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This is the complete bilingual transcript of Lenny's Podcast featuring design legend Jessica Hische.

(00:00:00) Jessica Hische
English:

Most people are better at understanding the feelings and sensations that typography and logos give us
than they give themselves credit for, because what we are as people are endless absorbers of patterns,
and information, and all this kind of stuff as we move throughout the world. We don't take time to sit and
digest it, but it's still coming in and getting logged, and so even as a non-designer, | think you can look at
examples of logos where something's not quite right and be like, "Something's not right here, | just don't
know how to name it." But | think a good exercise is just like looking at fonts that are available in the
world and asking yourself, "What feeling does this give me?"

AR ERIE:

REMAELL AR P EEKIERFEHED (Typography) FiR& (Logos) HAMNIARESE. EAER
AZ, BAFEHER E1TER, &R EREN. EEMSMEYNETRREE. BARNTLEENEIL THEK
B, EXEESMERTBAABICR THK. PR, BMEERN—TIRLITHIT, FIANSMRER—ERNHH
RSE, RO “REERFNE, RRBFHMEZEAHWAE.” HEF—MRFHEAIMENRE TR
EMENFE, ABRBD: “RAETRAAENR? 7

(00:00:47) Lenny Rachitsky
English:

Today, my guest is Jessica Hische. Jessica is a design legend, and it was such an honor to both have her
on this podcast and also to work with her on a refresh of my newsletter and podcast logo and brand,
which is launching around the same time as this episode comes out. Jessica is a lettering artist
specializing in typographical work for logos, film, books, and other commercial applications. Her clients
include Wes Anderson, the United States Postal Service, Apple, Nike, Tiffany and Company, The Gap, and
Penguin Books, and her work has been featured in design and illustration annals, both in the U.S. and
internationally. She's helped create logos for Philz Coffee, Eventbrite, and Mailchimp, is a best-selling
children's book author, and if you live around the Bay Area, you've seen her work all over the city without
knowing it. In our conversation, Jessica shares the process that she went through to update my logo and
brand for my newsletter and podcast.

FRCERIR:

SRNERRE Jessica Hische, Jessica BIZITRNET A, BRIFHSMES, HS5MSEEIMENNEE
WMBENTSERME, RRIEERZ, MBS TBETERT %X, Jessica @B— U ZARAFHAHK
(Lettering Artist) , B TMEBIRSE. BE. PENEMBHLYNANFEIGITIE, MNP EEFE - REH
(Wes Anderson) . EEMBEE. ¥R, . FxE. HHE (The Gap) MHEHRER. WHIEREZ R
NEEEREMRNIZITSEEFS. thEHBIEIfET Philz Coffee. Eventbrite 1 Mailchimp BirE, F=2



UFHEERFR, MRMETEX, MAREAHNAEPELERD LRI ER. ERHINBIXIESR,
Jessica HE T A FEAEER EMTE R mhERIE,

(00:01:38) Lenny Rachitsky
English:

What specific elements of a logo and brand impact how you feel about that brand, why a good enough
logo is just buying for a long time for most startups, and when it makes sense to refresh your look, also
some really clever productivity tips, design advice, and a bunch of really fun stories. Jessica is a master at
what she does and | am excited to spread the Jessica Hische gospel. 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 Jessica Hische. Jessica,
thank you so much for being here. Welcome to the podcast.

FROCERIR:

BRI SN @EPIHL R ATREEMAIT ZRENRZ, ATARFASEICIAE R, —
“‘BIEYF BUIRE AT LUERHRKETE], MR ARMEEFRMEERABE N i, 25 —LIEEEANER™
DTG, GBI —HBEBIHNE, Jessica BRHIFTETIHIER, REHEBEERE “Jessica Hische MYigit
BE . IRMFERXMEE, HISTELEEBNBEMNAD YouTube EITHEMXF, XEBREIRKTE
HEEAN, BITBEEEEAWER, WE, EFHNIVGD Jessica Hische, Jessica, JEFEBGFIREER, IRiIXR
EER,

(00:02:19) Jessica Hische
English:

Happy to be here.

FRCERIE:

(00:02:21) Lenny Rachitsky
English:

| thought it'd be good to start with asking you just to describe what it is you do, because you're very
atypical of the kinds of guests | have in this podcast and you also have very unique skillset.

FRCERIR:
BELBREA-TRNIERS, BAMHEXTMEEUERIENERIFERE, MBE—EIFERTHR

Hbo

(00:02:32) Jessica Hische
English:

Yes. Well, | will describe what I'm most prominently known for, because I'm a person who just does a lot
of things, but the thing that | do the most professionally is custom typography, like bespoke lettering
pieces. That translates to working for all kinds of things. Sometimes it's for film and television. I've done



movie titles and things like that and television credits and stuff. Sometimes it's book covers. Actually, a
lot of times, it's book covers, and then a big part of my business is doing logos, and logo refreshes, and
things like that, so basically being the person who knows all the things so you don't have to have that
person on staff when it comes to typography.

FRCERIR:

FH. HEER—THRERNEN, EARE—TMHMREEFENA. ERETUHNTEHZEERFHIZIT
(Custom Typography) , LBMNERIBZEARF(Fam. XAIUNAEIZMIER. B EBEMBN, RMIBR
BMBERFEFRZEN. ANERH, KFLREMEHERH. i, RISH—KBOBRITITE. 17

SEIS. B4 L, ZMERNMERFAHEIFRIENIRHNA, XEQTMALETRA—RZERNFERER.

(00:03:17) Lenny Rachitsky (Sponsorship)
English:

This episode is brought to you by the Enterprise Ready Conference, a one-day event in San Francisco
bringing together product and engineering leaders shaping the future of enterprise SaaS. The event
features a curated list of speakers with direct experience building for the enterprise, including leaders
from OpenAl, Vanta, Checkr, Dropbox, and Canva. Topics include advanced identity management,
compliance, encryption, and logging, essentially at complex features that most enterprise customers
require. If you're a founder, exec, product manager, or engineer tasked with the enterprise roadmap, this
conference is for you. You'll get detailed insights from industry leaders that have years of experience
navigating the same challenges that you face today. Best of all, it's completely free. Since it's hosted by
WorkOS. Spots are filling up quickly, make sure to request an invite at enterpriseready.com. That's
enterpriseready.com. | am excited to chat with Christina Gilbert, the founder of OneSchema, one of our
longtime podcast sponsors. Hi, Christina.

FRZERIE:

ZHAT B A Enterprise Ready K=#8). X2—17EIBEWETHNABR—XOER, LETEERILE Saas
RERW=RINTENGE, FohBETEEMELIE~RERERINERE, ©1EFKE OpenAl. Vanta.
Checkr. Dropbox #l Canva H%iSE. FHGESASHEE. &M%, MEMBETER, ERLEAZHE
WEFPRENERINEE. NMRMMEAREUVEREZENCGBA. 8. FREEFIREN, XHRINEEES
Ro PREEMIRE ZENTRSEERNITIRSELRERGFANF. RENE, EBRTERERN, H Work0S
Fh. REER, BESWTE enterpriseready.com BHiF#IE, & K, HESEES OneSchema BIEIIEA
Christina Gilbert ix, 2NN KIAEBIEZ—, fR4F, Christinao

(00:04:21) Christina Gilbert
English:

Yes. Thank you for having me on, Lenny.
R EE:

=09, EhEREIER, Lenny,

(00:04:23) Lenny Rachitsky

English:



What is the latest with OneSchema? | know you now work with some of my favorite companies like Ramp,
Vanta Scale, and Watershed. | heard that you just launched a new product to help product teams import
CSVs from especially tricky systems like ERPs.

AR ERIE:

OneSchema LB+ AFMEIA? HAMEMRNIESHERERN—LELESEE, 0 Ramp. Vanta Scale
Watershed. FHIrisRITNINIEL T —FF7F=m, BB~ mEIPAM ERP FRFIMFHNRFAHRSN CSV X,

(00:04:39) Christina Gilbert
English:

Yes. We just launched OneSchema FileFeeds, which allows you to build an integration with any system in
15 minutes as long as you can export a CSV to an SFTP folder. We see our customers all the time getting
stuck with hacks and workarounds, and the product teams that we work with don't have to turn down
prospects because their systems are too hard to integrate with. We allow our customers to offer
thousands of integrations without involving their engineering team at all.

FRCERIR:

M. FAIWINIHEH T OneSchema FileFeeds, REfRAERF CSV FHIEI SFTP X3, ERLRELLIRTE 15 28
NHESEMRFHER. RIEERIFARSIMIGRHARENEES ZEL, MERNISFERNTREATL
ENRGAREERRTMELBERF. RINLFFREBRHERTHER, MEeFTEILRZRANESS,

(00:05:01) Lenny Rachitsky
English:

| can tell you that if my team had to build integrations like this, how nice would it be to be able to take this
off my roadmap and instead use something like OneSchema, and not just to build it but also to maintain
it forever.

FRCERIR:

HATLUEIRIR, MRFOFADTZXIFRIER, BT MR LAERFI=H A OneSchema XiFR T
BiZB%%, TMIEWE, EaEKARLER,

(00:05:12) Christina Gilbert
English:

Absolutely, Lenny. We've heard so many horror stories of multiday outages from even just a handful of ad
records. We are laser-focused on integration reliability to help teams end all of those distractions that
come up with integrations. We have a built-in validation layer that stops any bad data from entering your
system, and OneSchema will notify your team immediately of any data that looks incorrect.

FROCERIR:

E3fentt, Lenny, TSRS XFWIERE/LER SIERMSBERFENNNBMRE. T FTTEMA
SE, FWBHEEBRENTERNAE T, BRMNE—TRENKIEE, AJUELEEMERBIEENTNRS,
OneSchema =3 EL@MREYEPAEfAI B R EHBYETE.



(00:05:32) Lenny Rachitsky
English:

I know that importing incorrect data can cause all kinds of pain for your customers and quickly lose their
trust. Christina, thank you for joining us. If you want to learn more, head on over to oneschema.co. That's
oneschema.co.

(00:05:47):

Part of the reason | was excited to have you on this podcast is that | was lucky enough to get to work with
you on a refresh of my logo and brand for my newsletter and my podcast, which 1'm very, very excited
about. It's actually going to be launching right around the time of this episode going live, so this is, in
part, a celebration of the new look, and logo, and brand. | thought it'd be an awesome excuse to bring
you on the podcast and give an inside glimpse into the process of updating a logo and a brand. Partly,
because | think it'll just be people are like, "What the hell? How did this change? Where did this come
from? Why this versus that?" and also just for people that are thinking about this for their own product or
business, to understand the process and understand when it might be right for them, when it might be
not right for them. Broadly, how does that sound?

AR ERIE:

HAESENBIRMIESATFHRIMNES, HRREIEMINEE, Christina, HERIDATEA]. WNRIRE
THEEZ, iF1fI8] oneschema.coo

(00:05:47):

HREHBIBRSMXTEENRORER, R RESESMEF, NENEEENNEZHHITSHmAE,
B ULIFEHE. LR EBEAETE LLREART, FIUXERMEZE LEMHFR. MRS @R
Kit. FEXZ—MBENMED, BFRBFIREL, LAKRANTREMTSHmENERE. BoREE, &
BAMNZEFE: K, XREAREN? XEMM)LRE? AtAEXNMAERD? 7 RN T IRLEE
AEEERNB T mBUSMXEROA, LN TERXNEE, HBRAARRESH, FARBERRES,
BRI, (RREFEAR?

(00:06:32) Jessica Hische
English:

Sure. Yeah, of course. Everybody that starts a company knows that they need a logo. That is a big thing.
Some people start a company and think the logo is going to drive the culture of the company, which |
don't think that that is true. | think that the product itself, and the team you build, and the people you put
together are the thing that should be driving things forward, but | do think the logo and the brand assets
can generate a lot of both internal and external excitement and just tell people what to expect from the
thing that they're about to engage with. Some people say don't judge a book by its cover. I'm the
opposite, where any book... The cover of the book should be giving you incredible insight into what is on
the interior of the book and setting the tone and setting the vibe so that when you open the book and
read the book, it's a symbiotic thing where you're like, "Oh, | understand what | was getting into. This got
me excited about starting it," and whatever. It keeps that ball rolling.

FROCERIR:

HAR L SMENQBMABMEMINZTE—MIE, XB—HAF. BEANDATRANTERIEIHA
BRI fL, BFINNFLHIFML. FIANTRES . REIZHIBAURIRREN AL A BN EVIRIHAIZ
Do BIEBISANITSMBEE A L ERERNASMIMNENER, FHIFANBIIERZRBEDE
28355, BEAR “FELSRIRA (FEEIHEHE—FH)” , RiateiERk. EEBOHEEBNZILRH



WABERZEVER, HE TERANARE, XHEIMITABARN, eB—MHEEXR, RERE: B, &
BHEHRBRNEMHAT . XitBFRARREE” CrElbXMEh R8T &,

(00:07:34) Jessica Hische
English:

But with the refresh work that | do, a lot of people start companies and they have a certain amount of
money. If they're bootstrapping it, they have less. If they get venture money, they have a little bit more.
But what they don't want to do is spend venture money on a massive brand exploration when you're still
in the hiring process, you're still trying to get early stage engineers, and all that kind of stuff, and so | am
sort of a weird contrarian in this way in the brand world where brand people are like, "Brand is
everything. You need to take a significant investment in brand because that guides the vision of the
product or whatever." But | think being a bit more of an insider within the tech world, | understand that
sometimes people start companies and have an intention to do something.

AR ERIE:

BERMEHNSEEI IR, BRRMRZAUDATNEEER. IREEERE, BUEL; NREXK
BE, BRE—R. BHRARELTHEEMR. EESHIHREHIRREME, 1A RIEXIRIEREERARR
mERER L, EmER, FERED “BE R TRBRLEE , AAREEREERR:. “‘mEmE—T.
MBENMEHITEAKRR, AAC3ISFETRNIBR” EFARRERNREAL, ZBEEEERAEIIR
Bl EA XM ER,

(00:08:24) Jessica Hische
English:

While they're doing that, they're building the team, they're doing cool stuff, but then the company has to
pivot for one reason or another, whether a competitor immediately comes out with a thing that you're
doing or the technology that you're doing gets postponed, whatever's going to feed into it, and so if you
invest super heavily on the whole brand vision from the jump, sometimes it's like throwing away money if
you have to pivot. What | love about the work that | do is that | understand that a lot of people have to just
have something to put on decks and have something to put on a holding page or whatever, and internal
teams are totally capable of doing that early work. But then if it does become successful, you don't want
to get locked into whatever it is that you had to throw together before an investor meeting or something.

AR ERIE:

EMITEIZERN. MEENEREFR, ARTRIEAZHREREARSFREE (Pivot), LIRS FRAMRT
KIMBI=mm, WEMREEHAROIRABHERT . MRIFM—FIEMERBR T REESLERANER, —BEFER
B, BaGEENE. BRAERNIEN—RE, RERRZARHRFE-LERARTETXN (Decks) =
aRELE, AHERTEERNTAXERIATIE. BMRATENMIT, REENEWILERNT MR
BERWMIRE SR REY R AL 5.

