JOSH MILLER

Lenny Rachitsky



_— Josh Miller « Lenny's Podcast

Josh Miller - EXFER

LR R Lenny's Podcast 5 The Browser Company EE#ITE Josh Miller iFi%HYSEE AR S IIE X BRSO

[00:00:00] Josh Miller
English:

We want people that show up to our company with some fire in their belly, something that they are out to
do. And for each person it's a little bit different. For some people it may be Ul Craft details. For other
people, it may be achieving double the performance with a quarter of the engineering headcount.
Everyone has something, but they show up with this heartfelt intensity. And | think even relative to
everything else, I'm going to say, that's it. If you have a team that has heartfelt intensity and is there for a
purpose and something to prove, you get it. You give them a very exciting, ambitious product and get out
of their way and they will do remarkable work.

AR ERIE:

BIMNFEMARBNARFEREE KDY, BEMU]—OBELIBBTR. ME8MAFRR, XTHERARE
BEERRE. WRELEARY, AIER Ul TZHAT; MWE—EARR, AiERRNS 2 —ITEMA ST
AUMERE. B MAEEBCHIEXR, EfIEHEXM “BEHRIL” (heartfelt intensity) KEIXE, kA, B
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B TF.

[00:00:36] Lenny
English:

Welcome to Lenny's podcast, where | interview world-class product leaders and growth experts to learn
from their hard one experiences building and growing today's most successful products. Today my guest
is Josh Miller. Josh is the CEO and co-founder of a company called The Browser Company, which makes a
product called Arc, which has quickly become my default web browser. | fell in love with this product as
soon as | started using it and wanted to get a glimpse into how Josh and his team approached the craft of
product. There's this cohort of companies like the Browser Company, [inaudible 00:01:09], a few others
that are just laser focused on building the best possible user experience, almost above all else. And |
wanted to spend some time exploring this trend with Josh. We cover how he thinks about prioritization,
team building, storytelling, company values, metrics, shipping, building in public so much more.

FRaZERIE:

YOMRE Lenny MR, TXE, BaRpERENFRMSEMERKER, EIMITERNENELBE SRR
I il R RN ER/EZW, SKRINERER Josh Miller, Josh 2 The Browser Company FIEEHITE 3&Ex
BElAA, MITFET —B R Arc 97 M@, ERRMA T ENRIAN K. B—BLEXR=mMELTE,
FRUESRN T 8 Josh MBI HBARMAHTEF=m T ZH, MEB—HtER The Browser Company XtFHAHE],



ENLFEMERERFAEBREE . M Josh —EHRITX—#EH. BRITSWEMINERBEMR TR, H
Big. #HWE. ARNEN. &5, ZH. AFEE (buildingin public) %%,

English:

(00:01:28): Josh is such an earnest, genuine and humble human, and it was such a pleasure getting to
learn from him. And, just to be clear, I'm not an investor in the Browser Company and | barely knew
anything about the company before | chatted with Josh. So, I'm just a fan. And as a special surprise, Arc is
normally invite only. But if you're listening to this now, check the show notes for a special link that'll get
you right in to use the browser, if you want to play with it yourself. With that, | bring you Josh Miller after a
short word from our select sponsors.

AR ERIE:

(00:01:28): Josh B— MR WMI. EXHERBBIA, EAMEIZENRE, FIMABE—T, HEFE The
Browser Company B#&#%#&, 7£f Josh IR Z AT XR LB JLF—FLFH. Frll, HRARE ML, 1EA
—MFFIRE, Arc BEEBIEFEIN, BNRMFMEETWR, BEETEENMPIHKREE, S ILRERE
HANFERXFONEE. EREEBENERENEE, EITEEL Josh Miller,

[00:02:01] Speaker 3 (Sponsor)
English:

This episode is brought to you by Rytr. How much hype have you been hearing about generative Al? So
much, but how do you take it from a shiny toy to an actual business tool that helps you do your actual
job? Rytr is an enterprise-grade generative Al platform built specifically for the needs of businesses, and
already widely deployed at world-class brands like Uber, Spotify, HubSpot and UiPath. With Rytr, you can
break through content bottlenecks across your organization from marketing webpages to sales emails,
in-product messages to creating high-quality on-brand content at scale. And unlike other Al applications,
Rytr's training happens securely on your data and your style and brand guidelines. So you provide
specific to your organization.

FRZERIE:

AETEH Rytr 2280, RIAEIT 20X FEM AIBE? EEZ, BIRARKEMN—DNAENERAETHE —
BERSPRSER EPR TAEML S T AMR? Rytr @— N EMABRIWERMENEWERERR Al &, B Uber.
Spotify. HubSpot #1 UiPath it ALK M ZE8E. fEBh Rytr, {RE]ARALARNNASET, MEHEMDR
FHEEMG, NFRAERIAMRCESRE. FamERAMNAS. SH A KATRE, Rytr iILESE
FRVEIR. KIS REEREREHEHTN. AL, MRENZHIHRARNFEANS.

English:

(00:02:45): The result is that you get consistent content in your brand voice at scale. Get Al that your
people will love. For a limited time. Listeners to Lenny's podcast can get 20% off if they go to
rytr.com/lenny. That's rytr.com/lenny. This episode is brought to you by Dovetail, the customer insights
platform for teams, that gets you from data to insights fast, no matter the method. There's so much
customer data to get through from user interviews to NPS, sales calls, usability tests, support tickets, app
reviews. It's a lot. And you know that if you're building something hidden in that data are the insights that
will lead you to building better products.

FRCERIR:



(00:02:45): ERFMZIRAIUAMEREFTEmEBFN—BAR. iILRHRTE L Al, EREREA, Lenny
EZ R ARIA1R) rytr.com/lenny BIR]E 5 20% B9, A&7 HEH Dovetail 38, XE2— 1M HAEIAITIER
BEFRETR, TERAEMSEE, MEEILRREMBIERRSEE. MAPITIKEI NPS, HEBIE. A%
Wik, ZFHTR. AL, BASHNEFYEFTEQRE, MAE, MRMREEHERERE, REEXLEH
EPBRER S| SIREE TR o

English:

(00:03:25): And that's where Dovetail can help. Dovetail allows you to quickly analyze customer data from
any source and transform it into evidence-based insights that your whole team can access. If you're a
product manager who needs insights to motivate your team, a designer validating your next big feature,
or a researcher who needs to analyze fast, Dovetail is the collaborative insights platform your whole team

can use. Go to dovetailapp.com/lenny to get started today for free. That's dovetailapp.com/lenny.
FZERiE:

(00:03:25): :X1EE Dovetail WAE Z#, Dovetail R IFRIRES TR BEEFMRENZT A EHIE, HREHEUAE
NEHBAEBAI LUA R, B FIHERER, MRIMEREERERMFENNTREZIE, A2 EFTRIET—TEKX
INEERYIRITIT, TR EREREIFEVARER, Dovetail B IRENE B LUIERMINMERRFES, BN
dovetailapp.com/lenny S ZEFIEFEH,

[00:03:57] Lenny
English:

Josh, welcome to the podcast.
FRCEIE:

Josh, IIMKEIFER

[00:03:59] Josh Miller

English:

Thank you so much for having me, Lenny.
FRCERIR:

B ZFHREBIEE, Lennyo

[00:04:00] Lenny
English:

It's absolutely my pleasure. You are the CEO and co-founder of The Browser Company, which builds a
product called Arc. Can you just talk about what is The Browser Company? What is Arc? And then
whatever you can share about just like the scale of Arc at this point. That'd be really interesting to hear.

AR ERIE:

XEHMERE, {RE The Browser Company NEFEHITERBESEIBA, RIART —FBA Arc I o
{/RBEHINEN The Browser Company 2+ 4MIMIB? Arc 24? UKE#HI Arc BIFIEINME? IFFXLESRER,



[00:04:15] Josh Miller
English:

Sure. | hope you don't mind me doing this. I'm curious, | hear that you may, may or may not use Arc? How
would you describe Arc to somebody?

FROCERIR:
SR L HEMGANBIHIREI—T. HRFE, IMRIRATREERER Arc? REIfERERIARER Arc?

[00:04:25] Lenny
English:

The simple explanation is it's just the best web browser that I've used. So, to me it's a browser. | know
that you have a bigger vision than that, but that's the way | see it as a layperson who hasn't seen the full

vision.
FhSCERIE:

BRNERELE, ERRAINRIFNMITUNEEE. FIUMNEEKLR, EME—TNEEE. RAEMBEELRKRN
RBR, BEA—MEKEIERVEERF, AMEXAER,

[00:04:38] Josh Miller

English:

Awesome. | think we can go home now. That's great. That's awesome.
FRCERIE:

AHET, BEBEMNAIMUKIERT., XIFNHRET .

[00:04:39] Lenny
English:

There we go.
FRCERIR:

Iehe, PMEXF.

[00:04:39] Josh Miller
English:

No. To be totally honest with you and your listeners, we have a really hard time describing Arc, which is
something I'm not proud of. But it is, objectively, a replacement for your default web browser. And people
who try it seem to really love it, and most people seem to have a hard time using the internet in the old
way. So, that may sound like I'm being coy, but we have work shopped many a one-liners and the words
have escaped us so far. So, to be honest, it is on our to-do list to get sharper about that.

FRCERIR:



A, HRMIFARGESRIE, FITELRERER Arc, XARZHABESHEHIE. EFWMIE, ©2IREIANE
BEAm. SRIENAMFENRERE, MEAAZSBAMNFREBEZISERMERERKNNGNT. i
B, XITERAIEEERRERXF, ERIATSHERBIRZSEME, A—BERERIREENRE, EXW, iHER
TRERMELAERINNFTNEIEELT .

English:

(00:05:15): And then in terms of our scale, since we have a lot of product managers listening, I'll give you
the PM answer to that question, which is, we really focus on one key metric as it relates to tracking our
growth or how we are doing. We call it D5, D7. A lot of other companies call it L5, L7. But the human
explanation for that is how many people turn to Arc at least five days a week? That is all we obsess over
from a metrics perspective, because for us it captures retention, engagement, and growth in a single
metric. You can't game it. Right? So from retention perspective, it's not just opening it accidentally once a
week. You need to open a tab on a day in order to count as an active for a day.

FRCERIR:

(00:05:15): EFHATHIME, BIABRZSFmIEEN, HAH—T "TmIFEN BREZE: FERERKIE
WA, FHATRARF—MLOIET. A ZH D5/DT (REBATAMZHA L5/LT) . BRENERENRZ: BZLVAE
BELERRZER Arc? XRFANVEEITAEE—FERNERAE, BAEE—METTREE T 87 S5E
MIB K. RKAFE, WE? NMBENAESR, EARRSABAITHA—R. REAER—XRITHA—MRE
0, ABREEREGEERAF

English:

(00:06:01): But so it tracks retention. It tracks engagement because five days a week is no joke. There are
very few apps or pieces of software you actively use five days a week. And then, obviously, it tracks
growth, because of we track the count. So that is what we track. And then we also don't obsess over
absolute numbers, because if we're successful, if you zoom out and out and out, any point in time will be
inconsequential and small. So, what we really look is growth rate week over week. So, relative to last
week, what is our growth rate? And for the past eight months or so, we've been growing over 10% every
single week. So very, very thrilled with that. Do not think that will continue If anyone is listening. | would
be shocked if we continue like that for another eight months. But, yeah. We obsess over how many
humans use Arc five out of seven days a week. And we really want that number to grow as fast as possible
every single week.

FRCERIR:

(00:06:01): FRAEEBERER; BEES5E, AABARAXRARERAREYN, ROBNARHEILIFERE
FEIEAAR; EAEHEBERERK, BARIMNAITHNEAR. IMEHINERNAR. I, HNFEmETL
XEF, EAMRFEANATT, SEEREBHTEBK, FME—NERBNRFREHABERN. PRI
HIEENZAIIERE, AxT LA, RNOEKERESZD? BIEZN/\TALESL, RISANEREEE
AT 10%. FATMUIEEME, BRFINAXZ—EFETE, IRBEAFRANE, IRBES/\PARZIRE
EliR. B2, B0, BIEETEZLVASRET7TXEER 5 XMEMH Arc, RINBEXNMHRFERAEMERTREIRMIE
o

[00:06:54] Lenny
English:

| love that we're already talking about metrics and retention. This is off to a good start.



FRSCERIE:
KERBNBEFRIMEITMBET . X2—MRIFHFHA,

[00:06:57] Josh Miller

English:

You got to know your audience. Lenny.
R EE:

R T BRIREVOAAR, Lennyo

[00:06:59] Lenny
English:

We're going to talk about just how public you're about everything. But would you be for sharing your
retention actual numbers? The D5 and D7 you just mentioned?

FRSCERIE:
BNWEWRIEFRESR LS A AT, BREEDZLMFMNBEEIER? st2IRNIA1REIA D5 #1 DT?

[00:07:07] Josh Miller
English:

Yes. With the asterisk that | didn't prepare for that. So, Rebecca correct me on Twitter after this, if this is
wrong. So once again, we don't look at DAU retention. We don't look at weekly active-user retention. We
really just look at D5 D7 retention. Depending on the cohort, that's somewhere between low to mid-30s
and low 40s. So really, really fantastic. Again, not going to continue. If there is anyone on this call that is
going to check this in a year, it will be lower I'm sure. But so far, we're really thrilled with it.

FRZERIE:

AL, AN EIRERRREAAESX TR, NMRKWET, Rebecca Z/FRIATE Twitter LAIEFK. Bii—
R, BNAEDAU (HE) B7F, BAERERRE, &1RE D5/D7 B1F. RIEAFARNAFEA (cohort),
XA EEFIRLITE 30% HRERE] 40% (RERZ 8, XERIFERF. BREE, XF=s—HF4%. IRBEA—FE
BRIEE, BRBEESTM. BREFNLE, HITHILIFEBR,

English:

(00:07:37): And most importantly, in the same way, we don't look at absolute gross growth number, we
don't look at retention in this moment. We look at, is it improving cohort by cohort? And so, what | think |
am most proud of is that, if you go back a year, by all means our retention curve, we were really proud of
it. And | think one of the best in our category of software. But, what I'm really proud of is, 12 months later
we've been inching it up and up and up, despite getting further away from the earliest most passionate

adopters. So, our retention curve's going up and up a little bit, which is-

AR ERIE:



(00:07:37): REEME, MEHNFELMERSHE—1F, HMNEFAREITHER. RNENREREEZR
PMEIAMH? RERERNE, WRMREE—F7], RMNNBFHEAEZLINREET, FIANZREENRH
PRIFNZ—. BELHEARNZE, 12 1MAR, REJXTEMIAFELTBESVIRERERNEIRA

[00:08:11] Lenny
English:

All right. All right. If you haven't shared that, that'd be cool to share on Twitter someday. I'm a retained

user.
AR ERIE:
TR T . NBIRHEENDET, WKRE Twitter LR E—TEREE, BIME—MEGEMNRAR,

[00:08:15] Josh Miller

English:

I'm going to wait and you can share this clip. We'll share this clip.
R EE:

BEFEMRNEXEDE, HSHZXEREEN.

[00:08:18] Lenny
English:

Okay. Okay. | love it. We're just ready. We got the marketing strategy coming together. So, | told you this
ahead of the chat, but the reason | wanted to have you on this podcast, even though, as folks may know,
and as I've told you, | try to actually avoid founders and CEOs on this podcast to give other folks a
platform who aren't often invited on podcasts. But the reason | wanted to have you on is, | just feel like
Arc is a remarkable product. It blew me away the first time | used it. | don't know if you saw it, | tweeted
as soon as | signed up? | had to share how awesome it was. | was like-

FROCERIR:

%, XiET. BINNEERBELRE T, REWRINTIFIMR, ZBBRRBEENRER —REAKATRE
e, FhHFIR, RELREBREZIFCIBAN CEO, BATHABERAERBIFHARMTFE —BH—
EBBIER, RRAKRERS Arc B—RIEEABI~m. BEXAEMBKERT . FRNERERIR, H— M
RTHE? BROADEEESHE,

[00:08:47] Josh Miller
English:

Of course | saw it. It made my day.
R EE:

BEABIT, BUBRAOLT —EX.



[00:08:48] Lenny
English:

Okay. Okay, great. And, also as an outside observer, it just feels like you're building remarkable culture
and team that's really unique. And, so | just want to selfishly learn from how you think about product and
team building and all the things that go into it. So yeah.

FROCERIR:

9, X7, MEFA—IMINEMEE, RESMETERI—MIEFEIRS B S-ERSXUHER. FrAFERBET
wRIRFES, THRFRWMARESR. ANEIRUREFRNG S EEN.

