B89, FIREHILE —LERARH
FEWNSE, WIFRAT Clay (BoHETR) BAT7T—TA, ERFOEBEERRT. BL£KS %&E‘_’rﬁi, B3

[ARENMANAT —RERERE, BIFRERRRNREF AR ZEA. BIFRNUREEE—T R
B, ENIRRAREER SN 750

[00:20:21] Lenny Rachitsky
English:

| feel like this question you just touched on is something a lot of founders are always wondering, is this
product not the thing people want? Is it my sales skills? | guess | imagine this is a very difficult question to
answer, especially quickly. | guess is there anything there that's more likely because of this, it means your

product isn't something anyone's want, versus you're not doing a good job selling it?
R EIE:

RHEAITHEHMR NIAERZ O A —BAEALEN: EFRREATEEN? EERMHERITRT?
REXRROE, LEESRRAHER, BREHABRERN, XPATREANTSEAE, MFER
HERERF?

[00:20:41] Jen Abel
English:

Remember that amazing chart you drew where it talked about the length of time it took? | think you
picked the top 25 startups. Product market fit. Yeah, that amazing image that | think has been reshared
more times than anything I've ever seen. It's interesting because if you look at, | was looking at this
closely the other day. If you look at the top section where the time to product market fit is consolidated,
and you go all the way down to the air tables and the figmas, which a long time to get to product market
fit. If you think about the earlier ones, which were, it was like GitHub that had product market fit pretty
quickly. The SOC 2 compliant company. Vanta.



AR ERIE:

BRMREIRABKRENERD? XTFHXE PMF FRERE B, FHAAIRE TR 25 KEIQE. 28, BRIKEW
BREARRBEZRDINERAREERSZ, REE, RAKF/LRFAHART —T. WMRIREINIRAL PMF BiEE
BRENQE, BEKEME Airtable M Figma XM TR KB XE] PMF BIAE], MNRIFEBVFEHAIL, L
490 GitHub RIRFAEZT PMF, EE1# SOC 2 GFIAIAT Vanta,

[00:21:46] Jen Abel
English:

There's this thing in my head and | haven't fully validated it but I'm going to share it with you, which is did
they start with the market problem first and then build the product? Because they knew who their market
was right off the bat. Versus an air table and a figma that | think started with a technical insight and then
were trying to find their market.

FRCERIR:

BRFEENMUE, ©RT2RIE, BERAUNZALRR: BLERRABDEFRZEMTZRET], ARBH~
m? EAtIIM—FEmAE 721, T Airtable Al Figma, FHINARMEARTFEFR, ARXEIHS
2o

[00:21:46] Lenny Rachitsky
English:

| think that's absolutely right. Vanta, the way they approached it, Christina, she was searching for a pain.
She was obsessed with talking to everybody about a pain that they needed solved, and then she just built
itin spreadsheets. So she started with the market very much so.

FRCERIR:

HIANTLEM. Vanta WAL EXHE, Christina HE—EHEIHER. X FMPAE ADMIEERAR
B, PARMERRA Excel RIBML T ™. PRS2 IEE A M 7T IERY,

[00:22:00] Jen Abel
English:

And | think product market fit when you start with the market first, it's accelerated. But | will say this, |
think that it's also capped on the upside. Because you're starting with the market versus the air table and
the figma, which started with the technical insight and has uncapped upside. But one is certainly riskier
than the other. Starting with a product is a hell of a lot riskier. And this is where | come back to so many
people will say, how did you get funding and not know who your market is? And it's like, because if they
do find it, that's a really, really, really big win. Versus | think if you start with the market first, you could

potentially get a good win but is it more capped?
R EIE:

FINNHIRMTHIZFIAES, PMFRIEHIZSINR, BREFNR, FHIANEN LIRATEEERREN. RAFEMNIAE
i8R, MR Airtable # Figma BMERARRRERAE, BELRI LR EESELLREEX ). K am
(BRARAR) FERRERTZ, XHMOETREAZENEE: “REAZITRAMNANEHZHER? ”
ERZ. ANORMNENKRETHE, BREE—NEXNMF. MINRIMMTHZFIE, (RAERIREFER
R, B LFRBEERIE?



[00:22:47] Lenny Rachitsky
English:

Interesting.

R EE:

:ﬂ:m
B8EE,

[00:22:48] Jen Abel
English:

I don't know, it's just a thought. | was staring at your grid for so long, | was like, there's something here.
And | kept coming back to those were more like | kept breaking it down to market versus product.

FRCERIR:
HAME, RRMUE RITERBKEETHA, IREAREXE, R—EHIEERAEHN ‘TSR &=

43 (== ”
FIEII:ITID o

[00:23:01] Lenny Rachitsky
English:

Yeah, | love this. | think there's definitely something there. There's also horizontal versus a very specific
problem you're solving.

AR ERIE:
21, BERNXIMS. SEEEMER, T8 “@FETE” 5 “@MITHH WX,

[00:23:06] Jen Abel
English:

Totally.

FSCEiE:

TR EM,

[00:23:07] Lenny Rachitsky
English:

Okay, so you mentioned clay and you kind of nerd sniped me there of just what tools do you find useful?
And it makes me think about finding leads, which is kind of going backwards through the sales process,
but it might be okay, so maybe let's spend time there. Just like what do you recommend to founders to
find the good leads? Glengarry Glen Ross good leads.

FRCERIR:

%, fRNIARET Clay, XAHETHEIFET O, MREFWMETRIFA? XiLHBE T IFHEEEF (leads),
EAXEREHEREEEEB, BRXR, MEFNBANAIRARNBERTF? & (FE—1K)



(Glengarry Glen Ross) BEHif¢ “BEE&EF”

[00:23:28] Jen Abel
English:

So | say before you buy any tool, don't even think about tools. | feel like people turn everything into this
complicated mess with all of the tools that they start integrating. And then they're engineers, | get it. So
now they start to engineer these sales tools together and then they blast their market, and now they have
5,000 notes out in one day and their domain takes a hit. So | think before you even overthink about the
tools right now, can you manually find 30 people that you want to spend 15 to 20 minutes writing a rock
solid note to? Are there 30 people that you are deeply excited to learn from, that you are willing to invest
15 to 20 minutes to write a really thoughtful note? Let's just start there. So some questions. One, are they
even discoverable? How hard is it to find 30 people?

FROCERIR:

=, AEREMIAZE, AINBIANSE, REBAMNESRIEERRERER, ENIEIR, ®1EL

12, M. FTERMNARIEXEHEETR “TiK , AREATY, —R&HZE 5000 HEpfF, LEREHHZ
W T PR, EEERETIARZA, REEFREFEIRE 30NN, HERTE 155 20 nHaE8 M AE—HEMR
EME? BRE 0 MNILMIFEEFEAEFZINA, LRBERAFEE—EHREAENE? LRIMMZEF
Bo Sl NEE: F—, MIBEERIREID? %30 PABZH?

[00:24:21] Jen Abel
English:

What have you noticed across those 30 people? Are there any interesting insights? Maybe it's the size of
the team they work on, maybe it's the industry they're in, maybe it's the length of time they've been in
their role, maybe it's their previous roles in their career. Are there some commonalities? There's always
some level of a commonality usually in most cases. Okay, so now you're starting to collect some
parameters. Just by doing this exercise, you're starting to collect some parameters around who you want
to learn from and sell to. Now if you send out those 30 notes and you wrote them specifically, and you
spend good quality of time on it. And you've hit them on email, you've hit them on LinkedIn, maybe even
tried to call them, maybe you've sent them a Twitter DM, pulled out all the stops. How many people
respond? 1,5, 0?

AR ERIE:

X 30 PAB LIFERRI T HA? BHABEBRRERG? WIrEMNIZAMRME, HiFErErfT, hifeE
EEREYE], HEZBMNZAINIRWER. BHAHRRE? BEBEATESE —EHER. F, WEMABIE
E-ESHT. MNBIXNES], RMABWEXRTHREEIEFS. BRMENSY. WA, WRIMMEAET
X 30 #f5, B—HEBEBOESH, MRANTSRENIE, (RERXTHMA. Linkedin, EEZH TITHIER
Twitter fA(5, fEH T ESBE. BZLARN? 14, 51, 2017

[00:25:15] Jen Abel
English:

If it's zero, it begs the question, do you now want to do another 30 in a very similar fashion? Do you want
to change the messaging a little bit? Now it forces these natural experiments. Or do you want to maybe go
after a different role? So it forces you to answer these questions in a very manual way before you even



think about integrating and spending time on tools. And then you get to a point where it's like, okay, now
I'm starting to get some learnings and now I've realized, okay, it's this group of people, I've spoken to
maybe two or three, now | want to go out and actually build a campaign to now talk to the next 10 to 15
people in that group. Truncate this as much as you can because I think people focus so much on volume
in the beginning.

FROCERIR:

SNRZ 0, FEAISENE: REBLESHMEIS B 30 NB? (RETHHAEERARIE? XIBEIREITE AR
KI8, HEMRERNIRMIRNIR? XBFEMREEEERNTEMEREMRIAZE, SAFHNARARZEXLR
Ho ABRMIEE—TR: “WF, BUEARFEFRAT, RERIMEXEA, RELMERR=1HI
T, MERBRE—ER, ERAXEAAENT 103 151A." REEXNMIRIH, HARTF/AINER
EmERRXE B To

[00:26:06] Jen Abel
English:

Even if you're selling down market, mid market, enterprise, volume comes once you've identified it and
know the parameters. Parameters then allow you to do really strong enrichment with a clay. You now
know the types of questions to give it. If you're not asking it the right questions, these enrichment tools,
these sales tools will yield nothing. It all comes back to even before you start your sales call, you need to
make sure you're asking the right questions with am | even engaging, or do the people that | want to
learn from or sell to, am | even messaging them in the right way? Are they even the right person? And the
only way you can do that is by actually truncating these little experiments.

