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[00:00:00] Judd Antin
English:

User-centered performance refers to customer obsession or user-centered practice that is symbolic rather
than focused on learning. It's hugely common, | would argue. It's work we do to signal to each other how
customer obsessed we are, not because we want to make a different decision. If your listeners are like, "I
don't do that." I'm like, "Think about it for a second. This is extremely common." Every time a PM comes
to a researcher at the end of a product process and says, "Can you just run a quick user study just to
validate our assumptions," that's user-centered performance. It's too late to matter. We got to ship it.
What they want is to check the box. One of my big mantras was, "We don't validate, we falsify. We are
looking to be wrong." Many PMs, many designers are not in that place. They do not want to be wrong.
They're looking to validate, and that's user-centered performance.

AR ERIE:

‘AP RFLBIRE" (User-centered performance) 15MIZIFMRAEMERN. MIEUEIAENN “BERE
£ 3 “UAPARL” XK, BAAXREEE XMIENENREELEEES, BRBEIIREZAX
AERP, MAREARNENBIBLBEREIRK, NRMFEHFRESE, “BAFRTHBWHE" , H=if:
“‘BIFARE, XXELT,” S57REE (PM) EF@nRgaRNERMRARRE, “REERERME— AR
HRIIE—TFERATNRIZS? ~ , XEE “UAPARLHNRE . AAXRREEXMET, BREER,
FROaETRET. tBENRE “GEXMNMERN (ENMEERE). BN—EEELGHRE: “BiI1FRIE, &
IHER. HNNBESHKECHIZNMS,” % PM AIGHMEAEXMIER, Mi1REHE, 1R8I K
I, X “UAFAFLHNFRE .

[00:00:54] Lenny
English:

Today my guest is Judd Antin. Judd helped build the user research practice at Facebook. He was a
longtime head of research at Airbnb, and his direct reports have gone on to lead research teams at Figma,
Notion, Slack, Robinhood, Duolingo, Faire, and other amazing companies. These days, Judd spends his
time consulting, helping companies with organizational challenges, product strategy, design, research,
hiring, onboarding, and crisis management. In our conversation, we unpack a conclusion that Judd has
come to recently about how the user research field is going through a reckoning and what needs to
change both within the user research field and how companies leverage user research going forward.

AR ERIE:

SRIEER Judd Antin, Judd SBHBNEIL T Facebook AP ZTINEL, fthE KHEABIE Airbnb BIRRZR A 3R
A, BB TREEFRDDHTE Figma. Notion. Slack. Robinhood. Duolingo. Faire EHF LR NSHRH
Pho W%, Judd TATFEATIIE, EEIATMRALIE. PmERE. 8T, AR, BB NERIFHIUKEN



B, EHRNOIER, HATFHFE Judd RIEFEN—NEIR: BRARABEEEH—H “KEE”
(reckoning) , LIRFAFERZURAER AR A B ARKINAF AP 575 EEZ M L,

[00:01:37] Lenny
English:

Judd shares what the user research field has gotten wrong over the last decade, how PMs and designers
rely on user research too often, and to answer the wrong questions, where user research will continue to
provide significant value, and how to best leverage your researchers, why it's important for researchers to
think about the business goals more versus just what the users need, what to look for when you're hiring
a user researcher, how PMs can be better partners to researchers, and also a phenomenon that | love that
Judd describes and often witnesses, that he calls user-centered performance, where everyone acts like
they care about the user, but they're just doing it for show and already know what they want to do. This
episode has a lot of spicy takes and will probably upset some people, but Judd is sharing some real talk,
here, that | think we all need to hear. With that, | bring you Judd Antin after a short word from our

Sponsors.
AR ERIE:

Judd RETEE+FRFPHARTIIIE TIEEIR, PM FHgiHImaned FHmE ki A R AR EHiRR
M, APMARBEML S mASIREERNE,;, URNARTFHFBIRNARR. MK T HTARREE
ZE RIS BIR (MANNERAFRER) EXEE,; BEAFPMARNNEENA,; PM IR AWK GEELF
HEERHE, UR—IMRIEESNH. Judd EBRHLEIENINR, MiFzR “URARARLOHNRE" —B)
FSPMABRIBEFGRXOBF, BHLRRENES, DERFEBEEN. ~&EERZEAMMWMS, ATERILE—
L ANREIRR, B Judd EXEREZENZHIANARNARBRZRNIN “KRIE . EREBENEENSA
&, EEHNIVGE Judd Antin,

[00:02:27] Lenny (Sponsor Break)
English:

This time of year is prime for career reflection and setting goals for professional growth. | always like to
spend this time reflecting on what | accomplished the previous year, what | hope to accomplish the next
year, and whether this is the year | look for a new opportunity. That's where today's sponsor Teal comes
in. Teal provides you with the tools to run an amazing job search with an Al powered resume builder, job
tracker, cover letter generator, and Chrome extension that integrates with over 40 job boards, Teal is the
all-in-one platform you need to run a more streamlined and efficient job search and stand out in this
competitive market. There's a reason nearly one million people have trusted Teal to run their job search.
If you're thinking of making a change in the new year, leverage Teal to grow your career on your own
terms. Get started for free at tealhg.com/lenny. That's tealhg.com/lenny.

AR ERIE:

SENXNHREE R BRI AEFIEER LK BIrNE SN, RAREWEN BRI MAEERENAR,
BEBPENEG, #RESERTEIHMNESN—F, XMESKNEEE Teal KESFHIMS, Teal AR
RIMT—RITE, BITARREENRIRZIR: 81F Al RoWEHEER. ROBERE. RIAEEMRRE, UKk
A5 40 ZNMBEEMILEMAY Chrome i, Teal RIFEXNEFHIINHIHPIRAME. LI EEE SRR
FREM—itXFE. IE—BAAGE Tea KEEMHNRIAIERERAN. NRIFEZEEREMENT,
1B A Teal B AN KB EE, 1718 tealhg.com/lenny R EFFIAFEH.



[00:03:18] Lenny (Sponsor Break)
English:

This episode is brought to you by Vanta, helping you streamline your security compliance to accelerate
your growth. Thousands of fast-growing companies like Gusto, Calm, Quora, and Modern Treasury trust
Vanta to help build scale, manage, and demonstrate their security and compliance programs, and get
ready for audits in weeks, not months. By offering the most in-demand security and privacy frameworks
such as SOC 2, 1SO 27001, GDPR, HIPAA, and many more, Vanta helps companies obtain the reports they
need to accelerate growth, build efficient compliance processes, mitigate risks to their businesses, and
build trust with external stakeholders. Over 5,000 fast-growing companies use Vanta to automate up to
90% of the work involved with SOC 2 and these other frameworks. For a limited time Lenny's podcast
listeners get $1,000 off Vanta. Go to vanta.com/lenny, that's V-A-N-T-A.com/lenny to learn more and to
claim your discounts. Get started today. Judd, thank you so much for being here. Welcome to the
podcast.

AR ERIE:

AETHHE Vanta HE®R, Vanta BEEEKLZE2ERRE, MERVSIERK, HTFRIRIEKHLQE (A0
Gusto. Calm. Quora #1 Modern Treasury) 1SfF Vanta, hBIB{1EE. FE. EEBMBTEZ2EMIT
X, HEJLAMIENLTBAMFEITES, BIRESARIINLTLMEFAMEL (40 SOC 2. 1SO 27001,
GDPR. HIPAAZ), Vanta BB ARIRGMFEKFAZENIRS, BUSRNESARE, BRLSKE, H554
M HABRERIEE. 8BZ 5000 RIREMLKHIABIER Vanta BrhFER SOC 2 R EMIELEEX 90% KT
E. TEFRERTEIA, Lenny’ s Podcast BIIFARAIE5F Vanta 1000 &£t E, iA18) vanta.com/lenny T fi#28E
ZEEHMEITN. SRMFAIL, Judd, IEERRGHREER. IIREIFEER.

[00:04:22] Judd Antin
English:

Lenny, thanks for having me.
R EE:

Lenny, §i§HREIRH.

[00:04:24] Lenny
English:

It's my pleasure. So we actually worked together at Airbnb for many years. And as | was preparing for this,
| realized how many of the people that you managed went on to do amazing things. So I'm just going to
read a list of people that worked for you and what they do now. We had Matt Gallivan, who now leads
research at Slack. We have Janna Bray, who leads research at Notion, Celeste Ridlen, who leads research
at Robinhood. Rebecca Grey, who leads research at Faire, Hannah Pileggi, who | think was leading
research at Duolingo, Louise Beryl, who leads research at Figma, and then Noam, who was leading
research at Wealthfront. | think he moved on to something else. What a fricking crazy alumni community

and group from this one team that you hired and incubated.
R EIE:

XEHRIRE, HEFrLETE Airbnb HETRZFE, MESXPATEN, HERIREEDTNEREZ AGREE
BTIRANRET. HFIFE—TEARIEIHARZ B URMIIIMEREIML: Matt Gallivan, BLTES Slack
B EIRA ; Janna Bray, 215 Notion BYFf 5 HBA ; Celeste Ridlen, %S Robinhood BV 53 [ BA ;



Rebecca Grey, %1% Faire B9 EIFN; Hannah Pileggi, Fid1Sit&E41S Duolingo B9HF5R; Louise Beryl,
RS Figma MUBFZEEIRN; X8 Noam, E4MS Wealthfront BEFZ, FEMMAECKIRT Tk, (RIBEEHIES
MXZHE, ERREMEHAEEARIET .

[00:05:11] Judd Antin
English:

No, I've never looked at that list, but I'll tell you, | have been so privileged to work with all these amazing
humans. | can't take credit for it. They're just outstanding people. And I'm glad the diaspora is out there,

because these people, rock stars.
FRERIE:

T, HEMKRIFAEI BB R, BREFM, EEXETRENARLZEHIRE, HFELHFIEATE
2, IESMBIFENTHA. FREHEIMITERAESL, FAXEARZ W ARERBEE,

[00:05:23] Lenny
English:

Okay. The main reason that | wanted to do a podcast episode with you is that you wrote this piece that
was titled The User Research Reckoning is Here, which | understand caused quite a stir in the research
community and | think adjacent communities. And let me just read one of your takeaways at the top of
your post to give people a sense of what it was about. You wrote, "The user research discipline over the
last 15 years is dying. The reckoning is here. The discipline can still survive and thrive, but we'd better
adapt, and quick." Before we get into the meat of the piece, could you share a bit about just the reaction
to this piece and maybe if it was a surprise and what you expected would happen when you put this out?

FROCERIR:

FH, BBMMEREIXPBENTIEREZE, RET—RBEN (ARPHARNAKBEEELEFIR) (The User
Research Reckoning is Here) MIXE, EHKFIF, XEXETMRRURMEXIHSIE T ANBERM. 1LFKIE
—TMRXEFERN—MZOMS, ULARTHE—TAR. (REE: “TE 1S FNAFPARFRIEEERET,
KEBEERIR, XNEFRMLATTUEFEHER, BENKFRPER,” ERNRIXEXRABZA, RiE
NE—TARMXEXENRMIG? XZRHILRBIIRIN? MEAGENTHNERETA?