[00:09:03] Josh Miller

English:

Thanks for saying that, Lenny. What a cool way to kick off an interview.
R EE:

BHRMRX A, Lenny, XMNHIZIBEAREET .

[00:09:06] Lenny
English:

Absolutely. First question | have along those lines is, you mentioned at some point that your product
building philosophy is a reaction to the traditional Silicon Valley way of building product. I'm curious to
hear what led you down that road? Why did you feel like you had to react to it? And then how would you
just describe your product building philosophy at The Browser Company?

AR ERIE:

B, BHE— MR, MEEEMARE, FHNF-REEEEENEaAEar amEsRN—H# ‘K
EE71” (reaction), HRBIAITRMHAILIRE LT XEZ? AT AMRREM4AREEMTZ? (REEiER
The Browser Company BI7= Saia iR 5?

[00:09:27] Josh Miller
English:

I'll share this caveat once and never again in this interview. But | want anyone listening to know, I'm
someone who doesn't believe there is a single right way to do things. So, what I'm sharing today is truly
just what we have found works for us in this moment for what we are doing. But, | remember when | was
earlier in my career, I'd listen to podcasts like this and take it as dogma, because there are these people
that had done it and | respected what they'd built. So, if any of this sounds like "better than thou," it's not
intended to. This is just what we found works for us and what we care about. [inaudible 00:09:59].

AR ERIE:

AEXMHKR, FRR—AXNERETER: RFREMEBEREW—ERNSG R FIUKRSROEN, 4K
BMNEME N ENABNEBEERNG E. RSFREERAMXEERN, SBRATIMEF, RN
LEARINE, HEEMNMH. FrLl, MRZTREGEFRERER “BaAN" , BLIERT. XREHKA]
AMEEESHAT



English:

(00:09:58): Okay. So early in my career started a company also with Hursh, my current co-founder and
CTO. We were fortunate enough to have that company acquired or acqui-hired by Facebook and spent a
number of years working at Facebook. And remarkable organization, probably the best executing I've
ever seen at that period of time. And, by the way, I'd never been a PM before, so I'm not complimenting
myself, | was just learning for the first time. But what struck me at Facebook in call it 2014, and I've seen
through to this day, is Silicon Valley, at least the most modern version of Silicon Valley, has this obsession

with graphs, and has this obsession with numbers and metrics.

AR ERIE:

(00:09:58): 4789, ERMLAESFHA, FHAMIMEMEXEEIIBAZE CTO Hursh BIh T —RAT. HIEZ=E, BRL
T)# Facebook Waly (AAUWM) T, Z/EFKTE Facebook TIETJLE. BBR—NERMAELR, AEERN
SR EARIT IREN. INER—T, ZUFIMEME PM (FFREE), FMUBRARESES, EKERR
BEFS), B7F 2014 F£AAM Facebook, UKREEISKEREIN, HEE—Z L EUAMRMNES
&R BFMENEELTRRNRHE,

English:

(00:10:36): I mean, you saw me in the previous answer, I'm talking about D5, D7. What's a D5, D7? And, it is
an incredibly effective way to achieve certain outcomes, to focus on numbers, because it's very
quantitative, it's objective. You can see the graph go up or go down, or stay flat depending on what you
want. But what we've found is that optimizing for metrics leaves a lot on the table and it misses a lot. And
so, what we do at The Browser Company is we talk about optimizing feelings. How do we want to make
someone feel on the other end of our software? Do we want to make them feel joy? Do we want to make
them feel fast? Do we want to make them feel organized? Do we want to make them feel focused? What is
it the feeling we are trying to evoke in whatever we're doing on a specific project, or a specific feature, or

a specific piece of storytelling content?
FEiE:

(00:10:36): F2in, fREFZAINEZHBEERT, FKTEKXIE D5/D7. AR D5/D7? T ETHFHILERLI
%‘Eéﬁ%ﬂ’ﬂ—ﬂ”f&ﬁﬁx‘ﬁlﬂ’ﬂﬁ‘t, EANEFEEN. B (RAUBERIEXRLEA. TEIFETF. BFHITLHR,
RIXATHEEMRUEERESZARAE. AL, £ The Browser Company, FH1#%iEWE “MALER"
(optimizing feelings) . FNTRILRHS —IHEIABHARD? B2REAF? BRERDB? BREHHEFRG?
ERRFETE? TEHRNER—FEDE. WEERAS, HIHEMENET ARINRR?

English:

(00:11:31): And | can imagine what's going through the heads of your listeners right now, which is
probably a number of things. But among others, that sounds really damn romantic. If they're like, "Okay.
You optimizing for feelings." But if you allow me, | would posit that actually this modern way of
optimizing for numbers and graphs, especially for what we all do every day, which is make things and put
in the world, is what's fairly odd. Because, if you just to yourself daydream about, what are your favorite
products or product companies and brands, while it may sound cliche for me, Nike. Nike was one of the
first companies that at a very deep level resonate with me as a child. Disney? Disney, same thing. Apple?
Before | was a professional in an industry, these were the brands and the products that they made that
really made me love something that was ostensibly a commercial product | could buy.

FRsCERF:



(00:11:31): FEEBRIARMAEETEMH A, Hhz—dfE: “XFERELXOREEXTE, BAANTREZMMN
" BUMRMAFRKKRE, HSIAN, XML, RATEFMNERMAELNSN, HFRNNSRABHE
& (BIERAHERMR) K, F2BLFEN. AR, MRAFEAEE—TRESRE~meimhE, MHEE
W, BAMERREER, B Nikeo Nike BF—#HERBRBAMTEREHBHN AT Zz— BLEHBE—
o BAFER, ERHEAXMTLZE], ERXEmENFmIIFEER LT —EXRE EREHAULENG
A fo

English:

(00:12:29): What do you think Walt Disney was optimizing for when he was crafting Disneyland? What do
you think Phil Knight was thinking about when he made that first version of the Nike running shoe? What
do you think Steve Jobs was imagining and daydreaming about when thinking about the iPhone or the
Macintosh? By all means, numbers are a fantastic way to be honest with yourself about whether or not
you are achieving what you aim to do. But at the moment of creation, at the stage as product people,
wondering what should we do, and why, and how? We think it's much more important for us to think
about the human, the person at the other end, and how we really want to make them feel.

FROCERIR:

(00:12:29): fREE1F4EST - @ RAITEB L RAEMNEEMMAA? MIERFIER - RIFEME —hR Nike HERY
FERAA? RUEBEEX - FTHEHEMRE iPhone 3§ Macintosh RITEEIRMHA? HA, HFERWITITEMES
REERRLES . BECIFRNR—Z, fFAFRA, BERZ “HMZMHta. Ata. B4’ BIM
B, BPANBRES —IRBAMRZNTBILII=EFAFNRER, BEEFS,

English:

(00:13:10): | think one tangible example of that is when | was at Facebook, | joined in the midst of
Snapchat's ascendancy. And, there was a lot of feelings about how are we doing, should we be worried?
And the way that we would have that conversation would be, how many times per week do people share
on Facebook? Do they post something? We even had an acronym OBPS. It's like seared into my memory.
What is OBPS? And how is it trending over time? Well, | think we should have been asking, and what we at
least would ask at The Browser Company and our way of product development is, "Do we think people
feel closer to their friends and family?" Or something of that nature?

FRZERIE:

(00:13:10): — ™ E{&KBIGIF=2, FKTE Facebook BYIE{E Snapchat lEif2, HETAZKREFEITIC: FAIRMUOM?
ZABOE? BABHEWARE: AERATE Facebook EAEZ/R? i1&ih3? HITEEE—14ES OBPS
(Original Broadcast Posts, REEII #X4F), XRRENERNEE. OBPS Bf+A4? MEEZEWAIEZEW
a7 BFHRIANBENEZBNE —Z=DFHANIE The Browser Company I RA L ARF LRI — “Fii]
EEREANRISHEEMRANKIRELT? 7 SEXMBIAMKRRT,

English:

(00:13:52): I think that's what Snapchat got so right. They weren't obsessing about something like, "How
many people put an image into the composer and hit the plus button. And the number of times per week
means success.”" They were thinking about something much more human and essential. And so, that is
what we've [inaudible 00:14:07] The Browser Company. Don't optimize for metrics, don't optimize for
graphs. Use that as a way to keep you honest, and use it as a tool in your toolkit. But fundamentally, none
of us are here for that. We're there to make people feel something.



AR ERIE:

(00:13:52): FIAAXFLZ Snapchat ISR TS . MITKBULET “BZ LD ANBERBUERIERF TN
S, BARTZLRERENY” . MNERZEREAMNL. EARNAA. XMEHAIE The Browser
Company Frfi8. AEATIERMLL, FEANTERMLL. BElHSFERFBENFR, SETRBEN
TR, BMRAELR, RIEXEFEATHT, MM TILANEMER,.

[00:14:19] Lenny

English:

| love that we're already talking about metrics and retention. This is off to a good start.
FEiE:

BRERKNEEARIHERMBET . XB—MRIFHF LA,

[00:14:42] Lenny
English:

As you pointed out, | think a lot of the people are listening are like, "I love that. | wish | could do that. |
want to optimize for feelings, but then | got to drive the business forward. | got goals to hit. | want to keep
people accountable." I'm curious how you operationalize this approach? How do you actually implement
this idea? | imagine you still have goals and metrics and you guys, you talked about retention and things
like that.

FRZERIE:

IEWRFRIEHRY, BBRZBIARERE: “HERXMUE, HEREREXAM. BEHBZMMK, BFK
EREDISERE, REEREER, RFUAKATE.” RREFMUOAMEIMGIE B
(operationalize) ? fRIIMAISKFRMITXMARE? HIBIRITEEEZEE BIRMIERN, LLIRNIAREINEF

=

[00:14:42] Josh Miller
English:

Yeah. Obviously it's difficult to do that in the abstract for another company, and it may not work for every
company and every product. But, for example, one of the reasons we found this to be so effective so far is,
if you pick the right feeling, it typically tracks pretty closely with the metric you care about. So, for
example, we don't have a growth team and we have no semblance of growth projects. However, in many
of the new features that we put out into the world, we want people to feel surprise or joy or an emotion
like that. Guess what? When people feel that way, they go, "Oh, my God, what was that?" And they start
telling their friends and family about it, and they start dropping a screenshot in Slack, et cetera. So,
there's one example on the consumer side. I've never built traditional enterprise software selling to ClOs,
et cetera. But | can imagine maybe someone in the IT department of a large enterprise wants to feel
smart, or wants to feel ahead of the curve or wants to feel secure and ease at what they're doing.

FRCERIR:

. B, MRMAS—RATMXGHFERYE, MEEAEFTERTEXRRRAMNE N Tm. BEMIF, K
MNAMXZFALUER, RRANMRIMENT “BR" , EBEISMRIONETSERS, fliN, HITLEE
KHEPA, WRBEMERTE. A, ERMELETFSIINETR, ZNIFEAMNBIIRE. ML MNNE



%, BHE? SANBEXIMEREN, iR “XW, BEAA? 7 ARMINFRSEFER, £ Slack B
ABEFE, XRHBERFEN—MIF. FMRFRIEL CIO BEgRE ARG, BIEERAR, KRBT IT SR
A A RERRRE B ORIZEE, EVRIIBSEENARE, HEBELFEFRILZ2NME,

English:

(00:15:54): | think sometimes we just forget that whoever your buyer is, or whatever your business
objective, at the end of the day we're a bunch of people in a bunch of rooms at the other side of these
screens. And just thinking about that person, it could be a buyer, it could be a customer. But | think the
truth is the answer to the question Lenny is, when | was earlier in my career, | was searching for the
answers or the way to do things, the right, the wrong, the binary. | think anyone that's been doing this or
anything for a while learns that it's all nuanced. It's a spectrum. It depends. Sometimes it works,

sometimes it doesn't.

AR ERIE:

(00:15:54): HEFERNENRARBET, TRMHNERZE, TIRMILSZSERZENA, FRERE, KSR
Br—in. LEEFEBEN—FA. REEZRERIPIA—HREEEX, HAEREEF. Lenny, XMAERIEME
B, ARRVEERR, R—HEIHERAMENTSGE, I, FRIE. RBEAMEX—T R
BERABZRAR, —IEHEFHWE, B—MtE. XEURTEGKER, BREXN, BRETH.

English:

(00:16:26): But | think the true answer, Lenny, is just optimizing for metrics so purely is deeply flawed in
my opinion. Optimizing for feelings so purely is flawed as well. And it depends on what you are doing,
what the project is and a lot of other things. But | think the reason we come out so strongly is, | do think
Silicon Valley has tended so far towards optimizing for graphs and metrics, that if we can reel it back in a
little bit, at least as just one company, | think that will be good. But the truth is, it's both. We need to use
all the tools we can get, but | think hopefully that's one way that people can operationalize.

FRCERIR:

(00:16:26): (EFHRINAEIENERRZE, Lenny, EHRER, AHANTIETMALEKEERERRER; MENT R
MR BERE. XBURTHREMMAA. MERHTAURTFSHMER, BRNZPAUSENILER, &
EANFHEFED BRI XMR T RAERMER T, NRENERHERN—R—ZFEMEA—RABFKR—
HINABBREFE. BFLE, MERT. KNFZEAMEERBHIE, BRAFEXERAANTEBN—MT
o

[00:17:05] Lenny
English:

I'm curious, just to poke out a little bit, how you actually implement that? So maybe as an example, you
recently launched this Peek feature, where you mouse over, | think, a link and it opens up in a little
browser that doesn't last. Do you put together a little spec of some sort of, "We're trying to create
surprise, and maybe here's a metric we think about it." What's actual day-to-day operational approach to

a new feature, in terms of feelings versus metrics?
R EIE:

HRGFE, MRNRR—T, (REGKREARITH? 2NMIF, RII&IOHELT Peek heE, BATSFERE
£, ETA—NERENED, RRE—0EM “BINTHBEEERE, XERIANVEEIER BIAMSIRA



P (spec) M5? FEMEHINGER, XT “BR vsi8ir , KRB ERELTERTA?

[00:17:32] Josh Miller
English:

Yeah. The truth is | don't think we've operationalized it as formally as we should one day. And we'll
probably need to one day. The lucky thing is we are a very tight group of individuals that have now
worked together for a long time. So not so formal as there's a PRD at the top of it, we list out the
emotions. It's much more, with that project, get Ben in a room and whoever else is working on it and say,
"All right. So here's what we're trying to do for people. Here's the problem we're trying to solve or the
way we fit in their day. And in that moment people want to feel very light and airy."

FRCERIR:

(00:17:32): FRZE, HPINAKNELEARREXRAEZTENAFEINMBEZM T, FBHE, HMN2—1
FEEBBHEIN, BEESFERAT. FIUREBEMMALER, FR7EPRD (FmBERXE) TNEFIHEE. EZH
B, HXBATE, 8 Ben MEMMBXRARMEREEN: “FIE, XERIMNENAFHN. XEHIERR
A, HEFRMNEBRAMINVEEZNG. EBNEL, AMIBEREFERBNME”

English:

(00:18:05): So, for the Peek feature [inaudible 00:18:07] he's referencing the use cases. You're on Hacker
News and you want to probably in pretty quick succession check out five to seven URLs. And you're not
really sure which one you're going to spend time on, but you're going to open a bunch of stuff really
quickly. And Peek allows you to effortlessly just peek into it, without leaving Hacker News and context
switching to this whole new tab and going back and forth. So in that scenario, the conversation was how
do we make it feel really airy and effortless to just whoop, pop it up, pop it back down, lightness, airiness,
speed, agility. So again, it's not that we have a, "What is the number one feeling and the number two
feeling?" It is much more conversational at this stage, but | am actually really excited. Hopefully we got
the privilege one day to have such a large team that we have to figure out a way to do it. So, that's an
example of how we think about it.

AR ERIE:

(00:18:05): tb3N Peek ThiE, EAHRE: REE Hacker News, FIRERRIRIEEE 5 5 7 M, (RIAHEE
A _EEERSE], BfRRREIS—IB, Peek iLfREEEREIM “MFE” —IR, MAFEBEF Hacker News,
WAFEYREFIRETUREIE. FAIUAERMZRT, RIBER: RNNELEREFERR. E1HE
71, B 12T h—TFREHIR, X T —TWEE, AIERR. REMRIEL. AL, AFRE2RZNE
— “B-RER. FIRR NER, UMRESEETE, ERENRME, FEE—XHNEE=RRE
BHMAAEAR B A B E— T ER G ERAITENREE. XMERMNBELAN—16IF.