(00:09:15) Jessica Hische
English:

I come in then to take the existing vibe and smooth it out, address any of the concerns that came up. A lot
of times, it's really utilitarian stuff like this doesn't scale well, or this thing falls apart in this context, or we
never had a good avatar version of it, or whatever. Sometimes it's really specific utilitarian fixes, and



sometimes it's just about growing it up and sophisticated it without losing what was there in the first
place that people got excited about.

AR ERIE:

BN ANNEYEEZZEFUENAEHFEITETS, BREINEMEE,. RE0E, XERHAIZIFELAH
EXB, b “XMRERNRERE « EEMGRTRRRE HE “BII—ERE MK ERE"
FF, ARNEFREAGHNILANEE, ARUEANTILREEETEAR. BERH, ANXAEREIILANE
BB BT

(00:09:46) Lenny Rachitsky
English:

To give people maybe a couple more tactical piece of advice here, what's a sign that it's maybe time to do
something with your logo and brand from you took a first pass, it's good enough, your wife made one,
your husband made you a logo, it's like, "Well, this is great. Let's just go with this"? What's a sign that
maybe it's time to, "Okay, we should actually at least uplevel this, not necessarily hire studio but takes
something to make it better"?

FROCERIR:

AT HERR—EBEHAENRIN, MR—FRIABKEEFT— “BBH GRS, LNEFIHLXIEITE
T, HREE HE, SAXNE” , BABRATREARIHERZNITEMNmEMRtAT? T4
RZFIRE “HE, RMNELNZREA-TENER, FT—EEZEAIEE, EEH-tALERFEN ?

(00:10:10) Jessica Hische
English:

Well, one of the things is if, suddenly, you're starting to deal with the greater rollout of the look and feel of
the brand. If you, at first, just basically had a really beta website and small version of the app but you're
about to do a new one that kind of updates and expands it, that could be a really good time to roll it out.
One of the things that a lot of people do when they're starting a company is that they'll make a logo with
a font that is really popular or widely available or free. If you are about to, let's say, print a bunch of swag
for new hires, or you're hosting a conference, or whatever is that event where suddenly you're going to
physically invest money in making stuff with your brand on it, that might be a good time to do it.

FRCERIR:

i, HRA—PMERE, MRMARAFRLEZEATHROAIRIE . WMRMRRNIE— N EEREBAINIR
FRMISFNZ A, EMEESHE—NER. ELENRE, BRE—MREFNE. RSEAZEWNRASER
FERT. LA NHEERNFERGFIRS. MRINEEHIRLENG —#EL (Swag), HEEXED—1
2, FEEMFBRMRANESAREFIEHE MEARIRRSEYNY, ARAREmE TR

(00:11:03) Jessica Hische
English:

One of the reasons why | tell people why having a custom logo or custom typography can really matter is
that if you're using something that's available to everyone, the chances of someone else coming in and
copying you are very easy and high. You might be one of these lucky companies that just out the gate is
outrageously successful, but with success comes people climbing up behind you trying to copy your



success. If that success is very easily copyable and people will try to trick your customers into coming
their way by repeating the things that you're doing, including the branding, one way to avoid that is by
doing something that's more customized when it comes to the logo and brand.

AR ERIE:

HEFRAMIETTESHNESRFERZFIUERNRRZ —2: NRFERNES M ABERZRSHRA, BAa
AAPRIFR TEFARIR, AJREMERS. MARERBE—HIIMRFERKRINZEAGTZ—, BIIEZM
KHZIEREXEERIRNMTI, MRXMAINIREZHER, MEAMIXEBIELEMAMIERS (B
IR RERMOER, PBABEXMBERO—MGEZREERSH mhE L —EERERIHRAE,

(00:11:47) Lenny Rachitsky
English:

Let's actually talk about the work that you put into updating my logo and brand. From that, we can spin
off into lessons and insights that you have along these lines. Overall, just high level, what's the process
you go through to go through a logo refresh?

FRCERIR:

IEFABOR IR A B FEIAT S AP EEI T E. FATAT LU ATINR, I REXSENEZRMILE 2
BRI, MEMBEE, MATIRSEIMITRER EERT?

(00:12:01) Jessica Hische
English:

Sure, of course. Super high level, it's figuring out what the goals are. Some people have a goal where they
want their customers to not notice it at all. They're like, "Oh, everybody loves this, but I, the person with a
design eye, can see all the problems with it. | need to roll something out that fixes the problems that | see
but that no one else really notices." If that's one approach to it, which is a very close in refresh where
we're just trying out little things to make it feel custom or fixing things that have come up when stress-
tested, whether it looks crazy when you scale it and looks like horsey and heavy-handed when you scale
it too big or when you scale it too small, you lose a lot of legibility and stuff like that. That's what would
be a really close in exploration.

AR ERIE:

LR, MREEEXN, BAEFERENET4. BEANBMBILEFTE2RUERET K, Mil=ii:
“RREBBEWXD, BEREA—NBIGTIRANA, EEHEMENRE. REESHE— M RE, BEXER
HXLRR, BXRILEMARS,” XE—M “WIAXEF (Close-inrefresh)” , HINREZ=H—L/NAT
IEREEATEHR, HEBREEDMXPHIMHBE— IR KEREEREE (Horsey), HESHIEE
BERET Y. XMBIEEARVIRR.

(00:12:53) Jessica Hische
English:

For other people, they might have bigger goals where they're about to pivot the company to try to attract
a different audience or things like that. They might have this really cool and successful group of people
that are super users but they're trying to expand it, so then it's about, "What can we do to shift the vibe to
make it include these new people without excluding our core folks?" My first round is figuring out what



that scope is, how experimental, how broad are we going to go for that first round, because then
everything else cascades from there. If we go really broad for the first round, then we're in this process of
narrowing down the scope as we go down. Whereas if we go really close in for the first round, we're
already just talking about really technical stuff.

FRCERIR:

MTFF—EAN, MTEEEANE, QBRI URSIRENZR. WIAEELAE—EHIFER
DHEVZIOEBR AR, EMITREY AME, FRURERER T “BiTNERZERE, EAHEFZOBFBE
RTRSIFAR? " RNF—RIFRHETEE: F—RRNEESZZ? XREESZR? STREZ ? BANZ
ER—tIE Bt ET. MRBNFACESR, BARTROIZAZFUTE/EE; MRFNFEILHM
BRERE, BARIMNELTIICIEERARENAT T,

(00:13:45) Jessica Hische
English:

This is another thing that is a little bit unique to me that not everybody else does, but I will hand off files
to clients to try in situ really early on if what we're trying to do is solve utilitarian issues. Most other
people are like, "No, you don't get the files until we do the final because | don't want you to run away
with this or whatever." There has to be some trust with it. Yeah, figure out what we're trying to
accomplish and always keep those goals in mind, and then scope out the process based on what those
goals are. For each round, we're addressing different things. First round might be about just capturing the
overall look and trying things as broad as we can, and then the next round is, "Okay. Well, now we have
generally a look that we want, but is it the right weight? Is it the right letter height? Do we have enough
details?" That kind of thing, and then we get narrower and nerdier as we go along in the process.

AR ERIE:

EAE—REEBRE, AT —EXAM: MRFNHVETEHRRELAMRE, REREMEXHXEER,
IIESFZR (nsitu) Fif. KEHRARR: “F, EREZERIMTERIIXYE, FBARFTBILIRE
E¥pmiEiE.” XFE-—ENEE. B2, EFFRHNERXRIMA, BEFIEXERR, ARREBITHE
iR B—RINERANREEAR, F—ICr MR ARNE, R 2=, T—rRUZE: “%F
e, MAERNETARNGR, EHA (Weight) 13?2 FHSEXNB? ATE5? 7 BERIZAMEE, )
LSRR, BREEEZ (Nerdier),

(00:14:45) Lenny Rachitsky
English:

Awesome. In the experience of my podcast logo, | was an ass. At the end of it, I'm like, "No, this isn't
right," because we narrowed, narrowed, narrowed, and then | was like, "No, I'm not feeling it," and then
we unnarrowed it and went back. [inaudible 00:15:02]

FRCERIR:

AET . ERNBERSEHIIRES, ARWESEERN, REHREAR: “F, A" BARI—EE4%E
AEEL FER, REFRENR: R, BRRD.” ARRNER T Zri4%E), EHEIET.

(00:15:01) Jessica Hische

English:



That is not an uncommon experience though. This is why there's a few things that I'm not opposed to
that | know people that are very opposed to. I'm not opposed to Frankensteining options together. To me,
it's like I'm giving you a menu of all the things that we can do, but I'm like a chef that puts a menu
together where you can combine different appetizers and different mains and they all still make sense.
Some people will give you a menu and if you try to do that, it's insane and it tastes terrible. But for me,
everything that we're doing, | feel like, mixes and matches fairly well, and | will let you know if it doesn't.

FROCERIR:

XELHARFEL. IMBAFTABESZERFTRY, ERMNERSZSAFERN. HARMEREREDR “Htix

(Frankensteining)” fE—it2o XWHFW, XMERALIRREHT —MHXRE, HENEM—FIRITHE, (RATL
HERERIRIRMERK, EIBERERKAGTE, AEALMIRE, MRAFIHAS, BEERAME, KE
RE. EXFHKGR, REFRNNEHES—IEERIPMIERE, WRFT, RIEFM.

(00:15:37) Jessica Hische
English:

It's not unreasonable for clients to go down one path and then use that as validation or confirmation that
something that we did much earlier was actually the right way. In that way, if a client ever asks me to do
something, they're like, "Let's see it in purple or whatever." There's designers that will really fight you
tooth and nail, because they're like, "That is wrong, that is wrong," but | know that some people just have
to see it before they can let it go. Sometimes you have to walk down a path before you're able to
understand what the right thing to do was all along.

FRCERIR:

BERAE—FRETE, ARUERIESHIARNFLEMEMHENARELA BEBN, XHERTE,
FRUL, SIRFPERBEMES, bl “URNEERENNUR" , FERIHIIESsRY, RAtIiEF 58
BN o BHIE, BEAMITFRREINRA RN BIHE, MBAE—RER, 7HEARRVNER
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(00:16:10) Lenny Rachitsky
English:

That is exactly how it felt for me. Going back to the goals, the different goals people have when they're
exploring this, you mentioned there's just little problems with the logo, it doesn't scale, it doesn't print
well, that kind of thing. Another goal is people are pivoting and they want to change the vibe and the feel
of the brand. What other goals might appear that you've come across why people want to do this?

AR ERIE:

KRERARTIEZNLL. EEIBRMNER, AMIERENSERENER. (RRE TSR, thangEn
MREALF. EIRMRRAMESF. F—TERERRRE, BENToENRENRRT, REEZIMLEATEE
MR BAR?

(00:16:31) Jessica Hische
English:

Well, sometimes there's a legibility issue that is really glaring once you see it and then people are too
close in to notice it, so this is why it's like you have to show it to a lot of people that aren't familiar with



looking at those letter forms and stuff. The one that came to mind immediately when you asked was
when | did a refresh for Jeni's Ice Cream, which is a really amazing ice cream brand based out of
Columbus, Ohio. They had a few utilitarian things in mind. They had this long J that created this pocket of
white space underneath it that made it really hard to design with, but then the biggest glaring one was
that they decided to make the apostrophe of the Jeni's over the | as a cool thing. It made the word look
like it said penis because of the way that J was drawn.

FROCERIR:
id, ARMREFEIFERENZRERNE, BIERER, XMENTAMBIIEERTARSFIAEXLEF T

KAE, fREX MR, FHIZZAEFIREEA Jeni's Ice Cream (BZEMNSHE T I — MEERCE MR
) MEvENHT. MNIE—LXAMNERE: BIKEKNFE ) THAFET —RTAXIE, SBULIHREMEHHR.
BRAENRER, Mi1ATER, £ leni'sWSHETFE 109 LS. BF JWEE, XIEEBNBEFER
K% "penis" (BMHETESS) -

(00:17:18) Jessica Hische
English:

It had a little loop at the top of the J. That was the most specific fix that I've ever had to do, is make the
logo not say penis anymore. But yeah, | feel like a lot of it is misreads. When you think about logos and
things like that, you want it to be something that, at a super fast glance, people can read it right away.
That doesn't mean that everything has to be simple, but it just means that everything has to be incredibly
legible, especially when you're starting a new company or you have a less recognizable brand. Because
eventually, you become a household name and then people can look at just the color and recognize that
it's you or whatever, but it takes a long time building equity before you get that. Until that, it's really
important that the legibility is just super tight.

FRZERIE:

BN J WIRHE—NNEE. BRRMINZAFNEBELF: UINSEERABER AR FIiRE
By, ERSRZAEEHRTIRIR. SIREEFSH, REZANERRI—EZ TMEELZIRE XHARK
E—HERSR, ERKE—VEHLTREZ R, LHELMREDMABNEEA R EREN, AAREMNRS
BMARBARNETF, AMRABFIHEREINLRR, EERFPMERZA, FERKIENEEE~R
Ro EMZAE, BIRECAIEEE,

(00:18:04) Lenny Rachitsky
English:

Let's talk about actually thinking through my new logo and brand. Can you just talk about what you had
in mind as you started to explore directions and we started narrowing what was the mindset, and the
approach, and the vibe?

FRCERIR:

RN BIRBFAREM ARSI R, (REENI SRR RR S MHZ M4/ EER, REVE. 757EM
BRIFERTAMRE?

(00:18:18) Jessica Hische

English:



| think with the Lenny's brand, you are what | would call a person that has a beloved fan base that we
don't want to exclude or offend by shifting gears super crazily. When | was looking at redoing your brand,
it was about what's here that we can look at that we should keep or at least explore keeping in order to
make sure that it still feels the same on the other side? We didn't want to do anything super drastic. Some
of the things to think about in that way are you have this sort of handwritten approach to a lot of the
parts of your brand, and | was like, "How do we do something that feels handwritten, that feels like it
could jive with the handwriting scripts and stuff that you were using but might feel a little bit more
refined moving forward and in a way that could blend with illustration so that the illustration and the
letter forms all feel like they were created by the same hand?"

AR ERIE:

AR TF Lenny X @b, RIBE—TIEEBIMBIM L8, F(IAEEIE FRIFFNERAFEEICH
e HEEBELMIMEN, ExRET: IENTETRLEERNTUREN, HEEZDVESTRRRELN,
LB REDF R R DTRG04 ? AN EMUERS TR, EP—1EERRE, (FNREREEDEHE—
MFEER, HAER: “BNOAME—MEEFER. ESHRZAEANFEGHRE, EXETERR. &5
METERESNARA, HRENFEEEREREER—AZF? 7

(00:19:17) Jessica Hische
English:

A lot of times for me, when it comes to doing an exploration like that, it's about how do we make sure
everything feels like it was created at the same time and not that we just tacked on new things? Figuring
out how to blend everything together is important. Color was also a big one. | feel like people's color
stories are something that is an immediate read, where if you blur your eyes and look at a brand, you can
recognize it by its color, and so | think keeping your color similar was a big one too. But then | really
wanted to try different approaches with the typography, doing stuff that was a little bit more clean, doing
stuff that still had a bit of a funky edge to it. Because your original Lenny's podcast type had this sort of
cut papery, a little bit off kilter vibe to it, and so trying to capture that but with new cleaner typography.
That was really fun.