[00:06:06] Judd Antin
English:

Yeah, | was definitely surprised. | wrote it because | wanted to start a conversation about something | was
thinking about. I didn't really know who would read it. And in the end it turned out a lot of people read it.
| learned that using the word reckoning may have been a mistake because it inspires a lot of dramain a
conversation that | wanted to be really productive and positive. Overall, | would say, though, that the
response was very positive. It seemed to resonate with a lot of people who reached out to me. | spent a
lot of time talking to teams, to designers, to researchers, but there were also a ton of critiques.

FROCERIR:

=H, HHLRERRT. REXRXERRANRERK—BEEREN—EEBRE—HME, HHRHTA
BERRE. ERIEHA, RENAFESZ, HRIREER “KBEE” (reckoning) XMARTEER— IR,



NERHRAFEREAMBMIRRBIERSIRTRSUEINERIEE. FITE0RE, RIGZIFERRE.
RERRABBIABRRTETHG, HETRSHESHEP, KITMAARRLZK, EHEET KERHTT,

[00:06:43] Judd Antin
English:

I would say some of it was like people thought | was throwing research or researchers under the bus, like,
"It's researchers' fault. We're doing it wrong." Which | don't believe at all. And that | wasn't taking
responsibility as a research leader or a design leader myself. And the most interesting one | would say was
the anti-capitalist crew, because one of my points that we'll talk about is that | think researchers need to
be more profit focused. And there are a lot of people out there who, | think they think that's not cool or
not research's job, and I'm like, "Well, what are we doing then, if we're not helping businesses succeed?"
But that was the most surprising critique, for sure.

FROCERIR:

FAEW, BERITPANRREEARIARE “WTE (BWR), FGER “XERMRLME, FITHE
77 o HREEAREANN. BB NANKFEAMRAFETRITATE KB FIERE. HAETRAEN—EH]
WRE ‘REAEX FE, AARXEFN MR FHMNEEZIKE) 2. HANARIFEZEMRER
Ho BREANERZER, BREX “fB HEFCRHARRNIF. RORNE: “MRIFANVFFEBNEWEIFH
o, MEMNBKREFTHARE? " EXHLERSHITFAIHT,

[00:07:23] Lenny
English:

I've worked with some of those people who are just like, "Why are we growing? Why do we focus so much
on growth? Why do we need to grow this business?"

FRSCERIF:
FROMBENARES, tilsR: “BMATABEK? AHARNENLXFERK? BT AEERRE

Xk ss? 7

[00:07:29] Judd Antin
English:

Yeah.

FRscERE:

=0

[00:07:29] Lenny
English:

So | get that.
FRCEIE:

Fir LAFRIERR



[00:07:30] Judd Antin

English:

Maybe it's the wrong industry for them.
R EE:

WIFXMTIREEMAT,

[00:07:32] Lenny
English:

Yeah. I'm not a fan of that. Okay. Let's actually dig into the meat of your message, and the big takeaway,
and the conclusion of what you're finding is happening in user research. And | know a lot of this comes
from a lot of user researchers have been laid off at a lot of companies. It was one of the hardest hit teams.
And so | think a lot of this comes from that. So yeah, so let's just start big and then see where it goes.

FROCERIR:

2H, BUAKINEBIHIEE iF, UERITRANRIRERZOAR. TBLEIL, URGREANAFP ARG
BEELXENER. RAMEXRABRELRETFHSATNAFMRARKERT, XERITHRTENEAMZ
—o FRIUFUNREUWREFETF . B2, UERNMMEMEEFR, BEEMNER5IAES,

[00:07:53] Judd Antin
English:

So yeah, everybody who's paying attention has noticed that there have been a bunch of layoffs. And |
think back in the summer | was thinking, "Listen, this seems to be hitting UX and UX research particularly
hard. Is there something going on? Is there a bigger picture?" The reason | use the word reckoning is
because to me that's like, "Hey, a moment to take stock." And triggered by the fact that a lot of wonderful
humans may have lost their jobs, and many more are afraid of losing their jobs. And so if it's a sign, the
fact that research has been hit so hard, it's a sign of what? And so the thesis of my article is really, it's a
sign that maybe the system is a little more broken than we think and that research is not driving the value
or impact that it should or could. And that's for a bunch of reasons, | think. Some of it is stuff that
research can do better, and a lot of it is how research is integrated and positioned in companies.

FROCERIR:

2H, FAXETUNABZEIRILET —ERNRG. BBEFEXR, HAER: “E, XMFHUX (B
F&Le) M UXHIRBFITHEAHRTE, BARAETHA? BREERUNER? 7 RZFIUER “KEF”
XA, BRANERY, XBH®E TR, BHEER—TT" . XEFSMFHARGERELE. EZAE
DRETEX—FLMME, NRARTAFZINICAENITERE—MES, BERETA? FAURXEN
ERE: XAgE—MES, RPEAZLHRNBRNEXBRE, ARHKBEAEHENAHEBLIFNNE
HEMm. WIANRERERS, BERMRESEIUMISEFIIMT, BR—EHDNEHFELEPMEEE
BE IR,

[00:08:46] Judd Antin

English:



And at the root of all that, | think, is that we're just doing too much of what | would consider the wrong
type of research. And what | mean by the wrong type of research is | have this framework, and it's in the
article, macro, middle range, and micro research, at least three ways to talk about it. And it's pretty
simple, the intuition of what those are. So macro research is big picture, strategic, business focused,
forward-looking innovation, look at the market, look at competitors, long-term research to understand
where the product should go next, stuff like that.

FROCERIR:

FIANFEXLRBIRRE T, HIMTAZSHIAEN “BiREE” AR, RFIRNEIREEARER
— REXEPRE T —MEZR: ZW (macro). FM (middle range) M (micro) #F, EIBILAM
X=NMEERY, EMNNENEXRERE. ZUMASABUA. SGEMEN. DWSHPO. FiREERe)
., XAMG. TENF, UKEETHREG T —PEANKIMRARES,

[00:09:20] Judd Antin
English:

And then you have micro research, which a lot of really technical usability falls into this, all the beautiful
stuff that researchers do to enable a really high quality, excellent, pixel perfect thing to go out the door,
laser-focused research to understand AB test results, stuff like that. And then you have this middle range,
which is this blobular place where the research questions are middle altitude and a lot of the core, let's
say user understanding questions fall here. And a lot of what research is doing is research in that space.
It's, "Let's take a group of people and ask some questions about how they think, feel, behave, how
they're using a product or not using a product.”" And it's just this devastating mix of really interesting to
many, including researchers, and not impactful enough for the business. That's the core thesis.
Researchers do it because it's interesting, but honestly, and a thing we should talk about, Lenny, is

researchers also do it because it's the kind of work we most often get asked to do.
R EIE:

ARREMHUMER, REXKAENTRAENRBETX—X, BEARIANTHRESRE. 2. GERTEN
A FrEN A RATIIE, UK A/BINIHERIVEEMARES. BRER "TUMR , XB—MEH
Rt , AREENEELTHRESE, REZON (LLNAFEFERE) FEBEEXE. BRASOMARL
REREEFRTEX U, tbal, “H—8FA, ERTEAR. BENMA. THRAZ 4. WAERANTER
ENEm” o XE—MRAENES: WEERARRERNTFZARRIFEEER, BEXLSHEMAENFE,
LI R, MRAMXLERRANER, BELR, Lenny, HRITHRIZKK: HRIMXLEHBERXE
BNREREREMBI TR

[00:10:22] Lenny
English:

Yeah. That's exactly what | was thinking. As a PM, that's what | want to get answers to, is like, "How
should we think about this one product?” And | totally get this.

FROCERIR:

2H, REBXAEH. fFA—% PM, RBERIBZTRMERXE: “BINZOAEFI—1NTm? 7 &
FTEEEX—Ro

[00:10:31] Judd Antin



English:

Yeah. The questions turn out to be really interesting and there are many cases at many companies where
it's super impactful. But the problem with those types of questions is they tend to, they trigger all the
worst stuff that researchers experience. So they yield results which are interesting, but sometimes hard to
operationalize. They trigger the post hoc bias, really, really, really well where a lot of people can say
confidently like, "Oh, that was obvious. We knew that already." And they fulfill this need for us to feel and
be customer obsessed, user-centered, without changing anything. So doing too much of that research to
me is a symptom of a broken system, and where companies are really different from each other. | heard
from so many after this article and they're like, "Well, my company and my industry is like this or not like
this."

AR ERIE:

Bl XERARHKLIFEER, MEAERSAFANRSEAT, ENFEEERMS. EXERRERET,
ENTFEIMEAMRGMEHNAERERNER. SlTENSERRER, EERMELRLNLIREE. ©
MNEEEZME “FRIEAMRIL” (post hoc bias), REASBERHMY: “MB, XREAZW, FHIIFEA
BT, ENRETRIMNEERIE “FAEL" . “DAAASRL” NFEX, MFAFEMEERNRE, WHFK
W, MAZXEMRE—TREMEREBER. ERABVBERATHEE, XELXHBERBERZRE, BA
W RHQEMTUERXEN HE FTE2XEFN .

[00:11:24] Judd Antin
English:

But in tech, we spent the last many years hiring, hiring, hiring researchers, but maybe, I'm sure most of
your listeners are familiar with the idea of a ZIRP. Maybe it was a zero interest base phenomenon, where it
was okay when the money was easy, to hire researchers, even though we were not setting them up
properly. We're were going to set them up to fail. We set them up as a service function. We didn't know
what research was for. We didn't know how to really drive impact with it. And that's where the reckoning
comes from. It's like that era is over. Research, | think, is more crucial than ever. Good, great researchers
are more impactful than ever. But it's in a new space. We're in a new space now.

FRCERIR:

BERKTL, SENERN—BEENFHIBREHARR. BHRBEMROARSHITRERAE ZIRP (FF)REER)
EMER. BIFXR—MEMERFETHRAR: HKFEZHE, BEMARAKEE, BERITLE MR
HEBAIRIT, LR ERELMITEDRK. FHMTEMIMKEN—M “IRSIREE" . HNFERRHE
MWEf4, FREBNAEENRERTERNN,. XM “KEE HBEX. BIRBEXLERT. HIANH
FEEAFERBHMEEREXRE, MBRARR U TFERMEEREERM, BRIMNMELF—IM2HIFIR.

[00:12:05] Lenny
English:

| want to make sure people understand this framework. And specifically, how would you best describe
the difference between this middle range research and macro research?

FROCERIR:
HREMRAREMBRIMESR, BERY, RNAHAZIM “PMAR" 5 “RBRHAR" ZERXH)?



[00:12:16] Judd Antin
English:

Middle range research is usually focused on a more specific set of research questions or a constituency.
So if macro is like, "Let's understand the overall competitive landscape. Let's do a concept car type
project where we really look ahead. Let's get involved with strategic planning,” which is a wonderful thing
for researchers to do, do TAM studies, other things like that, that stuff lives in the macro space.

AR ERIE:

PMARBEEFE—HEAROAR AT ERE L. MREUMARZ: “UBRNTREERSKE. iL
BAME— W2E RENHE, BERERK, LHRNS5HEMAY (XINARAKREHKRITE), &
TAM (BEMIZEE) MRE , XEHBETRWEHE.