[00:18:57] Lenny
English:

It's a good segue to a question | wanted to touch on. So, | asked Scott Belsky what | should ask you. He's a
big fan of yours. | don't know if he's an investor? But he's just like, "I love Josh." And asked him, "What
should | ask Josh?" And one of his questions was about, you guys ship very quickly. You're shipping
meaningful features every Friday. And you also close the loop really well with customers when they come



ask for something. You're like, "Hey, here. We did it." What is it that you do, and what can people learn

from the way you all operate that allows you to ship quickly?
R EIE:

XIESF5|H T AR — N ElE, KT Scott Belsky ZIEMRt4, EIMVEBRENL, EFHEMERER
BE, BtpEiR “HE Josh” o MRIN—PMEBARXTRIIAHEZFDR. (MISARHILKHERNXE
Ihee, MBEAEZTFIRHERE, RITERFMSTREAT, SFM]: 9%, &, HIMBET.” RIIZEAME
89?7 AITBEMIRIIBNEEA NP R ARIES KB RE?

[00:19:26] Josh Miller
English:

Well, first of all, thank you Scott, if you're listening. It's somewhat of an awkward question admittedly,
because it's like someone complimenting you about your product. It's always impossible to really take
and accept the compliment, because you see all the blemishes. Of course we see all these ways in which
we don't ship fast enough and could be doing a better job listening and building with members. But, at
risk of sounding a bit cliche, | really think we ship our values. So, we thought a lot about our values as a
company. You can read about them online. And I think if you examine those values and then you look at
your compliment or Scott's compliment, you can see [inaudible 00:20:05] one-to-one. So the first, and |

really think the most important is, we hire people that show up with heartfelt intensity.
FRERIE:

(00:19:26): B4, 14t Scott, MRIREMHIE. WA, XB— 1B RBMARIM, FAXFMENATRIR=
m, MEMSEESZ, AANMEETHRENERE. SR, RINBEINRSHALHERBR, HEEMIANS
RAERENEAEUBEET. B2, EEMEREAKRIEERANNE, REMIAREN “RHRHNEFHT
MEM . BIMTATNEMRBETRS, REIUENLIER, MRIFENIXLENEM, BEIRIH Scott K%
%x, MREAUWENR—WNH., F—=, BERINAIREEN—H, RERNERBLETE “HizHRMW
(heartfelt intensity) R_EBIRIA.

English:

(00:20:11): And, a lot of companies | think obsess over craft details. They'll be a value like, "We obsess
over the details." What we say is, we want people that show up to our company with some fire in their
belly, something that they are out to do. And for each person it's a little bit different. For some people it
may be Ul Craft details, for other people it may be achieving double the performance with a quarter of
the engineering head count. Everyone has something, but they show up with this heartfelt intensity. And |
think even relative to everything else, I'm going to say, that's it. If you have a team that has heartfelt
intensity and is there for a purpose and something to prove, you give them a very exciting, ambitious
product and get out of their way and they will do remarkable work. So, showing up with heartfelt
intensity.

AR ERIE:

(00:20:11): REATFE T T ZHT, IBMENRAER “HIVHRTAET” . MENRAZE, RMNFLEA
ITHEFEM “HOEE” (firein their belly) REIQT, BEMMIT—ORBMEIIE, WENARKRXEF—
B WREARERZ Ul TZAT, WE—EARRZAED Z—HANKIARENEE SPABEECHE
X, EMIEEEXMAL. FIAN, BNFEM—T], ZMBZi. MRIFE—FTHAML. BEF. B
BHECHER, fRAfIT—NLANME. BHONF M, AEFHER, MImSME =8B ITE, R, $—

FE WAL o



English:

(00:20:54): Our second value is assume you don't know. Assume you don't know. And the value "assume
you don't know" is, even if you're a subject matter expert. We have someone in our company that literally
built the first version of Chrome and ran it for 16 years. But he more than anyone embodies this
beginner's mind of, "I have no idea how this should work or what will happen." And the follow up to that
value is, "So we got to get going." It's like dropping in a new city. You just got to walk out the door of your
Airbnb turn left and ... Maybe you'll turn right and then you'll hop on the subway, but you just got to get
going and see what you find. And so, we have this attitude of, you're showing up with this heartfelt
intensity. But you start by saying, "I've no idea what I'm doing. | have no idea what's going to happen." So
we've just got to get going. And that biases in a default to action.

FRCERIR:

(00:20:54): HNTMEZMEME “BRIRIFFHFRHIE" (Assume you don't know), BIfE(RESURERLEL
o BITABBEAEFITIETFE—HR Chrome HEIET 16 &£, BMLLEMALLEREEIXFH G107
(beginner's mind) — “WAIMEXZEAEIE, WRMESREMFA" « IMEMNELRE: “FAARK
1185k, XMGETRE—N T, MRREEL Airbnb B917], BER - REBAE, AEH L,
RRABCHERERREAI T 4. FIURINSER: MMEERLTR, BREABRNKNE: “BRMNEECSER
a4, WRMESEZERA” FIURNSAITE. XitBIMART “BAATTED

English:

(00:21:44): We have another value of, start by asking, "What could be?", which is pushing ourselves to be
as aspirational, ambitious as possible. So the Peek feature that you mentioned, we just didn't want to
solve the problem of context switching. We wanted to almost blur the line between native and web
software, and make it feel like a sheet of paper. And really pushing ourselves to be as ambitious as we can
be, which is the consequence of blowing back around and more deeply motivating the people working on
it.

FRZERIE:

(00:21:44): N EBES—MMEM:  “Jtid] FAIEERMA? °” (Whatcould be?), tmLEHE B SR ETREMZE
EXRIBAFEO. LLANIRIZEIRY Peek ThEE, AT ARBEMR L TXUNRB AR, HAVERMEEREHM
Web B+ ZBINFIR, ILERREG—KR, BEHEEBSEARARANETL, XRIRXZBFRMEFEEF
REM Ao

English:

(00:22:13): So, | mean, | could keep going. We have a value, "You're doing it for the crew when you got to
swarm. When you got to swarm," and we have value of, "make them feel something." But I think what it
all adds up to is, a team that has a lot of heart, has a lot of intrinsic motivation and a, "It's the first day of
my career. | wonder what's going to happen?" attitude. And I think all of those things add up to a culture
which is, "Let's get something out there. Let's see what happens."

FRSCERIE:

(00:22:13): HF AT LASEEIR T L, FA1EE “ATHBAME, HERNEEHE" (swarm) BNEM, Uk “E
BPRAEMRES” BNEM. BRIANFREXENTE—IE, ME—ITRHAEEL. RBREH. FF “XI2HRI
WEEE—K, BEBMESAERA" SENR. FIEXEHRETRINNOXK: “ULERITERAMEFR, &
ER2REAAL"



[00:22:46] Lenny
English:

How did you come up with these? What was the process to come up with company values? Because |
know a lot of companies are like, "We should come up with these." How do you do that?

FROCERIR:

REREABHXEN? HEQARDNERNIEZEFN? BARMERZSQARDHRN "IN IZFIENE
W, BEREKEAMIE?

[00:22:54] Josh Miller
English:

The secret is | hate corporate values. I've never resonated with them. And I'm fortunate, we're fortunate
enough, to have a lot of really spectacular, experienced leaders in our corner. And | got hammered to the
first year, two years on, "Josh, where are your values? How can your team operate without values?" And |
always experienced them on the other end as almost corporate propaganda, these cliche fortune cookie,
Panda Express-like, "You should care about the detail." It didn't resonate with me. And the thing that
clicked was maybe a year and a half, two years into working, | just kept hearing the same things from the
team. And | would do things like a year into someone joining, "How's it going? What's going well? What's
not?" And | realized that there are some traits that define our team, extremely organically and naturally.
No one told people what our values were.

FRCERIR:

MEETFTHEWR “BUNEN o RMRTEN=EIHE, HR=EE, RIVR=EED, ARZEEHE. 21
FENMSEESFR]. EX—REE, F—EHHRER: “Josh, MREMEIREM? LB MENIREVEE
2iafE? 7 MERER, BERANLFREELER, GERBREENZTHTRF—FMRERE, b R
RZRERT” o KZFERFERL, BNERET RO —FFERMENR, TATMEIBERZIRE
BERIE, RSM—ERMNR—FNIRK: “FERME? BEyr, MERE? 7 HRRE, §-ERRREE
M. BAMENX T HANER. &EASFARZKNHNEWRT 4o

English:

(00:23:51): Again, because | was this naive, ignorant 31-year-old being like, "Values are a corporate, late-
stage capitalism creation," and just very, very hardheaded. And it was really special two years in, hearing
from the team why they love The Browser Company, why they think we're doing ... Just the passion there.
And then we challenged ourselves to what became a value. Well, if something about the five one-liners on
the corporate webpage feels off, start by asking what could be in dream a little bit. And what | realized
was, all of the statements people would say about what they loved about The Browser Company, what
they thought defined the way we work, they reminded me of how I like to take road trips. I'm a big
traveler. I'm a big fan of dropping in somewhere new and just exploring. And so we just had this "Aha!"
Moment. Let's, instead of having a corporate landing page with five value titles and subtitles, let's write a
manual for how to take a road trip.

FROCERIR:

(00:23:51): Bx5&iA, RAYRKLERNKELHNN LS EE, WE “‘MENSEWEREAE X EHEHRN
=7, ERER. BERERS, WEIHARZMI1HFAHRE The Browser Company, UKBRFEIE, i
BERRER. REHIEES, IBXLETHTNEN. NRABTIMI EBEAOSEERITE, BHLIEIE



“ARRAA” , MR¥. HRIRE, AMIERNXTARAEXKQE. EXFNILIEAXMFAEIEE, itk
BEFRERHNRBIRTT. HAERIT, EREREE—IEENMSERR, TEREEMNETXD “RAE—IW B
BZl. SEM—NEERFIMAMNBNIRENEWSEME, FNE—& “MEHITARKT BFH.

English:

(00:24:54): So we wrote an essay called "Notes on Road Trips" that use this semi-biographical, but mostly
fictional, story about a person and their father taking a road trip when they're a teenager, to tell the story
of how we do things at The Browser Company. And share these values, but in a way that hopefully won't
feel so propagandary and feel a little more, you're reading an essay. So | say that, again, not to say there's
anything wrong with traditional values. I'm actually sure I'm going to get an earful for a lot of people that
coach me and give me advice that | sounded too indignant on this podcast. But I'm pretty proud of that
story because it was a great example of assuming you don't know. We were sure that corporate values
were not for us. And then very organically without trying it turned out, "Wait! They run through this
company in a pretty profound way. We should put some words around it, because it's happening whether
or not we like it, or say it is or not."

FROCERIR:

(00:24:54): FREMNE T —RR N (RBRITEIE) (Noteson Road Trips) WXE, B— 1M+ BE. KFEW
X FLEMRFEARIRITARE, FHRZITE The Browser Company RINAMEH 2 ZXLEMNEWH,
XMAXFEFRRUARGERERER, MEAREREX. RRXEHFRRERNENE+AHE. i
ERZESHNIIMIF T XHMBEILINTL, REITWERKBEEZET. BERMNBIMRERER, ANER
“RigfRHFAFE" N—PNEERF. BINBHEEUNERFTESEKN], BERNIFEBAMEN: “F
F! XERRERZMBRFTIRAF. KMNNZAXFERTR, BATLRINEFER, TIRFNHEFH
N, EEERE.”

[00:25:49] Lenny
English:

That's awesome. | have the page here and it's quite beautiful. And, pulling to it in the show notes just very
briefly and tactically, did you just sit down and start writing this thing and then people gave you
feedback? How long did this process take? Just for folks that maybe you want to go down this road?

FRCERIR:

AKET. HFXMBERIE, FEER. RILERETEEN R, BEMHERER—T, MREEELTH
FRE, ARARGIRREG? XTIRETSZA? GREREXFRHIASE T,

[00:26:03] Josh Miller
English:

Yeah. Warning downside of this process that it takes a lot longer than we thought it would, because we
put so much heart into it. So, what it started with was again, in my natural one-year, check-in type
conversation, starting to notice these patterns. And then we actually very comprehensively were like,
"Okay. Let's sit down and interview everyone at The Browser Company. But no survey. One by one,
talking to people, asking questions. And then we pulled out those words. So, actually what's really cool
about these values, if my memory serves me, | believe every single one, with the exception of maybe a
word or two, was something that someone on our team said. So we interviewed the entire team and then



these are meant to be a mirror. The putting it in road trip essay form? That took a long time. That that was

alot of ... Yeah. | don't recommend the way that we did that, but-
R EIE:

(00:26:03): @MY, BE—T, XMIRLEENERNEKEZ, BARIMBRATXZHOM. FIREN, F27E
BRMEAN—AEHKP, BFEIEIIXEER, ZERNNIEESEHRE: 98, EEHILTREH
The Browser Company BIE—1A.” AE&AE, Me—MME— MR, 125, AR T LR,
XENBEMEIERNMAET, NRBLICHINE, BTN, S—FEBE2HNIEPAR FF O R,
FRAERATIRE T BAMEA, XENEMRER—EERET. ETEESHARKRITERXMA? BET REKE
B BRERZ - -BH, BABERNIMECE, BR2—

[00:27:02] Lenny
English:
How long is long?
R EE:
“RKAE" BFA?

[00:27:03] Josh Miller
English:

Probably three months.

R EE:

KEE=1MH,

[00:27:06] Lenny

English:

Oh. That does not sound that long. Okay.
FRCEIE:

R, SR AK. I,

[00:27:07] Josh Miller
English:

Yeah. Maybe this goes back to Scott's comment that maybe our bar to how quickly we should ship stuff
including values is, it's like | don't know. But, yeah. It felt like a long time. And this was not just me. Just
for anyone listening, this was not CEO in a corner writing a missive. This was a team effort. There's a
woman Abby on our team that did so much work on this project. The words themselves came from our
team. So, it has my name | think somewhere on that webpage, but by no means was this me writing this
essay in a corner with the fireplace on, or anything like that.

FRCERIR:



(00:27:07): @8, BIFXX[EIZET Scott BiFiL, AR “REARE™ I L (BENEW EELXS
7o BHEREITRA. MAXFRZER—TANIIFE. AR(TEES, XLFE CEOREAZETAX,
XE—THEABE S, KATEBAEY Abby EX B LM T AETLIF. XFASKEHFN. BAMTLEAIEEE
HHNEF, EXBARR—TALEERZEHEN,

[00:28:15] Lenny
English:

Okay. Awesome. That was really helpful. As you also saw, | asked on Twitter what to ask you, and | got a
ton of questions. People have a lot of questions for how y'all do stuff. The most common question turned
out was from Ched Khan who had the most likes of all the questions that people asked you. And it was
around hiring, that basically you've been able to convince some of the most amazing people in the world
to join The Browser Company. Like you just mentioned, you hired the guy that built Chrome, basically, to
work on Arc now. What is it that you do that convinces amazing people to join? Because everyone wants
to learn from you and copy you, and do that themselves.

FRSCERIE:
I, KET, XRAEDBEY, EWREIN, KA Twitter FIEETZARH4, WEITHEEMBE, KRR
EMAREETS. SERSNETEXE Ched Khan, BXTFIZEMN: REARLHRT —Ltt R FS4 AN

A The Browser Company. FLEIRRIAREIR, (REM T ANITIE Chrome BIARF % Arco {REIRMT 4
BEWARIX LA ANIN? FAAARREREEIRE S HEHIX I,

[00:28:15] Josh Miller
English:

Thank you for that question and for all the legs. | will admit, this is also a fairly awkward one to ask. |
actually just came from an interview with a candidate and they asked me a fairly similar question. And |
said, "You know what? You should go ask the people that work here. It's not me. | don't know why they
ultimately join." But what | will tell you is, the intentionality, which is another secret, sharing a lot of
secrets. This one will probably get me in trouble. | don't care about web browsers. I've never cared about
web browsers. | never wanted to build a web browser. If you had told me a decade ago that I'd be working
on a desktop first web browser at 32, "I'd say what in my career went horribly wrong?"