FROCERIR:

MEHKY, HITXERRE, XBETWNAREPIBTEREERKESFENEIIFN, MARERMANTHARDE,
FRBINAR—YTREEEFEER, FRERE—ER. HRTaENEERERANNE—ER, WX
fREREEAREEE— T Mg, MNIZEEEIEBINEE. FIURFFERAMEE— MRS R, EFREBEFAHED
FERHARENGZE, M—EEEENARA, FANRE—R “GREE (Funky)” BNB5REK. RARERESR
FHRE—MEER. —MEHER ‘BN WRE, FMURNZXAET AR FERBIERHET, XED
B,

(00:20:13) Jessica Hische
English:

| was using a typeface Degular as part of it, which has a nice wonkiness to it. It was drawn by a friend of
mine, James Edmondson, who | love all of his stuff. That was one of the things that we approached
because | felt like it could capture the look of the original cut paperesque type. But yeah, it was really fun
to try a lot of different things and work within the iconography that you had used on a few stuff with the
microphones, and also marshmallows, and campfires, and all kinds of things, and just trying to make a
more unified system.



AR ERIE:

FEAT Degular FIAENEFN—ED, EBE—MRZEN “FAMMNZ (Wonkiness)” . ERHAFKHIAAL
James Edmondson i&itHY, FHZIFEERMHFAE M. KRS EREBRIFRBERNEF RN, 22,
ZRRSARNKRA, HEMELEANEN (XX, RERE. EAF) Bt ETE, SHTE-—1TESR
—HRS, XAERNRE®,

(00:20:47) Lenny Rachitsky
English:

Are there things that didn't work as you tried to explore this process that you recall, that might be worth

sharing of just like, "Oh, that was a cool concept," but didn't quite work the way you thought?
R EIE:
ERFIREFR, BLETAMFBENTRRNEE? bt ‘B, XBRREE , ELMRARFIFREARN?

(00:20:57) Jessica Hische
English:

With working on this refresh, so much of it was thinking about what are the immediate uses of the logo.
Your logo, you have these very specific uses that you need it for, the avatar for the podcast being a top
one. Some people, they'll design a logo and then have these illustrative versions of the logo that get
rolled out for other things, but | feel like those layouts were actually more important than even just
having a basic letterhead-esque logo. That's an interesting way to approach it, because usually, it's like
let's start simple, and expand, and make it crazier. | felt like we had to always keep those things in play, so
it was designing brand assets while also designing the logo. Sometimes you'll see examples of that in
early explorations just because it makes it feel real to the client.

FROCERIR:

EHEOREINEY, RA—HBOBHHREBENSHNERRAE L, MITSEFREEGNAE, BELEMNEE
hZE, BEARIMRER, SUTEL—EEERAATHEMNS, ERBEXNFRKR, XEHREEEE
EE— P EMBELAINSEER, X2—TMEENTIAR, BNBENMERIMNERFE, BY REIESR.
BREBRNOITREEEXENAYR, FMUEERITFENERIZITREERS. ERERHREFRRX
L, BATIULERRBEERR,

(00:21:53) Jessica Hische
English:

That's why there's always the tote bag. You got to put the logo on the tote bag and then it feels real or
whatever. But in our case, we had really specific uses that needed to get explored very early on, and that
made it a slightly different process for me. In terms of things that didn't work though, | think just trying to
work on the level of detail within the illustration and type so that it could shrink down, because we
knew... One of the primo examples of the logo being used was on that podcast avatar, and some of the
versions felt a little bit too detailed to shrink down that much. Trying to get the balance of that, having
the illustrations feel illustrative and whole, but not when they scaled up, to feel too simple like we just
pulled it from aicon library. | think that was an interesting challenge.

AR ERIE:



XMBNTASZAEMNEE (Tote bag) NERERE—MREFEFENEE L, EAEFTHESL, BERINENM
B, HMNNEFZEANBAEFTEXTRIMETRERE, XULRNAERERE. ETTARNER, TAREE
EHREMNFENATEE. EARNNETGTREBENNAYRZ —BREKE, MBLERETATKS, 48/
RERRRF. BE HEEREFHABFLRE N “BREAETESEMEREEREIHROBAE S
Z BT, XR—MEEEkER.

(00:22:46) Lenny Rachitsky
English:

One of the impetuses for changing my logo, for motivating me, is my wife's a designer, as you know. She's
got strong opinions about my logo, and she always was making fun of my logo saying it looked like a clip
art fireplace that anyone just could just plug and play. She's always like, "Oh, that's so bad. You got to
change it." That was one of the motivators. | think | might have shared that when we started working
together.

AR ERIE:

HREHRITSH—T 805, RERAMEOERE, RERAEREFIRIGHIT, MENE, NEOTSEREZE
%, BEMXEEERGIBAINMEME (Clipart) B4, #HMEERMA, A2 “MR, KIERET,
RSHEE.” XRMAZ—, HBRKNEFRSIERZ AR,

(00:23:08) Jessica Hische
English:

Yeah. Also too, | think that really talks to what | was saying earlier about making sure that everything feels
like it was created together rather than it feeling like these disparate elements, because | think you can
have an icon or logo that is quite simple as long as the rest of the brand matches that simplicity. | think,
for you, the biggest thing was making the illustration and the typography just feel like it came from the
same universe instead of feeling like these separate elements. When | first moved to San Francisco, |
moved to San Francisco from New York, and as a New Yorker, | had an apartment with a full kitchen that
never got used. | just ate at restaurants and did takeout for the seven years or whatever that | lived in New
York.

FROCERIR:

B, XWEMETHZAINN, BEREPIBTERBREZEFA—EE, MARZHN. FINNMRAUE—TIFE
BRNEREIRE, RAERERNEMBOBFSXMEEK. HREENMKNR, RANKSRIHEEMNF AR
WREBE—FH, MAREFET. KNMEIEELEEMALGBRN. EA—TMEAN, RENHNAES
—PRBHNERE, EMELAT. FANENRTER, H—EREINEZEIhsE,

(00:23:51) Jessica Hische
English:

Learning to cook, at first, when you learn how to cook, it's like you're making a pot full of ingredients and
none of the ingredients are actually working together. But then the more you do it and the more you
understand how these things are meant to blend and cook at different temperatures at different times,
you start having this cohesive dish rather than hot ham water. You know what | mean? | feel like a lot of
clients come to me and they have hot ham water when it comes to their brand. It's just about turning that
into a soup, something that feels real.



AR ERIE:

NIFFIEF MRS, MERRT —wRM, E'MZEITETE. BREMHEHS, MIRRXERAZINMAR
A, NEAERFEREMBETRE, (RSB —EMENRE, MAE “FAREK (Hot ham water, #5%F
REENARAE)” o MEBARRNERG? HREFRSFARNEKN, MIIN@RELEGR “PHABBK . REIIIE
MEBCTH—mK7, —MESE. BRBHNARE.

(00:24:25) Lenny Rachitsky
English:

| want to take a quick tangent. Most people listening to this podcast are not designers. They're product
managers, founders, engineers, and folks building product. I've always wanted to see the world through
the eyes of a designer, because there's so much | don't see and there's so much that affects how I think
about something that | don't understand when | look at a logo, and so | thought it might be helpful just to
spend a little time helping people see a designer a little bit. Let me just ask you this question. When
people look at a logo or a brand, what are just elements that make it what it is, that make you feel the
thing you want to feel that we may not recognize?

AR ERIE:

HEHEHE NS, X MEENARSEARZIRITE, Wl mEE. A, IRMM~niEE, H—
B@EIIRIHTRREEHE R, AANERSAARETRD, AREZMRIBENAREREEINSH T EIERE
B FRIAHAE, EREFEMARTE— TN RARERREREE. FBRMR: IAMNE—TTSHA
hERY, BUPLTRML T EREE, FiLIRFERMSERRD, MEIEBATERIRTE?

(00:25:06) Jessica Hische
English:

| think most people are better at understanding the feelings and sensations that typography and logos
give us than they give themselves credit for, because what we are as people are endless absorbers of
patterns, and information, and all this kind of stuff as we move throughout the world. We don't take time
to sit and digest it, but it's still coming in and getting logged. That's why if you see something funky in the
world, you're like, "That's weird. | don't like that. | don't know why | don't like it, but | know | don't like it."
| think even as a non-designer, | can see that in typography. The whole being able to recognize patterns
thing, | talked about this a bit at config, it's like it's a safety thing. Looking into the world, your eyes can
spot that thing that's a little bit off, and that thing that's off feels not safe to you.

FRZERIE:

FIANNKSHEAE L MITERR P EERERF AN EHAINBRET. FAFEIALE, BMEER ETE
RERAMEENTERRYE, KNBAKENEIEK, BEEE—EEWIER. XMEBNTAHMEER—LEH
IRRVRAERY, RRRET: “XRIE, HARER. BRFNENFAFER, BHMBHNERFENR.” BMERIFKL
W, AEFEREBSEXMETL, XMIRFIENIEES], KL Config AR EHIREIE, EHEXE—MREN
wlo WIZRIHREY, (RAVERERREAINARL: “Fxdzh” BV hth7s, MABLEARNZHRMS ZILRBREIF L2,

(00:26:08) Jessica Hische

English:



It's thinking about when we look at a meal and there's a thing on the plate that looks like it's moldy or
something like that. You understand that doesn't look right to me, this doesn't smell right to me. Your
body knows it before your brain knows it. Even as a non-designer, | think you can look at examples of
logos where something's not quite right and be like, "Something's not right here, | just don't know how to
name it." But | think a good exercise is just looking at fonts that are available in the world and asking
yourself, "What feeling does this give me?" and just write them down. It doesn't matter, just give yourself
permission to say whatever is happening in your mind, the first thing. Don't overanalyze it. Just look at it

and be like, "That feels calm to me. That feels exciting to me. That feels whatever to me."
R EIE:

X EHNE—TIR, MREBFEEINFRABERGELET, MEUXTIRE "XEERANT), EERER
X7 o fREVBALERRTHIE, BMERIFIZITIT, SRBI—PFAXNHHRER, BRRET "XEFRE,
BERFMEEATLR" R/ —MREPVEIBUEHR LNIMZE, HES: “RATHAARE? 7
REETH. ®X%, ATBCRERFETHNE—NMUZ FEIES, REEFEEH: “XiLHRBE
FEY . XUERBEMET HE XULEBEIGEWET .

(00:27:00) Jessica Hische
English:

The more you do that, the more you can start seeing similarities in the ones that feel exciting, and the
ones that feel calm, and the ones that feel whatever, and then get into analyze mode of, "Oh, these 10
things that | said feel calm are a lighter weight, have more generous spacing, have rounded edges, have
rounder bowls to the letter forms." You just start seeing commonalities between the things. It's just about
seeing them all together to understand what those similarities are. | think anybody can do that. | mean,
you're not going to have the language of the leg of the R and the tittle of the I. Don't worry about that. You
don't have to know typography language to think about it, but anybody's capable of doing that. It can be
really fun to just stop and ask yourself and notice.

FRCERIR:

RS, EERIIAREILRRE “NE” WFAZEIRNEMZL, HEPLILRERE “F5 NFEZ
BRIV, REHADFER: ‘B, X 10 MERBIFENFE, SNNEEEHA (Lighter weight). [E]EE
E% (Generousspacing). W& EEREE. FEMINE (Bowls) Bif#,” RABAISESYENERS, X#
FEFIBENTRE—LNER, NMEMAXLEMNE. BIAATEADBEHE, MABEREFTA “F& RIBE”
% “FEINS (Tittle)” XLEZWARIE, FRED, RAFEEFEHONREDLERE, 8O ABEXMEE
$o ETFRANBESHEGRXLEMT, HLFEEFH,

(00:27:58) Lenny Rachitsky
English:

This is great. | want to go actually a little deeper. What I'm hearing is look at something, tap into the
feeling you feel when you look at it, actually pay attention to it because there's wisdom in that. The
specific things that you pointed out that impact that feeling are, you mentioned, spacing between the
letters, the edges. | imagine there's just the color of it. What other specific elements impact the way
someone feels when they look at a logo?

AR ERIE:

KiET. HEBRN—R. HFERZE: NREHKRA, BIRMEICHNER, HEEEXBEE, BABRE
HESEES, MRIPDTMXMBENEFRREE. FHENEE. BEHNME, BB ﬁﬁ?ﬁ@o EH



LRATREZTMANERSIHIRRE?

(00:28:26) Jessica Hische
English:

There's the width of the letter, so if it's really narrow versus really wide. | always think about the width,
the weight, [inaudible 00:28:35] facing, sort of detailed treatment of things, whether things are very hard
and jagged or soft and how soft it is. Sometimes we just add a tiny bit of softness so that it just feels
printed. You can take a typeface like Helvetica, just the one everybody knows. But if you take Helvetica
and just ever so slightly round the edges just a little bit, all of a sudden, you have this typeface that feels
more vintage, or softer, or whatever, because we're perceiving it, we would perceive it if it were printed on
paper versus perceiving it as this hard geometric piece of technology that we're viewing. You know what |

mean?

RS ERIE:

TEFEBNRE, BRELRENE. BEREEEE. A (Weight). FEEEUNATHIE—REEER
B, BRFEHNM, UNRERITLEE, GRENIABEN—SAFRE, LtTREGIENERN, RATL
Z Helvetica XMAKREINRFE RG], INRIMECHLSHEHMER—S R, RAZIE, XMFARSERI

Eh. BEXM. BARMNNEFZIIBERMNNER LNARA, MARRINIERE LEEINKLH AR
¥, {REABIAEERG?

(00:29:20) Jessica Hische
English:

| know that it's because when you look at stuff printed on a page, it bleeds into the paper a little bit,
which means that that softness reminds us in our bodies of a thing that we've seen that was printed. It's
cool to sort of walk back your feelings also. You'll look at something and go, "That feels like this," and
then ask yourself why does it feel like that. It might be because you saw it on a flyer for a band when you
were 22, and it brought out that feeling in you of what it felt like to be 22 at that thing. That's a very
specific feeling to you, but it can inform your decisions about design, because you can be like, "Oh, I'm
not that much of a special snowflake." Other people might have that same reaction but have different
experiences that are adjacent to that reaction.

AR ERIE:

BANEXZRNLMER LRVEIR @AY, BKSHEHEANRK, IMERBEEEDIRPRERNELNIH
ENRld. EMFNZZHEGEE, MEBFEEERANR: “XREEGHERD” , ABEBSHTL. FAEEEN
R 22 FREENRNEE LEEE, EMRET IR 22 FRBBHRNT. BAXMRRIRESRMUANRS, BE
ALUESRMINRITAR, AAMRERIN: ‘B, BHFAEBARIHN—TA" EtATRESERENRN, R
AR XM R N HVEZ BB Rl

(00:30:08) Jessica Hische
English:

It's cool because you are reverse-justifying decisions. | think that's a really fun exercise to do, is to Song
Exploder your intuition. You make a decision intuitively or look at something and intuit what you feel
from it, and then really try to dive in, "Why do | feel that way? What could this have reminded me of that
made me feel that way?" You have to be just so forgiving and loose with yourself as you do it because



then you'll get into some really weird stuff, and that's really great inspiration juice for picking other
things.