FROCERIR:

TiefRERGRIEHT. RiEHHERAEL, REISMRRILERHRETEHE, TR ELIAE. 875
#, R eeA Clay X#FRI T RE#HITRAREIEEIR (enrichment), (RIMEREZL TR AR T
NRAAREFRRYRE, XEERT R, HETARK LR, —IEEEMEIRFFIRIEEBIEZA]: R
BRECERERNDE —RELTEMNES AED? RERHEZIHHEENA, ENESHANG? ti1=Z
IEMBIAENS? ME—RARL @ X EEARRY/ SR80,

[00:26:49] Lenny Rachitsky
English:

I love how tactical that is. And what | love is even one of your nuances you mentioned is can you even find
them? This gives you a signal of how are... You're going to have to have hundreds of these, thousands of

these eventually. If 30 is hard or impossible, you're in trouble already.

AR ERIE:
BERNXFEARENEIN. MEREHEWRRREN—NT: (REREETREEREMAN]? XL TIR— M5,
FRAZERE LT OXENER, MREK 30 MERES AT, BMRELEMAT .

[00:27:06] Jen Abel
English:

Totally. And it was funny, | was talking to someone today that said they had a target segment of high net
worth individuals that they wanted to go out and serve. I'm like, how do you find those people? | guess



when you get to a certain level, your net worth may be public. | don't know. That stuff's very hard to have
certain parameters that are undiscoverable. And then if they're undiscoverable and it requires you getting
on a call to understand if they are a fit, that does impact conversion rates. Not necessarily in a bad way,
but now you need to kind of bring that back into the math equation, which is like, okay, if | speak to 10
people, | know two out of these 10 will be qualified. But | don't know which of those two out of 10. Well,
that means you probably need more of those numbers.

FROCERIR:

T2, RE®, ZSRNM—TADE, iRHNEFRERERRSH “SF#EAL" o &iE: “RE
LHEIXEN? 7 BRHRAE—ELRHE, MRMEARRAFN, BRAME. NRELESERETELN
B9, BEBEMEMED . WRMITEEZRAI, FEMBIBIESERHERSLE, XPMELER, F—ER
HE, BERFEEXTARFZQN: WRZKXER 10 DK, HEHEP 2 MEFEFER, EHAEZH 2
o BEREIRAIREREEARNEL.

[00:27:52] Lenny Rachitsky
English:

So to quickly recap a few of the key things that I've written down as we're talking. So if you're just trying
to figure out who to reach out to, make a list of 30 potential prospects that you think are good fits, that
would be excited about what you're building. Spend 15 to 30 minutes writing them each an email. Do
these emails have to be really short the way you described previously?

FRCERIR:

RELSE—TRNAIETH/LR. MRIREAERZERRIE, M 30 MRIANEGE. BRI RS
RBTER . 1€ 15 2 30 DHAE P AT HEM . XLt AIGIRZ B AARFIFEEIE?

[00:28:12] Jen Abel
English:

| would say the shorter the better, but would you respond to that? If you got this email, would you
respond it?

AR ERIE:
AN EAEHELE, EXBEE: FERIEE? MNRIRKEIXEHRME, REmg?

[00:28:17] Lenny Rachitsky
English:

Got it.

FRsERE:

] = g

[00:28:17] Jen Abel

English:



One of a great little tactical test is on Gmail, you can highlight the message and then have it replay it back
to you from an audio perspective. You'd be shocked how many notes I've changed when it replays it back
and I'm like, oh, that sounds really passive-aggressive.

RSz ERIE:

—PMEFEBSEANAZ: £ Gmail L, FAILLEFER, ARILEUBMEZIIERAIRT. RIFTHEI,
YHIEILE, T ZORE, AARRTESE: B, XFERARMAEST.”

[00:28:34] Lenny Rachitsky
English:

Interesting. And so you also shared the structure for how to reach out to folks. So let me just share that
again. And that applies to this initial email too, but it sounds like as you automate, you want to make it
more precise and focused and not... Basically they're not as customized as you start reaching out to more
folks.

FRCERIR:

Bl IREDETERRINANLE, LKBEE—B. XUER TR, EIFERISRFSEBEELH,
MIFEEERE. BRE, AR BXLAMBKRAES AN, EGHEEZRER.

[00:28:53] Jen Abel
English:

Totally.

FRCERIE:

TR 1EMH,

[00:28:54] Lenny Rachitsky
English:

So start with something, here's why this is relevant to you. You're looking for salespeople in this market.
Here's something that's unexpected or surprised, like zero to one salespeople don't exist. Keep it short
and then | always forget the last one.

FROCERIR:

FREL, WA “AHAXSIREX" Fih. bl “REEXNHHIHEEAR" . ARRE—EHATHELA
TRFBVARAE, thin “MOEIL BVREAAREFE" . FRIFEE, AR HERTHRE—Ro

[00:29:14] Jen Abel
English:

Focus on the problem.
R EE:

RETEE.



[00:29:16] Lenny Rachitsky
English:

Focus on the problem.

R EE:

RET R,

[00:29:17] Jen Abel
English:

You don't even need to talk about the solution. That's the big takeaway, which is if you get any sales
email, you get what's the primary focus of that email? It's usually like here's what we do. But | bet if
someone reached out to you with a novel insight and said, I'm really passionate about solving this
problem, if it's something you're focused on, you'd probably reply.

FRCERIR:

MEERFERILHRTR, XRZOER. MRMREEIEAEENG, BENEEBEERFA? BEE "X
RREIMMBIKRE" . BHREFTHE, NREATFENINRREKRAM, Hii “HRIEEARTRRAZNEZ , 0
RXIGFRIMAKENRE, (FMRAEREIE,

[00:29:39] Lenny Rachitsky

English:

Ifit's a big problem. If it's like, oh yeah, you're so right, | need this.
FRCEIE:

MRBRDAEENE, OREERF: B, RANT, REFEX”

[00:29:42] Jen Abel
English:

The beauty with the American market, and | say this because we do a little bit of work with international
startups too, is if something doesn't feel right, people love to complain about it. And it's like use that to
your advantage. Get that intel.

FROCERIR:

EEMZIYLAETF —HRXTBEARITEN—LEEFRNE Q8BS F—NREFAFB/REFTH, A
MNAEEERIER. RAIUFIAX—R, REEHR.

[00:29:54] Lenny Rachitsky
English:

A note that | just looked at, that | wrote down, that | think is very important is avoid using "this is better"

as your pitch.

FRCERIR:



BRNAET—TERE, BETT—=R, RANFEER. THEMERER “XEH (thisis better),

[00:30:01] Jen Abel
English:

Yeah, yep.

FRCEE:

Ao

[00:30:02] Lenny Rachitsky

English:

Different. Here's something shocking about what we're doing. Here's something that'll surprise you.
FEiE:

ZR “FE” o i “XFRNERMHER, F—LESABRME” HE XFILERBIFT .

[00:30:07] Jen Abel
English:

Yeah, or counterintuitive. Exactly.
R EiE:

N, HEF RER” o EEMIL.

[00:30:08] Lenny Rachitsky
English:

Counterintuitive.

R EE:

RER,

[00:30:09] Jen Abel
English:

Yeah, it's interesting. | spoke to a good friend that leads procurement at a massive organization. And he
said to me, he goes, "One of the worst things someone can say to me is we're better than X product. Then
| ask them to define that. And then | ask them, okay, how do we measure that? And then | say, okay,
should we give this company another year to give them this feedback before we make this huge transition
and disrupt momentum?" Yeah, better is a dangerous place.

FROCERIR:

2H, REB, ZREM—MIEARNEARTRUNGFRIIE, EFR “FIANRRNREENIEZ —ME
B X =@mBY o ARBRULMITENZD W o FERIF, &, HNELBEXT W ? AR



=i, BRI, BANRABNZBAMENMNE—FNE, BXERRLMMI], MASEITXMATEET
ATNERNEARE? ” BH, "B B ERAEM,

[00:30:40] Lenny Rachitsky
English:

| invest in a bunch of startups and | find it's impossible to get anyone to care if things are good enough
with what they got today. I'm happy not using the best possible product if my life is okay. And | have so
many other things | got to do, I'll just deal with this good enough solution for now.

AR ERIE:

BRATRZVLIATE, HEAMMRAMNIZEIR BB , MRMELLMIIEXENRARA MRFEHEEE
HR7E, BANBTARTFNTm. HEMASHMEFER, RMRIMEGAXDT BB HHRE.

[00:30:57] Jen Abel
English:

Absolutely.

R EE:

2P PR =N

[00:30:59] Lenny Rachitsky
English:

Okay, amazing. So we talked about how to figure out who to go after, how to pitch them to get them to
want to talk. The next step | imagine is you're on the phone with them trying to convince them to actually
care. What do you do there? How do you get them to engage further?

AR ERIE:

8, KiET. BINWTHOFBEBR, URIMEHEHFEILMENEEFD. BB T —IRENMWIERE, HER
RfRIEXT. ER—TIRIEAM? MELE(E—F25?

[00:31:15] Jen Abel
English:

One is you need to be vulnerable. You're an early stage startup, okay. The market, we're at a point now
where the market is smart. | always assume that the buyer I'm speaking to is highly educated and knows
way more than | do. So just have that perception because what I've learned is a lot of the market will play
dumb, and you can get yourself caught pretty quickly. So when you speak to them, | would be very open
and honest with where you are. Hey, I'm an early stage startup. We are deeply passionate about solving
this specific problem. We have a lot to learn. Here's how we are thinking about it from a problem priority
perspective. Can we gain your insight into how this problem is manifesting on your side? And then let
them open up. Now you have them one, talking about the problem. Now you're getting the intel about
their perception of the problem, and is it even a problem? When you say you're early stage and there's
still a lot to be done, it is easier to be honest.



AR ERIE:

F—, MEBEERILAERX. EEAR “T5H HN—H. ME—XEBHVCIRE, KXFR. AENTHZIEZE
B, REBRRBENNERRISEFHT, MALLRKERSZFSZ. BEAEXMREE, BARFENZ, REX
KRB, NRMABERE, RRUSFE. FIUSMANMIIRE, ZSIERBERRAIR: 1R, (]
B—XEHNEIAE. HMNEBARTRRAIMIENH. RNNETERZEFN. XZRITMEAMRLKLREE
HENRBESDN. HMEFERFENLE, BEEXMRATEBL2WNEERIAN? * AFILMINIFO. R
£, RN REICRA T . RIEERIK TN RBENEZNER, EERFIXERERE N R,
HirFGAECA TR, RERSITFEME, BERMBFTERS.