AR ERIE:

(00:28:15): AT XN e, FHA&IN, XBEREM. FREIRXT—MREAN, BERTEMBRH FHik:
“REEPS, fREIZERBEXETFENA. F2ENE, BEFAMEMNRERNTAMN." BIHATUEIFIR
BIE “EEM” (intentionality), XBE—MHE. XMEFIRERILRE LR HHFKOMITN K2R,
HMAROI A G, BMRBIESE— DGR MRMATERITIFK, K32 FHRER—REELTBIMN
TUNSERE, HRR: “HRVERWAEERIRE T HAKE? 7

English:

(00:29:10): The origin story of this company was Hursch, who | met when | was 20. We started a company
together. Lots of mistakes, a lot of successes, a lot of growing pains and figured out who we are. And a
decade later we were still friends, we went to each other's weddings. We'd worked in all these different
industries and different-stage companies and we just realized, "You know what? There are a lot of ideas
that get us really excited. There are a lot of shapes and sizes." But as we were nostalgic for looking back



on the decade prior, it was groups of people and moments in time with those people that were our best
memories. And so, what Hursch and | decided, long before the company started was, we want to build a
company, but we want to build a company where we feel like we can hire whoever we want.

AR ERIE:

(00:29:10): XRARRNCIFHREEHK 20 FEHEEI T Hursho BHIT—EEID T —RAE, LTRZHE, WERS
TN, 2R TREMKIES, RERBBRTRNZEE. TERRNKARHR, ST HRILEIEIL. FKIE
FRBITIE. REMENARIED, ARTIRE: “rA@En, SREBEALRITHE, PAER” BHFK
IIFIBE S & +F8, KAKFHEIZE2XTREAMSHINHERNR . AL, EREMIRAZ
A1, A Hursh gURE: HMNEBEA—KQE, ERMNEBEA-—RKILENERT “TURAEARNMNEHLSZHOAN" B
SIS

English:

(00:30:06): And so, where we went to with a new web browser, let alone a web browser as a new form of
computing, which is our true aspiration, to build an internet here. You can look up the internet computer
YouTube video on our Browser Company YouTube page. But our ambition's even higher than a web
browser. The intention of that is, we just want to go hire our favorite people that we know and don't know
and build a team that, we'll never get bored working with this crew, because of how incredible they are
and how humble they are. And so, when you think about it like that, | as the CEO as notionally the head of
product, | view our product as our team. And | know a lot of companies say that. | actually think they
probably all mean it. | don't think anyone's being disingenuous, but we really meet it. It is the genesis of
this company.

AR ERIE:
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English:

(00:30:55): It is not a new web browser. It is, let's build the dream team, our dream team. And let's build a
way of working that is really fun for us and really speaks to our values. And let's go find people that
resonate with that. And that trickles down to everything we do, whether it's our policy about this or the
way we do that. I'll give you one example. Our goal of interviews is to convince people not to join The
Browser Company. If | have an interview with someone, | don't pitch them and say, "What do you want to
ask me? Anything you want? I'll be super honest, most people shouldn't want to work here." So | think it
all starts with us viewing our product as the company, as the team, not Arc itself. And then, | think being
self-aware, that that's how | think that's how we think.

AR ERIE:

(00:30:55): EARR— TR, ER “URNAR—ZZZI, HMNNZZ" o EFHRNTBIL TR F 1%
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BREXETE." PR, —UIEBTFRITETRRAAREME, MARE Arc &5



English:

(00:31:43): But again, flying back things that I've heard, we have been fortunate. We've hired a lot of really
remarkable people, especially on paper and especially off. I mean, all around. I'll just give a couple
examples to share one thing that I've heard. A few recent hires, we hired someone named Darren who, as
| mentioned, he co-created the first prototype of Chrome and then ran it for 16 years. | think hundreds if
not thousands of people reported to him. He joined the Browser Company as an IC. We just hired a
woman named Tara. She was on the original Paper by 53 team, one of my most inspiring products at the
beginning of my career. Most recently she was actually, | believe, Senior SVP of product at Vimeo and a
senior director of engineering. She joined our engineering team as an IC. We just hired someone named
Peter Vidani. When | was 20 building consumer social software, he was the coolest, most impressive
person. He was the first designer at Tumblr. Ran the design team at Tumblr for seven years and the most
recently was SVP of design at Slack. Joined the team as an IC designer.

AR ERIE:

(00:31:43): B EIK, FKfIHELR=EZ, BATRZFEBHEHA, TEMEHELERLRERRE. 210
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o

English:

(00:32:48): And though that sounds like I'm bragging, the thing that was really interesting and perplexing
to us was, these are people that have made a lot of money, that have had really fancy titles, that have
worked on transformative projects. Why are they joining this team? And | think something that people
show up to The Browser Company with is, in addition to heartfelt intensity, this aspiration that their work
at The Browser Company will come to define their careers. And that's coming from people that have done
really remarkable things, by all accounts. And | think more than anything, we've realized that, in order for
people like that to join and to show up with that, there are a number of things you have to promise and
provide them, that make folks like that gravitate with the intention of doing their work of their career,
ranging from an incredible and ambitious aspiration, really empowerment to act on the prompts that

they're given on behalf of the team in the way that they see fit, and truly trusting and empowering them.
FERiE:

(00:32:48): BAXITERGEBEWEE, BEELRIMNFNEBERZNE: XEABEBRTRSZH, BEEHN
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English:

(00:33:54): A very kind culture. | think if you've been doing this for a decade plus, your intolerance for
bullshit is very, very low. And so, by no means do | think we're perfect. | don't think everyone shows up



The Browser Company saying, "If I'm not on the equivalent of the early iPhone team, I'm going to be
bummed." But | think generally speaking, Hursh and I, and everyone that was on the early team showed
up with this aspiration of making The Browser Company the product. And | think that's carried forward to
this tumbleweed of people saying, "[inaudible 00:34:23]. That's where I'm going to finally do the
equivalent of building the iPhone." And we all know we probably won't, but there is that, "l want to give it
one more shot. | want to go for it." And that just tumbleweeds, | think, at some point.

FROCERIR:

(00:33:54): RE—TIFE R ENX L. MRMEXMTUFT+ELUL, 3 “EEMNKSE" (bullshit) WA
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[00:34:37] Lenny
English:

That tumbleweed is, | think a big part of it is, once you get amazing people, more amazing people want to
join. So | think that's very much helpful. Something else this resonates a lot with is, just the mission of a
company is such a powerful tool for pulling people in, the best people. I've seen that a lot with founders.
If they have a meaningful mission, it's so much easier to hire, versus not. And clearly you're really good at
sharing that vision and mission. And then you also have a really interesting mission and vision. | think
there's also, you're just a charismatic founder and that helps a lot too. And you're a great storyteller.

AR ERIE:

EHRERBNBRARELRRAN, —BIRETHA, BESHFARIEMN. XIFEEHE, 5—H51EH
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[00:35:08] Josh Miller
English:

Well, the other thing | want to add Lenny is, again putting myself in the listener, | imagine a lot of what |
just said probably sounded a little bit ... Could come off, if you don't know me and you don't, as a little
bombastic or a little again romantic. Very tactically, I'll give you something that was just who we are, but |
think has helped contribute to this tumbleweed. From the very first person we hired, we celebrated them
publicly. The fact that they joined. And in a very heartfelt way, telling you about them as a person and
what they did. Long before we had anyone that anyone would've heard of before working at The Browser
Company, just because it was earnest, we were really proud. Again, if you think of our original mandate as
building the companies, the product, when our first designer joins, we want to tell everyone about it.
That's a product launch. That is the product launch.

AR ERIE:

(00:35:08): Lenny, FHEBAFT—Ro WEMKNAE, HRARBIBLEITERATEER - MRIRFIAIR
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I NE. REBLERFMAZHE, HMTMXAMT, AFERANBBNER. BiR—R, NRIFE 4BR7
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English:

(00:35:57): And then, whenever we ship something, we go out of our way to celebrate the people that
worked on it publicly. | think there's a CEO-hero worship sometimes in Silicon Valley. | do very little at the
company. Or sorry. | do very little as it relates to the thing people fall in love with Arc. | do a lot for The
Browser Company, but | don't make Arc. | didn't make Peek. And again, that's just who we are, which is,
"Alexandre. She killed me! Look at how cool this is!" because it's earnest and it's honest to who we are.
And then | think it creates this reinforcing cycle of you're someone that's done something incredible,
which is, "I'm going to be celebrated. They truly want me here. I'm going to be recognized for the work
that | do.

FRCERIR:

(00:35:57): ttoh, BHBENAGRAR, BITSFHEAARESSHEPNA, EAENERE “CEO RER
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English:

(00:36:39): It's not going to just accrue to this like CEO figurehead who everyone thinks is some genius
visionary. And so again, by no means are we perfect. By no means do | think we get it right all the time.
But, because it's such an authentic expression of who we are and what we were trying to do, | think we do
little micro implementations like that, that ladder up to that principle | got so excited about but are as
simple as someone tweets about some animation. They're like, "Woo! This was fun." Tag Sherry. Sherry
made that, Sherry's incredible. And you don't see that that much in Silicon Valley. You see corporate blog
posts and the CEOs more than anyone else. That's probably why you don't have CEOs on the podcast,
because you don't want ... You know this Lenny. That is why that's your policy. You don't want to hear
from the CEOs. They're not the ones building the product. You want to hear from the people actually
doingit. That's why I love this podcast.

FRCERIR:

(00:36:39): WHARRIFTF R MEIAKMNKRA BREKREY CEO (BffR. =R, FHATE, WABIRSREM
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[00:37:26] Lenny
English:

That's right. That's right. Thank you. I'd say just hearing everything you're saying, The Browser Company
sounds like an incredible place to work. I could see why people want to go work. It's pretty simple. You
touched on being public and sharing everything that's going on. And that's another area | wanted to



spend a little time on. You guys are very transparent about what's going on and inside the company. You
bring cameras into the board meetings. | watched a half-hour meeting you had with your head of design
talking about a project that's behind scheduling. You're trying to figure out how do we get this out the
door. You just share actual things you all are doing within the company, publicly. And I'm curious just,
why did you start doing that? What have you seen as a good or bad that has come from that? Is there
anything you've shared that maybe you regret like "Oh, maybe we shouldn't have put that out there."
What's been your experience with that?

AR ERIE:
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[00:38:17] Josh Miller
English:

Why don't | start with the regret. It's not yet a regret, but the thing that | wonder ... Because this is very
much ... | may have hopefully spoken with a lot of earnest passion to some of the questions before. This is
one that | would really characterize as a prototype. We really have a prototype-driven culture. And this is
one that I'd put high on the list of, "Maybe we'll regret this later." And specifically what | hope is that, I'm
uncomfortable putting myself too central in our story. But, naturally, when you're doing storytelling
publicly, there's a gravitational pull for the CEO and the founders to be at the center of that. And so,
sometimes even this morning, we had our best-performing YouTube video ever. The first one that really
broke out of people that already follow us. And it's a reaction video in classic YouTube form to MKBHD

talking about our product for the first time.
R EE:

(00:38:17): FFEMEEBKIER, BrikgBElE, BRMEERE - FAXBAIRE L FZHIE 0
RAEEHEREZAM, EXTE—R, RERRREBRN— “RE” . HNAE—MREREIXWL, M
“RAWET BT URFRREET BRI, AR, RFAENEECSKERENF L. EEATMA
#h, HIRAFHBERN, IBE—M5|7ik CEO MEIB AN F L. LIS KREE, Hi&H T RIARFH
YouTube 3%, BRRHFE—TEERKERERBEHLERINN. BE—TEZHD YouTube RN, ABRXT
MKBHD (E&MXEE) H—RIFN NI Mo

English:

(00:39:13): And | honestly watched it right before this again, and | was like, "What the fuck am | doing?
What are we doing? Why am | trying to become a YouTuber?" So, to be totally honest, | don't regret
anything yet. But | wonder if we could take this too far? So if anyone's listening, if you see us starting to
take this too far, especially as it relates to me, we want to hear about it, because that's keeping me up.
But I do think the intentions are pure and earnest, which are ... And another thing that defines people that
have joined The Browser Company, in addition to wanting to do the work that defines their careers, is |
would characterize it as a little bit of hopelessness, maybe feeling jaded, questioning this industry that
they've worked on or products that they've worked on and wanting to rediscover. But, at the end of the
day, we are a group of idealists, of optimists, wanting to rediscover what we fell in love with when we
were Kids, whether it's the part of our craft or the potential of technology, the internet and software.



AR ERIE:
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English:

(00:40:19): And, as part of that, | would view Arc and the Browser Company as an experiment in we can do
it. Better is possible. And as we were thinking about better as possible, rediscovering what we love and
believe in deep down and trying to express it in the world, one of it related to trust. | remember when |
was a teenager using the internet for the first time and early on to college, just the hopefulness of what
was possible, and the belief that these people building these tools, they were like heroes to me. Not just
the leaders, but the teams, the companies, the brands. And somewhere along the way, I'm not blaming a
single company, I'm not even saying that anyone did anything wrong, but culturally ... | was a sociology
major. Culturally, we have lost trust in tech companies and in tech brands.

FROCERIR:

(00:40:19): fEREFHI—ER5>, FIF Arc #1 The Browser Company fA—NS258, IEBR “FA1RILA%E), &
FHF MmN » HEMNBE “BiFrmase” B, RMNEEMRIATENAZNED, HilERKER
Kk, Hbhz—m5 “BEF BX. RSG5V ENEE—RBAEBEN, URAFFE, M asEEns
B, URMETAEMNANSEE, tINBERiEmMGERE. FRRNSE, TEE. 28RMRE, BEXENE
2—BABRREA—RRE, BEETANABAMBT A, BMAXKLH (EERHESFTUHN) —FKi1K
AT HREE ATHRE mEREE.

English:

(00:41:10): And so, building in public showing you our meetings, uncomfortably so, is an act in, "If we
were them, why should they trust us? Why should anyone trust us?" We have your most sensitive
personal data. We have your most sensitive professional data. Why should you trust us if we've had our
trust broken again and again? And | think our hypothesis in this prototype, in this experiment is, we can
have the best privacy policy in the world, but at the end of the day, again, it's just people behind the
screen. And so, even if | think about ... | haven't done interviews like this, because | worry that if you don't
know me, | come off the wrong way.

FRCERIR:
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English:

(00:41:51): A lot of people tend to. I've noticed a lot of friends in my life that | know them behind the

scenes, but the way that people perceive them publicly here don't know them. They interpret it the other



way, because there's not that trust. And so our bet is that if you get to know us, Nash, Dina, me Hursch,
and you really feel like you get to know us as person and all of our imperfections, we're average looking,
we're average to all that stuff. Then when you see that we're asking for a permission, you might trust it is
because we want to make you feel a certain way that's better. And if not ... I'll say someone tweeted
something yesterday, who apparently we didn't earn the trust yet and they haven't gone to know us. And
their interpretation of what we were doing was the worst possible interpretation you could [inaudible
00:42:40].

AR ERIE:
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English:

(00:42:53): And at first honestly, | felt a bit of anger, like, "Who was this person on a Thursday just saying
we're doing X and Y?" And then | realized, "You know what? I'd have the same feeling because of the
experiences |'ve had with technology in the past five to 10 years." And so, the intention with these the
building and public experiments are radical trust building. Not radical transparency, we can't share
everything, but radical trust building. You get to know us as humans and | worry that we'll regret that,
and that it could potentially turn into, "Oh, they're trying to be internet celebrities that they're so
important, they should share everything because ... Thank you, them, for gracing us with their opinions."
It's not the intention and it feels worth taking that risk. But that's the intentionality behind it.

FROCERIR:
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[00:43:24] Lenny
English:

That is a really interesting insight. It makes a lot of sense for a browser to find that so important, to build
that trust.

FROCERIR:
XE—TFEEBONAE XTRNERR, BUXMEERLEXREE,

[00:43:31] Josh Miller
English:

| haven't done podcast interviews, | haven't done this. | really like you. | really like the feeling of your
conversations, the intentions behind them, the warmth, even your intro music is a friendly jig. So, | mean,
it's a great example, where | think it's one of the most wonderful things about the podcasting medium is



I've had you in my ear for a year and the people on your show and you feel a sense of trust in you and
your intentions here. And your intentions both in this interview, in terms of what you're trying to do for
listeners. To some extent your show, and the warmth that you bring to it and the perception | have as a
human being ... We've never met. We've maybe DM'd briefly, maybe five messages exchanged. But | feel
like | know you and that makes me trust you. And so, in many ways this podcast, at a meta level's an
inspiration for it.