AR ERIE:

XREE, AAMREAFNERIK “FREH" . WIAAXZ—NMEEEBNES, mR (enfEE (Song
Exploder)) TTB—#ABARIIER, (FEERM—TNRAE, HEEEFRAARERRRE, ARBIARN
2. “BATASBEXMREE? XA EBRETHA? 7 EHXMEIN, (REXESES. Bk, BN
fRAlRE B — LI EF MR, MIBLERERE ML TRIIBBERERR,

(00:30:51) Lenny Rachitsky
English:

| love the exercise that you gave. The one you gave earlier is look at a bunch of fonts, look at your font

folder. Is that a place to go, just open up your font folder and just go through them?
R EIE:

HERMRAEX NS, RZARNEEEFE, BECHNFEXMAX, BERITAFEXXMAER—1T—1
&2

(00:30:55) Jessica Hische
English:

Totally. Look at your font folder, or go to MyFonts, or a place where there's a ton of fonts, and just search
for something. Search for sans serif or whatever. Search for a really basic category of fonts. Serif, sans
serif, script, whatever, the top level edge of stuff, and then just page through, page through, page through.
Screenshot stuff that you like and make a folder full of screenshots, and then you can take those
screenshots and start categorizing them. "Oh, this one feels feminine. This one feels masculine, this one
feels aggressive. This one feels whatever." Just take some notes on it. Then, you ask yourself, "Well, why
did | feel that way?" You're like, "Oh, well, this feels feminine because it reminds me of wedding
invitations," and wedding invitations feel inherently bridey versus groomy.

AR ERIE:

FTeeiE. BIMINFEXHER, HEZX MyFonts IMBREF RIS, BERRMT A, 8 “THE&E (Sans
serif)” ZEH, BER-LEMER: WA, THLE. FEE (Script) FF, RERMENDE. AE—
N—outhEl. BIRERNBEF TR, B— XK, ARMAIUFREXEBEDE: B, XMRIERZ
P, XPRERAN, XPMREREERE, XTRELOENE." MREL. AREES: “RATNAZE
XMRETE? 7 RRRIM: B, XPRERZMEN, ANCILEBETIEILIER, MELIERRXEMEETHR
REMARRER R,

(00:32:10) Jessica Hische
English:

All of a sudden, you're like, "Okay. Well, now | know that if I'm going to use a script for something, this
zone of script feels very wedding, so maybe | avoid that for this brand that's actually a cutting edge food
packaging company or whatever because it feels too aligned with that industry." Stereotypes are real and
trends are real, and what can sometimes happen is some industry usurps an entire style for a period of
time. If you use anything within that style, it's like you're aligning yourself to that industry. | mean,



everybody that does branding, one of the things that they do is they analyze the competitors of the
company. You just look at a landscape of what are all the competitors doing, what is their visual vibe, and
do | lean into that or do | avoid that? If | lean into it, then I'm immediately getting this... Everyone that
looks at it understands I'm a FinTech company because | look like a FinTech company. If my whole thing is
I'm trying to be divergent from that, I'm trying to show how different | am from the status quo, then you
use it as a reactionary thing of | want to do nothing like that and do something really different so people
understand this isn't just another FinTech company.

AR ERIE:

RAZIE, MERIRE: 8, WEHMENRKERFER, X—XFEFRRIEIFE W\BILX , UM
REFMER KA RMEEAT, HAREEAE, BACEHBMTULREET.” ZIRENKEELFHE
By, BEHRE. ARNEMIULSE—RNERNSEEMEGENNE, MRFERTBHNE, mETHLES
RETHBNMTIL. BMmEIKHTHASBIAMEENF. MEMTRENMTUESR: TEFNFEHEMTA? i1
RREFERHA? REBRMEZH? MREER, BABTA—ERAERZ—REMAK (FinTech) 2
8, BARKEMG. MRZVEREESRFRE, BRBENEITRIVK, BARRBEREEMITZ, H—E5%
ERENRA, LLANBEEXFTRRS—REMEHAF,

(00:33:09) Lenny Rachitsky

English:

Yeah. I'm thinking green. The color green has to be a part of the logo if you want to be a FinTech company.
R EE:

. REREZRE, NRIFERA—RERMEHRAE), FEMNFUNERSH—ERD.

(00:33:13) Jessica Hische

English:

Yeah, exactly. If you're trying to be weird, then you're like teal.
FRCERE:

"o SIRIFERFRIIRTT, (FAREREFTE (Teal)o

(00:33:19) Lenny Rachitsky
English:

On this topic of seeing a designer, is there any other tip, just before we move on to a different topic, of just
how someone could learn to see a designer a little bit more?

AR ERIE:

KT ‘Bt —HUERE" XMEH, EHANT—MEEZE, TEFABRNEILEBASZFE—RIgITMEIMN
Ahg?

(00:33:30) Jessica Hische

English:



Yeah. Another thing to notice, because I'm assuming you're... Product people, | feel like a lot of product
people end up having some engineering background, whether or not they're engineers themselves. They
have to interface with the engineers and they build stuff, and so they come at it from a data standpoint. |
can always tell when there's an engineer that has suddenly got taken an interest in type design and is
now a type designer, because everything is very, very regular. You can draw a grid on top of everything
and the lines all line up perfectly. You see lots of reverse justification of that when people are making
logos and they have a more engineering background. The thing to notice, that is interesting within type,
is that, yes, you're absolutely following rules, but you're breaking those rules quite often to correct for
optical tricks.

AR ERIE:

B, 5—HEFIENSE, AARBIZMOAR - FRA, KESREFGARATELIEESR, T
BHEFEREIREM, MIM40E TRIMIHEHMES R, UM MBIBNAEREFIH,. K6k
—REHENTRERMEBEFRERAMFHIZIHTRABHAWECHF T, AA—UIHIERE. EBNE, (ReILUE
FIEARAELEAEME, ZFTENTT. YELEYSNATEREN, M2EIRLZXM ‘TESENK R
i, BEFEIGIHH, EBN—RE: BEAMBLEEBEMAN, EMREEFTEITRHAMNUKMEE “URTEH
(Optical tricks)” o

(00:34:24) Jessica Hische
English:

If you look at a geometric sans serif, for instance, that's like a category of sans serifs, and they're meant to
have a lot of really strong geometry, be very regular, like most of the sans that you think of that you're
like, "I'm in love with this over the last 10 years," like geometric sanses. But when you really start to
examine them, you notice that there's all these little things that people are doing to make them look
perfectly geometric even though they are not mathematically perfectly geometric. That's another thing
that you can do, whether you're doing it in Figma or doing it somewhere else, is just type out a couple of
lowercase letters. Lowercase specifically are really good for analyzing this because they're smaller than
the uppercase letters. You usually have to accommodate for the weight a little bit differently. You'll notice
that when strokes combine, so say | have an A and I'm combining the lower bowl of the A, I'm going to get
a little thinner as | come into that.

FRZERIE:

a0, SNRIFEBEILEITHEE (Geometric sans serif) , XB—XTHEMEK, ENEERHBIFREERN/LAR,
FEME, X 10 FEMERNREFEBZ/LALR &L, EHREEFGREENN, RR&IMIgIHITMH
TRZ)EE, LENBERTETA/LAY, REFHFLENHFTE. (RAUBXE—ITES), TitZ
£ Figma d2EMt S . {THILNMNEFE. NEFERINEG I, EAENEREFE/), MEEFEMU
FENARALEENNVEA, RIERE, YEBLEEHN —LIFF a, HE@EHENTHRME (Bowl)
B, ETRHEHA—R.

(00:35:23) Jessica Hische
English:

Or say | have a two-storey A, so a two-storey A is the one that's like this and then a bowl, you might notice
that this vertical of the A there, the bowl actually eats into that stroke a little bit to erase a little bit of that
added weight that would've been perceived optically had you kept everything perfectly regular. It's weird
because you end up creating something that's perfect and then have to make it not perfect in order to
make it be perceived as perfect. That's another just fun thing to start noticing. You notice it a lot more on



typefaces and typography that is heavier in weight, because when things are heavier weight, you're
constantly managing these really inky moments where things join together and you have to subtract a
bunch of weight from that so that it doesn't get perceived as this dark mark where the letter is
happening.

FRCERIR:

HERNE a (Two-storey a, ENTAEFHHEVERH) , (MR ERETEEEBMINELSHMS, NEKRF LR
THiM “Tzie” —REBEEZEE, UNENRARF—IMBMEARL L-ENTIINEER. XRFYW, BNRE
KRENET —PRENRA, MMTLEER “Frx" , THRULEEMARLBRBANAN X" . RS —MME
RESNEBIR. TZEEBRENTFEF, XMRKERE, AALZEETHEN, RUTFEHLERBLESR
LR "SRR , MBARE—EEE, IREAFRIFERETEREE,

(00:36:22) Jessica Hische
English:

| think about lowercase Rs and lowercase Ns, where the shoulder of the N or the R comes out, sometimes
the top of the R is actually narrower at the top than it is on the bottom, and that's to try to subtract some
of that weight in there where that join happens. Anyway, that's just a fun thing to notice that you have to
do that. Once you start seeing it, you start seeing where it happens more often, and the answer of why it
happens is because correcting for this optical weight issue. You're like, "Oh, man. Now | have x-ray vision.
| can see all these weird things I've never seen before." It's very fun. But anyway, a lot of people, when
they first start out doing typography, whether you're an engineer or whether you are a designer, they
don't account for that. | can always just look at something and see whether someone is truly an expert at
typography or whether this is a fun hobby for them when they're pretty fresh at it.

AR ERIE:

HRET/NEr NS n, Ensryy “BE" LT, B r OIRMSSFR EEURENE, X2 T REER
WHWEE, 22, BEXEXTMHAZREREEN. —BEMARIEETE, MMaLMeXTRE. RE
BATEREXMAREENH, FIBEF: KW, ZIEET XK, EEFIUAMRIIHNEFLET.” X
FEEE, BN, REMNARBFEZTHA, TERIREMNERLIHTN, FEFZZREX—R. &K
BEEEINE—RELEAREENFAER, ERAZRBEIF—TRINTIHNERELT.

(00:37:20) Lenny Rachitsky
English:

The exercise here is open up Figma, start typing, and make it really big so you can basically see the font
really zoomed in.

AR ERIE:
FRARSIThE: $THF Figma, FFAITSF, BFSEBIEE K, XHEIRTMEEEDIRERANFZEAT,

(00:37:20) Jessica Hische
English:

Asingle letter.

R EE:



HE—FE.

(00:37:27) Lenny Rachitsky
English:

Asingle letter.

FRCEE:

—MNFH,

(00:37:28) Jessica Hische
English:

Make a single letter the whole page and then just draw some vertical lines, or do the thing where you
draw a little circle or whatever and see if that circle is the same size at the point where two strokes join
together or the point where the stroke is just vertical and on its own. You'll notice that there's differences
even in typography that's meant to look extremely rigid and geometric.

FRCERIR:

=M FELHEEITE, AFE—LEHL, HEENNEE, EEERITEERLANEE—EEEE
&, RENAXNESBE—H. A, BMERBEEERNETEN/LAKNFE, BEEXEER,

(00:37:53) Lenny Rachitsky
English:

| want to come back to my logo just to close the loop there. Talk about just the final result that we landed
on, and why you think that was the final answer, and what you think people might get from it, whatever

comes to mind.

AR ERIE:

FAERIZ FHIARER L, EBXMETIWNE. RXFNRELRENER, ITARUANBRREER, UK
RARANZMNPREZEIHA?

(00:38:07) Jessica Hische
English:

Yeah, totally. | think the final answer or the final logo, we took it down a lot of different paths trying to see
where it was going to land, but ultimately ended up keeping it pretty close to home and really focusing on
that asset of the fire. We tried so many different versions of it's microphones with the fire and
marshmallows with the fire, et cetera. It was just about sometimes the simplest solution is the correct
solution. I don't know, | just feel like in terms of what we were doing for blowing it out and making it
really cohesive, we went a lot of directions where there might've been multiple versions of the logo
depending on the scale and ultimately ended up in a place where it's much more in line and consistent

across the bar.

AR ERIE:



. XTHRZHNS, BMNFHATREAENREE, BEECIZHENE. ERABMVRAERFESRE
RBIZRIE, FEETET N PR, BMNFHTERXIMA. WBERMAEFESMRE. IR, &E
BNAEMEERNAR. REGEY RnEHEEEERENNIES, HNEZHIRZHME, LLIMRER
ELLBIRIT S MRAERE, ERATNEE T —NMER S EEEM—BAERIRS.

(00:38:55) Lenny Rachitsky
English:

Yeah. Maybe what I'll do is we'll share, | don't know if you're comfortable with that, we could just share all

the iterations somewhere that we went through.
R EIE:
Bl HIFRENE—T—UNRMFEANTBINE— R LUERNEAIRIFTE IS Chk A0 FH K.

(00:39:01) Jessica Hische

English:

Oh, yeah. | love sharing iterations. It's very fun. Yeah.
R EE:

R, SR, RERDEZEALIE, BIEEEB,

(00:39:03) Lenny Rachitsky
English:

Okay, cool. Sweet. The biggest issue we had with the podcast logo specifically is, originally, | was thinking
the mic made sense to differentiate it from the newsletter. At the end of it, it's just like, "Why do we have
this freaking mic in there? It just feels strange." That's where we revisited the whole idea and killed the
mic and went back to a different version of the fireplace but with marshmallows.

FRCERIR:

KEFTo. BHNERERS LBINERNNERE, RYOBANAZRNRXSBEENNEBNEEEEN, EE
&E, BREF:. “NHAFERIZ=NER)L? BRERER” FRRNEFHEATENMUE, BETER
R, EET HEREEREIRRRZ,

(00:39:24) Jessica Hische
English:

Yeah, | love the marshmallows.
FRCEIE:

T8, HRERIBLRENE.

(00:39:26) Lenny Rachitsky

English:



Awesome. | love it. That was my wife's... My wife loves the marshmallows also, and it's so versatile. We

can use it in so many different ways.
R EIE:
KiET, HBER. HEFLIFESNRREE, MEACFESAZZ, RITUURZSFRNANERE.

(00:39:33) Jessica Hische
English:

Indeed.

FRSZERIR:

s tit.

(00:39:34) Lenny Rachitsky
English:

| guess maybe one last thread there is we explored handwritten typography that you created from
scratch, and then there's the block letters. Maybe just thoughts on those two options and benefits and

why go one direction versus another?
FZERiE:

BHRXTFRXMEIANRE—HEFR: HIMNRRTHEMNERABELIENFEFR, EHEBMAIRF (Block
letters) o RFXMMETMPMBIRR, URAFAEEFEHR—1F@E, REFTARED?

(00:39:51) Jessica Hische
English:

The handwritten one, | really liked because I felt like we could bring the line quality of the illustration into
the handwriting, but then the only problem with the handwriting is that if you want to blow that out, if
you want to include other handwriting throughout the rest of the brand, finding something that matches
that perfectly without creating a custom typeface is a whole thing. I really like being able to combine the
two, where we have this broader visual vocabulary that we can pull from, because you're going to have
headlines, you're going to have subheads, you're going to have all these other uses for typography
moving forward. If you just have one thing to pull from, it's a lot harder to work with. It's just nicer when
you have a few elements to play with. It's like having a wardrobe. If you have only one shirt and one pair
of pants, there's only so many things that you can do. But if you have all these things that work together
and can recombine, then you can blow out a brand system much more easily.