[00:32:20] Jen Abel

English:

If you tell them you have a fully baked, ready to go product, they're not going to give you honest
feedback. It's very hard to say to a founder and look them in the eyes and say, hey, we built this product,
can | show you what it is? You're just going to get someone that's going to say, oh, this is great, this is
wonderful. But when you're vulnerable and when you tell them it's not fully built yet, even if it is, you will
get more raw and honest feedback. Because it is easier to tell someone, hey, before you make this
mistake, | actually don't care about that. If you've already built it, they're not going to give you that
feedback. So the further you suggest you are, you're actually going to hamstring a lot of the intel,

hamstring yourself on gaining a lot of the intel. So that's one counterintuitive thing that | think a lot of
founders don't realize.

FROCERIR:

RMREFMIIRE — D2 BB m, MIMARLMESNRE. RESECHBANE, &
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[00:33:07] Lenny Rachitsky

English:

This episode is brought to you by Paragon... [Ad Content]
FRCEIE:

ASEATIEH Paragon #Ef------ (T EREE)

[00:34:14] Lenny Rachitsky

English:

So | had April Dunford on the podcast a while ago. | don't know if-
R EE:

IAIPEFIE April Dunford Eid¥5 8, REIEMR---



[00:34:17] Jen Abel
English:
She's awesome.

FRCERIR:
HRIET o

[00:34:18] Lenny Rachitsky
English:

Amazing. And her last book, it actually has the opposite advice, but | think | know why, which is she
focuses on later stage companies and her advice is the buyer. She has this really interesting insight that
it's harder to buy software now than to sell it, because there's so much to consider and your job is on the
line if you make a mistake. It's easier just to be like, forget it, I'm just going to go with what we have today.
| don't want to put my ass on the line for buying this new thing that someone's trying. And so her advice
is you actually have to educate the buyer on the market and here's what's happening. Here's where
things are going, and here's why I think this is the future. But | think again, | think that's focusing on later
stage stuff.

AR ERIE:

k. wHFMPEALLE THRNEN, ERABNERR: X EINZEHAE, MARNEHNER
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[00:34:55] Jen Abel
English:

A hundred percent. And you raised such a good point, Lenny, which is late stage sales and early stage
sales are very, very different. And | think that's where a lot of early stage founders get tripped up as
they're taking late stage sales advice, usually coming from an investor. Or they've maybe hired a
salesperson that's focused on more mature sales. But | think she's spot on. Buying is just as hard, if not
harder, than selling right now. Because who wants to make a mistake and also who wants to go through
switching costs? Oh, it's so painful.

AR ERIE:

BAZBRE. Lenny, fRERITIEEFN—=: SEHHENRAHERIER. IFBFEN. KIANEZZEHC
YR AZFTURERSL, REAMIIRAT SHAEENEIN, XEENAERBKRAE, HEMIEAT —1IIR
FRPHSHENHEE R, BRINNMIASREY, MEZRAMERE—FHE, EEER., FHAEHFERIEE,
AR FEIBNIRALZS (switching costs). M8, ABAREE 7o

[00:35:30] Lenny Rachitsky

English:



Yeah. | think the other really important point here that you're making is that part of this initial sales
experience of founder led sales is not sell as much as you can. It's to learn what people want. And so | love
that you're sharing here's how to get the best possible feedback, not necessarily close the most deals.

AR ERIE:

B, HRFRREINSZ—TIFEEENRE: IBATSHNERHEERN, EENAERGUSHIT, ME
FINMMEBEMF 4. MUK RERMFOEZNXE—NARBRFHIRE, MA—EBERRZHNR .

[00:35:47] Jen Abel
English:

Totally. And founder led sales is not about revenue on day one. It is about learning as fast as humanly
possible to get to that pulse, so that you can earn the right to sell. There's this concept that | talk about,
which is you're going out to run sales to collect the research, which is what founder led sales is. And then
you have sales for revenue, which is that post founder led sales stage.

FRCERIR:

T2IEH. SIBAETSHNHEEEE —RAZATHEAN. EBRAT UAXARNRREEFS), BEKE, KM
RISHENNF, HEKE—MER: MUEESHMBEERN T IRERRSE, ZMILIBATRNHE; ARA
RATHEANMHEE, BREIBAETSHEZFHIME,

[00:36:13] Lenny Rachitsky
English:

And your milestone that you suggested of how far to take founder led sales, you said around a million
ARR, right?

RS ERIF:
REEINBITAAN X SHENIZ R IFFH ABHE? Rt 100 5FETTARR (EEZEMLWRN) £4G, FE?

[00:36:20] Jen Abel
English:

Yeah. | think it's about, some people say 500, some people say a million. | think if you get to 500K really,
really fast, then | think absolutely you can move out of it. If you get to 500K really, really, really slow, you
might not want to get out of it right away. You haven't reached that velocity point yet.

FRZERIE:

Tl BEABRZ 507G, BEARRZ 100 F. HIAAMRIMRIFE. IFERMART 50 5, BBAIRLEITEI LUK
F7 . BIMRIRAZ 50 HREIREE. FHEIE, MAUEFAET LERY, FARELREBMEL <o

[00:36:41] Lenny Rachitsky
English:

Awesome. | have a post that we'll link to that has actually numbers and when all these big startups move
from founder led sales. It's in that same series about product market fit. There's two stories this makes



me think of I'll share real quick. One is Sprig. They shared a story of first round capital at their first round
and their partner there is just like, we will not let you hire a salesperson until you hit a million ARR. We're
going to help you. We're going to have salespeople helping you through it, but we're not going to let you
hire someone. And he was really happy about that. The other is Zip, which just raised a $2.3 billion
valuation, a procurement company that | was lucky to be an investor in. And their first founder led sales
motion was they just reached out on LinkedIn to heads of procurement, and just leaned into what you're
saving more, which is we just want your advice on this product that we're building. Just tell us what
problems you have. It was very advice oriented versus we want to sell you this thing.

AR ERIE:

KiET. RE—REXZM LR, EEEEANEE, ERT7TIREREDEI QAT AIMEIBAETSHERE
B, XETF PMF &5, XiLFBERNEE, REDE—T. —NE Sprig, 1D ZETEELRZERS, First
Round Capital 9&{k A : “TEiAF) 100 /5 ARR Z &1, I FAEILIREMAHEE. RINSHER, BISLHEE
AGHEBIR, ERSILREREA.” SIBAXMILIFERE. S5—12 Zip, RINGERE 23 22T —KRY
MHRE, HR=TEMNOREE. MIRPNEIBARERIMIEREE Linkedin EEXRARWEE, BHY
ERMRAREE: “HMNIRAZERFENHNEETFANTREFARN. SFRHNEER T HARE” XIF
BHETIREN, MAR “HNNERLMRZNERA -

[00:37:33] Jen Abel
English:

Yeah, no, absolutely. | have this theory that maybe you shouldn't hire any salespeople until series A,
right? Because seed is all about experimentation and proving out that experiment, and then obviously
series A is about exploiting that learning. But | see so many people, | mean hiring for early stage sales is
the odds are actually more against you than trying to get your next round of funding. Because it's truly,

truly such a counterintuitive stage.
R EIE:

B, #3RtE. BE—TEIL WiIFEARZABANZEREMEE, ME? RAMFIREREXTREM
JUIESREe, MAREARATHAXEZIMRETT Ko ERBIXRZA - BNEER, HNERHEERE
AT, BERMAMEESCLRERE T —RRANMREER, RAXHER— 1 IFERERRIMN R,

[00:38:08] Lenny Rachitsky
English:

Interesting. Okay, so | kind of took us on a whole tangent. You were sharing advice on how to get
someone excited. So the first is when you're engaging, you're talking to the prospect and company ABC.
Your advice is be very honest and vulnerable about your stage. Tell them you're early stage. You're
building this thing. You're deeply passionate about this problem. Here's what we're trying to do, here's
our priority problem perspective, and where we're focusing, and kind of get their feedback on your
approach. Cool. You were going to go to the next tip and | took us off course.

FROCERIR:
Bl i, HRABIRERT . IRZAIEDFINAILAREHE, F—REHM5EBERF (bW ABC A7)
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MAEENR . KEET . RIEESER T— TR, SRWIEFTEIT



[00:38:44] Jen Abel
English:

Testing the questions to ask. Where is that aha unlock for you? But more importantly, where's that aha
moment unlocked for them? Because when they start getting their gears churning in their head about,
and this is the beauty about not having a product and not showing them anything, they're visualizing in
their head now. This is a really powerful thing, which is like, so tell me how this looks in your head? How
are you seeing this? And they're like, | don't know if | can see it. And I'm like, great, we'll show you that.
Great insight to know by the way. Or so | think this is how, | guess this is how it would work. Walk me
through what's living in your head right now. You pick up on so much and then all of a sudden they're
like, wait a second, we've tried solving for this and it's still not solved for. Or you know what? We hired
someone last year to manage this. Great understanding. Is it being measured? Is it being managed and
have they tried to solve for it? The leading indicators that you're onto something here.

AR ERIE:

MidiziE AR, WMEZIREY “GIE” (aha) BIZ)? EEEEMNZE, WEIMIIN “WIE" %7 HASt
MNAFRERFEREN —XMELEm. FMUIIEEARANDL —AMNREREMFEHTAR
o XB—FIFERANER, (RAILR: “HiFH, XEMRFERFAFFH? MMBEAERN? 7 Rt
igt: “HANE, REDERERR.” HRW: “KiF7T, RINZBTRAME” IRER—T, X2 NMRERN
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[00:39:44] Lenny Rachitsky
English:

| love this thread because this is what everyone's always like, how do | know if | product market fit?
There's these signals that you're talking about of signs that there's something here. Like a big enough
pain point where they're excited to basically they want to pay for it, they will pay to solve a problem. So

maybe just again, say the things you notice that are signs like, okay, you have something here.
FEiE:

HERXNEBER, FASDARBER: “WEAKEIARET PMF? 7 REZEINXLEESHE “XEAX B
TRe LLM—PNEBARIFER, LI EIER BRI, WIRERCERBRET, L, ERER
ESE-MREIREIPLETR, ol o, REMEET” o

[00:40:03] Jen Abel
English:

So | think the first is it has to be a growing and widening problem. No one's going to spend time fixing a
pretty fixed problem, because it's not necessarily really a priority anymore. It's maybe a pain in the butt,
but it's not a priority if it's not growing or widening. So gate check one is like, what is the implication? Are
you measuring? Are you managing this problem today? Yes or no? If they don't know, great to know. If
they said no, okay, move on to the next. That's pretty powerful. No, we're not measuring or managing
this. Okay, there's probably not much there. If it is being measured or managed, then the next question
you want to get into is how have you tried to solve for it? Is it through that head count that you just hired?
Is it through another tool? Is it just still an open gap because nothing exists yet to solve it? Just



understand their maturity around how they've tried to plug it. These are all that make the secret

moments in intel to close that gap.