FROCERIR:
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[00:44:23] Lenny
English:

| feel the same way in reverse. You made this point about being worried about being two front and center
for your company. | have the same exact feeling. Even though my newsletter's called "Lenny's
Newsletter," I only named it that because that was the default recommendation when | was signing up for
Substack. | didn't want to be this, "I know it all. Come to me. Welcome to my know-it-all place." | really
dislike that. And that's why | created this community that lives along the side, where people can help
each other, because I'm not going to have all answers. And so, I've had to lead into that. "All right,
people." They want a person to help them understand what's going on, learn about ... And in your videos
you do a great job highlighting other people. | was watching your board meeting video and it's like,
"Here's all team members coming along. Here they come. How are you doing?" So, anyway. All that to

say, you're doing a great job finding the balance.
R EE:
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[00:45:14] Josh Miller
English:

Oh, thank you. You as well.
R EE:

IR, st R,

[00:45:15] Lenny
English:



| appreciate it. You talked about storytelling, and you mentioned that you have a whole bunch of odd
teams at The Browser Company. One of them is a storytelling team. And that actually explains, | think,
how you're so good at making these really amazing videos, because making great videos is hard. Can you
just talk about some of these odd teams that you have, that probably other companies don't?

FRCERIR:
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[00:45:34] Josh Miller
English:

One of the other things that, hopefully, you're picking up in this interview, so far, is we are a very
prototype-driven culture. It goes back to the "assume you don't know" ethos. We try a lot of experiments,
and we try them related to product features related to how we work together, related to the stories we
tell. So, this isn't a category of, "I'm not sure it's going to work, but we're trying it," and it seems to be
working so far, at least for us. What Lenny's referencing is, we have a handful of teams. I'll pick two just as
an examples. We have a membership team and we have a storytelling team. And though you probably
recognize or are obviously familiar with those terms, those aren't historically startup orgs, or startup
disciplines and teams. And let me tell you about the intention behind both.

FRCERIR:
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English:

(00:46:16): Membership. Membership was, when | was at Facebook, the most impressive thing to me
about how Facebook built product was their user research team. Shout out to Lowie and Jane. | don't
know why you'd be listening to this podcast, but you deeply inspired me when we were at Facebook
together. They had the most incredible team of user researchers. And it always felt odd to me. And this
isn't Lowie and Jane's fault. Actually, in fact, they suffered from this. That user research almost felt like a
service organization, relative to product engineering design. There'd be a PM. The PM would get assigned
a researcher and the PM got to decide how to use the researcher, and ask them what to do and ask them
questions. But seeing the potential for when you really get to know the people that you are building for,
that you're serving, at a really deep way, it is extraordinary. How do you build product any other way?

AR ERIE:
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English:

(00:47:09): And so, we took that to the extreme at The Browser Company, which we said, "Let's not think
of it as customer support, customer service, customer success, user research. Those are just business
terms. Those are just industry terms." At the end of the day, what we're saying is if there is a human
being, from the moment they touch our software or our products for the first time, to, if they have it last,
we need to have a deep, genuine, ongoing relationship with them.

FRCERIR:

(00:47:09): P LATE The Browser Company, FHATEXER TR FHiDH: “FHBEEREFEZR. BEFR
E. BRFRIWBZEFRHAR. BLERBEWARE,” VFRER, HIEHNE: IRE—DA, MEE—RIEAIA]
R, BtRE—XER, BINEESHEIDRE. EXBRENXR,

English:

nn

(00:47:36): And on day one, that may be air quote, "customer success." "How do | use this thing?" On day
37, that might be, "I have a bug. Do you mind helping me fix it?" And on day 58, that may be, "Hey, we're
shipping the mobile app soon. What do you want from mobile? What do you want on your phone?" Other
companies view that as different orgs and disciplines. We view that as, there are a bunch of people at the
other end of this that we are serving from the moment they touch our product the first time. Let's own

that relationship full stack and think about it holistically. And so that's the membership team.
FRCERIE:

(00:47:36): 5—K, XEJRERFTIBR “BFAMKI” — “WZELABRXIME? 7 $ 37X, AR “RBET
Bug, BEFEIIE—TIE? ” 558 X, AIgER %, HMNEBERGRMIRT, MBEMFATIE? * Hith Q8 EXE
MAFRVERINZER, FAVANR: ER—HE—HA, MEITZM~REE—ZE, FIIMEAMEIRS,
L] 27 HIREXMXR, AMNBELERE, XMEZREMN.

English:

(00:48:07): On the storytelling side, very similar, different type of person. Again, we're a humanistic the
company. So, the theme here is the people on the company, the people at the other end. So if the
membership team takes people from the moment they touch our product for the first time to the last, the
storytelling team is about people we don't have the privilege of serving yet. They don't use Arc, they don't
know what Arc is. That could be an investor, air quote, "investor relations." That could be members of the
press, air quote, "PR." That could be just people out in the world, air quote, "marketing" and one-day
sales. But at the end of the day, it's telling our story to people. It's telling our story to people and thinking
about that holistically in full stack.

FRZERIE:

(00:48:07): HHEFPAEEM, RRAREKERE, BRERE, BIIR—RBBAXXEHLF, NIREHEH
AL ELEERTmBIA, HEREEAN A STBLERITELENZRSBIA. BIFA Arc, RAIE Arc
Bt 4. XABESMFEN “REEXR" . "AX" . "BHE KK “HE . BARER, @A
TR E, HetkitRBEX NI,

English:

(00:48:47): So that's how we think about teams is, we start with first principles asking, what are we really
trying to do here? And what is the most direct way to manifest that, even if it's not how other people do



it? In practice, one of the benefits of that is | do think it leads to certain pieces of content. For example,
that people go, "Oh, wow! I've never seen that before." But again, | think anyone's capable of this. | think
we have an extraordinarily talented storytelling team and membership team, but | really think it's as
simple as the intentionality of what is the team? What are their incentives? What are the disciplines on the
team? Even hiring a video editor, for example, as a small company. But the video editor, not having make
a TikTok account go viral. But think about it more holistically in terms of the people.

FROCERIR:

(00:48:47): TR HMNBERAMNS RN : ME—MERELEE, B “HNBREBMAA? 7, Uk “SHX—H
MEREENARNETA? 7, BEIARTXAM. EEREP, XEHBOFLZ-—BERTE—EILAFRK
I, BMRAIZMAE" BIRAE. FIANERAREMEIX—R. HNE—IFEEEA ENHREHN
ZRHEPA, BHEIAAXRXNXF “BEM" © FRZAA? IR 4? ANEEHMEFER? tbin
TER—RNATRAMIIGRE, TR TIL TikTok WSEL, MENTELEMBEAS ANERE,

English:

(00:49:33): So, again, there's a lot that breaks down. There's a lot that's not going well about it. | have no
idea how the scales, the 500 people ... Yeah. So this is not me saying this experiment is ultimately going to
be a huge success, or right for everyone or even us at different times. But that was the intentionality of
the membership team, the storytelling team and others. And even product management. We don't have
PMs at the company. My title at Facebook was Product Manager. | love product management. But, we
view it not as a team. We view it as a leader, a role on a project, on an effort.

AR ERIE:

(00:49:33): 54, XEHPHERSITAEIMS, BERSHERFIRBIM G, HANESHREE] 500 ABIZE
Ao FRATA BRI LI—E SRR, ‘JZ%@ Fﬁﬁ)\o BXmE= R HEREENEFNR.
EEAEFREE—RNQ8RE PM (FmiEiE) XMRL, H7E Facebook BKAIRF mEE, RAES
mEE, BRIFBEERFE—THI, ME—TASE, ’I\IDTEEE—IDTIT’EEF'E’\J%@o

English:

(00:50:07): And depending on the projects, different types of people should be a PM. So, we have a
performance-related project going on where, of course, an infrastructure engineer should be that air
quote, "PM." We have a product project, where actually | think someone from membership should be the
PM, because ultimately, yes, we're building software product, but it is really about serving our members
in a specific way, so we should have someone for membership be a PM. Again, as you can imagine, as is
going through the heads of everyone listening, "That must break down in 18 ways?" Oh, it definitely does.
And so I'm not promising one day it won't change. But again, continuous through the company is,
assume you don't know. Start by asking what could be, and let's just try some things and see what
happens.

FROCERIR:

(00:50:07): IRIFEIME AR, FRLEENARIZIBE PM, LLINFITE—MEEEXNTE, RAEMISHIE
IMIRFR HANIZZA D “PM” o FAMTE—PFmBlB, HIAA zmIME’\JAF"iﬁEE& PM, RNTARLR, =
AFNEERH, BRORMBEANRSZ5. ENMAARFE: “XEESARSHEEAEE? * |, 4
Mzo MARIEUEFZRNE. BEATNZOBRER: &I 1’]‘#7%[1 , RIAIgER T4, RARZHAMRLE
Ro



[00:50:48] Lenny (Sponsor)
English:

Start with what could be. | love that value. This episode is brought to you by Linear. Let's be honest, this
sheet tracker that you're using today isn't very helpful. Why is it that always seems to be working against
you, instead of working for you? Why does it feel like such a chore to use? Well, Linear is different. It's
incredibly fast, beautifully designed, and it comes with powerful workflows that streamline your entire
product development process, from issue tracking all the way to managing product roadmaps. Linear's
designed for the way modern software teams work. What users love about Linear are the powerful
keyboard shortcuts, efficient GitHub integrations, cycles that actually create progress and built-in project
updates that keep everyone in sync. In short, it just works. Linear is the default tool of choice among
startups and it powers a wide range of large, established companies such as Versel Retool and Cash App.
See for yourself why product teams describe using Linear as magical visit linear.app/lenny to try Linear
for free with your team and get 25% off when you upgrade. That's linear.app/lenny.

AR ERIE:

“EEAREEAA” , RERXMEW. SETEH Linear #8), LR, RNERNPBINREBEIAH
FFH. AHAERREGERMREN, MAREREMR? NTABERGREME? Linear AR, TRER
R, RHESE, HEERANIER, EEUMRBBERRAEEENEN =R LIE, Linear ENIK
RGN IS XML, BRESRENIRER. S8 GitHub £, EIEHENHER “FH” (cycles)
URARENTEEH. BMs2, EheiFMH. Linear EVEIQARENEIETR, 7 Vercel. Retool #1 Cash
App FAREMARNENRMIN . FEEKE— T ATAFREPF Linear u “B&E” , 47l linear.app/lenny %
ZidA, FRERIZES 25% BT,

[00:52:00] Lenny
English:

So, | was going to ask you actually, you talked about why you don't have PMs. Do you think you'll hire PMs
in the future, having a PM background? Do you think you'll get there or do you think you'll try to stick to
this? People do the PM role, depending on the project?

AR ERIE:

FIEREMR, RIKEIT AARE PM. ZEEIFECH PMER, MREBRRIEMPMIF? MESRASE
mR—L, TERZEHFXM RIBMBBREAZEPM AR BRI?

[00:52:12] Josh Miller
English:

Yeah. We've increasingly hiring people that at other companies may have a PM title. I'd say we have two
to three right now, that could have a PM title at another company. | don't think we will have a pm
organization, or a PM role, because again, we believe depending on ... If you unpack the verbs that a PM
does, | think those are verbs that anyone that we hire could do. And it really depends on what is the
project? And what are we trying to do? | think the thing that will be unwavering is we like to hire mutts.
And | haven't yet figured out a term that comes off as more endearing, because it's meant to be very
endearing, but ... For example, there's a woman in a company named Rebecca.

FRCERIR:



(00:52:12): Y. FfEREZMEAALTEMAT RIS PM LHHA. BRIAMER=1. HFIANK
=@ —1 PM AR PM R, RAZKNBE, MRIRIE PM B “shia” (TERRD) FEAFR, X
hiAR MR RN ERAIREME. XEURTHERH 4. RIANE—REFNER: RINEREMA “®K"
(mutts), FIELEH—PEFETIAE, EXHEIEEXE. i, FITREE I Rebecca B%it,

English:

(00:52:58): Rebecca was a data scientist we use at Cora. She got her PhD in MIT in | think behavioral
psychology or something. I'm probably going to misquote that. But, got some crazy degree at MIT, and
then was a software engineer at Stripe. And I'm talking about Rebecca through her resume. There's so
much about Rebecca. She plays effectively a PM role right now. She is effectively PMing our effectively our
multi-player team. But what was so awesome about meeting Rebecca is her and other people at this
company have the mindset of, "I make things, and | will do what | need to do to make what | want to
make. Whenever that verb is, whenever that discipline is." And that requires people that are
multidisciplinary in practice and multidisciplinary in approach to their work. It's not that we don't hire
PMs, but we want to hire people who have a multidisciplinary approach and view things as, "I like to
make things. Tell me how | contribute to making it." And sometimes they may play the verbs of a PM and
sometimes it may be something else.

AR ERIE:

(00:52:58): Rebecca B Quora RY¥IBRIF R, WiE MIT ZEITTAOEE Z XMELTF U, FAFE Stripe
BERGIREIN, RRABERRIATEF, Rebecca RANIZLEXFE, MIERLFRLNESE PMBAG, AR
BITHNZHmKEPL. INR Rebecca &IFHN—RE, MAABMNEMABEIHF—HOE: “RIELNEE, AT
HEBMNARTE, RIEMEATEMNE, TEBD ST B4, TREBTFHIHFR.” XFELKS
MBAERLMNBEZERAT . HAZHREKNFRE PM, MEHNEERBLEEGEFRGE. A “RERCER
7, SIFHNETMAE” BIA. BEMEI1HIT PM BEREE, BESNIZERIBY.

[00:54:07] Lenny
English:

This can be a really interesting story to follow. I've seen this journey a few times at different companies.
What | find is a lot of times people that are good at other things like engineering or design, for a while,
they're like, "Yep. We don't need PMs. I'll do the PM job." And then eventually they're like, "This sucks. |
hate doing this stuff. | want to design. Leave me alone. | don't want to sit on a [inaudible 00:54:29] all day.
| don't want to be in meetings." So eventually, it turns out, they're like, "Okay. Let's find someone to do
this thing that loves it." And so that's one thing that happens.

AR ERIE:

(00:54:07): XE2—MEEBENMES, RENLRATHRNIXMHIZ. RLAMEZE, BEKIEHIGITH
AN E—EBRERSRE: &, RIIFFEPM, RET PMEE,” BRAMIISHE: “XXEHT, &
WRFXELRE, HBIFET, JAEK, BREEXAS.” FAIURAMIISNR: “GE, HMEXGEENA
RFE,” XEREEREN—FER,

English:

(00:54:36): The other thing | find is, I'm sure you've seen this, a lot of people are wary of PMs. They come
in and they're like, "Here's what we're doing," and they're just adults process complexity. What | find is
those are just bad PMs. If you have an awesome PM, everything just gets better. Everyone's happier,



things move faster. So | think companies often get to that stage. And then also there's just career
development stuff, eventually as you scale. It's like "What happened to my career path," and they're like,
"All right. Well, we got to go on one road or another." It's hard to stay in this hybrid role. But | super
respect the first principal's approach of let's just-

FRCERIR:

(00:54:36): 5—HERZ, HBEMEIT, REAN PMBFEMD. PMERN “BIMNEXAMH , RAEREE
MTREERE. BRAMBRZANMITZFEREN PM. INRME—TMHER PM, —IHMETEEF, AR
BEHL, #HEER, FIUABRRAFESEIR—F, WINEHRILAENEE, EERET X, KARZR
FRRWERERMTA? 7, ARAIMGIE—FEE, RE—BFRHIIMESAHB. BERIFEEEXIMHMME
—ERER AT,

[00:55:08] Josh Miller
English:

And, for what's worth, Lenny. | think you're almost, definitely right. And | think it will almost definitely
happen with us. And again, this goes back to the "assume you don't know." The "assume you don't
know," is try a prototype and then assume it's not going to work. So, even in my own experience, |
remember getting to know Evan from Snapchat just enough to know how he talked about PMs at Snap.
And it was, "We're never going to hire PMs at Snap. Everyone's a designer." And, | have no relationship
with him anymore, but you can look, there are a lot of PMs at Snapchat.

FRCERIR:

(00:55:08): Lenny, fRiRB/IFEERT M. X/LIFEEHESRXEERHNE L, XX[EET “RIZRIRHRIH
B . 2EH—NRE, ARRIKEATETRE. ERECHEIRT, FicsS Evan Spiegel (Snapchat gJi5A)
Bitid:  “Snap KiZA=EM PM, 8PMABRIZITIT.” MEMEILLEEE, Snapchat BR% PM,

English:

(00:55:37): So | know from my own experience with people that | respect from a product perspective that
were indignant, they would never hire PMs, their organizations now have PMs. And that's probably for a
really good reason. | would tell say also on our team, if any of our designers are listening, they'll tell you
these, whatever you want to call it, "These verbs are taking up a lot of my time, and | do not have as much
time to think and dream and design and do user research." And so, we're already feeling it breaking into

our company.