[00:12:42] Judd Antin
English:

The middle range space is like, what's a good example? "We want to know how Airbnb hosts feel about
their payment options." That's a really interesting, reasonable question. And we can go out and do
research on that, but it's not that specific. It's not really targeted at a business problem yet. It could be.
Maybe that's a result of the research, but it yields these middle range insights in which we've learned
things like, "Well, hosts want flexibility about their payment options." I'm making this up. And that's a
good example where it's like, "It's not that that's not an interesting set of questions, it's just not quite
pointed enough." And it's not framed in the language of the funnel, or the business strategy, or the OKRs.
It's not quite enough aligned enough to that. It's too blobular in that middle level and it ends up not
driving impact.

FRZERIE:

FRIRERFEIEIF LA “FfTARRNE Airbnb RN MERB +ARE.” XR—TIFERBEGEN
[, N UM RAZR, EERABEAEE, BLBREEHFMNENLSR@E. ©rER IS REN5IF,
BEFENXMANRAREER: ‘BHAAFEXMENEEREL.” (XE2RHFENFF). XE—MRIFHF
F, RAREREHIEZE, RIBRFBRE. ERBR “HUFL" . LSZHREE OKR WESHKER. ESX
LEFNNTFTEERTE, EXTHEERZFAEY (blobular), REFTEFERM,

[00:13:38] Lenny
English:

| think it also leads to a lot of the things as you described, people don't like about research. It delays
everything. You have to wait for the research to be done to have an answer, to make a clear decision. It
also creates this issue that people complain about, that PMs and product teams don't want to just make a
decision on their own. They're like, "I will get this additional data point and make sure research tells us
this is the right answer instead of just trusting there." God, | guess maybe along those lines, this might be
going off a little track, but what's your advice there for, say, product managers or PMs or product teams to

not necessarily rely on research for that middle research?
R EIE:

BIANARB2SBIMERNILEANRERMRBMS . EHIETHESE. MUNFFHRTHAESIE
=, THMEPBHIRE. ©F51% 7T AMHESH—1EE: PM A~ @B EIRIIBURE, a8 “F%



EZIXMUIMIBIER, BRAXTSFRIIZZERESR, MARMBERR.” XM, BEXEK, B
AR REA R, (BN~ mEERT mEPE AR, LA —EZEXE R T _ R 5 ?

[00:14:14] Judd Antin
English:

| think the reason why so many PMs ask for those middle range questions is because they haven't really
gotten deep with their researcher in a way which can leverage it for maximum impact. So if the question
is like, "Hey, Judd, you just pointed out a bunch of problems, can you be more solutions oriented?" Well,
the solution is simple but not easy to me. It's that we need to restructure the way we make products in a
way which integrates research much more fully. It looks like consistent relationships in which researchers,
and the work, and the insights they provide are a part of the process from beginning to end.

FRCERIR:

HIANXAZ PMgRFRRENRERZ, WilEeES5MARBIEEBLKIZEERATZMANRESIE. i
LU, SAREERZ: TR, Judd, fRMEHTXAZRE, REERE—EFRGRDG? 7 WK, BRSRRE
B, BXRERATEZ. BUERNFEENTmEENAN, EMREBERDMEBEGHRK, XRWAN—
MEFZEIR R, PRAMETFRERNTFRMEEREZT mRERN—E 7.

[00:14:51] Judd Antin
English:

And | think, Lenny, you as a PM, that's how you worked. | remember you, | know who you worked with.
You worked with great researchers. But honestly, most product processes are not that way. And so that's
when research is a service function. It gets called in right at the end. It's reactive in the sense that a
researcher in the room listening and participating in the conversation could have a ton of impact on
framing exactly the right question that will drive maximum business impact, maximum product
improvement at that moment, and then go do it quick, and get back, and we're onto the next. But they
weren't there, the relationship wasn't there. They're not engaged in the project from the beginning. And
that's the number one root of the problem. As long as research is a service discipline, | think we're going
to be stuck in this spot.

FROCERIR:

Lenny, fEN—% PM, RRIE@XETIER, FKICHMR, HMEMAERSZD, MNRFHRRREEL, BE
KW, RSBV mREHIENLt. ERLERER, ARIAZ—TIRSINE, BEREAHRUHER, EREIIR
NI, MRARBERGMIAHS 5L, MNETUNRER P EFERAWSEM. RAF REER
“IEWRE FEEREM, ARREBEHRITHRER, BEEANT T, EMIEEFED, IMXAFTEE.
ITRBM—FEME5HE. XEEFELSRF. RBARNAZ—] RSFR" , HANENMEZ—
BEREX MR,

[00:15:37] Lenny
English:

When people might be hearing this, on the one hand, it's research has been not as helpful to teams as
they thought, and researchers have been spending time on the wrong thing. On the other hand, your
advice is integrate research from the beginning, make them more involved throughout. And | think that



might confuse people. How should people think about, like, "Research is actually more important? You

should integrate them more deeply."
R EIE:

HAMNFEXER, —HFEIESHARNEANNEREBRRPBAK, HRE-—EEHRNEBELREAR
8; Z—FHmE, REENAEMN—FERESHR, itt2iE25, RRFXAIgFIILAER. ANz
IR “MREFLERE, MNZEREMESMHI) X—<7

[00:15:59] Judd Antin
English:

There's a vicious cycle that's been happening, is from where | sit, and this is what I hear from many, many
researchers and research leaders, which is a lot of companies hired a lot of researchers with great
intentions, didn't quite know how to integrate them. And UX research is a newer discipline, so maybe
that's not surprising. We're still learning how to use it. "Cool, let's evolve." But a lot of companies hired
these people, but they hired them into kind of like a service discipline, very reactive, not in the room, not
integrated in the way | said.

FROCERIR:

EHENE, BEAMNTFSMASMARASERBERINER, BRFET—NEEER. REAFDETFREHN
BERBETAEMRR, AFRKXNBERMFABEM]. UXARE—MRMNER, PRUXBIFHFAREE, FIE
EFSMOAERAE. B, WERITHEIE,” BRZBQAEEEBTXEA, IHBAITHRET RM RS ML
B, IFEWE, MERARNY), ERBRHFMRAEEITES,

[00:16:30] Judd Antin
English:

And so they had less input on the questions to ask, or they're included, but only at the end. And then
they're unable to build those direct relationships, to be there in the room to actually drive the questions
and insert insights. Because a good researcher is like the repository of insights you need for growth, but
they're not there. They don't participate in the decision. So they end up doing research. They have jobs to
do, so they do research that is too reactive, it doesn't matter, and then it's less impactful. Executives
conclude that therefore researchers are not as impactful and then they get sidelined or laid off and the

cycle continues.
FRCERIE:

Eitk, iRt ARBLFRELASEN, HEMERANAE, BREEREM K. T EAZIIEZN
RR, TAENDENRBENFREHENRR. BA—NMBOMRIMERMEKFARIERE, Bfi1R
T, FBE5RK. FUMIIRALREM—LEMRRRTRIES, MXERRITRED, TXBEE, EWHBEA
B, BENBILSHEL: MRRKPLAERE, TERMITBOSAHHG, BFEES,

[00:17:07] Judd Antin
English:

So | think the short circuit is the constant engagement. If you take a great researcher and you insert them
consistently in a product process, | feel confident that researcher will drive a product improvement,



metrics impact, growth, all the things that you want to see as a PM and a product leader. It's just that's

the exception, not the norm these days.
R EIE:

FRUFEGANITRX N ERN G ZER “FE25" . RIFHER—IMMBHMRRE, HiLt(lEEs5~mR
12, BBEEOXUMRZEM T meE. EinEA. WSIEK—WmmEIMREN PM A~ RdSEREIN
FrEEE. RBRESES, XK THS, MIFLES.

[00:17:31] Lenny
English:

This may be a hard question to answer, but when people hear, "If you have a great researcher, here's how
you approach it." What are signals that your researchers is great versus not great? What are some things

people could look for to tell them, like, "Oh, maybe | have the wrong researcher on my team."
R EIE:

XA gER— MRERZFRE, EHAMRE “MRMPE-—NMMBNARR, REZXEFENEFME" 6, A5
RRASFERARRNESEMHA? AMAILREBLETRAET: 1R, BFREANRENRRREET” ?

[00:17:44] Judd Antin
English:

The best researchers | think are first of all, multi method. The first iteration of user research was primarily
a qualitative discipline. But a strong opinion that | have is that is largely one of those models that needs
to evolve. It's not that qualitative user research is no longer important. It's that the best researchers have
five tools. | think they have five tools. And those five tools are number one, what we would call formative
or generative user experience research. So looking ahead, innovation focused, really open-ended, maybe
more ethnographic, "Let's go out into the field and talk to host and guests on Airbnb. Let's see people
using our product in the field," stuff like that. So that's formative.

FROCERIR:

HNNEMBFIMRZERR “THEL” N, B—HNAPAREIER—TIEMFR. BRFE—T RN
R XERAREELRFEHAUNRERNZ — HABREMEMRFIBEE, MEKRAFNARRAE “AHT
8 , WAANBEEETA: £—, HNTWZH K" (formative) 3 “4AERE” (generative) KIFEF
KR, EEAMEMN. TETEFHN. FEARIN, BFERRARKSHZE, bl “ELMED Airbnb
MERNES, MEANMVEEMZRPWNACARINNSR FF. XMEMMMEHRR.

[00:18:27] Judd Antin
English:

The second type is evaluative, so more like usability testing. The third tool is a basic rigorous survey
design. It's the best scaled way to get responses from communities small and large. You can get a lot out
of really well crafted surveys. But to do that, you have to have the fourth tool, which is applied statistics,
the best research, know a little bit of stats. You can't interact in a world of AB testing without knowing
basic statistics.

FRCERIR:



EME THEM” (evaluative) BAR, BERETAMNR. F=#TAZEMB™ENRNERATIRIT. X
MARRAVNRIBHAFIREN R BB SR EMREU S . BIBEOIRITHIRE, RAURFRZERS. BEEHEIX—
=, MPITRBEENETR, B ‘“NARTE" . RNBENRRARE—RFKITF. NRATREMSAITE, R
FTETE A/B IRBI T RETET B R

[00:18:56] Judd Antin
English:

And then in the old version of this, the fifth tool was SQL, because | think good researchers need to be
able to run their own queries. These days, so much of that is dashboarded, that the fifth tool may now be
prompt engineering, which is a thing we could talk about, but | think maybe that's the fifth tool is
somewhere, is it technical skills that fall in between querying your own data, understanding it very well in
companies that are awash with data and then interacting with generative Al.

FROCERIR:

FIHRRAF, FRHTAR SQL, EAKIANRFHNHARZERBSITECHNER, W15, RSEIEETI
WHNRET, FIUAERAHTAIEARERE “RRIATIE" (promptengineering) — XZEEHAMTAILUTIEHVE
Fo, BERIANNBRGIAENTEHEEIHIE. TEHIRZENABFRNEREUE, UNRSEERAAIREZ
BV R e,

[00:19:24] Lenny
English:

Amazing. That's such a cool list. Okay, so just to playback, formative, generative, innovative skills to think
bigger and come up with new ideas, usability.

FROCERIR:

KET. XINBFRREE. 8, RER—T: ElE. ERM. eI, BTERMBEHRLIHIEE; AT
o

[00:19:35] Judd Antin
English:

Yep.