RS ERIE:
KINNE—HZE: AZ? —MNEREENT ANRE, BASEREBEEE—INELXEENER, RAER
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[00:41:06] Lenny Rachitsky
English:

That's awesome. And essentially it's showing you that there's a pain here that they're paying attention to
and are trying to solve.

FROCERIR:
AT, AR EXERER T XEE—MUEEXEHRE R RIVES,

[00:41:14] Jen Abel
English:

And what you're psychologically doing is now you're flipping them into a buyer where they're like, wait a
second, hold on. | need to bring on so-and-so on the next call, they also think that this is not good
enough.

FRCERIR:

RECE EMBE, MEMERMNEEANEIR, MNERHTF: “FF, HEF RTRFEEXEBLSE, thi]
HRISIMEN S ZABLT”

[00:41:26] Lenny Rachitsky
English:

That's funny because that's exactly what Wiz noticed, is they moved from people being like, oh, this is
cool. I like it, I like it. To, okay, I'm going to pull in this person. I'm going to pull in this person to talk about
it and make sure we're... And they were pulling in other people exactly as you described it, because they
wanted to move forward on this thing.

FRCERIR:

XREE, AANXER Wiz EFEH: IMANMR R, XRE, RER BTN W, RBUXPA#
K, BN AER—EZIE, WHERZAT-7 IEDMRERBBFRIE AR, EAiTEEX
%

[00:41:44] Jen Abel



English:

Absolutely. And that's when you know there's some momentum behind it, which is when they're bringing
in other colleagues. Whether it be the potential users, if you're reaching out to the executive, or the users

like, hey, | actually want to bring my boss on to the next call.
R EIE:

BITTR. HMNBREEHKEN, MRMEXGEETHL TREBEBEAF WRFKEANESE), &=
BRE: IR, ZREHSBLERNERESMT—REE"

[00:41:57] Lenny Rachitsky
English:

Good sign. Cool. Anything else along these lines of how to get someone excited slash understand if
there's going to be pull there?

FRSCERIE:
TR, B, FXFUALLAME, REHREEETHRA, TEFHAREINE?

[00:42:04] Jen Abel
English:

| guess the one thing is please, please, please do not ask questions like what keeps you up at night? If you
had a magic wand, what are your pain points today? | can guarantee you that answer changes every
single day.

FROCERIR:

HRRN—R2Z: B 5. TAFTERXER, il “FALRRRER? * HE “NRIME—REEE,
MIMENBEREMNA? 7 RRIE, XERENERSREEL,.

[00:42:19] Lenny Rachitsky
English:

That's super interesting. Is there any tip for how to end one of these calls, as someone that's never done
sales is like-

FRCERIR:
XIFEFEEB. WTFMARMBIHENARKR, WALERXEEEE T ARKIGE?

[00:42:23] Jen Abel
English:

Yes.

FROCERIR:

B



[00:42:24] Lenny Rachitsky
English:

Okay.

FASCERE:

¥

[00:42:25] Jen Abel

English:

Get the second call booked on the first call.
FEiE:

EF—RBIELERE, EIFHE RBEIERIETE]

[00:42:28] Lenny Rachitsky
English:

Loveit.

FRCERIR:

AET .o

[00:42:28] Jen Abel
English:

Pull up calendars. Look at calendars. Who else should be invited? It's just a natural evolution to ending
the call.

FROCERIR:
17 Bh. EBFR. ENZBERE? XEERBIERBANEL,

[00:42:35] Lenny Rachitsky

English:

Great. So that's in 30 minutes though, right?
R EE:

K¥FT o NEIBRZTE 30 DEHANTTALRY, FFIE?

[00:42:38] Jen Abel
English:

And if they say, ah, I'll email you.



FRSCERIE:
MBMI R T, HSARERIER.”

[00:42:42] Lenny Rachitsky
English:
| could say.

FRCERIR:

[00:42:44] Jen Abel

English:

That's also kind of a leading indicator. Yeah.
R EE:

BB —ThASkiER. =8,

[00:42:46] Lenny Rachitsky

English:

So do you recommend not getting off the call, trying to avoid that, or is it just-
R EE:

FRLUMREBIN A E XA, REBRXMER, T2

[00:42:50] Jen Abel
English:

If they won't give you time on the calendar, you could say, listen, great. Feel free to email me. Maybe
they're just being honest and they don't have their calendar available, but nine times out of 10, it's
usually I don't have the heart to tell you I'm not interested.

AR ERIE:

RN ASEER LEME, RER: “IFE, KF7T, BRAIHAERMT.” WIFMIREXIERYN, T
#EEBR, BHE/\N, XBERKE “BRABOHIFRIECLGE" o

[00:43:04] Lenny Rachitsky
English:

Yeah, it's hard. It's hard to tell people you're not interested. Very cool. Okay. This is amazing. Okay, so the
next step, if | remember correctly, is kind of co-authoring and co...

FROCERIR:



28, B, FREYAMERIAMELE, EHE. &, XKET. BAT—F, NRRGDHNE, 2 “#
FHES” A HE--

[00:43:13] Jen Abel
English:

Yes.

[00:43:14] Lenny Rachitsky
English:

Okay, cool. Talk about that.
FRCEIE:

9, BEo HIEMXAN,

[00:43:16] Jen Abel
English:

In the early, early days, one of the biggest ways you can get folks excited is it feels like it's going to be built
specifically for them. The power of specificity, the power of being extremely focused. With that, you can
literally turn a customer into a guide by asking them to co-author the scope. The scope of work. The co-
authorship piece is important for two reasons. It helps you understand where they're on their
biomaturity. Let me explain. If they do not have an existing process or strategy to solve X problem, they
can't buy a technology yet, which means you need to sell them. And this is why | go back to you need to
sell them some form of a service, right? Why? You want to be the one in there educating. You also want to
get the logo. You also want to show the revenue. While it's not recurring revenue, it still shows intent.

FROCERIR:

EREH, LAMNRINENRAARNZ—, RBILMNREEXN=REZIAMINHTEN. XME ‘B’
WhE, @ “RERE WHE, B7TX—R, MBIBEMIERES “TIEEE" (Scope of Work) , AJLL
BEFTHRIFNES. REBEEZAMUEEERNERE. 8%, TEREMRTHRMIMN “WIXRRAE" . ERE
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BB A, REEZIMAIIN Logo. MFEBEBTRMN. BAXFTEELEMAN (recurring revenue) , BE
MARTT BM,

[00:44:13] Jen Abel
English:

And | think that that's really important. Every founder | speak to is like, well, my investor really doesn't
want service-based revenue. That's fine. But then you can also tell your investor, great, should | wait 18
months to when they're ready to buy a solution, and be the one that's not the one selling them because



someone else educated them? These are all of the implications of waiting. So yes, is service-based
revenue great? No, we all know why it's not great. But it's great in the sense that it shows intent. It's great
in the sense that you can call them a customer. It's great in the sense that now you can use their logo. And
it's great in the sense because you are getting paid to educate them. You are getting paid to help them
design their process. This is where all the power lives. And this is why so many Al startups a year and two
years ago were going in on services contracts, because they wanted to set the mindset with the buyer
around what this would look like.

AR ERIE:

FHANAXEEERE, HBEOSMEIBARE: W, RPNRIEENTEEZETRSBN.” &XH. B
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[00:45:07] Lenny Rachitsky
English:

Is there anything you recommend to time box contain the services piece? Because | know a lot of
companies-

FRCERIR:
X TFAAIRFIARSS SR BB ESEE, AR AZRNE? RARNERS AR

[00:45:12] Jen Abel
English:

Yes, such a great point, Lenny. You absolutely need to time box this. | would time box it as 90 days and
then what you can say in the next 90 days, we'll scope where we are and what you need. Scoping out
more than 90 days, listen, so much is going to change. You might also not want to do it anymore, so you
don't want to lock yourself up. So | would look at 90 day increments. A specific example. We had a
founder that my colleague was working with, and they were selling a very specific technology to a non-
traditional... Sorry, a very traditional industry. | don't want to be two bleeding with what it is, but a very
traditional industry that's not used to working with startups, or necessarily plugging in a new technology
right away. And they were very honest. They said, listen, we haven't changed vendors or partners in over
five or six years.

AR ERIE:

20, Lenny, XY, MMENFEERFIFE, HFBEEN 90X, ARIMRAILIR: “EETRR 90X
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[00:46:04] Jen Abel
English:

| actually don't even know how we would do that today. Could you come in and explain to us,
understanding where our workflow is and how we would integrate this, before we even consider the
technology? Which we did. We got paid a nominal amount, but we're now a customer and now we get to
set the stage for how they think about this. And then they won the technology contract. But everyone is
so focused on selling the technology really, really, really quickly. That works in markets that know how to
buy that technology, have a process in place, have a strategy in place, have an implementation team in
place.

FRCERIR:

‘REEFMBESRIZEARIE. EEBIAZA, (RITEFEHRLTNBERE—T, TERENHOIMER, U
RENVZINFISERX N ARAE? 7 KR T RN T —ERIEMRTERR, BIERNL T IS, K
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[00:46:40] Jen Abel
English:

If it's a new technology like Al right now, they need a strategy and process like who's the human in the
loop? Is it them or is it you? How do we measure success? What does success look like? What risks should
we be aware of? Our legal team's not even aware of all these risks. You want to be careful because legal
can immediately, and procurement, can shut these things down if it seems too novel, where it's foreign
versus they're so used to buying services, especially at market. It's their largest budget line item.

FRZERIE:

NRBEIER Al XEBFRA, ITEZREMAE, b EEFTHHPHAL (humanin the loop) ?
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[00:47:10] Lenny Rachitsky
English:

So it's interesting because most founders are very afraid of moving into services. | hadn't heard this
advice before.