AR ERIE:

(00:55:37): FTIAFMBLEREEN~RA T LF 2, BIEMIEREMRTETE PM, NAENEREGET
PM., XATREBRRIFAVIEMH. FlIFIARNLIIMNRIERN, IS IFIR: “XE whiE SATHRAZH
8], FRBEEBHHEEEE. MR, RIHTMBAPMART.” L, KMNELREEXMENEEANAF.

English:

(00:56:04): | think the intentionality, whatever comes next, whatever it is, is leaders of the project should
be picked for the projects, not because they're in a certain org at our company. And, if we ever hire people
to do the PM role, we want them to think of themselves as people who make things and have lots of
different disciplines and tools in their toolkit, not just the PM discipline. And, of course, even that could
be wrong, and maybe in a year we cave. | got it totally wrong. We got it totally wrong. So, we'll see. But |



would also, that that of all the things I shared on this podcast so far, this is probably the one I'll come

crawling back to your podcast in a couple years, being, "Lenny, you were right. It all blew up!"
R EIE:

(00:56:04): FINNZOEER, TLETREAENFA, TENASENZRIBINE &S KHE, MAZE M
FERERRNE ). MRKNERNRARM PM, FRFEMITANEECE “CIEE" , TRBRERERZAEN
FRMNITR, MAREPMX—]. HA, XMWATREZHEN, BIF—FEHNMZWNT, FIANRMKRET. FA
B, EEHIE, EEREMIZNMEARYT, XAERRHK/IFEXCLIIREERR “Lenny REXNH, 218
my” BAR—f%.

[00:56:47] Lenny
English:

But it's a fun experiment and Snap is a good example. Stripes another, where they waited a long time to
hire their first PMs. And | think it's because their designers or engineers were just incredibly good at that
element. And it was also very design-forward or very edge-forward, so they didn't need as much PM skill
initially.

FROCERIR:
BEXR2—1EBER, Snap 1MFHIF, Stripe B2, WNEFTRATESE—1 PM. HBZRNITRIZ

M TRIME~mAERE LG, MAXERTKRNIFELLLHHIIRZNSE, FIUEHATERZH PM
501

[00:57:03] Josh Miller
English:

If I had to predict, | would predict that if we found that we were missing this discipline as a team, | think
we would evolve Rebecca's team, which is technically the data team, and do something closer to a
technical PM or data plus [inaudible 00:57:19] Again, it's all live, but the thought has even crossed our
minds recently, that we may be wrong, and what org might we create if we need folks that have more of a
background of [inaudible 00:57:29] like this.

AR ERIE:

NREBHIUN, MRIFNLRIMANGRKE T X—IF, HBIATZEN Rebecca FIEFA (BRIZEUIEREA), —LE
BIRIARA PM B “iE+ B9EB. X—UIEMEHTH, RERNEEETR, MRRK(ET, RNFEAALE
AUBRZRITR B AX LT R A

[00:57:30] Lenny
English:

I'm excited for the video of this discussion that might happen. It's also interesting, your PM that you
mentioned, Rebecca is very data oriented. And then, the initial discussion we had around focus on
feelings and that sort of thing. So, that's cool that you have this really interesting balance of people that
are very data focused and then this, "Okay. But let's not obsess with that. What are the feelings we're
trying to create?"

FRCERIR:



BRREFEIXFXMTIEHASR, REBNZ, (RIREIH Rebecca IFELUHIENTR, MENZITIENZE
K BRT o XMEREREHIRNIAN BIHRTHE, HNEIEHARR" 2B FEIFBE.

[00:57:50] Josh Miller
English:

Yeah. Because again, the point of optimizing for feelings is not hire people who make feelings. It's like
Rebecca's title is Data Lead. She runs our data team. But, Rebecca's one of the most humanistic people |
know. You meet her and you feel the warmth that you feel when you talk to you, and you ask her what she
does outside of work. And so, it's not that data doesn't have a role. Actually I'd say, for better or worse,
data is part of our practice. It's more about what's that top-level intentionality? What are we trying to do
here? But, yeah. We have a lot of people that, data is either a noun they've had in their resume or it's been
a part of their practice a lot in the past.

FROCERIR:

2. RABREE, AUBREATEERR “HhERERMIAN" o Rebecca BABIRHIENTA, tERMUE
EBA, EBRIINRHREANKTIHAZ— RILEIMERZIIER. PIUFTERBIELBEER, £
R EHIERHNKREN—r. ESHNEMENTEZRAHA? HNARREHA? RNBERZANEHES
TR XA, WEIENITIERRED RIIE.

[00:58:29] Lenny
English:

Awesome. One very tactical question with the storytelling team makes me think about Airbnb's video
team. A lot of people are joking internally for years and years that the videos Airbnb put out in the early
days accounts for half their market cap, because they're so good. And you're just like, "Oh, my God, | want
to go on an Airbnb." They just make you feel so much and they're soul made. So, what is the makeup of
your storytelling team? Because | imagine some companies maybe listening, like maybe we should do
something like this on our team.

FRCERIR:

KET . XTFHREFARN—NEHARMRE: XIEFHBET Airbnb BITLSTER. ZERANE—EH KR,
Airbnb REIRBEIISASIIN T —FBIH1E, ENENKET, LRET “KM, FHEBEEAirbnb” o EfEE
BRo B4, MITHEEEIMRR EHE? FEEERRATEIESE,

[00:58:57] Josh Miller
English:

We have a three-person storytelling team. It's run by a woman named Nash. There is a gentleman named
Ellis, who is a ... Background, started as a reporter at The Verge. Maybe there was a publication before
that. But I met him when he was a reporter at The Verge covering social media. And then he ran marketing
strategy for Snapchat for seven years. And then we have a person named Josh Lee, who | actually met as
an intern. He was an intern at Facebook as a designer, that an intern for me at the White House when |
worked at the White House, and then decided that he was over product design and over design, and
totally just jumped and be like, "I'm going to be a filmmaker," and has been making really fascinating
indie films for a few years now. And he's our video editor on the team.



AR ERIE:

(00:58:57): &HNNBE—Z = ARIHEEHPL, 25RARZ Nash, EH Ellis, fIEB=Z (The Verge) IREHIIEAFD
i8E, FHKFE Snapchat ABR T EEMWEHREE, F=I=Z Josh Lee, FHIARMIMERKLIE, BHE
Facebook iiit5L3)%E, ERARIIENAERLRS, ZEMRERF~ ML, REMBESIEA, ATLE
JRILFBRS, MR FAIE ARIFLSAS RS,

English:

(00:59:44): And it's so interesting. Nash's background, she had a brief stint at NBC. But again, you get to
know her and she writes poems after hours and her dream is to write a fictional book. | mean, anyone
that knows Nash, especially [inaudible 01:00:00] is just a force. A force. And the three of them, what's so
interesting about them, which also relates to our design team ... One of the things | also found at
Facebook is there was a tendency toward homogeneity. As you know, there's a stereotype of a Facebook
PM for example, or a Google PM, the contrast between them and the way they work. And one of the things
we also have purposely done on the storytelling team and otherwise, let's hire radically different
archetypes. Ellis cannot be more different than Nash. Nash cannot be more different than Josh. There's
some shared values, there's some shared beliefs, but they're very different.

FROCERIR:

(00:59:44): XREHW, Nash B7E NBC TEid, T HIEEF, BHRES /Mit. T Nash WAZMEMZE—
i “HE” . = AREENMSETF — XWHREIFENAIZITE N —KTE Facebook ZIH—FH{7
BmE “FEL” . 0fRFTE0, Facebook PM 5§ Google PM #iEEFZIIRENR, MHEA1EHHEFAFIE bEIBA
FZRIEHNE: BASTE2AREMNERSE, Ellis #1 Nash #ARE, Nash #l Josh 1EeRE, MITEEBENNE
M, BMEEE,

English:

(01:00:35): Ditto on the design team. Our design team? They are all over the place in terms of who they
are, what they've done, their sensibilities, their aspirations. And whether it's the storytelling team or the
design team, that can be hard sometimes, just to be honest. It's a lot easier to say, "Hey, we're the Acme
Co storytelling team, we're Acme Co design team. We hire designers like this and storytellers that." We
hire people all over the place. We have an extremely diverse team, but in all senses of the word. But
again, the no PM thing, it's not without flaws. | can see why a lot of large companies over time tend are
like, "It's the Facebook way or no way," or "You're not good for here."

AR ERIE:

(01:00:35): i&ItHPAE AL, FEATWIRITAEERR, FENEABERER. BLH, TiCBHHBEHPA
ERIGITE, XMHZHEEERNSLIEETESRME, MRE “BIZEXMERMNEITT , BEBEZTZ.
BERMNENARE/N . BIE—ZREZTUMNEAN, Bii—K, &F PMHIEZEHE, KEEBRATA
ARBIRERMETF “BAIE Facebook AR, BARE .

[01:01:14] Lenny
English:

Yeah. It's actually | think, exact makeup of Airbnb video team. | forget what they were called. They didn't
have a cool name, the storytelling team | think. But it was a videographer, an editor and then their
producer, basically.



AR ERIE:

MY X IFR LA Airbnb FSAEIPARI R —1E—1F. HETHIIMUAAT, FHRKEFARRT, AR
EREIM. BEIMASIAE Ao

[01:01:26] Josh Miller
English:

Yeah. | mean, | remember going to Airbnb's offices early in my career and seeing the storyboards lining
the walls and just being like, "I want to work here." So, I'm actually not familiar with the ... | mean, I'm
familiar with Airbnb's videos and brand marketing, fucking fantastic, excuse my language. But, yeah. |
remember just walking around that office being like, "Oh, my goodness! Are they making a movie or
something? | want to [inaudible 01:01:53] here."

FhSCERIF:
=W, HICBIRWEERIRZE Airbnb B AZE, BEIE EWEHT S4B (storyboards) , HEHAE: “HABEX

BTIMFE." Xt Airbnb BRI mEEHIFERE, GEAET (FRIZHNED) . KE/EBRIDAZEEDD
BLOAR: KU, MTR7ERERE? RUBEXETF”

[01:01:54] Lenny
English:

Funny you say that. And for folks that want to find that, we'll link to it in show notes. But if you Google
"Snow White Airbnb," you'll actually see these storyboards. They basically hired a Pixar storyboard artist
to draw out key frames of the journey of a host and a guest. And that became a central element of the
strategy of, let's make each of these moments as amazing as possible. And it was based on the movie
Snow White. You can read about it.

FROCERIR:

REER., BEMNAFUERE “Snow White Airbnb” , HEMNSEEHEREBNE. MINET —IRHND
i, BT REARMBEZREZEAXFEN. X T tITHEENZO: IR AEER. cBET (B
SNE) XEFEFAY, RAIUERRBXRNE,

=\

TS A

[01:02:15] Josh Miller
English:

For what it's worth, this is a great moment to share. All of the beliefs that I've shared here on behalf of our
team, these aren't things that we just originally came up with. They're moments like when | went to
Airbnb's office early in my career and saw these Snow White storyboards lining the walls. That had an
impact on me. Even the idea that you would think in terms of that moment, you could actually see the
lineage to, well, how do you want that person to feel when they open that door for the first time? So, |
think it's just a great moment to shout out that we've accumulated a lot of doses of inspiration, like that
day at Airbnb, that trickle down to us talking about optimizing for feelings. But that didn't come in a
vacuum. That's our expression of what we've seen in the industry. This is building on the backs of so
many people and companies that we've been fortunate to see.

FROCERIR:



(01:02:15): IRfEH—TF, XE—MREFNDZEIIH. RARBADZNFRERES, HIEXZFEMN. IEzE{%E
HAE Airbnb DAZEBEIFBLEDFEIFIBIZIZN T e EEMHM “BHZ)” HEREBERNHN—FRF BHE
PRYEAR—EBD “YIDMABRIEFTIN, REBILMEARD? 7 B, HRKRERLE, HMNRETR

%, ELIO7E Airbnb BUBB—X, XERBELCRR T HRINMEKICH “NREREMANL » XHIFFETFE
=, MEHNMITUMRINTRE, BITEFZHEMNQBNEEL

[01:03:03] Lenny

English:

And now the trickling is happening from your lessons and experience and your unique approach.
FRCERIE:

MILE, XMEEE@EE RAVEIEAIRE AL @bt Ao

[01:03:07] Josh Miller
English:

| hope. There's a documentary that | highly recommend called General Magic. And it's one of the best
pieces of media I've seen related to technology industry. And it's really interesting. | think there are two
types of people to just be very ... There are people that watch that and view it as, "Wow! What a missed
opportunity,” or almost like a sad story. And | view it as, "If only we could be so lucky to assemble a group
of people like that." And the thing about that documentary, for anyone that hasn't listened to it is,
essentially was the iPhone before the iPhone, with the most legendary group of technologists working
there. And it totally failed, completely failed by all traditional business definitions.

FRCERIR:

(01:03:07): KA BUL, FHIBZIMEZF—IBR N (General Magic) MLERE, XEHREISHXTFRETIRIFHN
EmZz—. REW, EXUBATHANBESFE: —LNRT B, ZABEXRNE” , B/E2NER; mEN
WS “NRBINEE=BEINBE—BAMTE T . BHBLRFHIETE iPhone HILZ IFAAEM iPhone BIK
=, BEEHREFTUEAETR, BEABULENX, EAEREKT,

English:

(01:03:50): But, what stuck with me from the documentary, how proud and nostalgic and passionate
those individuals were in reminiscing about their time there. And then, what they all went on to create.
And the fact that even today on this podcast, I'm sitting here talking about General Magic. So, | mean, to
your point of hopefully Browser Company will have ripple effects. That to me is the ultimate goal, for me
personally, at a very emotional level. If we could only be so lucky. That, to me, seems like success in many

ways.
FpsCERiE:

(01:03:50): Bt HENGRZINZE, ALAERIZHRENENERZABR. RIBERHEHIE, UNMITEREIE
—tl, EESKBEEXMEFEIXIL General Magico FrLL, FTFTIRZZIBIFEE The Browser Company
PEERYLN, BEEAMATEBEREE LNAREIR. MRENEEPBENES, WHERYE, ERZAEME
an

[01:04:24] Lenny



English:

Yeah. What's cool is you're getting a lot of footage that will be very useful for a future documentary on the
history of The Browser Company.

FhaCERIE:
2, BEMNRIMMIMER T XAZEM, WERFXTF The Browser Company AENLRESEEEH,

[01:04:30] Josh Miller
English:
[inaudible 01:04:30] I didn't think about it like that, for better or worse.

FRCERIR:

Mare, TG, FELEAEEL,

[01:04:32] Lenny
English:

One last thought, | was going to mention it in terms of the storytelling movie-making elements of Airbnb.
Fun fact, there was a period where product managers were actually called producers, because one of the
founders was like, "We don't want to manage product, we want to produce beautiful experiences," like a
movie producer. And so that was a year and a half maybe of Airbnb's history, where product managers
were producers. The problem is, we got a lot of job applicants from Emmy-winning producers and they're
like, "oh, I want to work at Airbnb."

FROCERIR:

Rie—MEE, XTF Airbnb BWBFEFIETR. —MEBRNEL: E—KREE, Airbnb B/~ REESLFR LKAR
A “BIREN" (producers), EAEF—UEIRARR “BAIFREE~m, RITEFIFERENER" , KB
FHEA A BERAFR T AN—FF, REZ, HMNRETRSIEZRRAREF ABKRREAE, ()
W MR, FARE Airbnb TR,

[01:05:01] Josh Miller
English:

| know this podcast is about very tactical advice. So, one tactical piece of advice I'll give is, whether or not
you like the idea of the storytelling team or something else, a byproduct of some of these experiments
that we've found works really well is when you give something a new name, it sheds a lot of preconceived
notions of what the thing should be. We found that even with product. So if you say you're building a
browser history feature, then the benefit is everyone knows what you're talking about. And the downside
is, everyone knows what you're talking about. And you show up with these preconceived notions of what
it has to be. And so, if you go back again to revalue ask what could be ... In many ways the point of calling
the team, the storytelling team or the membership team, or not having PMs as an organization ... All of
this stuff isn't meant to be novelty for novelty's sake. It's meant to almost be a rhetorical tactic, to make
people think truly first principles about what are we trying to do here?