FRCERIR:

=0

[00:19:35] Lenny

English:

Yeah, usability. How did you describe it? | have a different word, here. Evaluate? Evaluative?
R EE:

=0, AN, RRIAEAERN? BXBIET S5 —M. Wh? TEM?



[00:19:41] Judd Antin
English:

Evaluative, right.

R EE:

&M, R

[00:19:41] Lenny
English:

Okay.

FRCEIE:

a5

[00:19:41] Judd Antin

English:

So we're evaluating products and doing more. Really that's the micro level of research.
R EiE:

FRUAF ME TS A MEZ TR, XK LB FHEERIHR.

[00:19:47] Lenny
English:

Survey design, being really rigorous about it, applied statistics, and then SQL/dashboard/prompt

engineering.
FRaCERE:
AEigit (BIFEM™E). NASKITE, AERE SQU/MNERE/RTIATIE.

[00:19:53] Judd Antin
English:

Right.

FRCERIR:

Xo

[00:19:54] Lenny
English:

Maybe just one last question along this thread, also a big question, but any advice for how to evaluate
these skills/interview for them? | know this is its own deep topic, but any advice for someone trying to



find this person?
FRZERIE:

BAEXTRBBERRE—MEE, XUENKEA: XFNAITFEXERERHTEHIL, MEFTARNG? &K
MEXZE—MRREE, EXNTREIHIRATNA, FEFAEN?

[00:20:05] Judd Antin
English:

I've interviewed hundreds or thousands of researchers, and the way | usually approach that is you want a
researcher who's got a Swiss army knife, because if all you have is a hammer, then everything looks like a
nail. And so if you give in the context of an interview, let's say, a researcher, a pretty juicy, open-ended
research question, and you want to see how they handle it, and a good answer is usually multi-method.
We're not going to handle it in any one way. We're going to say, "Well, here's a couple of ways we could
deal with this. Here's how we could do this in a day, or a week, or a month." We usually don't have a
month, but sometimes big research projects go on for that long. "And here are the different sets of
methods that we can use."

FROCERIR:

HEAIHE LTRARE, ZREBNFER: MEFE—RE “W1EI) HHARR, BEANRGEFER
#F, BB FIUEERT, MRMFEHRA—TIFEERSEE. FRANHARRE, (REEEM
ManfEInE, —MFNEIEEERZHZEN. RMNARA—MMARNLE, HMNZW: B, BILMAEATU
XA, XRHANMAZE—R. —AH—TERTRENGR." (RARITEERE—TA, BERX
BRRDMEBWETERBAA) . “XRENATUCANAFRGEAS.”

[00:20:44] Judd Antin
English:

So see where they go. It's actually pretty simple. Most researchers are deeper in one than the other, and
sometimes you can make up for those five tools with the team. So you have experts who are t-shaped,
but maybe deeper in one or several of those ways. But when | built a team at Meta and at Airbnb, that was
my goal, is individually as researchers build up those tools and then as a team build deep expertise that
would fill all the gaps.

FRCERIR:

BEMNNER. XELRER, ASUARAERE—FAEHLLS—FEERN, BIHRELGED FPAKIFFX
AR TIANREK. FILUREE “TEAA" , NEE—TS/LNHAEERSER. EHIRTE Meta 7 Airbnb
AREIPARY, HERE: EMRRNARBRIEXLETAR, AREA—TEREIERBEITETHNR
BT AR,

[00:21:10] Lenny
English:

Coming back to the main premise of your post, one of your big takeaways is, "Researchers need to be
much more business oriented, thinking about what helps the business versus the user." Which | think to a
lot of researchers will feel really weird. Can you just talk about your takeaways there?

FROCERIR:



CEMXENEEFR, MN—ITEBEMNRE: “HRAFTBEEMULSHER, BEFAXWSHEER, M
MURZBAFPFEMFA.” BREFXMNEZHARARNSBIRE R (REERIKIRTEX FEAVRIED?

[00:21:25] Judd Antin
English:

So much of user experience practice, not just research, but design too, is focused on empathy and very
user-centered. This is beautiful. I'm not saying that we should abandon that. I think what I'm saying is
there's an overlapping event, where you have the user and profit or the business. And what researchers
need to do is be way more explicit about finding that overlap. So one thing, when researchers ask for
advice, they're like, "Well, what should | do to be more business or profit focused?" | say something like,
"Did you read the last quarterly report, If it's a public company? Did you listen to the shareholder call?"
And they're probably like, "No, it's full of a bunch of language I didn't quite get."

FROCERIR:

BRAESE (RMUEHR, haEigit) NRA—SIMEFERBNUAR RO L XREH, HHAF
RRBNEBERAX—R. HBRNE, XEFE—IRE, DAFERSFERILSHRE, AREAFTEME
EEMMAMRMEIWBIRE. FIl, SAREARAEIKEI, B “FHEAMAEEREWSZHFE" 6,

=0 “MNREBLEHAT, R E—EEVRGE? RITIRABERZNG? * Milrgzik: %, B
HEERERAFKENARIE"

[00:22:12] Judd Antin
English:

And I'm like, "Yep." So there you go. That's the language you need to learn. Scour your Google Drive
folder, your internal folder and look for all of the documents that are about this quarter, or this halves, or
next half strategy. What are the OKRs? Understand the metrics and the conversion funnel, know it back
and forward, because then what you're doing is you're proposing, if you're in the active conversation,
you're saying, 'Cool, | hear you asking that research question. I've identified this is exactly the spot in the
funnel where | think we need to do work. There's an opportunity here. Or that competitor is eating our
lunch with this group of users. | know that because | read the competitive report and | understand it
deeply." So those are skills that some researchers have and a lot are building these days, but historically,
last 15 years, it hasn't been a thing we've been as focused on, and | think that's an evolution that needs to

happen.
AR ERIE:

=P XM T XMBIRREFINES. EEERIRBY Google Drive X RN EBXHK, FIkFIE
XFARFE. REFHTFFERENE, OKR BA? BRIERNEXRS, ERFL. AAXELMTES
IIER, fRELEERIN: “BE, BIFEMRIE TR MAREIE. BRAIMREIFHX ML EERINEEL A
B, XEEMIE. 3E, BIMRENFETRERNXESBF, BANEX—RREARETZHFREHE

REER,” XEEMOMRZAS. BRSAEREEFNRKE BEIEN IS FE, XARERHNXENE
=, HIANXZB— M IAER .

[00:23:06] Lenny
English:



| think a lot of PMs listening to this are going to be like, "Hallelujah." This is exactly what I've been trying
to convince people of. It's what I've been trying to convince my researchers of, and design often falls into
this.

AR ERIE:

BERZITXEATER PM B=EW “BARIE" , XERH—HRERRARNER. XUERH—HIXER
REMNARZANER, MEIRITEABEEBAZHIRK,

[00:23:17] Judd Antin
English:

But Lenny, the opposite is true, too, because you got to take the average PM who lives in that land, all
day, every day, and what they do is not in the Venn. | think those are people who are also performing
customer centricity and performing user-centeredness a lot, when they're really not interested. And so
this is not about researcher. This takes two sides. Fixing this broken system takes everyone, researchers,
PMs, designers, everyone at a company, but also the way that organization is structured, and integrating
itself in a different way. Everybody's got to come to the table.

FROCERIR:

B2 Lenny, REFRMEIL. RAELE PMBEXTRELSHIER, tIFABHOBRERNZE (Venn
diagram) 2, HIAAXLEAMEZERE “FE" URFPAFO. UBRAFO, ML EMIIHRRNE, Fh
UMUK FRFRG. XFEBRHGHE . BEXINZBRENRAFTESIA—HHRLE. PM. &I,
REENE—ITA, ANEEFRARRMEEZBNAENESS . 8TASBUAS5HK,

[00:23:55] Lenny
English:

Such a good point. And you have this actual term that you call user-centered performance, where it's the
performance of being user-centered. Can you talk about that and then just what advice you'd give to PMs
that, hearing this, are like, "Yes, | love everything you're saying," and then not realizing maybe they're too
far in that extreme?

AR ERIE:

WX T MME—NEIINAREY “LBRAPRORRE" (user-centered performance) , BIEFRIEL KA
AR AR fREEEIKXMG? WMFLIFT XLIENRT 85, BREEERMRN” , ASRIRFBE T8
EBT B —MEIRA PM, REFARIN?

[00:24:11] Judd Antin
English:

User-centered performance is a term | made up, because it's fun to make up terms. And it refers to
customer obsession or a user-centered practice that is symbolic rather than focused on learning. So it's
hugely common, | would argue. It's work we do to signal to each other how customer obsessed we are,
not because we want to make a different decision. And if your listeners are like, "I don't do that." I'm like,
"Think about it for a second." Because this is extremely common. It shows up in explicit ways and implicit
ways.

FROCERIR:



‘AP AROHIRE" BRABH—1E, BARARNERER. EENERMREMER. MIELUFINE
R “BREL" = “UAPARL” LK. HANAXRESE. XMITENENERRILLAZLES, BR
HIMNBZAXEER, MARRAENENBIELMEARIREK, MRMOFARESF, “FA ST
£, BZaW: BFARE.” EAXXERT, eUENNERMENSEE.

[00:24:52] Judd Antin
English:

So explicitly, | would say every time a PM comes to a researcher at the end of a product process and says,
"Can you just run a quick user study just to validate our assumptions?" That's user-centered
performance. It's too late to matter. That PM is not interested in being wrong at all. It's too late in the
game for that. We got to ship it. What they want is to check the box. So any check the box style research is

a wild example of user-centered performance.

FRCERE:

EMRY, 4 PMEFGREERNERHARZNR, “MReEREH—HAPHARRIRIE—TERINERE
g? > , X#E ‘UAPATROHRE . BAXMEEEXT, EFRIEM. A PMBXRREWRIEAR

B, REREBEFAWT, FmdIkm. IEENRRE “ENIHE” . A, A ‘€315 ANHAR
HE “LUARARORRE" BB,

[00:25:22] Judd Antin
English:

I would argue every researcher has probably had to do executive listening sessions because a lot of PMs,
founders, product people, but designers, too, they want to get close to the customer. And so, like, "Can |
do some focus groups? | want to be there. | want to ask them questions." This is 97% performance. It's

well-intentioned, but it isn't focused on learning. It isn't going to drive better outcomes or more impact.

FRSCERIE:
FINAB I ARRATELAERMNT “SEMFE” , AAESZPM. tlIBA. @A, TEIRITIE, thil&riE
“MIEEF” . FESH: “KRefig—LtesES/ang? RE7EMT, REEAMI1RER,” XEP 97% HE

KiE, BAVRREN, BEEHFTETEY, UASHREFHNERNERNFIN,

[00:25:49] Judd Antin
English:

And then there's all these implicit ways that people engage in that kind of user performance, too. A lot of
it comes down to cognitive biases, confirmation bias, ego. One of my big mantras was, "We don't validate,
we falsify. We are looking to be wrong." That is the mindset you should use when you're approaching
insights and research. "I want to be wrong. | want you to do research that shows we were off base in the
following ways. Tell me exactly how and why in a way that allows me to fix it quickly." But many PMs,
many designers are not in that place. They do not want to be wrong. They're looking to validate. And
that's user-centered performance.