AR ERIE:

REEERFEERBRNI AR, BAZRESHNAILUIEEENEAFZRERANIFEFH, EF5EE—HIRH
B, IRMFAY RE, BEmENEMSHERFE TR, PATETE—BEEHFENERT, REK
BREST R LT A, RIFFERRRELS, XHHNMETEFENRTTRLCAUEAR. RARRMNREE
Rl BRI R EMEMNFERE. MRFRB—ITHRAUER, THRERIRE B/ NTRAILUE
=B, MGKRE—F NRRIAE—AREHN—FEF, MEMBNESRER,; BURMERZAUER
BEMEMASH SRR, MMEERMMYT RE—ERM RS,



(00:40:44) Lenny Rachitsky
English:

Yeah. That's one of my favorite things about working with you, is you create all these different variations
of ways to use it. It doesn't always have to be the handwritten one. It could be the blocky outlining one.
It's not like, "This is it, don't change anything about this. This is the only way to use it."

FROCERIR:

2. XUEHENRSHFEFNREZ—: MEETREXEFRNZARMERLN. F—EFSEFEHE,
WA URHIEFEIGRT . MAZHRM “XMBHRER, +4#rz), XEW—ERA -

(00:40:57) Jessica Hische
English:

Well, part of that is because some brands, if you have a massive company, like hundreds of employees
generating hundreds of things, sometimes having too many assets can overcomplicate stuff. Because
unless you have a really, really well-written brand book outlining how to do everything that people are
adhering to very closely, you can get the assets running rampant throughout all of the stuff and being
used incorrectly. But because you're not a massive company and you have creative control over the
things that are happening and can help direct that, we can be much more playful with the assets and give
you the ability to use things in different ways. It depends on how much you trust all the people that are
handling your assets.

FRCERIR:

13, BRRAZNFRELERE, MRFE—XAEHRERAL. FHABLTRABTHNARE, AFASZERS
UHEREEITER. ANGRERE—FERREFRNMEFM (Brand book) , METH M ALFEE
THE—TUEE, BNXER~ARIEZSMHMSRKEA. EEATMFE—RERQF, MMEERENSS
RECIRIESRIN, HERILEEES, FURNAILULEEREKE, ILREEIUFRENG R ERE ],
EEUR TR IEXE R = AE ZE T

(00:41:43) Jessica Hische
English:

| am of the mind that you shouldn't need a 500-page brand book in order to direct how the brand is used
moving forward, and that if you do, the brand might be quite complicated, or there might be even just
parts of the logo that make it difficult to work with. My goal always when designing a logo is to design a
logo that's so easy to use that you don't have to be an extremely skilled designer to design well with it.
That's my number one goal, because | know not everybody is going to be at a stage where they have an
internal brand team or a designer that's a rock star designer that can work with really complicated assets
and make them look good.

FROCERIR:

H—EHIANN, (FANZFE—Z 500 I mEFAHRIESmERRNER. RIFRENFTE, IR RE
RERT, HEMSHELEHDULERERNA, HIIHTENERBLR: LEER/UILEA, UEFHRR
FERAN—BRELEIRITTHERAEMEFNIRIT. XRHRNBEER, RARMEHESTATLTA
BREBmhEE AR TR I TR ER, BBEIgit MR E B RV E = HiL el EEREE.



(00:42:28) Jessica Hische
English:

| just want the assets to teach you themselves, by just how they exist, how to use it. You, as a person that
has any taste whatsoever, and hopefully people that you're hiring for any job at your company have some
degree of taste. If you hire an engineer, they have to have taste about how that happens. If you hire a
marketing person, they have to have taste about how that happens. They should be able to look at that
and intuit most of the way that you should be able to use it without being explicitly told, "Do not do this."

AR ERIE:

BREEXERZT I MERSMAAEREl]. FA—TERUNA—REREMRAT RAIEEKRNS
TEHE—ENMIL MRIREMA—RIREM, MINRBIRIENEZERA; IRMER—REEAR, it
MY EHEARNENZE ML, I ZEREEXLEHRS, TERMAMEABINERSN, MAFERRBH
HHR BRI o

(00:43:01) Lenny Rachitsky (Sponsorship)
English:

This episode is brought to you by Merge. Product leaders, yes, like you, cringe when they hear the word
integration. They're not fun for you to scope, build, launch, or maintain, and integrations probably aren't
what led you to product work in the first place. Lucky for you, the folks at Merge are obsessed with
integrations. Their single APl helps SaaS companies launch over 200 product integrations in weeks, not
quarters. Think of Merge like Plaid, but for everything B2B SaaS. Organizations like Ramp, Dorado, and
Electric use Merge to access their customer's accounting data to reconcile bill payments, file storage data
to create searchable databases and their product, or HRAS data to auto provision and deprovision access
for the customer's employees. Yes, if you need Al-ready data for your Saa$S product, then Merge is the
fastest way to get it. Want to solve your organization's integration dilemma once and for all, book and
attend a meeting at merge.dev/lenny and receive a $50 Amazon gift card. That's merge.dev/lenny.

FRCERIR:

HEAT B B Merge BB, P=m@MSEN], &5, WHNMEMRN], AR “&€E (Integration)” XMAE=RKE!
(K, BMETE. WE. KAEHEFER—SEBA T, MESERAERVHRERSIRMNERIIENER
H. ZEHRE, Merge WEIMEMIEEFIK, MIIE— API BILUEER) SaaS ATE/LAAN (MAZR/LNE
FE) A% 200 Zfhi=mEM. I Merge 28K AL B2B SaaS 4filgAY Plaid, & Ramp. Dorado #1 Electric iIX#¥HY
(RER(EA Merge RiFIAIE P S THEUR U IKIKE S 4, HR X4 EEEIEUES RP IR TS RNEERE,
& iA1A HRIS BB B I AR R R THEKEBUEFIANR. 2689, WRIRH SaaS F=mEE Al SIENEUE,
Merge B RIFRBMEMN S RN, BME—FHKEMARRALNEREDIT? JETE merge.dev/lenny FRAH BN
¥, BIRI3R1S 50 £l St &t

(00:44:08) Lenny Rachitsky
English:

This is a good circle back to something you touched on earlier that | wanted to come back to, which is a
lot of companies, in your opinion, put too much weight on the power of brand, and rebranding, and how
much a brand can fix their problems. Can you just again share your perspective on just how this might be
an issue for people where they almost overemphasize the power of brand? [inaudible 00:44:32]

FROCERIR:



XIEGFEEI T RZ AR BN — N EBRNRIVEER . EIRER, REQAEAITEERENNE. RHEEHN
HE, URBHEEESAREZEE LFERAMENEE, FEBIE—TIRIMRIE? At ASERIFREHNNIER

BES A —NAlER?

(00:44:31) Jessica Hische
English:

Yeah. Well, there's different companies. There's companies where brand is literally everything, where
they're doing something that's not crazy innovative in the first place and the brand is the thing that is the
whole company, and that's fine. That's a completely valid way to do stuff. It's like people that can take in
information and recommunicate it in a way to another audience or whatever that they hit that audience
in a way that the original information couldn't do. Think about all of the people who write books on
psychology, and medicine, and all kinds of stuff that write it for a broader popular audience. They're the
ones reading the medical papers, they're the ones digesting all of this really huge complicated data, and
turning it into something that normal people can read. | think that there are companies that are doing
that. They're taking a thing that is not innovative or isn't like they're not the only ones doing it, but
they're repackaging it in a way that takes that and makes it so accessible to so many people.

FRCERIR:

El. ARARSZM, BEQBREHAIME—Y], MIHMHNRAXRSAIEHAERALHERN, MEMIEES
RABWZL, XRAE, XR2—MTEERNHERN. XMEFLEAEBRWES, FU—FEMARERZR
MAXERERE, MREEELTEHIX—R. BEBLEELEFE. EFFHENOREER, ti1HREFLE
X, HURAERNHE, HEEREASBARRENAT. HANBEQFEEHREFNE: fi]=2h—
PHAHA. HEAEIEMNEMBIRA, EBIEHEE, ILETRIFES TARER,

(00:45:34) Jessica Hische
English:

In that case, brand can matter immensely, where the brand really is the thing that shows people that the
thing that you're doing has value. But for a lot of people, the brand should be somewhat invisible so that
the thing itself becomes the star. If we think about the experiences that we have using products,
sometimes there's products where there's a ton of fun and delight built into how you use it, and that can
happen through brand through design choices and things like that. Sometimes the delight is the fact that
nothing is getting in your way as you're using that product. You just figure out what's your ethos of your
company. Is the whole thing about doing a thing well, doing it simply, and making sure that everything
gets out of the way of that experience, or is it like we're trying to generate this delightful thing or we're
trying to open it up to a new audience or whatever? Depending on whatever that goal is, brand can have a
different place in that equation.

FRERIE:

EXMERT, RBEXEE, BARERAAMIBTRERBNSBEENENZL. BXFREZ AR, &
RZEEMEEL B 0, HLFSEIRAER. BRRINER~RNER: L~ REERTRETR
BT RBNIRE, XALUEEREIGITREIN; B, REFNERIYMERSRE, REEMAEMEE
R MRRFEFERATNER (Ethos) Bt4: BATE—HEMET. MERE, HBFE ISR THXME
10?7 EBAT OIEEMS AMIRNREG, HERNTFHENRZR? RIBEFNTRE, SEEERNHAHBTRE,

(00:46:42) Lenny Rachitsky



English:

| think some of this unique perspective on the power brand and the need for it in tech companies comes
from you're not like a tech person. You work with tech people, you work with tech companies. Do you feel
like that has an impact on the way you think and the value that you bring to companies to give them this

very outside perspective?

FRCERIR:

FIANRM mENEURRR AT N BT REOXMRS LR, SoRTRFAZ—THREN "REBA” .
RERBENANAREIE, BRAFETES. (RESXMINEET T IMNEBLELN, URIRARER
X “BINNAAE" FrEREINE?

(00:47:01) Jessica Hische
English:

I mean, most of the folks that | know that work in brand or traditional graphic design, print design, they
don't necessarily have a lot of insight into how building companies works. They're not friends with a ton
of startup founders and things like that. I've just had been in this very fun position being like everyone's
token creative person in The Bay for a while, and this been for a long time. | remember speaking at a
Silicon Valley event that was women in Silicon Valley in 2009 or 2010, something like that. It's interesting
to be a person that has never actually, themselves, worked at a tech company but felt so involved and
understanding about how all of that works. My partner, the reason why we're in The Bay is because he got
hired by Facebook back in 2011. We were olds at the time. Take that with a grain of salt, don't judge me.

AR ERIE:

BORRE, FANRHAZSHBMERE. FRTEIRITHENRIZITHA, HF—ETRABRZNEEEN. it
MHFINRBEZMEI AT RN ME—BELTF—TIFEEBIMUE, TEXRK—ERHEE, HMEEAR
DINB “BIEAKR" o FKICHF 2009 2( 2010 FEATEREBN— M RIEE LEH. (FA—TMREEERERA
A LEY, MWNX—IEEARMLETHRARESSHA, XMREREEB. HHHE, BINZMUEEKE
EAMhTE 2011 £4% Facebook BT . HHBENIBLE “BAN” T—7FINE, 3THFHK.

(00:48:02) Jessica Hische
English:

Because we were 28, 29 coming over to work at Facebook and everybody there was 23, 24, and so all the
people that we ended up meeting in The Bay were more people our age that were moving on to start
companies and things like that. We just got to see that perspective so clearly of what it is to branch out on
your own, to fundraise, to do all this stuff, to pivot, to do little experimental apps and see where that goes
to get acquired as a team versus getting acquired as a technology or whatever. I've been able to see that
in a way that | feel like a lot of people that do my job don't get to see. That makes me very sympathetic
and towards what it is to want to build a brand as a founder. | understand that you have limited resources
and those resources aren't necessarily going to get devoted to doing a $200,000 brand exploration,
because when you have $500,000 of money at all for a year to try to get things going, you certainly should
not spend half of that money on branding.

AR ERIE:

EAFATHES 28, 29 5 & Facebook TF, MARMIAKRZSH 23, 24 5, FRURITEEXERNAKRZER
WA, IEREEEINTBEHAE. KEEEMMEER TR, BE. ZE, BLEENA. &KIF



FEPASIEE R EARABREEF IR, HEU—HRZFTEFINASANREIXLE, XtFWNEERILA
FREVRIIR AR B RIE D, HKEABMMHRFER, XEFRF—EIFERANE 20 HETHMERER. EmN
RIM—FELHRE 50 HETRERNE, (RENFNIZIE—FIRAEREIRIT Lo

(00:49:12) Jessica Hische
English:

That's my opinion, but that's not to say that brand can't be important and can't come in at some level or
can't be thought of as a partnership between you and someone else where... There's this whole idea of
fractional leadership now, which | feel like hasn't really infiltrated my world as much, but | don't know
why it hasn't, because most people don't have internal comms teams, internal brand teams, until the
company is very mature. The idea that you could bring someone in who is a real expert in whatever it's
that they do, just as you need them, and they just get consultant equity kind of thing, that should be more
present because people don't necessarily need to have internal brand teams for the first six months to a
year of when they're doing stuff unless they grow really significantly.

AR ERIE:

XERIMR, EXHAZBHR@EARAEE, HEFEEEMEE LN, WERT “BHHLHASS (Fractional
leadership)” WIS, BATEREABBIENIZITE, BERAMENTAKRE, AARSHATETIFER
Az mERRE N ER A mhEE A RAILREFZESIAR N TRHELET R, SRR Z R,
EXMERVIZEE M. FAEIUHRFEFER—FE, FRIFERKIFEEDE, SUWAMNHA—EFTERNBmEH
FAo

(00:50:05) Lenny Rachitsky
English:

Along these lines, you have a pretty unique way of pricing your work. For people that may want to explore
this with you, share whatever you can about just how you think about pricing and ideally even an order
magnitude of pricing so they're like, "Oh, okay. We should actually do this."

FRCERIR:

HEIXE, MYENARIFEIRE. HFREBRRSIENA, EEIE—TINENTR, RFELH—T
ABHMIEELR, IHMITOEENE: B, 78, HITAERIZMXEE”

(00:50:21) Jessica Hische
English:

To go back to the process how it's always about figuring out what people are trying to accomplish, so a
lot of my process scales depending on how broad of an exploration that we're doing. The way that | treat
itis | treat my branding work not dissimilarly to how | treat commercial lettering, which is atypical. Brand
people, what they typically do is because the client has to own the assets outright at the end no matter
what, they tend to do is bill everything that the client owns everything as you are moving along. It's all
sort of work for hire, but the idea being that it's a buyout of everything that is being made. What that
means is that when a branding agency is pricing stuff for you, they're taking the buyout rights and baking
it into every round of work so that every round gets more expensive because you are owning all of the
work.



AR ERIE:

EEREL, EREARFERAMIBELNAA, FIURKARESRBREN EMEAR. KLEREITE
NAXSAEBLZAFENG LM, XRAFE. RFIITARRENMER, BAZTFARZLGHTEH
BXLEHES, FIUMISEIEPHAAERAITR. XERE “BAEm (Workforhire)” , #ZOBI8Z KR
FREFHRARTE, XEKRESmERENMAMRENE, tIISBIRERIHEEIS R IR, FIUE—1RE
BIFER, ANRBETRER®.