AR ERIE:



(01:05:01): FANE X MEFBR T HAREINE, FrAFLE—NRAREN . TRMAERSEWHREHAZNE
%, XELEHN—MEIFRE —ISMFAEERBE—THRFN, EBRREXT "XRANZZEHAE"
MEBMS. Erm Eth2iMitt. MRIRFIREM—D “NWERAHEIER" Thee, FARAREBABIRERT
4, FMBRARREFEMER A, TRIFFEEBMSEM T AL, MREFEEE “FTREREMHA” HNE
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B—MMEERE, LAMTEEME—MHREBHAERE: BIDEREEXEMIA?

English:

(01:06:00): And again, if at the end, producers are called PMs, that's fine. But | assume when it was called
a producer, a much more intentionality was given to you communicating and talking and discussing,
what does a producer do? What's their relationship with design? Because no one knew what the heck a
producer was. And so, ultimately, that may have been failure in other ways. But that's one of the things
we found tactically to be really helpful is, whether it's a product feature or a team, or whatever, give it a
made up name just to really get to the root of what you're trying to do there. Or not borrow too much

from wherever you worked before, whatever you've seen, popular media or whatever.
FRCERiE:

(01:06:00): X582, IRERE “GIEAN XeLEIY PM, BEEXR, BRBIACHEMAFIA AN, RI1EE
B, e ‘R ARMAAR” o “ISRTNXARHA” NEEEEN, HARAMESRHAZIKE
fta. BAXEEMASEAERRRNS, ERMNAIMERLH, LmieRERE—MRENRTF, BB
FRINEYHNAR, MARMEENTEERFARBEEPEREE,

[01:06:36] Lenny

English:

| love that. And it's very undo ... Like, you've got to undo it. It was-
FR S ERE:

HERX . XE—M B - RIS TR HAR L E B Mo

[01:06:41] Josh Miller
English:

Exactly.

FRCEIE:

o

[01:06:42] Lenny
English:

It's a two-way door. And | like just the vision, the value you have of just prototyping things and whatever.
It didn't work. Let's go back to what everyone else is doing. You mentioned great product and there was
something | definitely wanted to chat a bit about, which is just, there's this group of companies who are
just focused on, "Let's just build the most amazing product experience." And | feel like The Browser
Company is at the forefront in a lot of this. But it's like you guys, Linear, Raycast is this product, Cron.



There's probably a few more and I'd love to actually hear if there's others that I'm not thinking about.

That are just obsessed with the user experience and less focused on drive metrics, drive revenue.
R EIE:

(01:06:42): XZB— “WEIT o HERMINXMREREIRTNPINEN: MRITHE, KR T ERAREBEB
FRe FIREITHEAN~R, RHTHMEXD: MEE—HQFEIFF TERFHENS~RER” . EIEE
The Browser Company EEX— BB HFIA. EE% Linear. Raycast. Cron XN QE, AREEEES,
HRRBIAIFRERERL, XLEATFRTFAFEKR, MAKRKEIRIEIRE K.

English:

(01:07:24): And I'm curious, just where do you think this goes? What's your take on this trend? Why isn't
every company thinking this way? Or is this just like, "We don't know if this is a good idea in the end?" So
what's your take on this cohort of just like, "We're just going to build the best possible product and hope
it all works out,"?

AR ERIE:

(01:07:24): HREFE, MRATBX—BEIEMFSG? MUXHEEEFHAER? ATATEERQFTMBXA
8? EXRZEN ‘BN FTHEXRZXEEE MFER" ? MAXE "“RETERENTm, ARFE—)
%" BABREHAEE?

[01:07:41] Josh Miller
English:

Yeah. Well, I'll say first, | love those products, or many of those products you mentioned. There's some |
haven't really used. But, for example, our company runs on Linear, and has run on Linear since day one.
So, I'm a big fan of that. So, the way that we think about it is ... So, | actually spent two years at a venture
capital firm as an investor, called Thrive Capital. They've invested in Slack and GitHub and a lot of really
transformative companies. But | was an investor there. | was a venture capitalist. It even feels weird to say
that. And | learned a lot. A lot. A lot. A lot from that experience. It has made me, | think, a better CEO and a
better product leader. And one of the things | learned is different ideas, product ideas, business ideas,
company ideas come with different attributes and things that will matter to their success.

FROCENIR:

(01:07:41): B, HIAFEERIMIRRRAL ™ m. LLMBITATME—KEMER Linear, XFX—=, KE
7E Thrive Capital @ RERFE A, i1 FE T Slack. GitHub FLFEM AT, BEREBIURFRTRS, it
EAATEEFR CEO MIFmiiSE, RFIN—RZE: FTRANEE. ;. LSMRBHEERENRELE, RE
ENRNHREREEAFEE.

English:

(01:08:34): And so, when thinking about starting The Browser Company and picking this category of
software, Hursch and | were incredibly intentional about what that would mean for what would need to
matter for our company. And so, if you think about the web browser category, traditionally ... I'm not
saying forward facing, I'm not saying it is what we are doing. But, if you were to look backwards and take
The Browser Company out of it, and look at the web browser category, you'd notice a few things. The first
is, it's actually one of the most consumer pieces of software out there. People forget that. That's the



opportunity to us. If you ask someone in the street, "What's your web browser? What do you think?" They

either won't know or they won't care, "[inaudible 01:09:15]. | don't know."
FhCERIE:

(01:08:34): FrLL, TEEI7» The Browser Company HiFEX MR EFIEY, FHHM Hursh IERBFRXMNFHTAE
BHREMA. NRMFEFNEEFIXNERN (RERIEEHMN), REELW/LHE: F—, EXRFLERIER
“RAHBER” (consumer) HHHEZ—, AMIBSTX—R, MXEEERNNNE. NRMEEH LR
Al “RHNESRERHA? RRFBEEARE? 7 MIEATNE, EAFTTEF.

English:

(01:09:16): But what pieces of software do your parents, do your little nieces and nephews and you use?
What's at the center of that Venn diagram? Your parents hopefully don't use TikTok and Instagram, or
probably don't. Your nieces and nephews, | hope don't have a reason for email at the tender age of 16, or
a calendar. And a web browser's one of the few things in the middle. So it's an incredibly universal piece
of software consumer, unlike very few other things outside of a smartphone and messaging, and maybe

video calling in 2023 and a web browser. So, it's very consumer, very universal.

AR ERIE:

(01:09:16): BE, fRRE. REVNMEFELMFMERMTARME? BIERENFORMHA? (R ZAIEE
~F TikTok 5% Instagram; fREVEFERTE 16 FR AR FEMERAMHHEFH, MAKEI 2 DHLFH
MIBENFRAZ— ER—MREBARERERNMS, RTEEFN. BEAMMLEE, LFLE5INAR
ALt EEBA T .

English:

(01:09:52): The second attribute is, it's a commodity. I'm not saying that Arc is a commodity or we want it
to be, but objectively web browsers are interchangeable. They all do the same thing. Increasingly, they're
literally just carbon copies of the exact same code chromium, with little tweaks, little tweaks around the
edges. So, they're all the same. It's a commodity market. And they're unbelievably lucrative. Browsers
print cash. There is a reason why they're owned primarily by Google, Apple and Microsoft. They're
incredibly high margin, they're incredibly lucrative. Low marginal costs. The cost of revenue is incredibly
low, et cetera, et cetera.

FRCERIR:
(01:09:52): EZMEMR: ER— ™ “ARBEm” (commodity). AR Arc 2fm, BEWLAKEER
B, EfIRTheeE—F, MBEMREZMIZ Chromium ZORBERNEIR, REDSM T —=RIER

XE— T Emithz. MEENRERSE, BERMNDT. XMEBEATAECNEERAR. FRMNHURER
R, efFiERE, DR RIR.

English:

(01:10:30): So we have a product that everyone in the world uses, where they're all identical, essentially,
interchangeable commodities. And if you can get people to use it, you're going to print money. So, the
attributes of that business and that product category mean, you have to win on how much do people love
your product and feel an emotional connection to it, and choose your brand, your product over the other,
almost not rationally, but emotionally. And so, if you tie that back to everything I've said before, bingo!
That is what we want to work on. That's what we want. We want to create emotional connection with
people. We're creating that emotional connection with as many people as possible and delighting them



with surprises and animations, is the way you win. It's not romantic, it is practical. In many ways it's

capitalistic. This is how we win this market if you want to think about it that way.
R EIE:

(01:10:30): FRATATEMBIR— N2 M REER. AR LTe2BRBERTERN~m. MRIREILANERE,
RALBER A . EIt, XMW SH~mERNNBERKE: METRE “AMIEZEMRNTm” . “BE5E
BERER" , UNEEAEREL (MIHEML) ERMNmE. IRMFEXSHZARN—IRKRER—
BER! XpEHNEM. HMNESARILBRER. BdREMEILRATESHAREIEN, XS
AR, XFRE, XREMR. ARZFLE, XEERRAEXHM: NRMERSXITHE, XMER .

English:

(01:11:30): The reason | hesitate to answer your question directly is, | don't think that applies to every
category of software. And to be totally honest, | don't know enough about the ticketing space or the
calendaring space or the whatever other space to know, honestly, off the cuff, if that approach is good for
those industries. As a human being, at the other end, I'm really grateful that they picked some reason to
do it, whether or not it is part of their business strategy or not. It's a really wonderful trend as a human at
the other end that cares about feelings. But | would say, we actually think about it not as a, "We're
focusing on the user experience over revenue or growth." We, in fact, picked a category of software we're

focusing on brand and user experience is how you get growth and revenue.
R EE:

(01:11:30): FZ FRLUL B R EEZOZRNRE, BRRARTANXERTFE—TRMAE. ELH, KA
THERS. BEEMME, TERSXMAERTESHET L. FARAF, RRRBAMIERXEM. B
R, HMNHATANNECE “ATHAAFEMBFERSIEK” , FXE, HITEET - “TETREM
AR AR ZBREUEKMEWFE" AL,

English:

(01:12:14): And, because we knew that this is who we are, and if we were building cybersecurity software
that you sell to government agencies, they are not going to give a shit about rounded edges, or what color
the button is, or how surprised you feel with every member update. So, we didn't build cybersecurity
software to sell to the government. So, | hope that more people build things at the craft bar of something
like Linear, but that's how we think about it, is less of a "this versus that," and more "could we pick
something we're going to work on, where that's how you win."

FRZERIE:

(01:12:14): AAEATFEE C . MRFENBEBMERLBFIMBNNEZR 2N, WIREFZEFEA.
B ENERHROIRE. FIUNTEREMBAREN . RHEES AR Linear BRFHI T 2R ERER
7, EREERE R vs BIC , MR “FHNEDERE— T aeEAIRRMATR -

[01:12:48] Lenny
English:

| think that's a really powerful insight, that for consumer software especially, and for commoditized
consumer software especially, experience is a differentiator. You need to give people a reason to even try
it, and then end up sticking with it when there's awesome alternatives. And so, just an obsession with the
experience is a really smart strategy. If you get that right, people use it and continue to use it and you win.



FRZERIE:

XER— N EERANFEE: FIRNTHRLENMG, LHERRUIHERLENRNG, AEMEERKEAR. RF
2HNMT—1MEERNER, AEEEMAFTERRNBR FILWINZ TR, Eit, fMETEIEE— 1 IEHEENA
RUSRER, SIRIRMN T, MIMSERHFEER, MR T,

[01:13:13] Josh Miller
English:

I've seen this with a lot of ... And COVID is, I'm sure everyone listening, has a lot of the remote-work
collaboration tools. A lot of them obsess, to their credit, over really interesting design details and product
feature concepts that were imaginative and brought people together in new ways. And then the latency of
the video of the audio audio was horrible, because they relied on some third-party APl that was
significantly worse than Zoom. And so, that's a great example where in that market, that category
software, you better nail latency. | think a great example of this ... One of my favorite products these days,
but past years is Tuple. It's ostensibly a paired programming tool that just lives in your menu bar. I'm not
paired program with anyone. It is the fastest way to talk to someone at your company. And they have an

unbelievably simple user experience.
FRERIE:

(01:13:13): HERZEZEEMFTIR LRIXMHER. RETRAHILAETERNRHTATHNEERR NI
g, LU AEARE -, BelNEMIMERIFERELRE, FACIKI T Zoom £252ME=5
APl XFLZ—MIF: BRI, MERFAREER, 5—MlFEHGEERENH Tuplee EXRELE—
NMEXMNRIELR, ERHATRALENRHE. ERSRAFABRRNAN, BRARERERSR,

English:

(01:14:00): The designer, based in Lyon, France, is incredible. It's a beautifully designed product. And it is
the best audio quality | have ever experienced in a communication tool. Better than Zoom. So, that exact
same product with all their craft details, sand latency, not going to do it. But also Tuple wouldn't have
beat a lot of the other competitors for me if it wasn't unbelievably beautiful and easy and simple to use as
well. So again, | think it's like, what are the attributes you need to win and picking a market that the ones

that you want to excel at and work on, are key to that.
FZERiE:

(01:14:00): ERVIZITIMEZE RS, FRHB. Fmigitisx, MECHERAINENTLAFRFNER,
Et Zoom if4F, MMREFH~mIRAB T ZHATMRKBRIEE, BEITFEHN. BIR Tuple FEEEIL. & HLF
A, e EEMHEMRSNF. L, XBETTERRMABHNEN, FEFE—MRMERKNEMEERRMX
BE™HT.

[01:14:34] Lenny
English:

And also how much better you need to be. Like, if there's a 20% better than Chrome product, people are
just going, "That's fine. | don't need to learn something new and everyone's using something else. I'm
just going to have all these problems." So, you got to be significantly better. And that's a high bar for
consumer products. Final question | wanted to touch on. You talked about the big vision for Arc and The
Browser Company. And you mentioned this idea of the internet computer. And this is another question



Scott Belsky suggested. By the way, Scott is the CPO of Adobe and just an awesome product-thinker
person. And he just wanted to make sure that we touch on this, because | think there's a big idea here
that maybe people don't realize. So, if you could just give us a brief overview of, what is just the actual
vision and plan for The Browser Company and Arc, long term as a final question?

FRCERIR:

TEERBFEEFIAFZ L, DRI Chrome §F 20%, AIEHE: “SHBRHAA, REAREBEHI
B.” PR B ER B, XIDEBRE™ MR IERE. RE—NE: fREET Arc # The Browser
Company WAKES, 1237 “BEMITEN B, X2 Scott Belsky (Adobe CPO) EiN(aayjAl&, 1t
RFEREMIEXD, BEAXEEE—MARAERERIRIINAEAE L. FeeEEHIR—T The Browser
Company 1 Arc BYKHAE =1t X105?

[01:15:19] Josh Miller
English:

Yeah. So, we call it The Browser Company of New York almost as a misdirection, because as you know
from the intro, we view Arc as a replacement for your default web browser, but we're hoping it will be
much more. And so, to start at the highest level and bring it down to reality, one of the things that I've
done many times in my career already is underestimate pretty foundational changes in how we use
technology. I've appreciated them but underestimated them. Great example is mobile. | think me and
Hursh's first company would've been much more successful if we really appreciated the tidal wave that
was mobile. And | think one of those macro trends we're underestimating right now is the shift to cloud
computing. The shift to the internet, which may sound weird because every big public company
mentions Microsoft Azure or Amazon Web Services. You hear about cloud, cloud, cloud and cloud. But
again, that's this business term.

AR ERIE:

(01:15:19): 4789, FMIY “ALRKRBAT" JLFZ2—MIRT, RAWMIRFAA, AT Arc ARGAR SRR E
K@, BEMNBEEETALETIL. MESEERY, HERWEERZRRETRARERLANREERE,
BMECIERGTEN. tbiBshis, MRFKM Hursh WE—RATREEERIRIB IR, SMINEZ.
FHIAABRNAEREN—NEREBER ‘B 8 “BEEREN 0%, XITERTEREE, BASKK
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English:

(01:16:13): What | mean by the shift to cloud computing is, everything in our technology, in our
computing lives is moving to the internet. It has been moving, but it's going to move even more. And
what | mean by that is, your applications are almost all today web-based, internet-based applications.
And they will all be soon. There's very, very few pieces of truly local-only software or even local-first
software left. All of our files are moving to the internet, if they're not all already there. So if you really
think about your files today, and again you ignore the word "files," the stuff you need for work in your
personal life. They're not sitting on your desktop, they're all URLs. It may be an air quote "PDF," but that
PDF is probably out on Dropbox somewhere and you're accessing it as a URL.