FROCERIR:

tesh, AR UEMEENSNHTXMAARE, RARELIPERNINARL. BIAMRRNEREIR &
W—PEEEAHEE: “BIIAEIE, BiHE. ZN2EFHECH RIS, XA ZIREENBRMHAR



RNENLE. “BRIIPAECEHEN. REEMMNMRERTRINENESERE T AR, U—MEEiLEK
REEENHT N, BUMSHFROARBURATA." BiFSE PM AIGIHNEORRIXMIER IR 8EH
&, fRBIKEIE. XFE “UARARONERE" .

[00:26:29] Lenny

English:

Oh, man. I think a lot of people are hearing this and feeling exposed.
FEiE:

R, X, HERZARIXESTEFIREZFT

[00:26:33] Judd Antin
English:

Exposed.

FRCERIR:

WEEFT o

[00:26:35] Lenny
English:

| feel like you're like this Deep Throat person coming from sharing these things people don't want to talk
about at the office.

FROCERIR:
HEFRAER D TR (FFE), PEEARKAEDLIEEEMPXRNER.

[00:26:35] Judd Antin
English:

I know.

FRsCERF:

HAE,

[00:26:42] Lenny
English:

There's this quote in your post I'm going to read. "Product managers love to ask for middle range
research that they can use to justify decisions they're reluctant to make on their own. User designers love
to ask for middle range research because it fits their model of what proper design process should look
like. Executives love to ask for middle range because they don't really understand what research is for,
and helps them do performative user-centeredness. In the end, they will decide based on their own
opinions."



AR ERIE:

MXEEE—RIE, RBR—T: “ToRELESREXRMPNAR, LUERRNMITARRIRILH SR E B
o RITIMERERMPMAR, RAXFERIOEF ERKITRE NENEFEF. SESRERMBHN
5, AAMIAREEEZERRNARE, MXEBMITREREDNN UAFASRL . &%, WiIEEs
RIEB SHNERBURE,”

[00:27:07] Judd Antin
English:

There is an important place for intuition in product development, of course. The best designers,
researchers, product people develop strong intuition for the product. But you got to understand, intuition
is where all of those biases lie. It's where all your blind spots are. And what great insights people do, what
great researchers do when you're next to them all the time, is they'll expose you. | don't have to be the
Deep Throat, because you have somebody who's professional job is ... Keeping you honest is probably
the wrong way to put it, but as somebody whose capabilities are about expanding your horizons, making
it so that your intuition is constantly improving, you don't have to rely on it when your intuition and the
evidence sort of collide in a way that either affirms or falsifies the product decision you made. Now
something really good is happening.

AR ERIE:

B2, BERAEFRARTLEEEML, KRMAFENKITN. ARIN~mABIN @ ERINER. B
WA, BERIERFIARILAENMS, WEIRFEERRENMG. MEANRRE. FANHARRE, Y
R—EStIIHBELE, MISBEMNER. HAFERY “FEK” , BARSUMRETLAL, I8
TER i “LLARRFPMSE” AIREARAER, EMIMENETY RIFNAE, ILRNERREHEL, SR
MERSIHEAEME, TILRIESKERIEN T IR MRER, REFAMUURBER, XiHE, HIES
MENEBERRET .

[00:28:00] Judd Antin
English:

And the other thing that is inherent in that quote is I, at Airbnb, wore many hats over the years. | was head
of research two different times. | was head of design for guest products. And my last job was | was head of
the design studio, so UX research, UX design, writing, localization, they all reported up to me. So I've seen
this from many disciplinary angles in the UX field. And researchers aren't the only ones who are guilty of
this. | would say design has a ton of performance. And it comes from the fact that we have figured out
user-centered design, this process, or design thinking, which IDEO popularized. Like, "That's what we're
supposed to do, right? Bezos told us that we, as PMs, had to be customer obsessed. So that's what we're
supposed to do."

FROCERIR:

BERFEBERE T F—EER. KT Airbnb TIEHEHEAEIRZRL. RERREEMRATA, BEEEE
FmigithsiA. BEE—HIERRITIEZEATA, UXHAR. UXi&it. XE. FEBEIHTCHKR. AL
BM UX TSP Z U AERRIXMIAR, HRIAFEE-—EXMITHHA. FBR, IRt ERE
B TR . XRTEMNEBLLM T —F “UAFPAFOKIT" A2, 3& IDEO #I By “I&iHRE” . AX
RF: “XMERANZMBY, WIE? NERSIFHA), FAPMOMERE L, FrUlXmERl & Mes.”



[00:28:48] Judd Antin
English:

It's a really common and damaging thing when we don't genuinely have that growth learning mindset,
and it's easy to sideline researchers. We don't need them in that situation. We've got our guts. Isn't the
gut where a great PM, a great founder needs to have that gut? And they do, but they need to be open to
the fact that your gut, is limited, and biased, and narrow, and wrong sometimes.

AR ERIE:

HRNTKBEREASERM “WRKEIOE Y, X2—MIFEEHBEABRIFENISR, MAREZIEHARR
WG, ERMBERT, HMNESECSAFTEMI], HMNEER. HEMSH PM. AFHNEBAFTEEER
13? /RS HFEE, BEMiIBIER— 15X MVEREERMRE. BRI, HHEe, MEAREHEIR
B9

[00:29:13] Lenny
English:

The two sides of this is trust your gut opinion, "I don't need research, | don't need data. | have opinions,
and my own experience, and I'm going to use the product, and let's just go with what feels right to me."
Versus pure data-driven research driven for designers that are maybe listening for product managers. Do
you have any advice for just where to fall on that spectrum and just how to best leverage research to
inform that opinion?

FRCERIR:

XEM MR — N2 “BEER" , Bl “RAFERR, FTHREHE. REACHIBNELN, RE¥AR
Brrm, MERRENHNRBER" ; 5 2AERRENARER. X FEERT BANILITIHEL PM, R0
AERXPNCOEFHREIFERBEFARIN? LRI R tF AR mENX L I AF?

[00:29:36] Judd Antin
English:

Yeah, | taught a class at UC Berkeley this semester on leadership, and we talk about that a lot, because
great leaders develop intuition. It's the pattern matching part of experience, where you develop heuristics
which allow you to make good judgments even if you can't quite explain where that judgment came
from. That's what the gut is. But it's also, like | said, where bias comes from, where all the cognitive
biases, there's a list of 151 of them on Wikipedia, | won't name them, but all those thorny things that lead
us astray, the behavioral economists and social psychologists study, those live in the gut. And so the
advice is when you are looking to check your gut, you have to do that thing. A lot of your listeners have
probably read Thinking Fast and Slow, System 1, System 2. Right?

FRCERIR:

2, BXFHEMMRZRRMORE—TIASIRE, RMNELETEXNRE. BAFANASESES
Bit. ERREEF “RALR” 17, MEIERBIBRARE, NMMLERFIET, BIERTETS
fRRFETBIRIR. XMEBER. BIEMIAR, BALRTI. EEMEFHT 151 MIARER, HmF—
—5ET, EREBERSENIBRFEE (THEFERNAIOEZKARINR) BEETFEREF. i
DENE: SIMEERNMRIIETN, RIS, MEORSAAAERD (BF, R518), MERS%k 1
MR 2, *E?



[00:30:29] Lenny
English:
I have it here, right under my laptop, actually, holding up my laptop screen.

FRCERIR:
BB —&, MAERECHTEN TELEER, EEERNRER.

[00:30:32] Judd Antin
English:

That's so appropriate, Lenny. So the secret is not that sexy. It's System 2. So you engage that slow,
methodical process in which you do analytic thinking as a means of checking your gut. Slow in the grand
scheme of things. Slow meaning not a split second decision, not like months of analysis. That's not what |

mean.
R EE:

BREET, Lenny, PRUMRHESIHRNEARSIA, BE “RE 2" . MEBBHBIEIE. BFENT
12, BEOMERERNIEMIER. XEN 18" BENMEH, SREFEMBRENRE, BERZEEK
BRI

[00:30:54] Judd Antin
English:

The other thing you can do, and there's really great research on this, is you bring in the wisdom of the
crowd. So the wisdom of the crowd is a phrase a lot of people are familiar with, and it works in a specific
situation. The wisdom of the crowd works when the people involved with the decision are bringing
diverse sources of information and judgment to the table. Obviously, if everybody has the same sources
of information, then it doesn't matter how many people are out there. So if you want to check your gut,
get a bunch of different guts together, get a bunch of different people in the room who can bring evidence
and intuition to bear, and have an open, direct end kind conversation in which we might disagree. You
know who's great at that? Researchers.

AR ERIE:

S—HREUMHNE (MBIFEHENMR) B3N “BENER” . REABAEZIMNME, EERERRT
FEEH. YSE5RRPAEHERSEFUNESRMAEE, BENESUESLEER. B4, IRSIAN
SRIRE—, BEZVDASESEHEMB. FILl, MRMEBREMNER, mE—EAEN “Bi” BE—
2, I—ERRMAHENERNAREREE, #T A, B AFSENNIE. (RAEEREBEKSIF
XARXIED? RS

[00:31:38] Lenny

English:

Leading those discussions essentially, and getting a bunch of people's opinions.
R EE:

AFERMSXLETIE, HWEXRANER



[00:31:41] Judd Antin
English:

Yeah, this is the structural solution I'm talking about, Lenny, is like, "I never asked for research teams to
have their own separate OKRs." | said two things, "Number one, what's the teams? Shouldn't the PMs, the
engineers, the designers and the research, everybody should have the same set of metrics for success
because either we're doing it together or we're not." And then | said, "My metric for success is when they
won't have that meeting without you." That's my metric for success. If they cannot have that decision
making meeting without the researcher there, that means you've developed influence, strong, trusting
relationships, you're an active participant in the process, not just somebody who provides input into
someone else's process. And that is when researchers can have huge impact.

AR ERIE:

B, XMBHFTREHERRTR. Lenny, IMAEKRARENABIRILL OKR, FEIFR=: F—,
FRARNBERZ4? PM. IR, i&HHIIAMARZIMEERNZAE —EHRMINERD? RARKNEA—E
R, BARMAR—TER. =, HEEMINNETE: "WRENFFMRMAFBRIR” XS IR
o IRMWNNERBMARZEINERTEEHITREZN, PUERSMELRIL TEMN. BAEEREHN
KR, RERERNRRSEE, MAUXENHARNRERERANA. REXE, ARATEFEERSN
oMo

[00:32:29] Lenny
English:

| think of the PM role in a similar way, even though people won't have these meetings with PMs, because
they're often at the center of lot of the stuff, but you want to be a PM that people want on their team.
There's a lot of teams that are like, "We don't want and PMs, we don't need product managers. They just
get in the way." And | find that that's only the case when the product manager's not great, and not really
good at their job, because most great PMs just make everyone's life easier.

AR ERIE:

Bt PM AENEEEEMN. BANMTEER2ETEE PMIERTH: (ER PM EFELFiZOUE), ER
DA AK “BE" EHNEN PM. BRZBMNZR: “HIFEBEPM, RIIFAFE~mIIE, 1)
[R/H" FEAWU, REHPMABMRFE. MERIERASILIMXMBR, RAXZSHNFNPM RZitE
AR ITEZEERN.

[00:32:50] Judd Antin
English:

They do. The grease, I-

R EE:

Hascuntt, thfilZiEaEs, H—

[00:32:51] Lenny

English:



The grease.
FRZERIE:

Ao

[00:32:53] Judd Antin
English:

... loveit.