(00:51:14) Jessica Hische
English:

What | do is | treat it much more like a commercial lettering project where | say, "You have to own the
rights to this eventually, but hey, let's break that out and let's keep the creative process lighter and less
expensive so then we have more room to explore. So then if some stakeholder comes in last minute and
blows everything else up and we need to start over, you haven't already paid to own everything that
we've created, you just pay to own the thing that we create in the end that gets chosen." | really like the
idea of keeping the creation process more flexible and to try to scale to what people need versus having a
really rigid way of approaching everything. Sometimes people will bring me on really early in the process,
where if they have an internal team or if they're working with an external agency or something, they want
me there from the get out.

FRCERIR:

MENBEEGEB UL ZEAFHIE, R “MEALTRERN, BIE, LRIHERREFDHE, it
EIRRERERN. BEfE, IRHENMEESHRRTE. XFE—K, IREMmEXEERE—ZINT
AFHR T 1), HNFEEFHFG, MEFLARNZAIERNRERAS XS, RRAFENRRLE
PRARMERSZATARINER.” FHIFEERRIFEIRENR BN, HIREANBEREITER, MAZHRAIER
A, BRAMNSEIFRERIMEIFRIN, LLNbi1ERNRRANREESINBREBENBESIE, MNFERK
M—FFamET.

(00:52:04) Jessica Hische
English:

Some people are like, "We have no money and we are going to try to do this as much as we can inside of
our business, but then can we hire you at the end to make it look good? If we can get everybody bought in
and get it 80% of the way there." Depending on what people's budgets are, | have different ways of
working, or just depending on what their needs are. Because my whole thing too is | don't want to step on
anybody's toes, because sometimes companies have these really amazing designers that are working in-
house, and it sucks as a designer who started at a company and thinks that you might be able to get a
chance to work on what is considered the most important asset in terms of the brand and they just farm it
out to someone else instead of letting you touch it. To me, that's a recipe for anything that | create to be
immediately killed, because someone inside is going to be like, "It's time to shine," and then they're just

going to kill all my work.
R EIE:

BEASY: “T&Ek, RNEREFEAMBTHRAND ITIE, ERGEEFEIBMKICETESR? MERKI]EE
IERFEM IR HTER 80% MUiE,” RIEFMEMFERNAFRE, HEFRENIELAN. REFEELRER[A,
NEERFAEEIFE L BRILIT T, MR—MKITIMERSILE, HOMTESSKREZNMEERTIRIT,



HZRRFIMMELTHA, BREEEET . WHFKR, XZFEHENTAREHRIWABARILEE,
HAt1=5iF: “MERIBRRT” , ARBHNEREeZHER,

(00:52:56) Jessica Hische
English:

I'm always like, "How do we collaborate? How do | make it so that I'm an asset to you? Not that I'm trying
to step on your toes, not that I'm trying to take over what's the cool juicy work from the people who
inside that are really excited to do it." | just want them to feel as bought in as | can be. But yeah, it
becomes interesting. | feel like | get told by branding people that I'm too inexpensive because they're like,
"Oh, for what you do, it should be 60 or $70,000 at a minimum to do all this kind of stuff." I'm like, | feel
like the majority of the projects that | do end up being between 25 and 35, but depending on how you
bring me in, it can be less if it's just as a consultant. It's not out of the realm of possibilities to hire a
proper crazy expert at stuff. It's not like you're thinking about sinking half a million dollars into the brand.
That's a very different experience.

AR ERIE:

HEZEME: HANEME? FAFEBAIMRIIAIENF? BABRKICHER, BRERIEERLRNI AR
REOVEETAERY.” HRAZEMINEBEE —FRA. TIXHELREER, REENASRREELRR, %5
IR, BIRXAKE, EEFW6 AT AR, ERBERMHIRSHINE RLEE 2.5 HE 3.5 HETZ
B, RIFEBAANAXNARRE, MRIAZENEE, BAEZER. BA—TEENTRAERAFTEERT R,
EXAGARER P EE b B 50 H3%E7T, BRTENERIE,

(00:53:51) Lenny Rachitsky
English:

Awesome. Thank you for sharing that. Before we get into other stuff that you do, because like you said at
the top, there are many other things you do outside of this specific time of work, is there anything else
you think might be helpful or important for people to know about working with you on a logo refresh or
just thinking about logos and this whole space we talked about?

FROCERIR:

AET, BHERNDE. ERNIRGEIEMEEZE (EWRALFR, BT XETFEREMREZINE),
MREFEE AR T IS SRS TSN EERRE B BARK M ZAERNS?

(00:54:11) Jessica Hische
English:

The best thing is just seeing what's there and really being able to understand what's not working about it
and what your goals are. Like | said with that reverse justification of intuition, I think if you know that the
logo is not quite where you want it to be, just spend a couple days asking yourself why. "What is the thing
about this that bothers me?" Don't get specific. Don't be like, "The way the R is," or whatever. Maybe
that's the thing that we talk about down the line, but always think big picture before you think minutiae,
because sometimes people think that... They'll throw a bunch of minutiae stuff at me, but it's because
they haven't really stopped to think about what is the overall thing that's bothering them.

AR ERIE:



RIFDEMZHEMIR, EEERMLEMGITREURMNBERET 4. MERRN “NEXINERFE
B” , MRAEREIFSLAEF, M/ LXEEREESAT4. “FIREFAMBGILEFTR? * FEXAR
X, RE—LEEmMR “FB RNGERN o BEATHENTULUEEHR, BEZEATZE, —EERLEKX
Bo EABREANSTATIR—IEBENRE, BEEAMITERE TRIEZREER LME LR,

(00:54:59) Jessica Hische
English:

You just never get there if you're always trying to address detail before you address the big picture stuff.
You have to just always start super top level, and really ask yourself very broad questions about why you
think it's not working, and then go tighter, and tighter, and tighter, and be like... It really could be like,
"This C has always bothered me," and then we can get real specific about that when I'm doing the
refresh. But | think | also need to understand the overall reason why we're doing this, not just the little
bugaboo that bothers you specifically but might not bother anybody else.

AR ERIE:

MRMMEBRBEMRKBRIAZ AL TAT, RAZTEEEIBIR. (REFIRENRSEEFIE, FES—E&
FEFZHRE: ATAKRETERT? ARZHEE. KE. BE, KEFJERERE “X1TF8 C—HIL
BAK" , AR LSRR, BEIANFEFEERBNMIXGFBERE, MR
ERPREILE—DAL FIARBRERERN INEE” -

(00:55:35) Lenny Rachitsky
English:

Yeah. When | was thinking about this, it feels like my whole feeling was this could be better. That's all it
was for me initially, is just like | feel like it could be a lot better. | imagine that's enough for some people,
just like, "I think this could be better," and then here's things [inaudible 00:55:50].

FRSCERIE:
M, YREBEXMHEN, REVHNREME ‘XU UBEETF . XSMERSVINSEE: BREEEE
RAMIRFA=IE, BEMELEARN, XMEBT, RER “RESXAIUEY , ARVE—ES,

(00:55:49) Jessica Hische
English:

Yeah. That's definitely enough for some people, because | think sometimes... | think you, specifically, had
a very clear vibe going on with all of your brand stuff. Some people, it's totally like a mishmash grab bag
of random trends and there's no real voice that's coming through. But | feel like you've been doing this for
a while, and when you see everything together, there's definitely a very clear vision and vibe that you get
from everything. | always tell people that having terrible vision can be your best asset when it comes to
logo and brand, because it allows you...

FRCERIR:

219, WRLARBXBREST. ANRME SR, MOFERMENTEE T — MESEWNN
Bl MALANREES ESMBHIEBNRAIIET, BEEENRR, RIGMOEHIHE—BRNET,
LI RAME— OB, BRERSHESENERNNE. RESRAN, ERBITEnAM, 0
HFEF (Terrible vision) KTIRIEAMNER, ENEHELA



(00:56:30) Jessica Hische
English:

Just take your glasses off if you have terrible vision, and look at it, and get the feeling when you can't see
the detail. You have to be looking at it with blurred eyes. What is the overall look of this thing? Just trying
to get as broad and noodly as you can with it instead of it being about those really specific one by one
stuff. | think when you blur your eyes on your brand, there was a really clear cohesiveness to it already. It
was just about massaging it into a more consistent professional-looking place.

FRCERIR:

MRMRMARE, MEEREEE, AETNFATHBERATRRE, (RUTKERIEE, XMARANEEING
BH4a? RENEN. BERNAEERE, MARUETRLEREFNAT, KT HSIMEKERBEIRIME
it, EELARETIFEBMIIRRN. BNITEIARECHERE—R. %,

(00:57:07) Lenny Rachitsky
English:

Well, | can't look at the old logo anymore now that I've gotten this thing coming together, so I'm really
excited for this to come out. Just a couple closing questions. One is you have a lot of other stuff going on
that is not just typography and logo refreshes. You have children's books, you do lettering for classics,
you have a store in Oakland. Talk about all these other things you got going on in case it might interest
people.

AR ERIE:

BRAMENITSELRE, REERZEZBEIRRST, FIURFEEHRF/ENLT. REEELNEN@. —1
B, RTFRMREE, (MEBERSHEMFRBEIL. MBEESN, MALHZFREIART, MERR=ZE
BE—XIE, PEIXLEEREE, HiFiRIBEHE,

(00:57:32) Jessica Hische
English:

Sure. Yeah, of course. I'm based here in The Bay, as we've talked about, and | have a studio in Downtown
Oakland. My studio is like Barbie's creative Dream house, where the top floor is my office, that's where
I'm right now, and then the bottom floor on one side is a workshop. | do a lot of printmaking. | went to
college at a school that was very focused on interdisciplinary work, and | feel like | bring a lot of manual
analog processes into my work a lot. | find it really important to make physical things as a part of my
creative process, so | do a lot of printmaking. On the other side downstairs is a brick and mortar store. I've
always wanted to have a brick and mortar store because, as an artist, | think having people have a
physical connection to your work can be really important.

FROCERIR:

HAR L BN, HREFEEX, ARE=HFOE—TILEE. ANITFEEMRGELLNLIEZEE:
MERENDAE (RIEMEX/L), KEN—MNZIEH. FMERZMRE (Printmaking). X ERIARFIFE
AEEFRIE, BREFHRERZSFI. RIMBURIEFTANT RN, BARFIELYMEREIZIREFIESE
BEEN—#D. KENSZ—MR—RKEE, R—ERA-—RLEKE, RAFA—RBZEARR, HIURILANS
R EYIEERIFEER,



(00:58:20) Jessica Hische
English:

I think one of the reasons why people hire me to do things for them is because one of the gifts of working
with someone that is a real nerd professional about whatever it is that they do is that they bring you
along the journey and give you the language to talk about the thing through their eyes and through their
experience. To me, the funnest thing for me is actually telling clients and teaching them about all the
things that we are doing along the way so then they go out into the world as a newly-minted type nerd
and can communicate all of these things to other people. That connection is just really important. The
connection to the work, the story behind it, | feel like that's one of the ways that we create lasting work, is
understanding that the work exists because there's a story behind it. Things, if they're just created
because of the aesthetics or they're just created quickly or whatever, it's really easy to discard them
because there's not a story behind it.

AR ERIE:

HANAMIRARNERZ —2: SENMNTENEEEXREME, sHR—RBEHXBRIRE, HIETIRMI
MEMANZLHLZEZREXARIES. WEKR, REBNFEELEEFRFFAHBGMWINIRITEIER
FRHSEI—1), XiFSMIIRIZIIMELHRE, AT —" “EFER" , AUEXEINREREGRIA. XME
BIFEEE, WMFmNER. (FREENEE —RRSXRRERAEMINGAZ—, MERFRINEER
ENEEERSE. MRFABIAZNTEMMEE, HEBZNTIRMEE, EMNREBHRER, BAERKER
%

(00:59:22) Jessica Hische
English:

But if you think about all the objects in your life that have followed you throughout your life, what's a
thing that you've had since you were in fifth grade or whatever that is still magically in your possession in
your house? You have that because the story of that thing is so important to you. | think that the work
that we create, the design that we create, can have that. It can be imbued with so much story and
meaning, that when we think about moving on from it, we're like, "Ugh, but this." I think that's one of the
ways to build a lasting brand, is to just make sure that the story of creating it feels so real, and visceral,
and important. The store is a way for people to have a physical connection to other work that | create, like
the prints and things like that.

FRCERIR:

BINRMAEAREZPPLERF TS FENm — BT ARARMMAFERFIEM—ERERIME, EHETHE
EIRRER? (REEEREANENHEMNMRER, FINARNCIENIER. FIMEBIRITHE A LUBE XS
Tlo ERMBRFNLESHHRENEX, UETFIARMNEERFEHN, %[ B, BEX" HIAR
BIFAmEIMRZ—, BERRFENRFRTMNMEL. RYWAEE., HHEMSILANSHEIER
HfttfEm (WMARESE) FEYEERAI—E .

(01:00:07) Jessica Hische
English:

With the kids' book stuff, that's also about creating lasting stuff. | like creating physical things in the
world. | like repackaging things that I've learned in therapy in a way that kids will appreciate and enjoy.
I'm just always thinking about what's a way that | can say a thing that has been said before but hasn't
been said in this way. If | can turn that into a physical object that people can have and appreciate, all the



better. But yeah, | don't know. While, professionally, what | do is considered very niche, | feel like all the
things that | do are quite diverse, because they tickle different parts of my brain. | have to use my hands in
different ways and my mind in different ways. It's how I've been able to generally avoid feeling burnt out
as a creative, is just being able to move on between different kinds of work and just feel excited about
different things at different times.

FROCERIR:

XTES, BEBATEHANKRAE, REREHEF LEIELY), HERERTOIEATFFENREENR
BE, ILZFIIEBERNER, Z—EHERS: NEA—MRARENARNERE—HELRIHITHRE
F15? MRFELEER—PANAILUAENMRBEY), BMEFT. BAMRIAES, HEBIFBER)
R, BERBREHBFAEEFEHIFEESFNL, BAENMETHARBNREERD . ROTARBNSG N ERK
B FKL. XA BARBERRRUESHGZE: EFAREXENITEZELR, EARNENAR
ER SRR A

(01:01:05) Lenny Rachitsky
English:

For folks that want to maybe check out the store, how do they find it? It's called Jessica and Friends, is
that right?

FRSCERIE:
MBEANEBEERES, EAK? 21 "Jessica and Friends" 15?

(01:01:08) Jessica Hische

English:

Yes. It's called Jessica Hische and Friends.
R EE:

289, 1Y "Jessica Hische and Friends",

(01:01:10) Lenny Rachitsky
English:

Jessica Hische and Friends.

R EE:

Jessica Hische and Friends.

(01:01:13) Jessica Hische
English:

You can just Google JH&F.