FROCENIR:

(01:16:13): FFFRMIM =it BE S, BIERIMHBEEEFN—IIMEREEKMEE. RENNALFE2EET
Web M1EEXMBY, RIRFAIBNAE ML, JI1F&EEENBIMREFTAMATRERT T HNFAERX
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FEMUKE L, Ef122 URL, EFRIGEE—TFTBR “PDF” , {BAB- PDF BJ8ETE Dropbox £, fRi@
URL iA18]E,

English:

(01:17:03): Your photos may seem like they're on your iPhone. They're not on your iPhone, they're on
some iCloud server somewhere. When you get a new iPhone, they'll be right there. The manifestation of
that actually is, if you smash your device that you're listening to this on right now, whether it's a phone or
computer, other than being sad that you lost the resale value and there's a chore of replacing it and a cost
of replacing it, you would not lose any of your stuff. So, imagine in five years our entire computing lives
are not on our devices, on our computers, on our phones. They're out there somewhere. They're out in
the internet, they're out in the cloud, which begs the question ... | remember when | was 10 and | got my
first computer. It was a see-through iMac. And | wonder ... My son is two. When he's 10, what will his
computer be?

FRCERIR:

(01:17:03): ¥REVERFr BF2RTE iPhone £, HLREE iCloud BRS28 Lo HIREIFNET, SITMEBR. X&E
WA RMIMEBMRIABEZENREM T, BRTHRREENEMERKEI), RASERERARE, BR—
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English:

(01:17:52): And | mean computer not in the technical ... Again, going back to words and the words that we
use. | don't mean computer in the literal sense of my MacBook Air, but computer in the human sense of,
what you need from your computer, your stuff, your applications and tools that people ... Where is that
going to be? Where is his computer going to be? | think it's obvious at this point that we're going to have
airflow computers everywhere. We already do. My car has CarPlay, my TV is a computer, my laptop is a
computer. | think that's going to be even more true in five years, where hardware is commoditizing. And it
will commoditize even more. They're becoming empty shells that don't have anything on it. They're just
vessels. They're just interfaces to viewing our real computer, which is out there on the internet
somewhere. And so, our view is that what we are building at The Browser Company is an internet
computer, is a air quote "computer,” where the move to the internet and move to the cloud accelerates
and continues the tsunami as much as we think it will.

FRCERIR:

(01:17:52): HiXBy “BBRN” A2 ARE X B MacBook Air, TIEAMENX LM fRAOKRFE. (RO BT
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English:

(01:18:57): And the way we represent that is, we say we want to be to the web browser, what the iPhone
was to the cell phone. Yes. The iPhone replaced your cell phone, but it really was something much more.
And so, we want Arc to be the iPhone for the internet, and that yes, it replaces your default browser. But
whether or not we call it the internet computer or something else, it really is that interface, this new type
of computer. If you play that one step forward, then what we're building today is, we're building our



equivalent of multi-touch gestures and the first party-notes app. But, on any new computer, any
computer or computing device, the developer platform itself is much more interesting and lucrative and
world changing than the first-party computer itself. And so, we have no doubt that in the next decade, if
we're successful, if we still exist, Arc as a development platform is going to be much more central to what
we're doing, building on top of these internet computers, ours and others than anything else.

FROCERIR:

(01:18:57): HATMNTEHBHZ: HEINEMAFEEEH “iPhone” o iPhone BT FHl, BEZARLEFFH.
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English:

(01:20:00): So to bring that down from reality. If you think about it, the internet, the web, is really the best
development platform out there in many ways. It is accessible on every single device. It doesn't matter
who makes it or the shape and size. It is free to access for individuals. You don't need money to access it.
It's free for developers. You don't have to pay a license to use it. There's no 30% tax on what you make.
And it's democratic. The best frameworks can win. And so, in many ways, if you were to say, "Hey, in this
future we want to see, what is the platform that we should be developing on top of, what has the best
attributes?" The web has that. And that's why you're seeing today. Why do you think Figma is in the web
browser?

AR ERIE:

(01:20:00): EZIH L. BEXN (Web) ERZAHERFNALRFTE. EEMEMKE LEAIR, TiLmhsl
oo TANRIRRER, FLEFERABEREN, FHREEXMIFAE, H&F30% K “ERK . eBRE
B9, RIFRVEZRAERE L, WMRIMRRRRKRFHALTFERMTA, Web REFMEXEREM. XMENTA Figma
STEN LR E,

English:

(01:20:41): Why do you think Figma's blog post was "Meet us in the Web Browser"? Because as the
development platform, developers cross platform in one click. There's no tax. Everyone should want to
and wants to make for the web. The challenge, though, is there's an experience gap. Native software feels
better for whatever reason. And the problem is the people that control our interfaces to this development
platform that is the web, that is the internet, have incentives to keep it from being as good as local
software, from truly native, immersive software. Apple? They don't want you making web apps or
applications for the web. They want you making them for the Mac and the iPhone so they can taxi you
when you do it through the app store. And also surprisingly, Google doesn't want you making stuff, more
native and immersive for the air quote "Web," because they want it to be indexed by their search engine.

AR ERIE:

(01:20:41): Aft4 Figma BWHEERIRER “EXERFR" ? AAFAFLRTE, ARETU—RETE, BR
B, KKEBA Web FF%, BHMTETHEE “BRRER" , RERHREET, REETT, £F Web &
ABA (BE3KM) BmpHFELE Web BERERERMG—1F1F. ERAFLENRM Web App, MI1HZE(RI Mac A
iPhone f# App, XFFfbiIFteEWHE. < ANIRTHNE, BRUAREMRMARRE. XEH Web (K58, FAfth
MNHEERBERIERSIZERS



English:

(01:21:37): So, there's a reason that the Chrome extension platform is one of the most underutilized
opportunities. They view it as a loss leader. They built chrome extensions just so they could have parity
with Firefox. They don't want you making extensions, because you have some immersive extension
experience that's not something that you could index in Google. And that's taking away from doing
searches. And so, | think we look at this and say, everything is heading to the internet, which means we
need interfaces to the internet that are truly more robust than a browser, that are more of a computer.
And if we do that, then the most interesting opportunity on top of that is actually the things other people
were built on top of this development platform. And if you look at this development platform, which
exists today, the worldwide web, the open internet, what is missing is an interface and a set of capabilities
and APIs to make web-based experiences as immersive and rich and powerful as native experiences,
which require that interface to the internet to provide those.

FRCERIR:

(01:21:37): FrLA Chrome B F & —EHRBADFA. AFTLBEEF SIR~E" , RENTH Firefox 5.
I RFBLERMRANT ', BABERRS, IFMERE. RITARN, —UEMERREERRN, XEk
ERNFELLNRHRERA, BEGBERAED. NRFENHET, REBNTEMENAEZNTE LR
P, BRI Web fRDBIZ—ERELL Web AIGREFRE—IFFE. BAREOM AP,

English:

(01:22:34): And our interfacers to the internet today are the web browser companies. They have perverse
business model incentives as big public companies that have lost the soul of the founders, that they don't
want to do that. They don't want to do that. So it doesn't mean we're going to do it. And in fact one of
them may win. And | actually think that this is something [inaudible 01:22:51]. We're trying to sell anyone
in our vision. We feel fully confident there are going to be many types of internet computers and Arc may
or may not be one of them. But we feel very confident that that is the future and the development
platform on top of the web and the internet, and these new interfaces will be the most exciting
opportunity.

AR ERIE:

(01:22:34): SRV EEMIZOEETNRBQBF R (FARETEBARBHIARE LHRF, MIIBELE
USRI RRY, M FARBXAM. XFAARIANT—EREN, BIFEXZ—RESR. RiIITEERER
HER, BRMNBERRSEEM “BEENITEN" , AcBJRERZ—. BRITHERXMERE, MET
Web MFHZONF LA FERERSAXENNS

[01:23:09] Lenny
English:

My next question was going to be how do we make money with a browser, which people get for free,
really well? And now it makes a lot more sense where y'all are going. And so, with that, we have reached

our very exciting lightning round. I've got six questions for you. Are you ready?
FZERiE:

BAFBRF DR RN, RITEAWE? AR T REVEERE, RBEBMINEET. BBA, HITENED
ANOBIARBRIZERT, FBNNEE, HEEF 715?



[01:23:26] Josh Miller
English:

Ready.

R EE:

HEE T

[01:23:27] Lenny

English:

Okay. So, ready? What are two or three books that you recommend most to other people?
FEiE:

¥, IRREFLFIANR=EBEMTA?

[01:23:34] Josh Miller
English:

Harold and the Purple Crayon, Seeing Is Forgetting the Name of the Thing One Sees, which is a book
about Robert Irwin. That's my number one PM book. So, if you're asking from the perspective of the
disciplines of people listening, that book is absolutely fantastic. And then God Saved Texas by Lawrence
Wright, who's one of my favorite authors, who if you're interested in road trips, politics, food, culture. So,
three very different types of books.

AR ERIE:

(FZHERXFBZE) (Harold and the Purple Crayon). (BERBEISIEFI R ZMBIEZF) (Seeing Is Forgetting
the Name of the Thing One Sees, XFZARZK Robert Irwin B9, XEFHOEFTHZE— PM PBEE, IEE
). XH Lawrence Wright B { L REERFH) (God Save Texas) , SARIREXM REEIRIT. BUA. EBM
XAURHBIIE, = AT R,

[01:23:58] Lenny

English:

What's a favorite recent movie or TV show?
R EE:

BB SRR FERZ B B AL E?

[01:24:01] Josh Miller
English:

The first TV show episode I've cried from in recent memories, episode three of The Last of Us. | thought |
was watching a zombie violence thing and | just was sitting there bawling. So that one. And then I've been
re-watching all of the Adam Curtis documentaries on YouTube. I'm a huge Adam Curtis fan.

FRCERIR:



SEE—IIRERNRIZE (REEIFE) (ThelastofUs) E=&, BALUANBEEERFEHE, &RLHED
JUE AR, FERK—ETE YouTube FEFH Adam Curtis IFFEL R, REMAIBEN L,

[01:24:20] Lenny

English:

I have not heard of Adam Curtis. | will have to go check that out.
R EE:

Fi&Iriiid Adam Curtis, HBEEE.

[01:24:23] Josh Miller
English:

Hyper-normalization is my favorite. And | would view his work as less non-fictional documentaries and

more video art.
FRSCERIE:

(GEBIEF{Y (Hyper-normalization) REZERH. SHRMHIERELILRA, FNREMIAE R,

[01:24:32] Lenny
English:

There's been a meme of everyone saying White Lotus is the show to watch. And | feel like it's about to
transition to Last of Us. And so we will see how that goes.

FROCENIR:
ZAARKEER (BERERT), RRGUEERRE (REELEE) T

[01:24:40] Josh Miller

English:

Can | get it first? Was | the first guest to say it?
R EIE:

REF—MRIENEZRED?

[01:24:43] Lenny

English:

I think you might be actually. | forget, but | think you might be.
R EE:

BAEMEIRER. BT7T, BREAE.



[01:24:45] Josh Miller

English:

Allright. Well, I'll say episode three, specifically.
R EE:

9B, HIFFIEFEE =%,

[01:24:47] Lenny
English:

Yeah. Yeah. Absolutely. People love that one. But every episode's awesome. Next question. Favorite
interview question you like to ask people when you're interviewing them?

FRSCERIE:
BN, ARELEP—E, FIE—E&HRE, FT—NaE: EiXREEWamEm?

[01:24:56] Josh Miller
English:

What would you like to ask me? That seems like a non-answer, but my interviews at Browser Company
are all, "Ask me anything," and | find what people ask, and how they follow up, is as revealing about who
they are and what they care about than anything | could ask them.

FROCENIR:

“RAAmEAA? 7 XITERFENER, {EFHE The Browser Company WEIHERE “HBERFEK” . LM
AR AR anELE R, b E i) A 1R ) AR A 8 B S0 i BRfthfi 12 18 AR I JEF 1 4o

[01:25:12] Lenny

English:

What is it that you look for in an answer that tells you, okay, this is a good candidate?
R EiE:

RIS EIZE R F A AR BRF X B — MAFHIREN?

[01:25:17] Josh Miller

English:

Authenticity, probably more than anything else. Do they really believe what they're saying?
R EE:

B (Authenticity) , XL AERER, MI1ENEEBSPFMRBED?

[01:25:21] Lenny



English:

Awesome. What are some SASS products that your company uses and loves, other than ... ? | don't know
if you consider our SASS, but probably not. So, yeah.

FRSCERIE:
KET . (RIATMERHEZEMN SaaS =RBEML?  (BRT Arc 24N

[01:25:29] Josh Miller
English:

| want to plug Tuple. | think I'm going to put everything on Tuple, relative to ... We run on Notion, we love
Notion, we love Linear. But I'd say the closet hit that | just cannot believe is not a hundred times larger
company is Tuple. It is ostensibly a pair programming tool, but don't go in with that mindset. Go in with,
"I need to talk to a colleague right now," or "a couple of colleagues right now, to do some work together,"

and it is absolutely fantastic.
R EIE:

BAELH Tuple, FATA Notion, t1%E Notion # Linear, EHIANREEMAL. EEFRBBEEENREK—E
BEHIREE Tuple, EXRELREXNFRETLR, ERHEEBIUSER. BELHR “BRAEFEILZN—FRNE
FHBH—ETE NIAE, EEEAET,

[01:25:58] Lenny
English:

| love it. | love these products I've never heard of that are super cool. We will link to that. Next question.
What's something relatively minor you've changed in how you build product, that has had a significant
impact in your team's ability to ship and execute?

AR ERIE:

HERXMLIT R BB~ M. BAIIM iR, T—Na&: W8P mamE, RMET HEERrIME
MEAR BARITRED = EEARR MR

[01:26:11] Josh Miller
English:

This past January, a couple months ago, we have started removing me from a lot of the product
development process, which seems to be really healthy. So, that has been the big shift this year.

AR ERIE:

MESE—A, JL1TAR, HMAGBERMRSFRALRRETIIGEE, XEERFERR. XRSFRK
GREERL

[01:26:22] Lenny

English:



That's a big transition. | went through that at Airbnb and it's great. It's great for everyone. Final question.
Best pro-tip for using Arc, that people may not be aware of?

FhCERIE:
XR—PNEANELT, HE Airbnb WEFHE, XWENMABE. RE—NRE: XTFEH Arc, KRATEETRH
BRREHMZIS (pro-tip) ?

[01:26:32] Josh Miller
English:

Try your best to not think of it as a browser. And have a beginner's mind about how it works and how you
might use the internet.

FRSCERIF:
RITFREEREIBE Y — 3588, FF “YI0 , EERAMNCENMEEIEN, URIRZifFEFEREEN,

[01:26:40] Lenny
English:

Whoal! Bigidea.

R EiE:

B! KR

[01:26:42] Josh Miller
English:

Yeah. Big takeaway from this conversation, we got to get much better at describing what the heck we
built. And why it's good for you. So, I'm not proud of my first or last answer, but it is what it is.

FROCENIR:

B, XRKEN—AWIRZ: HNBAEBRERRNZRET MAME, URATAEHTETFL. =
RBHNBE-THRE—TEEFACHR, EFLMEXF.

[01:26:54] Lenny
English:

And, actually, | mentioned this in the intro and if you listen to this already, you probably heard it already,
but we're going to link ... In the show notes, we'll have a link to actually get into Arc, because right now
it's wait-listed and we have this link that will get you straight into Arc. And so go check it out. Josh, you've
shown up with heartfelt intensity. | feel like | want to go apply for a job at The Browser Company now. But
you're not hiring product managers, so I'm not going to do that. Just kidding. Thank you so much for

being here, for being so genuine and insightful and warm. And thank you.

RSz ERIE:



KEFLRIE, Arc BRIRFEHNARN, BRMNEGNMERT — NI LEZHEN Arc B5EE. A,
Josh, RERILT HIEEIHIL. FHSHIMEEE S The Browser Company WEET , {EEEAIRIIARIE PM, B
MET (FX). EEREHRREIXE, MittER. FZIBEE. #Eh,

[01:27:29] Josh Miller

English:

Thank you so much, Lenny. | really enjoyed this.
FREiE:

qEﬁ@iﬁq , Len NYyo ﬁﬁﬁ?&ﬁ;kiﬁiﬁo

[01:27:33] Lenny

English:

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

as that really helps other listeners find the podcast. You can find all past episodes, or learn more about
the show at lennyspodcast.com. See you in the next episode.

FROCERIR:

R, MRIRTEFENE, ALUE Apple Podcast. Spotify SifRERMIN AFITIE. WiEEEBARITTESD
B THIE, XAERBEZIRARIEIFK]. REILUTE lennyspodcast.com ¥ EIFFEEEHTH. TEB MR,