R EE:

----- KR T

[00:32:54] Lenny
English:

You mentioned also, before we started recording, that the biggest challenge for user researchers is in their
relationship with their product manager. Can you speak to that and what you've seen there?

AR ERIE:

EFEREZATERE], BRARAEIRNSRARSET S REENKXR. RERKX—RURIRE
MR ERIIRIRIS?

[00:33:04] Judd Antin
English:

I'm wary of overgeneralizing, but | can tell you that from my experience and from what | hear, the product
research or product insights relationship is one of the most challenged. And | think it comes from the fact
that fundamentally, many researchers are just not included in the process that PMs are running. And
then, actually, | did some asking around before this podcast, and so | thought, "There are some tropes
that researchers have about PMs that are worth PMs knowing, just like four or five of them, the things that

researchers know PMs say, which drive us nuts because they're not true."

AR ERIE:

HARLURSTE, EREZVELUVMFANFAE, "R (ZFmER) NXRABIERARMENXRZ
—o HIAAXRTF—MREESL: FEHRGRETLIERAN PM ERHUREF. KHFEL, ERVXPHEETZ
AT, BT LR, B ARG PMBA—EZIRENIK (tropes), PM M T#—TF. AEAETAD,
FEMRRAE PM 2%, BANLIRAHIERIE, RABREEREFTEERN,”

[00:33:51] Judd Antin
English:

So the first one is that research just slows us down. Research is too slow. This is bullshit. A great research
team can do research in a day, a week, or a month. It just depends on what you want to get out of it, like,
"How much detail do you need? How many people do we need to talk to? What is the depth or breadth?
Do we need to go to seven different countries to talk about our constituencies in Latin America?" Well,



that's not going to happen overnight, but we don't often need that. The other way to look at that is that is
it slower to get it wrong and fix it than to take a hot second to do the work to get it right the first time? So
that's BS. Good research doesn't slow us down, it speeds us up.

AR ERIE:

B ‘MRIASHWERNNHE. ARKET.” XAREH. —MBIAREANTUE—R. —BH
— PN AARTHAR. XEEIRTHREFETA, i “MEEZFANER? RNFEMSZDARZK? &
B ENfFE? RNFEELNFENESINERINTRARNBARELE? * 22, BAATE—RZETH,
BHEMNBEATERH. Z—MEFLIAR: EMETBREEER, ERE—RHNEESF—AMIBEBNE
187 FRUIBZERN. FHMRASEIEHE, EIMEHE,

[00:34:36] Lenny
English:

And also just along those lines, a big part of your premise is you don't need to do as much research as
people are doing, like this middle research that a lot of the time is put into.

FRCERIR:

BEXNRR, AXEN—ITEEFRE: MAFTEMEINEAMNMHNBAZHE, LEERRANT KENER
AR “PIMEAR” o

[00:34:45] Judd Antin
English:

Yeah. Research can go super fast. | think especially, so the macro level research, | hope what it is tied to
things like annual planning processes. We did a thing at Airbnb several years that we called, it was like
Insights 2019, Insights 2020. They were concept car projects. And we spent quite a long time synthesizing
the entire year's worth of insights from every place we could get them and then developing with
designers and engineers like a concept car for five years in the future. So that's a long process.

FROCERIR:

Bl ARAUETHEER. AN EMNEENMAR, RFELECRSEEMIREENR. HIE
Airbnb 7 JLEERIN “R%E 20197 . “EE 2020”7 BIHIH. EfMEGR “BMSE" HH. e THEIEKN
BHEl, 57T MEPMTRERFHEE—FIIRE, ARSRITIAIZM—EFLHREAEFH “BIE .
BLE— BRI,

[00:35:16] Judd Antin
English:

But the micro level, there's so much business value to be derived there, so much business value, and it
can go so fast, Lenny, it can go so fast. You can have results in 48 hours on these things. We did a thing at
Airbnb. There's a famous story which I'll only tell in the abstract, because | don't want to out anything,
but we call it the multimillion dollar button. And basically we did research which revealed that people
weren't going down the purchase funnel because they were afraid. The calls to actions on the button was
making them afraid that it would initiate a purchase when really it was just taking the next step.

FRCERIR:



BEMRER, ATUEERHERNLSHE, MEREAUIEER, Lenny, BERIEER. RATLIE 48 /NI
FRILER, FHNE Airbnb M —HE, B—MERNRE HRHMKMH—T, FRBEREGAT), KR
ZR “NMEHBRETHIRE . B4, BINARLIN, AMIZALUKBHANEERF, ERIMITERE
FHo HHLHITHSE (CTA) ittHEOREMEBHWE, MEFELBRBENT—D,

[00:35:58] Judd Antin
English:

We changed the text on the button with help from our amazing content design, our UX writing team. We
basically changed seven characters and made Airbnb millions of dollars, because what we found out was
really simple. It was just like, "Hey, this button feels scary. The CTA on the button feels scary." So that's a
great example of how micro ... And that happened in like 48 hours, we would discover that insight, or
overnight, basically. And we were like, "Hm, maybe we should test some other CTAs." We did the
conversion, we added like 1%, which is really, really hard to do. So that's a quick example of how that
type of quick research can drive a huge amount of business value.

AR ERIE:

EMF IR UXSERBIEEIT, BAMERTHRALNXF HNEBEELRETENFR, MR
Airbnb IR T ¥ B %ETT. EARMNAIBIRERER: TR, XMIEARERIFA, EER CTAEAEFNHE"
B —MIMARNEEGNF - B NRBEEE LR 48/NIIA, HER—RZELRRN. AFRKRINE:
U, WIFENINZNE —EHAEY CTA” B T# 1T TR, BATKRLY 1% UK, XEBIERZ
IFEMEMEIR, X PEAFNEIREDE RS NEN—NEEFF.

[00:36:39] Lenny (Sponsor Break)
English:

This episode is brought to you by Ahrefs. Many of you already know Ahrefs as one of the top tools for
search engine optimization. It's used by thousands of SEOs and companies like IBM, Adidas and eBay.
What you may not know is that there's a free version that was made with small website owners in mind.
It's called Ahrefs Webmaster Tools. It's free and it can help you bring more traffic to your website. Ahrefs
Webmaster Tools will show you keywords that you rank for and backlinks that you can get. It also
performs automated site audits to find what issues prevent your website from ranking higher on Google.
Every detected issue comes with a detailed explanation and advice on how to fix it. Visit ahrefs.com/awt,
set up a free account, connect your website, and start improving it. That's A-H-R-E-F-S.com/A-W-T.

AR ERIE:

ETI B Ahrefs BIEHER, (RIIFFZ ABLZME Ahrefs SIMRRIERSIZEMA (SE0) TEZ—, #MR
FEFH SEO ERUUK IBM. [FEAHF eBay FEQFEM, RAEFRMENZE, EEE—NEITNERLL
FRrE &R %RERZ, WM Ahrefs Webmaster Tools, ©RREMN, FIUEBIRANEHRESZRE,
Ahrefs Webmaster Tools & E R RHEE B X 5218 ARIRPI LR IGR AR, EXRSHITENUBIMIEEIT,
KPR IRMILTE Google LHIZRER MR, S-NMQNRNM A M B IFMANBBNEEERN. /A
ahrefs.com/awt, BIIREKF, HFZRBIMILH IR,

[00:37:29] Lenny

English:



So just to make this even clearer, | think this middle research zone is the stuff that does slow people
down, | imagine. It's like, "What are the challenges hosts have with payments on Airbnb?" What you're
basically saying is, "Spend your time doing the micro stuff like usability research and then the bigger stuff
that's part of overall planning. That's part of the planning cycle. It's not like every project you're working
on, you need to have a whole research project on."

FROCERIR:

ATEBH—R, FAXM “PUAR KAHLRIEIEARIEENRA, thil: “FE&RTE Airbnb 32 A HEE
Ik iR? 7 REAERER: “BNEREHMOEEL (WNaBRMHR), URFABERII—EHBINE
MERB L. AREMXEFHRE—E D, HAFZMENE—THEHFTE— N TENARTE"

[00:37:55] Judd Antin
English:

Exactly. The micro research should be much more common. A lot of researchers think that that's scut
work, that usability is something junior researchers do. | completely disagree. | think we need to get back
there as an industry and be like, "When you make a product easier to use, when you discover problems
with functionality, business metrics we care about will go up." I've seen it happen. But that's not just
work for interns and new grads, that's for sure.

AR ERIE:

i WUMMANZEREMER. REMRASDINAERZ TR NIME, IANTRENRZNRATRZA M
B HTEAFARAT. FIAAFRABN T, HNFEEFC: “SRLFRERFIEIIFA, SRAIINELN
B, FRXOPISERME A" RERVIZMERLE, XEXNNUESEIENNEENTF.

[00:38:24] Judd Antin
English:

And then the planning process, absolutely. If we're integrated from beginning to end, we can help. And
the thing about that middle range, | think you're right. That's the stuff that makes the stereotype that
research is slow, and a lot of times it's also because it's just not pointed enough. The researcher can also
say in that moment, "I have studied the business plan. | know exactly where, I've seen the metrics trend, |
have an idea about exactly where that's going to go." We still need to do that middle range research. The
question is valuable, but it's now very pointed and the time is worth it.

FROCERIR:

ETMRRE, BREEN. NRENEMKIIBESHRE, HITRERHEAER. XTFHMAMAR, RREX,
EREEMT “HREE" HZIRENR. REMEEERNEF BRI HARIEB—ZITLUR: “HARD
APSSitsl, FHFEHAEETES, RNFRNERTREBIEZL.” KIMNABREMTNHAR, HEESEE
MER, ENECERIFEERHIE, HHEHMER T,

[00:38:58] Lenny
English:
Amazing. Okay, | want to hear the rest of these tropes.

FRCERIR:



AIET . ¥, FBAIAR THIBBLEZIREIR.

[00:39:01] Judd Antin
English:

Okay, research is too slow is the first one. The second one, | can do my own research. Why do | need
researchers? And that's true, as product people, | hope you are engaging with customers and listening
well. But no offense, garbage in, garbage out. The thing is, anyone can talk to a user. That does not
constitute research or insights work because one user can be powerful, but one user can be idiosyncratic.
And a researcher knows how to get to the heart of that really quick. They know how to take that
conversation, and understand, and situate it in a way which means like, "Sure, democratize research.
That's happening. There are tools out there that will let anybody get customer feedback, voice a
customer type stuff." But a researcher is there to help you turn garbage into something that's not garbage
and avoid the bias that can come from you just reaching out to your cousin's family and then doing
whatever they thought you should do to the product. So that's the second trope.

AR ERIE:

%, “MRANIE BE—T. F-NME: "BAULUBCHHRE, ITATERARRE? ” WL, (FAFRA, &
wEMeeSER oA, BRRES, “Hk#, Wik’ o BEET, ERAZTUMBFRIX, B
EHATMRARIARIIE. RA—TBFATERERERNE, BhaaIEREE% (idiosyncratic) s HFZRKE
SNAIRIERIMEIRZ D MAIREWASISXIE, HRAEETREER TER. XEKE: "9, HRAURE
b, XEFRE. BREIAFLULEMARBRERRRSN FRZE 7 ERRENERARZEIME “hik”
ERARNER, HEEBiREIl —RRZR TIRERF—RA, AEMREMINNREEST R X6t
BHE-MZIRENR.