R EE:

RAE] LA 3 "JH&F"



(01:01:14) Lenny Rachitsky
English:

Google Maps, yeah. [inaudible 01:01:17]
R EE:

ATHE, T8

(01:01:18) Jessica Hische
English:

Yeah. | put JH&F on as a part of the Google Maps name so | don't have to spell my name to strangers,
because | have a weird German spelling last name. | also have a second store called Drawling, which is
drawing with an L thrown in there. That one is an all-ages art supply store that's sort of a kids' art supply
store. That one grew out of JH&F as well. Those two stores exist. With my books, if you just look up my
last name on any of your favorite booksellers, you'll find me.

FRCERIR:

2, REBTHENRFEMT JHEF, XERMABEBEAHSTENZFT, EARNEEYRHERS
Ro HEBE_REW "Drawling” (7£ drawing BIREMT ML) BR—REFREBNERAARE, BRBEIL
EXAAmE, EHWEM JH&F FTELRD. XAREEE. ETFHHNH, REEEABELRREKMEE
HE,

(01:01:49) Lenny Rachitsky
English:

Last question. I'm just going to throw this out there in case something interesting comes up. We have a
segment on this podcast called Al Corner, where | like to see how people have found ways to use Al in
their work, in their life to be more productive, do cool things. Is there some way that you've found a way
to use Al in the work that you do that makes you do more interesting stuff?

AR ERIE:

Ra— MR, FEMERR, EELETAEBHNAI. HNBEEE—TN “AlAF" BT, HERTHE
MTSEFA Al RiRB TIER R M — LS, EIRFAEIIIES, RERBRMTAER AIBISGE, LR
M EABIYRAE?

(01:02:09) Jessica Hische
English:

A little bit. I am in this really interesting position in terms of Al where my partner works at Meta on GenAl
stuff. He's a director on the GenAl team at Meta and is very bought into Al as a whole thing. | am a little
[inaudible 01:02:28] about its impact on a lot of the things that we do. | think, overall, it will become a tool
and be very useful, especially in a lot of different fields. But I think this timeframe in which it's more
novelty is going to have not the best impact on things like illustration, but eventually, we'll all come out of
it and it'll be fine. In terms of how I've been able to integrate it into my process, | did some work for
Salesforce last year where the theme for Dreamforce was going to be very Al-driven. | felt like | needed to
explore Al as a part of the generative process for creating that art.



AR ERIE:

BE—R. HAIGH, HATF—TIFEEENMUE, RARBHFETE Meta AFTEMT Al (GenAl) BIT{F, fth
i Meta £ Al FIARI S5, IEEEI Alo MBXTENRINFABEBOEMFRESE. HIANBHXK
W, EERA—TIFEERANIA, LARERSARAME. EEEMXT “WHEE" M, EXiEEEFaN
MR MR EEH A KRYF, ERARNSEIXTME. EFTRIMFARERNRIE, EFKH Salesforce 7 —L
T{F, =i Dreamforce AEHIERE Al &hEY. HIEGFHRFERER Al ERHFEARREM T IZH—ERD.

(01:03:08) Jessica Hische
English:

| did have fun creating custom lettering and then trying to run it through stable diffusion to get stable
diffusion to generate instances of my lettering in different styles. We were making these clouds. We
ultimately didn't end up using it, but it was still really neat to see. | could see the validity of that in the
creative iterative process. | think the biggest thing for me is that | find that the sloggy, slow dregs of work
is very fulfilling to me, that a lot of the evangelists of Al are like, "Oh, imagine if you could spend all of
your time high level thinking, and coming up with the concepts, and guiding the vision, and whatever,
and then just get Al to do everything else that you don't care about." For me, that just sounds like not the
most holistic approach to how | work, because the reason why | do all the things that | do and why my
process is the way that it is because while | love thinking and | love coming up with conceptual stuff, | find
it to be very cerebrally taxing.

FROCERIR:

BT OEERIZATE, SRS Stable Diffusion £ REIRIEHIER, XBEHW, KITHREM LR,
BARKKAL, BRIPIIEZEEREN, REFIEALEEAIETHNE. EXNERY, RXEN
—RE RAMIPLEIE., HIEN FE WERHEEEEARE. RZABRERY: “BER-T, MR
REIEFFEEEEESERE. HAMSHSISERL, AR Al ZMABLERREFRIME” WNERKHR, X
ITERH R BRTEN AN, RAARZAMUMXESE, BRERNSAZERTEZNHE, ERLIAIFEH
770

(01:04:17) Jessica Hische
English:

| need a break from that by doing the more low-key production end of stuff. That's my favorite part of the
process, is we know what we're doing, and now it's just about going in. When it comes to judging logos,
for instance, the days that | spend knowing exactly what I'm going to do and all it is me just moving little
Bezier handles around and getting it feeling right and whatever, those are pure therapeutic zen for me. |
think I will always have that as a part of my work and will probably not have Al be outputting that part.
But | have been able to have it be helpful in the iterative process a little bit, both through generating
sketches with that project and then also through a lot of stuff with writing with my kids' books and things
like that, is coming up with lists of words and concepts that are adjacent to each other, whatever.

AR ERIE:

REZEIM—EMBENGIELIERRRRF. B2REPREENHD : RIMNELMEERTAT, W
ERFNFEN. LCANTEITEIRSE, ARLEREBARIERMTA. RFESoHNERILFN (Bezier handles)
RGN EF, WHRKRBAFNTANEE, RUNNXKEE2HRIIEN—E7, HAEF=IL Al K
XER D BEENIER, AIRSE—REE, LLNEBRIMNEFEREE, HEESERHAERTIHAEXE
TACAIEE .



(01:05:17) Jessica Hische
English:

| have found that Claude and ChatGPT are very good for things like that. I'm working on another kids'
book now, and I'm trying to think of the directions that it can take. One of them is sort of illustrating
different feelings and things like that. | could sit there and brainstorm what are the different emotions or
whatever, or | can just ask Claude like, "List 50 emotions," and then | can cherry-pick the ones that come
up that feel right. I do find it's really good for that early brainstorming stuff, and that's been really nice.

FRCERIR:

&I Claude A1 ChatGPT EX A EIFE HE. HAEEESEF—FES, EEBRZCHNHER. HP—15R
BHWETRANER, HAIULER)  EREREMERRNBELE, WAJLUEREP Claude:  “Fi 50 5
&7, ARMPHNERREN. RAELANETERAIRNZMERIAFETH, XREF.

(01:05:50) Lenny Rachitsky
English:

Is there anything else that you want to share or leave listeners with before we get to our very exciting
lightning round?

FRCERIR:
EHNBAEERERIA BRI Z A, REEHARDERELITREING?

(01:05:58) Jessica Hische

English:

Yes. Well, I do have a new kid's book coming out in October.
R EE:

B, BE—FHEBEE 10 AHHRT .

(01:06:02) Lenny Rachitsky
English:

Oh, [inaudible 01:06:02].
FASCEE:

R, KiET,

(01:06:02) Jessica Hische
English:

Aside from all the logo stuff, please do check out my kids' books. It's called My First Book of Fancy Letters,
and it is like a new spin on an alphabet book, but instead of it being an alphabet book for brand new
babies, which you could totally buy it for brand new babies because it is very simple, and fun, and they'll



like the bright pictures, it's for the age where kids can recognize letters but can't necessarily read and
write yet because they get so into seeing letters drawn in these different styles and imagining what other
letters could be drawn in. Each of the letters is drawn to represent the word that it sounds like. Letters can
be athletic, bubbly, or creepy, and then it's like, "Well, what does a creepy C look like?"

FRCERIR:

BRTIRSIRT, WIEXERNER. XA (HHFE—XEWFEFHE) (My First Book of Fancy Letters), €=
NFHFPH—FeER. EARRANEENEILEN (RAMTEIUELE)L, ANCRER. 48,
tilzEREENER), EEEEHRLRINEFREERZETNZT. BAMNSIFETETEIFEUR
ERXEZ2I, AERKEMFEHAIUEABE. STFENEEHART EERERIBME. FEAIUR &
X (Athletic)” . “&EK (Bubbly)” % “feRX (Creepy)” , ZARZKFNEE: “BiRH C KA
B2

(01:06:49) Jessica Hische
English:

When kids are starting to understand letter sounds and recognizing letters, they can start thinking about
what other words start with that letter sound, and then they start listing stuff out and become immediate
over-the-shoulder art directors. It's been really fun showing it to other preschoolers, and TK, and
kindergarten kids, because they're immediately like, "Well, R should be a river. It should be a river." I'm
like, "Well, how do you draw a river?" It becomes this fun imagination exercise too, so definitely check
that out. It's up for pre-order now and comes out October 22nd.

FRCERIR:

HEFIIFRERFEINABTHIRFEN, MISABRRZEEEMERZUXNEFKN, ARMIIZTIH
—HERE, UZTEMMRBEN “ZAER" . BXEBRTAGFZRE)LEFBFEER, BAt(SiIziR:
‘W, RIZZEAR (River), ENZEFA.” =M “BIRBEAB—FAR? ” XER T —MEBHNE
K143, FAl—EBXE—T, BEEBLAIUMITTY, 10822 L,

(01:07:21) Lenny Rachitsky
English:

That is so delightful. | know you have multiple kids. Do you start to see the idea with one age of kid and
then by the time the next kid reaches that age, it's ready and published? Does that work timing-wise?

FROCENIR:

KEET. BRANBREEFLITNEF. BRREFRERMERFRLTFENERERNFERE, FTT—TMERFREBD
LY, BIEFHAR? BYE ERXAEIGE?

(01:07:31) Jessica Hische
English:

Yeah, the only thing is both of my... Well, my oldest child is a real super reader. She's always ahead of the
game. The second that she could read, she was like, "Oh, picture books are for babies." Now she's
reading, she goes into Pegasus books and is just like, "Where are your books for teenagers?" They're like,
"You're nine. We're not going to show you that, but here are the middle grade books or whatever." There
is a little bit of that. You are a parent, but you are a parent of a very young person. Kids don't want to buy



anything you're selling as a parent. There's a little bit of that where | feel like | get so many wonderful
letters from other families about how it's their favorite book, and they read it every night, and it's so
important, and then my kids are like, "Yeah, yeah. It's just mom's book, whatever."

FhSCERIE:

B, W—REER - HBAL) LR N BRRE, hEEEa. —FSMRmi: |, SExEL/NE
EEN,” WAEMEBERR: “RINELERMERIL? * ERFR: “RANS, BNFELIREIRLE,
EXEEEAPRERRENT.” BEEZMER. METRK, BERE—TEHEFHIRK. ZFIEEFTR
ERKHK. HEBRBIEMRENRE, RXZ2MMNRERNE, SHER, FEER MENEFRE
W TT71TT, BREGBENS, KEER.”

(01:08:23) Lenny Rachitsky
English:

Yeah, that's bittersweet. Well, with that, Jessica, we've reached our very exciting lightning round. Are you
ready?

FRCERIR:
Mg, EREERSF, 7, Jessica, TNENTIREBEHNBRIFT, HESIF 715?

(01:08:30) Jessica Hische
English:

I'm ready.

FREiE:

BEEFT

(01:08:31) Lenny Rachitsky
English:

Speaking of books, first question, what are two or three books that you've recommended most to other
people?

FRCERIR:
WEIH, BN RRAAEEFRZSM=EKBEMA?

(01:08:36) Jessica Hische
English:

Rick Reuben's creativity book is so good. Definitely recommend that. | haven't listened to it on
audiobook. | read the physical book, but | also heard the audiobook is very zen. | feel like it's just a very
good palate cleanser in terms of being an artist and creating because it feels both high level but also very
actionable, so really recommend that. In terms of learning about and understanding typography, there's
this book called Inside Paragraphs by Cyrus Highsmith. It's very small and very digestible. You can read it
in one bathroom visit, and it's illustrated really well. It has cool illustrations. If you want to learn about



some basics of type and typography, it's a really great book, and incredibly accessible, and not like
reading Bringhurst or something like that, so big ups to that book. Oh, what's another book?

AR ERIE:

Rick Rubin BRAXFRIENMH (CIEITH: —MEEAR)) FEE, LxiEsE, RLATIEES, Hix
HERRSH, BRREEHIFE “#° . WRFTENTEAKMEIFEERRZ—RRIFH “REFRX , BARX
EREREXIFEEFRFENE. XTFEIMIBMFEHD, B—ARBY (SERE) (Inside Paragraphs) , {F
&R Cyrus Highsmith, BIEE/\IG, BFHEK, E—RMANEEMEERT. ENEEIEERER, NRFEE
FIFEMARBERENR, X2—FRFINTH, IFEFZEAN, FE% Bringhurst BIREBLABEEE IR,
SEINER. B, TRMA?

(01:09:33) Jessica Hische
English:

| don't know. | feel like I'm just going to end up recommending all the books that I'm currently reading.
This month, | read both Patti Smith's Just Kids, which | loved also and was also... | feel like I'm reading a
lot of books about being an artist more so than being a designer. That book, | found really interesting, just
hearing her story of moving to New York and having nothing. Just trying to be an artist, and make art, and
having that be the thing that drove everything that she and Robert Mapplethorpe did. | don't know, | just
feel like I'm looking for ways to get out of my very business-driven sensibilities around art making and get
into a space that's more loose, and free, and driven by passions and feelings more so than necessarily
career-based milestones and things like that. This is a wild card one too. I just finished The Emperor of All
Maladies. I'm just a big fan of reading things about human biology and things like that and found it totally
fascinating, so do read that one too.

AR ERIE:

BAHE, BRIURSREREEMBRETENB. XPMBHIET Patti Smith B9 (REZFY (JustKids),
HIEEER, BRESERLORTREZXTF “NAIRAZAK mMAE “NRKRAZITIT 9P, BEBIEEE
B, itRREIANN—FTFRE, RREITRAZARKR. BIEZR, HLULIREIMA] Robert Mapplethorpe
FREN—1t], BBUEKIEEIHNAZE, LBCABMHIEEBR LRI ZROIERERBEER, #EAN—PER
s, EEHH. HABNRZRNNTE, MARNATIRLERE, &8 — 1 ERINERE: KRIET
(ARHmZED (The Emperor of All Maladies, XFEENHE). HEEVIRXTFALEYENRA, REE
EBEAN, WEFRIXA,
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&k

(01:10:40) Lenny Rachitsky
English:

| can't help but ask, how do you have time to read, raise children, work on so many projects, have a run a
store? What is your secret?

FRCERIR:
HEAERE: (RPRMEERE. FE. BXAZWME, REZE—RE? MOBIREMFA?

(01:10:50) Jessica Hische

English:



Well, you get pretty ruthless about your schedule when you're a parent, where when you're at the office,
you are just heads in working, and so | think just trying to stay as focused as possible in that way. | do this
thing where | bounce back and forth between projects a lot as I'm losing steam, and so having multiple
things to work on keeps me motivated to keep working. | think it's kind of an ADHD thing, where | will
start my day one way and then as soon as | start losing steam, | switch to a different thing, lose steam,
switch to a different thing, lose steam, switch to a different thing. Rather than taking breaks, | just take a
break by working on something that feels fresh. That can be super helpful.

AR ERIE:

SR EE, (MENECHNBRTHERSES “REE . ENAEN, MMARABEXLET, RERET
Eo BEM—HME: SRERNE LREREN, ZAMEABHEZERE)R, FLESAEEILIHR
RIEOm. HRFXBRBGADHD (SohiE) BN JRAB—ROIME, —BohhTE, RMR—4F
g, BT, Bif—4F, RTESBIRERBNL, MEBEIHM—LEREFENERER ‘K" . XFEE
Ao

(01:11:35) Lenny Rachitsky
English:

That's an awesome tip.