AR ERIE:
XEEB, RNAZHOBABIEZERTERS. FHIUFTEIMS XM,

[00:47:15] Jen Abel

English:

Probably going to get slapped for saying all this stuff, by the way.
R EE:



@R —T, FHAIRERENRXEFMRET TR -

[00:47:17] Lenny Rachitsky
English:

Well, so along those lines, what percentage of companies that you've worked with or see do that or have
to do that step?

FROCERIR:
B4, EMEFEIHAINATH, B OLUFANATZMHE LR —F?

[00:47:25] Jen Abel
English:

This is going to be a shocking step. So | would 40 to 50% have to sell some form of service before they can

sell a technology.
FRERIE:

XE— T ARIZBLES, FHZ 40% 2 50% BIABTESERARZAT, BAFTEEMANBIARS .

[00:47:34] Lenny Rachitsky
English:

Wow. Of B2B SaaS company?

R EE:

£, =2 B2B SaaS AFING?

[00:47:36] Jen Abel
English:

A B2B SaaS. And this, again, this is specifically more top-down sales. But yeah, because the user and the
buyer are different, which means there's user value, there's buyer value, there's all different players,
there's procurement you have to go through. But yeah.

FRCERIR:

B2B SaaS. Bii—X, X5l “BLEM T HEE. 28, AAERAENLIEETEN, XEKEERE
BENE. WXENE, TEZMIRNSS5E, MEFEIRMWERT. L, K.

[00:47:50] Lenny Rachitsky

English:

And just to make it even clearer, what's an example of a service that you've seen company offer in a step?
FREiE:

NTEBRE—R, REENHIFID? (RREQABEX—FRIEM AFRIARS?



[00:47:55] Jen Abel
English:

So I've seen, hey, can you come in and actually help me pitch this, design a custom pitch to my boss as to
why we should do this today? And we literally got paid to build a sales pitch.

AR ERIE:

FEXM: IR, (REENBEFHREBIHEHE—TXD, ABRBOERIGT—TERIRSE, RAKNATLAEN
EMXEHE? 7 RINENEABASHEREZMER T .

[00:48:09] Lenny Rachitsky

English:

So it's not necessarily providing a service. It could be just helping them sell this.
R EE:

FRAR—E =R MR MINREIERRSS , AJRER B M RBRHEH.

[00:48:15] Jen Abel
English:

Yeah. It could be helping them sell in a way that makes you... You need to get a lot more context on their
business. It can also be, hey, we haven't actually thought about a process for how we can actually deploy
something like this. We're currently using this technology, which we want to change from. You've kind of
hit this at the right time. How would we implement or how is it best to integrate with this tool? Can we get
both of you guys in a room to map this out?

FROCENIR:

2, XTESEGINEY, X2E - HEERSESAFAMISNERER, HTNR: 98, il
HUE R AN EX LR, BB EEERRMHER, FRRE, MREERME. RITZNT%E
HE? SEUIEIRTH S XA T RER? BATAER AR 175 250 Bl — A 2R — 7 7

[00:48:43] Lenny Rachitsky

English:

Got it. Soit's like consultants almost, like coming in to help you solve this problem.
R EE:

BB T, FRLAE &R, #HRE(REERX AR,

[00:48:47] Jen Abel
English:

It's a great point. It's consulting them towards the acquisition of the product. It's not consulting as one-
off consulting.



FRSCERIE:
REET. XA T5ISMIIWE~RmE TSR, MARRM—XIENERILS,

[00:48:53] Lenny Rachitsky
English:

Got it. And they know that obviously you're biased, but they also want the problem solved. And they're
like, great, you're going to help us solve this problem, because it's on my plate and | need your help
convincing leadership that this is-

FROCENIR:

BBET. tNEARNEMEIL, BMitBEREE, ST “KEFT, MIFBRIBRXNEZE,
EAXZHENE) L, HEBREROAFFIEAXZE "

[00:49:04] Jen Abel
English:

And | need to craft the storyline as to why we need to do it anyway, so | will pay you to do it, but here's the
format it needs to bein.

FRCERIR:
‘MERRELFERE-DNTABXAMIE, FIURBEMHRILMREY, BUIERXMER”

[00:49:10] Lenny Rachitsky

English:

Fascinating. Wow. Okay. Anything else along those lines?
FRCERIE:

KIEANT . Ho §F, BHFIRING?

[00:49:15] Jen Abel
English:

And then of course, if you're in a position to actually sell the technology, because the market is able to
acquire and adopt it and not have to create a new strategy or process, then obviously sell the technology.
You don't need to be selling services.

FROCENIR:

YA, MRMFATFRAUERHEERANMUE, ANTHELEBWINRAE, FFECIBMNRBICRIE,
BIEEERAR. FTATEEERS.

[00:49:26] Lenny Rachitsky

English:



| want to come back real quick. The previous call, | wrote this note down as you were talking. You
recommended not doing a demo and just talking about it broadly. Is that your advice there?

AR ERIE:

HRREOE I kR, XFZAIPBIE, FERENKIETTX—R: MERNFEMET (demo), REZZM
o FBEIREVRINID?

[00:49:34] Jen Abel
English:

On the first call. Yeah. On the first call, my fundamental belief is that the demo is a bit of the only carry
you control in the sales process, right? Once they see it, it's kind of like pitching an investor. Once they
take a look under the hood, that dreaminess in their eyes, they're like, oh, | saw it. So leave them wanting
more. And the demo is that, leave them wanting more. Even when you do a demo, don't demo
everything. Leave it for a second call. Let them invest a lot of time in you. Again, if it's qualified. Preface
that, if it's qualified. But everyone races through the sales process like let's do a demo call as quickly as
humanly possible.

FROCENIR:

EE—REER, 20, EF—RBEP, RNEEEIE . BETE2MFEHERETHE —RIEFN “RF
wme o, WE? —B1EET, MEAREEMRERE—1F. —BEMNETKENEZELE, thi1REAIBIPFHMEE
FUEKRT, 5T B, HEIT.” FAIUELMINRIFEE, BErmER1" “BE0" BARAE, BIER
MR, BABRETEIE. BRER@IE, iLMNERS ERAKRERE, S, FiRENAZE “G1%
EF” (qualified)e ARSZESTHHHFEERE, RAERREITETEIE.

[00:50:20] Jen Abel
English:

Yes, that is important down market. That is important if you're selling a $3,000 tool, you absolutely want
to be demoing as fast as humanly possible because it's a high-volume game. Upmarket, when you're
talking about hundreds of thousands of dollars, you want to slow that down as fast as possible. Because
you want to, one, make sure all of the right people are in the room. As soon as there's one lead on this,
and if it requires other people involved, it doesn't feel like anyone else's baby. So you want it to make it
feel like the group's baby versus this one individual's baby because it's very quick. Someone can easily
say, I'd rather use this tool. And then there's this stalemate of nothing happens.

FROCENIR:

B, XEMREHIZHREE, MRIFSEAZ 3000 XTHITR, MENFERRET, AANRIWERHR. B
ERmm, SMEELTAETNREZH, RERAEE TR AAE—, MEHERAEERNATSET.
IBE—PALRRZXT, MRFEEHMAZS, HARAIERF/XZE ‘BElE&F o FIURBILERRE
BREZMHMNNIE, MARETANTE, BANRKR, 3IAREZH: “HRTEABIIE.” AEM=
BAER, frathiEHAT,

El

0 |m @
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[00:50:55] Lenny Rachitsky

English:



Just to maybe reiterate, so far we've talked about figure out who to talk to, pitching them on talking to
you, then having that first conversation. Maybe there's another conversation in there to get them excited.
And then there's just getting them past the finish line, keeping everyone aligned. Is that roughly the next
step or how should we think about this?

FRCERIR:

BT, HEMALITIMTBNLT: BMEKANR. WARMNFMRIE, #1THE—RME. BIFPEEE—R
MFL TN EER. AERMBILMITPERRE, REMBATZE—H. XABRT—F13? HINZNEIR
ERX—H?

[00:51:14] Jen Abel
English:

Yeah, so if you are selling upmarket and you now need to go to procurement, who is the group involved in
the bot. They're the professional buyers. Procurement is a very interesting function. They are very smart,
very, very smart. They do this for a living. They are professional buyers. So there's a couple things that
you need to be aware of. You need to sell them as well. You need to really make this sound... Don't over
complicate it. Don't add in jargon. Make it feel like, okay, | can wrap my head around this. The second
piece is it's got to feel different from anything else out there. Because the professional buyer, it's much
easier to say, wait a second, we have these 17 other preferred vendors that do similar ish work. Why don't
you just go use one of them? Because, oh, by the time this gets through procurement, it could be another
three to four months.

FRCERIR:

=8, MRFEESHEHZHEE, MINEFEENRWE] (procurement), #ITES5MWENTILEHE, F
ME—TIEEEBVRGE. MIIFFEIER, FE. FEERA. wILlutnE, BT WER, FIUBILAHEMRE
BEAR. MEBEmt N, (REEILFNAERER - FBEFAER, FEMAIE, EiLMRES:
U, HEEREXD” FRE, EXMRESHE ENERRAHRAE. RAXNTFEUIRFKR, WIRE
2t “FE, HNEBEE 17T P EEMNEBMEMNIET . MATAFTERMNFN—1? By, B, FX
MEIRERIE, JEXEE=ZIETA"

[00:52:05] Jen Abel
English:

I've seen deals die on the vine because procurement actually suggested they go use another vendor in
the system, that this buyer wasn't even aware of, because they didn't differentiate. It didn't feel different.
It just felt slightly better. That's how it was positioned. The third piece is when you get to procurement,
you're going to have to do all the work. Make their job easy. You are probably a very small piece into the
very large deals that a lot of these people buy. So you can get easily sidelined just because you're just a
small buy. So do the work for them. Literally say, | want to make this as easy as possible for you. Give me
the forms that you need to fill out. I'll fill them out for you, and you can do it yourself. You can edit them.
Do the lift for them. If you don't, it's so easy for it to just go there and die.