[00:40:08] Judd Antin
English:

The third one is AB test everything. And AB tests are great, but one of my most painful things to do is to sit
in a room full of PMs and data scientists who have just seen the results of an experiment that flipped a
stat sig, and then they're like, "Cool, | was significantly down over this course of time for these users." And
then they just start speculating about why that is, because the AB test rarely tells you why it changed in
the way it did. And then this endless flywheel of AB testing goes and I'm like, "Hey, you don't have to
guess. | know somebody who can get you an answer or at least evidence that addresses the question of
why did we see the test result we did in a very short amount of time? Or you could use your customers as
Guinea pigs, and throw more experiments at them over and over, and spend a long time on it, and come
to the same place in the end."

FROCERIR:

F=12: “ABUEH—T" o A/BNIARE, EXRFBINFBEZ—MEN—8 PM MBERFRELE—E,
BE—TNRLXREIGOTEZEN (statsig) BIRIEER, ARMINRE: 5, XERMNEXERFVEREE TR
T EEMNMARBENRE, FXA/BMRRIDESFMR “NHA” SREXMEN, AEXMHTERIERN
A/B KIS TIFFIAYEEN, Tt IR, RIIFALEETR. FINMRBRGMMINERMA, HEZDEERENE
NIRALERE, BREATARENSBIXFNNRER, 8E, FAIUASIERRYA/NAR, —BX—ES
fthfifgsEde, FEAENRE, KEEREZIRR.”

[00:41:03] Lenny



English:

| think a similar critique that PMs often have is AB testing is conclusive scientifically, statistically, user
research is just talking to a bunch of people. Why would I trust that? What is your best way to help PMs
realize that this is actually very valuable data and you should listen to it? It's not just, you know, a story

here and there.
FhSCERIE:

FIAN PM EZEERN—MEMHAITR . A/BIMHERFNSIT LREICHER, MARPHARIZM—HANR,
A ABEEE? (REFAFMEL PM ZIREIX KR ERIFEEMENEIE, R TFUMIA? X NXER
aNUE:SYIRN- €

[00:41:26] Judd Antin
English:

Yeah. No, | think they're both right. AB testing is as close as we can get to making causal claims about
products. Research is usually not oriented towards making causal claims or it should not be, but those
causal claims rarely tell you how and why things happen. And if you want to not make that mistake again
in the future, you need to know how and why. If you want to build a better product in a way that doesn't
just answer this narrow question that an AB test answered, you need to know how and why. And so you
need both. Beautiful partnerships between data scientists and research and insights people are, | think
what we're going to see in that next evolution. And if you set that virtuous cycle up, if you set up the
engagement where those people are involved from the beginning, you don't make those mistakes. You
get the causal relationship, which is valuable for one reason and the hows and whys, which are valuable
for other reasons.

FROCERIR:

2H, TINNRHRREBEEE, A/BNXEHNERENREE “EREE" N~mEit. HREERUR
REETNTH (BARMZNL) , ERREHRRDESIFFERS A7 REUR “AHA" KE. ORIFFE
EAREEEBR, MEBNERRE, MRMEBITEEFH~m, MANNEEZ A/B Mtz L E AR IREER
B, MBBAERE. FAURERTEE. HNATETRELD, HNBEIBERERESAR/ARARZ
EZIREWHINFXR, MRIFERILTXMRMERER, IXEAM—FERESERE, FHFASICHLE
% MEREARXE XEEXSEBRENE), HRFE WO N “AA” EES—FHFEREME.

[00:42:19] Lenny

English:

Awesome. Okay. | think there's two more tropes you had.
FRCEIE:

KIET. ¥, HRIREERITZIRENKRED =

[00:42:23] Judd Antin
English:

One of them is a simple one, which is like everyone loves to quote that it turns out a totally apocryphal
Henry Ford quote about, "If I'd asked my users." It turns out to the best of our knowledge, he did not say
that. And-



AR ERIE:

HPp—PEZXTZH - BFN. ARBERS | ABUTL24EN (apocryphal) 8. “NRIKAHBIAF
(ATEEH A, MIISREEERND)” FSSIER, \EOFA, tiRAHIBDIE ME—

[00:42:35] Lenny
English:

Really? What?

R EE:

BEmrg? HA4?

[00:42:36] Judd Antin
English:

Yeah, | know. Isn't that sad?
FRCEIE:

BH, HANE, XMEERL AMEID?

[00:42:36] Lenny
English:

| didn't know that.

R EE:

F LRI A RDE,

[00:42:38] Judd Antin

English:

I know. Sorry to burst your bubble, Lenny.
R EE:

HAE, \WFITH T IRRZAE, Lenny,

[00:42:40] Lenny
English:
Oh, wow.

AR ERIE:



[00:42:41] Judd Antin
English:

Who was-

R EE:

BRE—

[00:42:41] Lenny

English:

Does anyone say anything? | feel like every quote is-
FEiE:

EEANREIED? REEE—085HE—

[00:42:44] Judd Antin
English:

Is apocryphal, now? | know.
R EiE:

IMEER AR T? FAE,

[00:42:46] Lenny

English:

Yeah. What is reality? Geez, can we? Well, let's just-

R EE:

T, tARESER? KB, FATEE--4FI8, LTl Ik —

[00:42:49] Judd Antin
English:

Okay, maybe he said that. He certainly believed that. That's what the historians say. But the reason that
makes researchers so angry is because that's not research. That's not what researchers do. A researcher
who's going to ask customers what they want is a bad researcher. You need a different researcher. I've
never done that in my career. No one on my team has ever run a study that's like that. So that just makes
researchers mad.

FROCERIR:

B, BIFHASSIRE, REMEEREFRE, HEFREX AN, ELHRRNEFRRHERZ: BRAE
TR BABHARRZMNE, —MHRERZFF “MEEHA" HARREMERNARR, REERD
No EFHVERMAES, BIMRMIXTE, KEANERLASIBFRIAR. FAAXMRERZIULARRE
o



[00:43:16] Judd Antin
English:

And then the last one is about post-hoc bias. It's, "We knew this already. That was obvious." And | think a
lot about this book, which | would recommend to your listeners. The author is a sociologist at UPenn
named Duncan Watts, and the title is Everything is Obvious If You Already Know the Answer. And it's
about hindsight bias. He makes the argument that we rely too much on intuition, heuristics, and pattern
matching in a way that is inappropriate to our experience. And it's like it leads us astray. It's like a form of
self gaslighting. And it happens because we end up selectively remembering things and then constructing
narratives around them in a way which makes us feel like we already knew that, when we in fact did not.

FRCERIR:

RE—1TEXT “EREHRIL K. Bl “BMFMIMET, XRARZ.” REBRI—4H, HEETRE
#F. FERRYZRTAFMIHARFR Duncan Watts, BERE (FiR: NRMBEMEER, —IERER)
(Everything is Obvious If You Already Know the Answer), ERXF “BRZBEREIL" B, tIAREKIEF
KBEN. BARNBEMRALEE, XMAXSERNWEGERAFBRT. XRIRSHN], HE&—HEFK %
SRR o ZFAUREXMER, RAARINSLXFUIZIZEY, RAEESRENWENSE, LK%
1§ “HEMAET” , MEERLEMERHRAE,

[00:44:05] Judd Antin
English:

And he talks about this other, one of those cognitive biases called the narrative fallacy, which is the idea
that people love to make convenient, simple stories about the past. If | asked you about your career,
Lenny, and how you got to be this amazing podcast host, you'd be like, "Well, let me tell you about this
series of events." And we do that. It's part of how we make sense of our lives and the information around
us, but it would probably be a lie in the sense that we all twist the evidence we have to fit the narrative we
want to be true, because it's simple, and lovely, and makes us happy.

FRCERIR:

E KR T B—FIAFIMRIL, i “NHBEZIR” (narrative fallacy) , BIAMNERAETERESE. BENEH
£, Lenny, MRIZKXERBERMENE, PHRRINAIMARXAHBIRBREERALN, M. “FE, LREFMR
X—RIES" HMNMPEXAM, XBRHRMNEEEEMNARESNAN. EEREMEN L, XAEE—MR
=, AABNEBMBIHHMIEIHE, UNERIFEMRENNE, FHAPBREES. &7, LEMNBEIRR.

[00:44:36] Lenny
English:

This is going to sound self-serving, but | find I'm the opposite. I'm like, "I have no idea how this all came
about. Here's some things that happened, and somehow | ended up here." But maybe I'm being very
modest and try to not give myself any credit.

FROCERIR:

XITERAGEERES, BRLIBSHREER. BEiR: “BR2FTMEX—IREAREN, XERET
—EF, ARTNEANZME TREXMIE” EHFRIARKRIGRIRE, ARIEHFETFEC,

[00:44:49] Judd Antin



English:

That's beautiful.
FEiE:
ABIRE,

[00:44:50] Lenny
English:

Thank you for these tropes, by the way. This was fun. | didn't know you were going to do that. So that's a
fun, little collection we've got, here.

FRCERIR:

IRER—T, SR EXLEZRENR. XBRER, FRBEMMEEXD. RNXILET M REBNE
%

[00:44:54] Judd Antin
English:

Thanks.

R EiE:

RN

[00:44:56] Lenny
English:

| wanted to ask about, there's this tweet by Patrick Collison that I've brought up a couple of times on this
podcast, that | think is really interesting. And his tweet is this, "In my opinion, the best product will stem
from a very strong mental model of the domain and user. User research can help you get such a model
and validate it along the way. But it's important to view the syllogism of UXR as model of user research, to
improving your mental model of the user, to what product you should build versus user research tells you
what product to build." Does that resonate in any way thoughts on that way of thinking about user
research?

FRCERIR:

A1) —F Patrick Collison FY—HH#EX, HAXMERERI/UR, RRBRAERD. MAECEXHHN:

EREKR, RENTRETHUEMAFIEERAROERE (mental model) . AFFAFA AFEBNREIL
XEMBERHESRPHITRIE. BEENE, B UXR (AFMR) NEZEEER: BIAPHARERRN
ERAANOERE, #HMRERNIZWEST ARN~m, MARILBFRRERSFRZWET AT @
XBERFAARNANEE ST REIHIS?

[00:45:34] Judd Antin

English:



Yeah, there's a double-edged sword we talk about a lot in the research community, which is about
making recommendations for design. So the best research doesn't leave it at that. It tells you, and it's like
the what, the so what, and then the then what. But the problem with that is some researchers go too far
in the other direction, where they're like, "We ran this study, it yielded these insights, and therefore this is
what we should build." And everyone else on the team is like, "Whoa, whoa, whoa. Glad to hear your
thoughts on the matter, but there's a lot going on here. Maybe we should talk about it." And that makes
perfect sense. That's a failure of communication.

AR ERIE:

B, ARFLEITIR—IE “WNE” , BXFRERITEN. RAFHARFIUET TELR, EXEFMR
‘BAA” ¢ "BBXER Uk “BTIRZEMHAA” . BREAETT, BEMRGERINOZT, H=H: “&
M7 XA, [FH7TXERR, FHEXMERIINIZWENKRAE.” AMNENEMASRN: "B, B,
B, REXIFEREEE, EXERARESR, BIFRITZBE—T.” X258, PEHLEWE LHKRK.