FRCEIE:

XE—MREEIG,

(01:11:36) Jessica Hische
English:

Yeah. | mean, it's incredible. | also would tell people when I had first started out, | had a full-time job and
then was doing freelance in the evenings. People were like, "How do you not get burnt out, whatever?"
It's because my day job was so different from my night job that it felt like | was doing two separate eight-
hour shifts instead of one continual sixteen-hour shift. | think that's something to sort of think about, is
that there's always going to be things that need to get done as a part of your work or things that you're
interested in and passionate about. Just having enough diversity in what that means is going to allow you
to maintain enthusiasm for doing all those different things for much longer. Actually, the more
homogenous your life and career and job is, the faster you're going to burn out, so just making sure that
you have enough variety and all the things that you do.

FROCENIR:

T, BRI, KRFRIEN, AXRE—MHE2RIE, BLMB/HIRL. AR “REARRE? 7
ENFEHBE TEMKREIFEEERR, BEMGRM TR MR 8 NEFHIE, MAR—TESR 16 )\ifi
. REBXRERBEN—R: TEFLIBUITRNE, BEMRBRMNENAZHNE. RESHERILAER
AEKEEANXESBRFAE. FLL, FOEE. RIMNIEEE—, MRES5ES. FRUERERMR
MEEEE RBHFEE".

(01:12:27) Lenny Rachitsky

English:



That was an awesome tip. I'm glad | went there. Okay, back on track to our lightning round. Is there a

recent favorite movie or TV show you've really enjoyed?
R EIE:
KT, REXFERTXNEH, 77, BEREE, R AMEEENRNERLHEATE?

(01:12:34) Jessica Hische
English:
Severance was my favorite TV show I think I've ever watched.
R EE:
CAEDEIARY (Severance) AIREREBEIHIRERBIBILE,

(01:12:38) Lenny Rachitsky
English:

The second season's coming out.
HRCEIE:

BEFRET,

(01:12:40) Jessica Hische
English:

| know. That came to mind because | knew the second season was coming out, so I'm just really excited
about it, but | think that was probably tops for me.

FRCERIR:
HAE, RPN CBRANKMNEE_FENT, HIFENT. PRI ZRIRLITZIARD.

(01:12:48) Lenny Rachitsky

English:

Is there a favorite product you've recently discovered that you really love?
FREiE:

I RE LMt AIRIFEERE ™~ m?

(01:12:51) Jessica Hische
English:

Oh, yeah. Well, there's a few things. Well, there was one that's just a super random one that was just pure
delight. There's a Japanese brand, Penco, and they make a lot of wonderful stuff. | carry a lot of their stuff
in my store. One of the things | bought recently from them is a pen cup, a pencil cup. It's ceramic, but it
looks like a paper bag, a lightly crumpled paper bag, and then it just has printed on it Penco, whatever. |



just really like it when you take an existing object and give it a new form. | find that to be very delightful,
and so that was, | think, one of the things that | really loved recently that | bought for the store.

AR ERIE:

BB, BIUERA. ER—1TEEMREN, EAREMER. B—1THAXMEN Penco, fi1MRZSRENK
7, RNEERESE, RREXNE—TER. cRHEMN, EEERG—TRR, —MIHZRBHEASR,
LEENE Penco, HIFEENXMBIMEY@ME FHAZ AR REFTXIFES AN XRRZIENEE
KIEHIIEE EIRE— 1 R o

(01:13:28) Lenny Rachitsky
English:

Awesome. Pick two more questions. Do you have a favorite life motto that you often think about, come

back to share with folks, find useful, and work your life?
FhCERIE:

KiET. BEmNAE. (RELKEFTALERE. AREZZLMNANEERS? MEFSECEEETNIERR
B8R

(01:13:38) Jessica Hische
English:

It's funny being a lettering artist because I'm not much of a quotes gal, all things considered. | should be
because | could make a million dollars by just making "live, laugh, love" pillows or whatever, but | am not
usually continually collecting quotes. But | was just at a conference up in Portland called XOXO, and one
of the presenters showed a quote on the screen that resonated with me more than most things that I've
seen in recent memory. | feel like this is my new... It was one of those quotes that | was like maybe |
should get a tattoo of that. When it gets to that level where you're considering a tattoo, you're like, "Okay,
that's official." It was "hope is a discipline". I just really loved that. It's by Mariame Kaba or Mariame Kaba.

FROCENIR:

EA— N EARFAER, XEEN, AABELFALAARTESED, BRZAEN, BEARREHRENE WA
BAE ZENVIEMRERAR, ERFRHFTEARERZRS. FEEKEERF=SMT —10 XOX0 &
W, —(IEHEERELRTT —0iE, CtBEREEINEARAMELSREIELE, BRFXEHRN
B BEBMIULEES “DFRZEBENES L WiE, HREENGHN, HBATRINEN, BaiEe:
‘BER—MLEE (Hopeisadiscipline)” » HIFBEEWXAIE, ERE Mariame Kaba Y,

(01:14:25) Jessica Hische
English:

The idea that we have to choose to create positivity, that it's like a choice, and that in order to dream of
these things, you can actually create structure and discipline around it, and that it's not just something
that is just inherent and comes, you have to actually have a practice around being hopeful and positive. |
just really liked that as a concept because | feel that way just about navigating through life, that
everything that we do is a choice and that we can choose to frame things one way or frame things
another way. Understanding that you have power in that, | think, is really important, and so | just really
loved that. Hope is a discipline.



FRZERIE:

FABRRFEZMEXE . KB —IERE kR, BRI LOEELIXMT NEARM 7 UK ARIREY.
ERAEXMNEFEER. FIUKENRENXME: FER—MEH

(01:15:14) Lenny Rachitsky
English:

| really love that. | love any quote that inspires you to not feel like a victim, and gives you agency, and

reminds you that you have agency over.
R EIE:
BIEFENXAE, HEREMEAMFAERSECEREE. MFREMNGHRERMAREIENIIRE.

(01:15:23) Jessica Hische
English:

Exactly. That's, | think, was the biggest thing for me is just... Because | feel very well-resourced in being
able to deal with hardship because I'm always able to recontextualize and reframe. | think part of that is
doing so much intuition justification, which is what we talked about, is walking through things, being like,
"Why is this? Why does that happen, la, la, [a?" When something bad happens, it's understanding why it
happened and then understanding the paths that it can take forward and the different attitudes that you
can bring to it that can help you come out of it.

AR ERIE:
B, REEXNBEFNBGEEN—L 2 - FAARREECENNEREAEEENE, EARES2EBER
HMANEHFEN BT, BREXHBIRFERMTESZ “ERSENL” WES, MERIIHOEMN, KRS

. “RAARXE? AtASRERME? 7 SFEREN, ZEFCHTARE, AREERRRNRRE,
IARARA] LAREREI R RIS E, XEEERRERR (RE ko

(01:15:59) Lenny Rachitsky
English:

That's beautiful. Okay, final question. | know that you recently remodeled your home. It's quite stunning.
You share photos of it online. You worked with this amazing architect to help make it as amazing as it is.
As a designer, here's the question, how do you find the balance between trusting someone, their own
perspective and design approach, versus pushing into a direction you think that it should go? How do you
find a balance as a designer?

AR ERIE:

AET. #7, RE—TR#E. RMEMREENEETEF, FEFE=, FENLERPZETRA. RM—IF
EENERITSETR T E. (FA—MNRITW, EZ: ROAEA7E “EENANERLABMNIKTHEE 5 &
FRHRANAIERBRG R ZEREFE?

(01:16:28) Jessica Hische



English:

Well, I actually feel like it's quite easy for me to trust people to do their own thing, because as long as | go
to them as being like, "I appreciate you and your vision and that's why I'm paying you," then the last
thing that | want to do is micromanage them, because the reason why I'm paying them is because | don't
have the bandwidth to do that myself. Because honestly, I'm one of those people that if | had nothing
going on, if my job totally blew up or whatever, | would probably be one of those people that just
specialize in a different thing every six months and would be like, "I'm going to build a house now from
the ground up. I'm going to do this from now, whatever." | just feel very capable of doing anything that |
want to do because | understand that | can find the resources for it.

FRZERIE:

i, LhrEBERRFBETIIASHEINTELNBZREZN. HRARBREHRMIINIEE “BREGNTNES,
EMEBRARAMNER NESE, BARRTEMNKEHUER (Micromanage) i1, FHiFERLAHITH
ERANKESEERENEM. BLY, NRBLTETY, REBRNITIEMRET, RTESKABFENH
FRERFR—NTAUZBIA, il “BRIMEBMEFBEEF . REGREREM, M, EAImMEm
AIFHE R

(01:17:16) Jessica Hische
English:

When | hire people to help me do a thing, it's because there is this implicit trust in what they do and that
that's why | want to work with them. With the house, | definitely had opinions about stuff. But in general,
I'm just like, "Hey, this is your thing. You're the expert. What do you think? Let me give you the parameters
and the things that we have to think about. Because you know more about wood resources, and you
know more about the cabinet spacing, and whatever, you tell me what you think is going to work best
based on all these things that | laid out for you." | found it to be quite easy. | only got really wigged out
about a couple of different fine tune-y stuff.

AR ERIE:

HHREABZRMEN, ERABENNZLEADEMRIZNET, IRNEHREMNENSENRER. XT5E
F, BR/EEBCHEE, BE0RE, HIW: TR, XRIMMOTLIER, MBER. MEAE? RKLIRE
HEBBABENBEZENAR. AAMETBAMEIR, E7HIEEEEE, FILUSRIBRYILAOXLEER, &
IFRIPANRFNERRTA.” HARFXREZH, HRERDBATIRAE LRI EE.

(01:18:01) Lenny Rachitsky
English:

I imagine architects and designers are like, "Oh no, it's going to be a designer I'm working with. They have

opinions." I'm glad it wasn't that bad.
R EIE:
KEBREFMMZITIMEE: “BF, REN—MNRIHWEFET, e BFREEN.” REXBREBA

o

(01:18:09) Jessica Hische

English:



| feel like my strength with the work that | do in general is just being incredibly decisive and
understanding that there's 10 good answers to every one question. Some people are real maximalists
about decision-making and need to look at every gray sofa that exists before they can choose the one
gray sofa. Whereas | feel like | can look at 10 gray sofas and go, it feels like there's two or three categories
of sofa here, and then within those categories, there's a couple of good options. Here's a brand that |
recognize is known for being of high quality. That one's good enough. | can get to it really quickly, and |
feel like not everybody can do that. And | think that that permeates through everything that | do in my
life. It definitely is a huge part of the logo work, because you really can do anything when it comes to

typography.
RS ERIE:

HEFRIFRRIETHIFE R, HERBS— I REEE 10 MINER. BEAEMRERE “TXE
X#E (Maximalists)” , TEE—KRBDEZFBAETHT LFIAERNKED R, METFHAILUE 10 KkE
W, RRBIREIXBRAEM=LNE, 5—REHE/LIFHENER. ARE—TRNEREFHME,
BB T FAURRMERTE, BRESHAZEMABEREIX—R. XMFHEEETREENST
HEH. EARESIRITHRBRNL, FHATEFEHNSE, RERNEUSERSE.

(01:18:57) Jessica Hische
English:

It can go in 50 million directions. It's just about having someone tell you, "Yes, we could take this
anywhere, but these are the valid paths. If we go down this path, this is the most intuitive and most
correct way to do it that is closest and most accessible to us. We can noodle on it until kingdom come, but
do we have to? This is good." | don't know. | feel like there's some weird knowledge around
understanding that nothing is ever 100% perfect, and the most you can aspire and get to is 99.8 or
whatever. That last 0.2%, you could spend your whole life trying to do that, or you could move on and do
other things and understand that it's nearly perfect.

FRCERIR:

ERUBEAETAMNGR. XBETEASFMR: B8, HRIAUEREESGRE, EXEISERMREI. WR
BITERX &R, XEREW. RERBNGE. HMTU-—BLULETE, EELELE? XMEZREFT.” RAA
8, XeJgeE—TEIEMIAR: BREBEAARARE 100% 5TXM, RRZEEXE] 99.8%, FITHY 0.2%, fRA]
DfE—2FEER, BALUERKRT, ZF5INE, AEREELEFTET,

(01:19:49) Lenny Rachitsky
English:

That is really good advice and a freeing piece of advice. Jessica, it's been an honor to work with you on
this logo. | am really excited for people to see it, for it to be the new look of everything I'm doing. Two
final questions. Where can folks find you online if they want to learn more and potentially work with you,
and how can listeners be useful to you?

FROCENIR:

XEEBIFEFERILARFRREI. Jessica, BEMIRSFIRITR MIERENRE, RIFEBHFAREIE, B
FERNKAAE LENHTR. REMNRE: NRAKETRESHSME!E, AJUEMEREIR? U,
O ARATJRE A IR+ A2



(01:20:07) Jessica Hische
English:

Oh, yeah. Of course. | have a website that | occasionally update. It is jessicahische.is/awesome. You'll
notice | have a bunch of weird URLs on my website. That's a place to find me. Otherwise, | am on
Instagram and Threads a lot. | was formerly a very active Twitter person, and now I'm not really there so
much and | bop around with the Twitter clones, but I'm on Threads quite a bit. Instagram and Threads are
good for social. Email, I'm easy, hello@jessicaHische.com. What your readers could do for me, | think it's
the work that | do in terms of the logo refresh stuff. | feel like this audience is just totally my perfect
audience for it because you guys are all a bunch of smart, awesome founders that want beautiful logos,
but understand that sometimes you just got to get that first viable option out the door. Once you're ready,
you come to me and | help you and it's great.

FROCENIR:

MR, LR, HBE—MB/REHMMIL: jessicahische.is/awesome, REkMIELMIMILHEREZZIEM URL, R
ERENMAE, s, FEE L Instagram # Threads. FLAFITE Twitter EREER, MEFREAET, BA
HEESHM Twitter B R L, BHFEEE Threads Lo Instagram # Threads 2+ HIIF L, HREH
BAME: hello@jessicaHische.com, EFMARBEAKMMA, BUEMEITEINXELIE, BREBXIMEE
IR EEERNTERZ R, AAMNEHIIEA. AFENCIBA, BEEZSNINE, BHARERRNMcHE
HE—NEITAR. FMERFT, KKK, RSEMR, BRRE

(01:21:12) Lenny Rachitsky

English:

A match made in heaven. Jessica, thank you so much for being here.
FREiE:

BEEXEZE, Jessica, IFERBEHREER,

(01:21:17) Jessica Hische
English:

Happy to be here. Great convo.
R EE:

REFCREIXE, HMFEREIR,

i)

(01:21:19) Lenny Rachitsky
English:

So good. 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.

FRCERIR:



KixT, B, &l FEREULIT, INRIRHESAITEENE, BILTE Apple Podcasts. Spotify SIREIR
WRBEERARITHE, L, BEERABINTIHE TS, KXok AZEBEMIF R A MXMER, (RAILUTE
lennyspodcast.com #EIFIEEHTTER THESZES. THTEL.