FRSCERIF:
BN RZXZILET, MEERARWIIIBNMIIERRAZEEENS —MINE (MIEIXKEEZEHANE
BMENEMNELE), REMZIREEMEBERK. ERGER “FRE” , RERT “HHF—R2" . XMEE

BRE. F=mE, HIREXREE, (RETAEMENIME. LM IEERFER, EXEAREHRR
RHH, RAIBERERMABEN—/NEBD. FIURREZEN “E=X/N MHh5k. FrL, BtiFE,



BiFR: “HRLEXHEXERGERATEES, BEFERENTRKST, RELERYE, SIUASRERN.”
B2EEN. MRIFAXEM, XBREZMEBELHRML,

[00:52:55] Jen Abel
English:

Another piece that's important with procurement is explaining exactly what you do and don't do.
Because if you say you do a bunch of things and they can't really place you, they're going to send you to
the kitchen sink of contracting an MSA, which is going to ask you for $5 million in an insurance policy and
all sorts of other things. And the ability to look at your book at any point in time. And the reason they did
that is because they can't classify you. So the easiest thing to do is classify you as high risk. So make it
easy for them, make it simplified. You can also truncate your contracts, meaning let's say IT is maybe, and
you want to ask this, how long does it take to get through IT due diligence? They might say, oh, it's a 90-
day backup, it's a 60-day backup, it's a 30-day backup.

AR ERIE:

XFRWNS—IMERZE: ERERRMA AT 2. RAMRIRRIREM—ES, MBI ETRHET
YA, MNMSIBIRDERERE MSA (ERSMIN) GRAEE, EXRMREEH 500 5 ETHRM B LIRS
ELE/\FBRVRAE, TEMIEMK, 2N AWM, BRERATLEMRHEITIER. FrllEEEERZIEMR
JAER B o FrLL, LEBERER. BT, RUAILUFSER, tLafRaIbie: @3 1T RIRFES
BLKEE? 7 tiIATeeRiR: MR, WERET 90X, HE 60X, ;HE 30K

[00:53:43] Jen Abel
English:

There's no backup. If there's a backup, you also don't want it to die and you want it to give an incentive.
So this is when you want to truncate contracts to a technology contract and a service contract. Service
contract allows you to onboard them, get them prepped, come in and educate all of the users about what
they're about to go through. So that then there's an incentive to get that technology piece through.
There's all these little things to think about, and | think everyone... Getting to procurement is also
creative. And knowing who you're dealing with and how to make their job as easy as humanly possible.
Because what you said and what April said is spot on, which is buying is just as hard as selling.

FhERIE:
MR EERERT. MRERE, MABILRZEE, REGLMIT— 1 6. XBMRAILUBERIFERD A “BAR
BE” M ‘RBER" . REERIAFMRABMIING. BIFES. #HRBEMERPMIEIREHNEL,
XEFE—R, MIMEHEEHBIEAEE. BREZXFNNATHEEERE, HIANHFARBMEHBEEL
Bo ETHRMREMETRE, URMNALLINITERTIgEREE, FAMRM April EVERIEE X EREMER
E_Eﬁyﬁo

[00:54:23] Lenny Rachitsky
English:

As I'm hearing you describe this, | feel like we might be discouraging people from selling because this
feels very not fun. All these steps, all these procurement work, anything you can say to get people to feel
like, okay, this is worth it?



FRZERIE:

IrfRfEdxX L, JREEHNTESUAKNFEEEMANY, BARFER—RBFFn. XASZTE, X4A%
RWIIE, MMERAFEEILARERS “F, X—EIESHN 13?

[00:54:35] Jen Abel
English:

Yes, | can get people very excited by this. Once you are in, you are in. Once you are in, you are now a
preferred vendor. You now have the ability to cross over into other business units. You are now the reason
that, hey, if your competitor comes in, well, you got there first. So what do you think procurement's going
to say? This is why it's so important to get into the enterprise as fast as humanly possible. While it's a
headache to get through, if you project manage it, you'll be good. If you make an accountability, just like
if you were to go through fundraising. If you are a part of a team that had to raise money, it's no different.
There's always some level of due diligence. There's always you doing more of the work than them. That's
just enterprise sales. But if you prove value, your hundred thousand dollars deal could be $500,000 next
year. Your $500,000 deal could be a million dollars the following year.

AR ERIE:

BHY, HAILUEARSHEER, —BIREXT, MRMENHET. —BREEXT, AT “BEfHENE" .
RILEBRRNDBANEMWSEI T MMM T AN “TEE” , MRFHOREXNFREHEK, (RBRBI T
A? BN ARFAIGERMFEAAREWTIHNGLERE, BAIERIE, BORMEMFIHEER, KA
B MEBRIUFMAR, MEME—. IRMS5IME, RIAUAXLZFATE. S2BEMEENRIRE
&, SEARMRTFHELMNZ, XMBELRHFEE, BMRIREATMME, RSE 10 HETHITRRAEIRESR
p% 50 73, FREERIREZEAY 100 3o

[00:55:36] Jen Abel
English:

This is where stuff begins to compound, and this is where your growth journey really gets accelerated. So
the beauty with enterprise is once you're in, you're in. You beat out your competitor for a short period of
time. There is a little bit of a moat there, but it's not forever. You all have intel that no one else will have.
Meaning you're a part of the conversations, you have the badge, you can join the meetings, you can ask
for introductions. They'll do it. It doesn't feel like sales anymore. You're now a partner. This is why it's so
powerful to get into the enterprise because there's so many compounding effects. If you put the effort in

on the sales side, the return is insane.
FhERIE:

XERRFIETEEFNMG, BRIRMIEKIREREMERNMG, FrUEIRFEENEYZA4ET: —B
REERT, MR T. FEENEBREKNTRENF, BEF—E/IVNEIPEA, BAREXAN. (RAE5H!
ANEENRER. XEREMBMNEN—87, (FELE, RAIUSMRIN, RAUERS|IEF. ka8,
XREEFABERHE, MUER—TEEUNH. XMEBHEAKREWINMBEANRE, RAEKSHNERNIN,
IRIFEHERIIANS I, EHRZIRA,

[00:56:20] Lenny Rachitsky

English:



That was awesome. Nailed it. I'm excited. Just for folks that are listening, just to calibrate what size of
company you're talking about selling to here, what's the size of the advice you've been sharing so far?
Roughly?

AR ERIE:

AET, WEKFT. HBEXE. ATIURAREMEER, FRIFDEHXERY, HHNEEEZSAMENQ
87?7 KE=EZLA?

[00:56:33] Jen Abel
English:

So I've been talking a lot about enterprise sales, which is | would say anywhere north of 500 to a
thousand employees. Just mental model. I'm talking about enterprise sales specifically because there's
so much nuance involved in it, because the user and the buyer are very different, right? As you go down
market, let's talk about small business for a second. The user and the buyer are the same person. There's
no procurement. If they like what you've built, it's pretty straightforward process. In the mid-market, mid-
market is a funky place because you either are anchoring towards the lower end of mid-market, which is
more upper end of small business, or you're anchoring towards lower end enterprise. Those are two very
different divides. So mid-market, just if you're talking about lower end enterprise, again, this is all
relative. If you're talking about lower end small business, again, your user and the buyer probably are the
same person, which makes sales a lot more streamlined.

FRCERIR:

B—EEKICEWRHE, WBHRE 500 ] 1000 ALLERAT, XRZIMABER, REKEELREERR
NESRREZAHNER, ANERENBEEIFERR, WE? HiREmEnhz, bl (SMB), &£A
EMWEEZR—DA. REXRBE ). MRMMNERMFN~m, RIEFEEHR, EFPEDH (mid-
market) , BE MR IS, RAMBEAMBTHEHZEERE (BREAR/NEL), BAfEFRimA
k. XZMPMTEAFRNTE. FrLlPiE™E, MRIMRKICHZMEAEL, BERAXRET . WRIRKIL
By R/ ek, ERAENWEEANEEEE—TA, XRILHEREERER.

[00:57:31] Jen Abel
English:

But churn. Small business, challenge with small business is the churn. If they get pissed off, if they don't
feel like it's good enough, they are gone faster than you don't even realize. And they might even tell you.
They'll just cancel. And we always see this on Twitter. They'll call American Express and say, cancel these
charges. | don't want to talk to these people anymore. They're just more irrational because sometimes
maybe it's their money if they're a small business. So small business in mid-market, while sales is a bit
faster, you really got to be on the product market fit side, worried about churn.

FRCERIR:

BREERK (churn) [, /NEAEIBEHETRAR. MRMIIERT, HERFTRABLY, WITHRIE
ELIRERERIR, MITEER A SRR, ERBUEITH. HNEEE Twitter EREIXME: 1T
BIRGIEE AR “BUEXENSE, FTIEBMXLEARIET” . MIIEREYE, ENNRE/NEl, BResE
EHZRMINBECHE. PR, BANEUMPEHHNHEERER—<, BIRGFE PMF SE FHX, BOR
KRl



[00:58:07] Lenny Rachitsky

English:

And they also go out of business at a higher rate.
R EE:

mEfINEAERBES,

[00:58:07] Jen Abel
English:

Exactly.

FEiE:

R Ho

[00:58:07] Lenny Rachitsky
English:

And so you have that kind of churn.
R EiE:

FRLUR =B BRMIA Ko

[00:58:12] Jen Abel
English:

A churn piece too. Yeah, exactly.
R EE:

MRBE—ED. B8, Kifo

[00:58:14] Lenny Rachitsky

English:

Amazing. Okay. What comes next? So we're kind of in procurement at this point.
FRsCERF:

KET. 8, BETRIMHA? HBNNEARTL TR .

[00:58:19] Jen Abel
English:
Okay, so now we're at signature, right?

FRsCERE:



¥, MERTEFHER, XWIE?

[00:58:21] Jen Abel
English:

Okay. So as you enter procurement, okay, you want to know before you get to the next stage, who is
signing this deal? Here are some examples of signers I've seen. Chief financial officer, chief legal officer,
the business unit head themselves, the head of procurement. You want to know who that person is so
that you can literally say to the head of procurement, hey, listen, | want to make sure this person has
everything they need when they review this, to know what they're signing. Who is it and how can | give
you a few bullets to share that you can maybe respond to, that we get tight so that they know exactly
what they're looking at?

FRCERIR:

Yo HIRFNRMI AT, T‘i_)\"F—BfTEQZETJ, REENE: EREXPMEE? HRIHN—EEFAEE:
BEMSE (CFO). BFEESE. USHMIIARAETA. XBEE, MEENEBIAZHE, XFMMAIUE
BEXRMEER: 0%, A, %*EEM%%BAAT‘EE"‘AWEH‘?}%’%FEEE I—IIER, FRECENEM 4. B
BIE? RZNMASERENINER, HEEKAHEE, Fitti#INEEcEEtA4? ”

[00:58:59] Jen Abel
English:

This was two or three years ago, | was involved in getting a deal over procurement that was just truly, it
was a pharmaceutical company and it was very, very long process. And we got to the finish line and the
CFO was the signature. And this is when | made the mistake. CFO responds back to the procurement lead
who sent it to the business unit, who sent it to me and was like, what am | signing? | don't actually

understand what these people are doing and why are we doing this?
FREiE:

XER=FANE, RESHEH—PBEIRWAENRS, BE2—KEHAFE, AEFE. FEERK. HIIL
FRTERL, FFARCFO, MAXNKIET MHE, CFORIETRMEE, RWEERLTISER], WS
BIIXHELTH, CFOR: “BENEBMA? HELHFEEXEAZRTHARN, HMNAFAEIAH? ”

[00:59:32] Jen Abel
English:

So then she quickly said to me, hey, listen, we need to defend this. Can you put together some bullets?
And I'm like, well, what kind of bullets do | need? What does this person care about? And again, it created
so much anxiety and now I'm back in the bottom of the queue. Probably he or she's looking at the things
that come in in an order of priority. So now I've elongated this by another month simply because | didn't
plan. So this is just to say I'm learning from my own mistake of know who the signature is, because if they
don't know what they're looking at, they're going to kick it out and you're going to lose your queue spot.

FROCENIR:

ARLSEIINAEENZKR: TR, 75, RNFENUAHR. REEENNERME? 7 RIARFA: 4,
RFEZHAENER? XPAXROHA? " XBRER T EANER, MEREEXEZTIATINRERE. it
B R RE R IR MR IEBHRNE S, FrLL, (IXEAFEETEIHR, HMBXMEREXERT —MA. Fi



UHBRNZE, ZRHRMECHHERPFIN: —EENEEFTARME, RANRMIIANESCEETA,
I SBEREE, MMIRERARILE,

[01:00:06] Lenny Rachitsky

English:

So many ways to fail. And this was you selling Jellyfish or this was you working with a company?
R EE:

KMHNARERTTH. XZIRTESE Jellyfish BWARSS, ERIREFREINNATE?

[01:00:11] Jen Abel

English:

This was me helping [inaudible 01:00:15].
FRCEIE:

XERERE (EQE).

[01:00:15] Lenny Rachitsky

English:

Oh man. Okay. Anything else in that step that might be helpful to folks?
R EE:

BRI, iF. ER—TEEHATAREEIHRIG?

[01:00:19] Jen Abel
English:

Yes. One thing to caveat is you do not get paid until you are approved by finance, and procurement has a
signature on the contract. Meaning don't start any work. Or if you do start work, know that there is no
payment. The business unit can't just pay you. It's paid through a purchase order, which is paid through

by finance.
FRCERIE:

B, B—RFRRIRE. AUSHIHUEERBBIIESRLEFZH, MEBEFIHN. XEKREFEFSA
EAIE. HEMRMENFRT, ERABSLERMB. WSMIITEERAMITHER, SIUBIREITE
(PO), HASSERI ]Sz Mo

[01:00:45] Lenny Rachitsky
English:

So don't rely on that money unless it's finally, unless the signature's on the paper. Quick tangent,
thoughts on discounting at any parts of the journey?



FRSCERIE:
FrLL, FMRAESFEZRER L, TNABIRERER, HMER, FHBNREREEMEN T E4B?

[01:00:54] Jen Abel
English:

If there is a reason as to why. So discounting just to get the deal over the line, you're negotiating with
yourself. Unless they ask for it and then ask them to defend it. Certain segments, like small business, you
should leave a little bit of room for buffer because sometimes that's their own money. It's like their own
small business. Mid-market and enterprise, there's got to be a reason why and ask them. Be like, hey, so if
| give you a 30% discount, can | remove 30% of the value? You can kind of play it a little bit like that. |
don't recommend it, but that's kind of what they're saying. But discounting is great if they're doing
something for you far and beyond. For example, if they're a design partner, if they're going to be a
reference for two years, if they're going to give you something far beyond just using the technology, then
yeah, | think a discount is a good reason to give back to somebody that's giving to you, but not as a
strategy to get a deal done.

AR ERIE:

PRAEBEHER. MRMNATERXZMITH, BMIBAEMB S BRIEMIIEER, AEiLth4 %
B, EREAST, tbihidl, MVZE—REPTE, HAGRBEMIIBCHE, mEtiIE S
NER BERIRHHMAEL, SHEEHRA, FEERMI] tbil: “IR, MRILIR 30% B9, FKER
BERE 30% BYMME? 7 {RAJ LB ATT— T HAEEXFM, ERERLMIMITER, £, 0Rt
ITARERE T EININME, ITIHEREN. HlM, MRMIIBIITEEAE, AEBEMRENERANSE, R
ERERERTERARARZINIEMZER), BATIANITIIEEIRENFVFIEH, BEFREEENEMNRZZH
B8,

[01:01:57] Lenny Rachitsky

English:

Okay. Is there anything beyond this step of getting the signature? Are we done?
R EE:

. EREFZEEEAING? HNETTHT5?

[01:02:01] Jen Abel

English:

Yeah. | hope you celebrate because-
R EE:

M. RFBLBIRERR—T, HA----

[01:02:03] Lenny Rachitsky
English:

Okay, great. You got a signature from this whole process.



FRZERIE:

KF7. BIXBNRIE, (RERTEF,

[01:02:08] Jen Abel
English:

Yeah. Hopefully I'm not making this sound too daunting. I'm just really trying to lay out all the mistakes

I've made.
AR ENIE:
2, HEFKIBEHEARFIAITA. HRERIEHE I IHEERIEHF,

[01:02:12] Lenny Rachitsky
English:

Yeah, no, this is exactly what people need. This is amazing. And your pep talk was really helpful too. Along
the way. What's the general timeline for sales process like this in your experience, with these 500 plus ice

companies?
FR3zEiE:

T, RERAKFEN. XXET. MUANEGBREREE. AEMNIRER, RIBRAVZR, XL 500
AUERRF, HERAMBRERZA?

[01:02:26] Jen Abel
English:

So there's three things that dictate sales cycle. One is how well are you project managing it? For example,
I'll say, let's have our second or third call in two weeks. Two weeks? Do a week. Why are you elongating
this? Keep your calls as tight as possible because that shortens your sales cycle. The second is just how
complex the organization is. If you're dealing with a highly regulated industry, just know it's going to take
a bit longer, sometimes 20 to 30% longer. So a highly regulated industry, nine to 12 months on
conservative, on the conservative side. Again, it's tricky because is there a budget line item dictated
towards it yet, or are you creating budget? How painful is the problem? And how senior have you gone? If
you're talking to the SVP or chief of whatever, they're pretty good at about being able to navigate the

traps.
FR3zEiE:
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[01:03:28] Jen Abel



English:

If you're dealing with a director or mid-level person, they maybe have not purchased something before
and just make some internal mistakes. | always say it can range anywhere. I've seen enterprise deals close
in 90 days, believe it or not. Rare, but I've seen it. I've also seen enterprise deals typically take anywhere
between six and 12 months. Really important but. Enterprises know that the process and the length to
get the deal done is what costs more than the technology itself. Meaning the effort it takes to get through
their system. That's why they're willing to spend so much. Sometimes that's actually more expensive
than the technology itself. So don't negotiate with yourself, understand the value you're delivering, but
don't be crazy. I've seen people try and go in with a million dollar deal as a seed stage startup. Oh,
interesting thing. So interesting tactic. I've seen contracts in the enterprise that state that the deal cannot

exceed more than 20% of the existing revenue.

R EE:
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[01:04:39] Jen Abel
English:

So there are these things just to be aware of. In most cases, you can ask them be like, is that a hard line? Is
that hard, hard line? Or how negotiable is that? Sometimes it's negotiable. Sometimes it's like, no, this is
a hard rule. But then it seems silly because you take a hundred thousand dollar deal and bring it down to
20,000. It's just be careful that you're stripping some of the value out. But | kid you not. I've seen an
enterprise deal go from, it lands at 60 and it turns into 280,000 in four months. So again, | want to
encourage, yes, this is a lot of work, but the payoff is exponential.

FROCENIR:
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[01:05:19] Lenny Rachitsky

English:

What's a good ACV to start with if you're trying to sell to enterprise, to make it all worth it for your startup?
R EE:

MRIFAEERLGREN, ATV RBNRNYERE, —MEENER ACY (FESRENE) %17

[01:05:25] Jen Abel



English:

| would say anywhere between 50 to 200K depending on the business unit you're selling to. That's kind of
like sweet spot. They're used to something in that realm.

AR ERIE:
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[01:05:35] Lenny Rachitsky

English:

And this is a startup selling [inaudible 01:05:38].
R EE:

HE—MIEIARESR

[01:05:37] Jen Abel

English:

Early stage startup, like founder led, early stage.
FRCEIE:

SHEIIRIAE, LEaNsIs AT EH. BEMERRIAEL

[01:05:42] Lenny Rachitsky
English:

Initial contract. Wow.

R EE:

IaEE. M.

[01:05:42] Jen Abel
English:

Yep. Initial contract. | would say, okay, probably caters more towards like 50 to 100K. But I've seen people
sell to... Again, it's how big is the problem? Who are you selling it to? Is it the SVP that you started with
and they've got a large budget, and it's a pretty healthy business unit? Or are you selling to a director?

AR ERIE:
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[01:06:05] Lenny Rachitsky

English:



If you're not able to sell your product at that price? What's your advice to teams?
FRERIE:
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[01:06:10] Jen Abel
English:

If you are a startup, | always ask the founder, did you build this for the enterprise and is that the model
you want to play? Or did you build this for small business? Small business is a marketing game. Marketing
intensive activity, right? It's high velocity, high volume, lots of dials. It's a very different game than
enterprise. So which game do you want to play? Let's just start there. Which game is more attractive to
the founder. Or who is more exciting to serve? What's the storyline you want to tell investors? That plays a
lot of it into it too. And do you have an enterprise product? Are you solving an enterprise problem or do

you think you're solving an enterprise problem but you're not sure yet?
FRCERIE:
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[01:06:53] Lenny Rachitsky

English:

And your point is also mid-market is it's rarely to be successful.
R EE:

RN REE, PEHHREERSHI.

[01:06:57] Jen Abel
English:

It's hard to start there because you're straddling two very different go-to-markets, right? One that's of
high value, one that's of high volume. And also mid-market companies, this is where a lot of people
don't... If it requires heavy integration, they don't have those resources. That's usually outsourced to an
Accenture or some of these consulting firms, and now you're having to rely on third parties to be
involved. It gets messy.

FRCERIR:
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[01:07:25] Lenny Rachitsky



English:

This is fascinating. | have a list of questions from the audience that you pulled from Twitter. You asked on
Twitter what questions to ask you as you're coming on here. So there's one that's very related to this,
which is someone said, if you're still very early in pre-product market fit, but get initial validation from
both small to medium businesses and enterprise, how do you decide which one to focus on? Is there a
counter argument against starting or SMB going up market over time like most companies do?

FRCERIR:
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[01:07:51] Jen Abel
English:

I've seen companies successfully do in both of those motions. Truthfully. We know all of those. We know
people that started small business and worked their way up into enterprise and were successful. We've
seen people be really successful by starting at the enterprise, like a Wiz. That's more of an internal
question, which is like, who did you build this for? Where's the problem most felt and which go-to-market

game do you want to play?
R EIE:
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RIGEIIBIAN. FATERIE Wiz EMKELESHRETEANIINA. XEZE—TRHMEE: RENE
F&BY? EXNRERER REIN? (RETTRENTHZEYE?

[01:08:15] Lenny Rachitsky
English:

And | think that latter part is so important. It sounds like why should it be what | want? It's like what's
going to make a big business? But | think people forget, this is going to be your life for 10 years. Do you
want to be selling to enterprises and building all the enterprise features? Would you prefer to build for
small companies? Pros and cons to both but it's important to think about the life you're creating for
yourself and your team.

FRCERIR:
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[01:08:36] Jen Abel
English:

A hundred percent. And | built my career in enterprise sales, upper-end mid-market enterprise sales, and
yeah, that's just the game | know the best.



FRSCERIE:
BOZAERE. BRIV ERIERWRHEE. damt IV REE L, 20, BBERSIEKAY.

[01:08:46] Lenny Rachitsky
English:

Yeah, that's also an important part of it. Just to double down on that is like what do you have experience
doing? Not like...

FROCERIR:
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[01:08:52] Jen Abel
English:

Exactly.

FRCEIE:

o

[01:08:53] Lenny Rachitsky
English:

Yeah. Where's the opportunity? Okay. Another question that | love is, and we touched on this initially, but
| think it's good to come back to this. Someone said, customers are fascinated with what we're offering
from the initial calls, but responsive momentum is too slow from their end. Would be great to know how
to fix this.

AR ERIE:
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[01:09:10] Jen Abel
English:

Yeah, it's tough because unless you're in the weeds to understand why. I'll give you a few examples that it
could be. Did you speak to a buyer who now is trying to sell this up to their boss, and it's just getting
sidelined and they don't know the executive value? They've just been selling the buyer value the whole
time. That's one reason things can slow down. Another reason things can slow down is you haven't really
framed the problem well and they don't understand the full implications of why they need to solve it. So
it's kind of just sitting there a little bit. The third is they've just been really nice and it's not going to go
anywhere.

FRCERIR:
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[01:09:49] Lenny Rachitsky
English:

| guess that that's usually the latter. Was that true or it's kind of all over the place?

HBEEERE—T. BXFE? EEZIMEREBE?

[01:09:54] Jen Abel
English:

It's so hard to give a founder hard feedback. Because they've just dedicated their life to this thing. Who
wants to be the bearer of bad news? And sometimes you just need to let the actions speak louder than
words.

FRCERIR:
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[01:10:11] Lenny Rachitsky
English:

We've talked about all these steps. I'm curious, when you come to a founder or your team, where do you
find the most on lock often? Which of the steps of the sales process do you find the biggest opportunity to

improve conversion in sales?
FR3zEiE:
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[01:10:25] Jen Abel
English:

It's qualification. Qualification because if you spend your time on the wrong leads, that equates to a zero.
So if you don't get that first level right, let me put it this way, everyone that | know says they have a
bottom of funnel problem. It's never a bottom of funnel problem. It's a top of funnel problem. I've
actually never seen a bottom of funnel sales problem. It's always qualification, which is a symptom of not
reaching out to the right person, not having the right messaging, not solving the right problem, or not
being different enough.

FROCENIR:
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RFTRER” BRI, HHESEMANIHIENFHRAHERH, ©E2RMEZRE, XRRKEKAE
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[01:11:06] Lenny Rachitsky
English:

| love this. So basically the biggest pitfall people fall into, in your experience, is they're just talking to the
wrong people, wasting their time?

FRSCERIF:
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[01:11:15] Jen Abel

English:

Yeah. Talking to the wrong people or using the wrong message or...
R EiE:

M. MEIRANX, SEERHEIRNER, ZHE---

[01:11:20] Lenny Rachitsky

English:

Pitching them something they can't actually deliver.
R EE:

Efthf TS — LRSS PR LTS YR PR

[01:11:23] Jen Abel
English:

Yeah. Here's the other thing too. Sales is supposed to feel fun for the buyer. They should be like, this feels
fun. This person's invigorating. They're going to change my world. They're going to make me see things
differently. They're going to get me promoted. They're going to help me increase my influence internally.
And so many salespeople are so boring. How many times have you got off a call and you're like, | can't
wait to get off this call? And founders too, just like all of a sudden their passion, they go like stone cold
face. And it's like bring the passion. Bring the energy. That is felt by the market. Remember, some of these
people are in boring jobs. Give them an outlet.

AR ERIE:
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[01:12:01] Lenny Rachitsky
English:

So along those lines, | think a lot of people are just not... Like me included. | feel weird doing sales. It's a
weird experience trying to convince someone to buy something. Is there any advice you could share to
get someone over that hump?

FROCERIR:
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[01:12:13] Jen Abel
English:

If you have built something that you believe in. Very hard to sell something you don't believe in. | think
everyone agrees that. If you've built something you believe in and they have a problem, that's a beautiful
thing. Truthfully, that's what makes the world go around, is | have a solution to your problem. Now you
just need make sure that the problem, you just need to be honest, that the problem they have, your
solution truly can solve for. And you're not short selling just to get a logo and a deal over the line, and see
them churn in six months or nine months or three months. That what you are selling is truly going to
solve their problem. And be honest about it. | can't tell you enough when | tell someone, listen, | don't
think I'm the right fit for you. They try and sell you on them.

FRCERIR:
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[01:12:58] Jen Abel
English:

They're like, well, wait a second. Hold on. What if we did this, this, and this? And it's like, no, no, no.
Here's what we're great at. And then they can say, well, | also need that too. And all of a sudden, this level
of trust comes out. And trust is the number one currency in sales. If you are a trusted salesperson, people
will recommend you all day and every day. If you're a trusted founder, your market will continually send
you leads and word of mouth. So don't try and sell something just to prove to investors you sold
something, because it'll be quickly seen on the other side when they churn.

FRCERIR:
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[01:13:32] Lenny Rachitsky
English:

Amazing. Okay, Jen, so I'm going to cut the lightning round. | know you also have to run and do real work.
So let me give you a chance just to talk about what you do, how you help companies in case folks can find
value in working with you.

FROCERIR:
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[01:13:44] Jen Abel
English:

Deeply passionate about sales, as I'm sure you can tell. We specifically help founders through this pain.
Navigating enterprise sales, mid-market sales, and really trying to crack that first million of ARR. Or
sometimes even that first 500K of ARR if they move fast enough. And it is really hard. It's counterintuitive
to what most people think, but it can be really, really fun when we show you the way.

AR ERIE:
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[01:14:13] Lenny Rachitsky
English:

And you described to me how it works, and | think it's important to clarify this. You basically embed with
the team and help them do this.

FROCENIR:
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[01:14:19] Jen Abel
English:

Yes. So | fundamentally do not believe in outsourcing the heartbeat of the organization, which is sales. So
what we do is we embed alongside the founder and drive a lot of the execution, but make sure that they
are the tip of the spear engaging directly with their market, and learning directly from the market's
mouth, not playing this game of telephone.

FROCENIR:
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[01:14:40] Lenny Rachitsky



English:

Amazing. And | mentioned this when we were chatting, but | think of it again, is when | was interviewing
all these companies about how they started selling early on. One of the interesting threads that | heard
again and again, is how many of them hired a coach or a consultant as a founder to help them learn to do
sales. And that's essentially what you do. And | didn't even know a service like this existed, so this is super
cool. It'll point people to what you do. | also have to ask you, the question | ask everyone at the end is
just, how can listeners be useful to you?

FROCERIR:
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[01:15:08] Jen Abel
English:

Help each other out. | think so many people have helped me in my career, and in this journey, that the
pay it forward model that exists in the technology space is so beautiful. So just don't let that die.

FROCERIR:
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AURTVIFE o FRLL, BARBELLXMFEHER,

[01:15:28] Lenny Rachitsky

English:

Beautiful. Well, Jen, thank you so much for being here.
R EiE:

REHFTo Jen, JEEREREIRAER,

[01:15:32] Jen Abel

English:

Lenny, this was awesome. Thank you so much for having me.
R EE:

Lenny, XKXIFT ., IFERGRBIERK.

[01:15:34] Lenny Rachitsky
English:

So awesome. So excited for folks to hear it. I've learned a ton. Okay, I'll let you go. Bye everyone. Thank
you so much for listening. If you found this valuable, you can subscribe to the show on Apple Podcasts,
Spotify, or your favorite podcast app. Also, please consider giving us a rating or leaving a review as that



really helps other listeners find the podcast. You can find all past episodes or learn more about the show

at Lennyspodcast.com. See you in the next episode.
R EIE:
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