[00:46:19] Judd Antin
English:

And I think that speaks to the thing that Patrick is saying, is like, "Good research can sometimes tell us
exactly what the problem is and exactly how to fix it." An example of that is the multimillion dollar button
| told you about. But in a lot of the bigger picture questions, especially the macro ones and maybe also
the really pointed middle range ones, the point isn't really, "This is exactly what we should do and this is
exactly what we should build." It is, "Let us develop a framework which is based on actual evidence, and
then together as a team figure out how we want to experiment our way to a successful product.”

FROCERIR:

AN T Patrick FTifRY. 7BV AR HSEAEMI SRR TR EER R URNEEE, thiniR
B MERBE L ETHRE. BEREZENAEL, LHEREMMARURBLEIREEHIERFIHAZ,
ERAFET "XMERNNDIURH, XMBRNLAEERN" , MET “URNEI—NETLREENE
2R, ARFEA—TE, HERFNAESKEERMINNS@ o

[00:46:53] Lenny
English:

To close the loop on this specific thread, what is your advice to teams, researchers to help move out of
this reckoning, and to move forward, and help the field, both from a user researcher perspective and also
from just a company that maybe laid off a bunch of user researchers or is trying to decide what to do with
their researchers?

AR ERIE:

ANTERXMFENER, MMEAMARREFTLEN, KEPMIELXY “XFR" , @eE#HA
EXNGER? TEEMBRFARGNAE, ERMBLEAIEHE T ABMR RN EFTUSNALEMRANAQF]
BV

[00:47:14] Judd Antin

English:



Thank you for asking. | think | said to you earlier, and | feel some pressure as maybe the first conversation

that you've had specifically about research on this podcast.
R EIE:
S REVERIRl, BB ZAIRIMAY, (FAXEREEREREE XL IVIEHRNER, BRREBLEE.

[00:47:23] Lenny
English:

Yeah, | think so.
FRCEE:

2R, FAEEH.

[00:47:25] Judd Antin
English:

And | want to help. | believe so much in this discipline of research and insights, and | think when | said,
"The UX research discipline of the last 15 years is dying," | didn't mean that | think research is dying, far
from it. | think that there's a version of it, which we're now moving past and into a new version. We're
going through an evolution, as many do. And so the question for me is like, "How can researchers, and
the companies, and the other people with whom they work create a new version, a different version, an
evolution, which is hugely impactful for the business?"

FROCERIR:

BRR MR, RAREARMERXNEZRNNE JHY TX 15 FH UXHRFRETET” B, BHAR
RRMRAZERKT, I, HNARENRE—MREEEMNIE, FITEFEN—HERE F(E
TLB—7#l, MEFZSEN—1F. FIURTRR, FEET: “HRE. AaURSHIIHESZNEMA,
AR E— Xk S5 E ERFMNBYFTAR A, — NHLAIRRES? ”

[00:47:57] Judd Antin
English:

And so the advice I'd give to researchers about that is develop diverse research skills. Remembering the
five or five and a half tool list that | mentioned earlier, really go deep on that business knowledge, so
speaking the language of product, and business, and metrics, and understanding exactly how to use your
insights like a scalpel, building those strong relationships, which is not a thing that researchers can do by
themselves. It requires two-way engagements, and also in a way which allows researchers to do fewer
things better.

FRCERIR:

HARRORNZ . BFSHEMNARRKE. BERZARINBEG (HEHF) TABR. BAERNF
SSEHIR, FAMF M. WSHERNES R, BERNAGFART]—FREMERIRFER, BB
RFR, BMUNEHARRZBSEEMEIN, EREXEANER, B, BiARGEES “MEEHEH -

[00:48:30] Judd Antin



English:

So most researchers that | know are working on teams where they're like, "I'm the only researcher, and |
have seven PMs and 20 designers, and I'm trying to do 10 projects." And no one's going to do a good job
that way. So researchers have to learn with their partners about how to say no and focus on the most
important things. But that's only half of it, right? That's the research side.

FRCERIR:

FTINRNARSHARGFAENRNERZ: “BEW—HRR, REXNE T PM A 20 Mgit)i, EEE
3210 ME” XFARTRASBIELERT. RIUMRRAGAFESEFRF—EERLEFTEERXK, TF
FREENFR. EXRZEFN—F, WE? XRZHAREIX—M.

[00:48:51] Judd Antin
English:

| have two thoughts about what companies should be doing. The first one, it's a little bit of an aside, but
not really. One thing | learned by through the responses to the article was everybody came out of the
woodworks from the variety of insights disciplines that are out there. Because | come from a tradition of
user experience research or user research, but there are many insights disciplines in many industries, and
they all wanted to claim one type of research or another, and say, "Oh, well, we overhear in consumer
insights or market research have been doing that well for years." And there are many insights disciplines.
And generally | think creating silos is stupid.

AR ERIE:

KT RENZMAA, BERREE F—=, XARGEIMNE BHEFRE. BINXENRE, RLRUAE
M CSRRFR” WAZELHRT . BARESFERN UXHARSBFRRR, BFSTULHBEREARER,
MEBEMEMARIIMIIE, Hi: 8, BVEREREXHHARIBIZER—BEMERT.” RRFH
BRZ, BRIANGE MR 2FEN.

[00:49:33] Judd Antin
English:

Actually, I'm curious what you think, because here's the number one thing | heard when | joined Airbnb
and you were there, is | did it a quick listening tour where | talked to a bunch of product people. And they
all said the same thing. They were like, "Listen, we have all these different people throwing insights over
the transom. And it's great. We want to hear from the data scientists, from the product specialists, from
the customer service people, and the voice of the customer, whatever, all that stuff. But they're all coming
over the side and we don't know what to make of it. It's too much."

AR ERIE:

Khr L, HRBRIAIRAIEZ. EAZHIRMAN Airbnb BY (FREBIBETE) , FHMT —MREH “MIFZHRK" , #
—ErmARR. NERTREFNE: TE, RMNEXAZSAENAERRIIMERR. XRF, 1R
IFEHIERFEH. FRER. ERAR. BRZE FEREANEL. EXEEEMME/N\GREE, IR
EIZELNIE, ERERKT,.”

[00:50:03] Judd Antin

English:



And that, as much as anything, is an argument for companies to stop siloing research disciplines. So
when | joined Airbnb, | set out to create an integrated insights function where it's like, "Let's do UX
research, let's talk about the market and competitors when we have to. Let's integrate smartly with data
science functions. Let's integrate all the stuff we're getting from customer service feedback." We brought
over what was then the NPS program and said, "Hey, if we're getting customer feedback there, let's all
just use it all to fuel this one insights machine." So that's the first piece of advice I'd give companies.

FROCERIR:

XEDMIERR T RBENIZE LR ARFRINB L. FRLASIRIA Airbnb B, REFET—NESBVRZREREES
) B UX RS, BERITICHIIMESNF; SHIENFRESERES; BaAREERRENER.
BANEE T HRINPS (83EEE) TBHIR: 1%, BEATNEBEVRERF RIG, BMILEIHERE XL
AKX — THRENE o~ XERHLQFRE—TEN

[00:50:38] Judd Antin
English:

And the second one, without being a broken record, is to think differently about the broken cycle. So
integrate researchers into a unified, lean process. So if the researcher is not there from beginning to end,
if there are not strong relationships between product people and design people at every level,
engineering people at every level, and somebody who's their insights partner, we're going to fall back
into this problem where we're just a service discipline, we're not extracting the maximum value, it comes
too late, we don't know what questions to ask, we're ignorant about what research can do. And so
creating that integrated, lean process where a researcher is arm in arm from the beginning, is the most
important advice I'd give.

AR ERIE:

FNEN (BABREEER) B #MAERSPIRENREIT. FRAREGHE—IR—. FZARE
B, MRMARILKBAMKEIESS, MRBFFTmAR. KiTAR. TEAZSHIRERUFZEREEIL
ERRARXRR, KMMIEMBAIRNENE: HMNIRZ2—T] “WSFR” , TEEREANE, HARERKRI
KB, RAEZRTARD, WHRHREMTA—THR. Hilt, BII— P HAREM—FEMHABERNES.
fRmnie, EREEAHNRERINEN.

[00:51:19] Lenny
English:

That last piece may be the answer to this next question, but the question is how can product managers be

better partners to user researchers/get more leverage out of user researchers?
R EIE:

EEB—REUERE T —MRENESR, BE@E: FafENARABRRRRIEFNEERMS, SEBRN
RAIMBFRRRABRRGERRAFTER?

[00:51:31] Judd Antin
English:

| think that is in many ways the answer, making sure that they are creating a process for the product, for
their products, that it integrates user researchers and insights from beginning to end. Also, being willing



to partner with the research on the ruthless prioritization. | used to say that, "A full plate for a researcher
was probably three things, two big projects and a small project, like a side project. More than that, your
researcher is probably not doing a very good job. And a project may take 48 hours. That's okay. But so
they need your help to prioritize, they need you to participate. Great PMs will take the time to be with
researchers to go into the field, even to travel." Did you ever do that, Lenny?

FROCERIR:

BRINAXERAEZE LRMEZR: HERNAFREBILINAEMNEEXRES T AFRARATREE, Ltht, B
BESMRREEHRTT “TENRERHERE" . BRURTER: “—MARINIFELRABR=H4E. B
RIMBEM—NRE (EbWEID) . BZRYE, (REVARRAREMMAT T, — T HEIJRIAFE 48 /i, X
wiR. EBMREMEBICHRER, FTEMRSS, AFN PM SEHEFMARAEIEMER, EE—ES
%, Lenny, fREAGIHIZAS?

[00:52:15] Lenny
English:

I did. I went with Louise, who introduced, we came up with this, basically told me to chat with you about
this topic.

FRSCERIF:
Kot FA Louise —f2EM, EE2MNBHEBINIERIX MEZLHR AR,

[00:52:23] Judd Antin
English:

Thanks, Louise.

FRCERIR:

15T Louises

[00:52:24] Lenny
English:

Thanks, Louise. We did a whole tour to Paris, our whole team, or the leads of our team went to Paris to do
a bunch of focus groups and a bunch of user research behind actual mirrors. I've never done that before
that trip, and it was amazing. We learned a ton.

FRSCERIF:
1§18 Louiseo FATEENEM, HERBRINFAMMNATA, EERHETT —ATENEZE, aR2AREEMTE
SESNMATBPAR. EIRXRITZAERMRMIXME, BEKET, RIIFITES,

[00:52:38] Judd Antin
English:
Can I tell you a quick story about behind the mirror?

FRCERIR:



HEEH— PR T REBRERN/NRED?

[00:52:40] Lenny
English:

Please.

R EE:

B

[00:52:41] Judd Antin
English:

This is back from when | was at Facebook. And there was the high times there, it was like 2012, '13, and
newsfeed is really taking off, ads are going into newsfeed. And | was a leader of a team that was working
among other things on how to address post quality. Like, "How do we think about what's a good post and
how do we get feedback about it?" And so there was a team of engineers that thought, "One thing that
you can do on Facebook is hide a post." So they were like, "This is easy. Let's look at the posts that are
hidden the most and use that as the signal of what's a good post on Facebook?" Seems reasonable. And
something tripped me on this one. And so | did two things.

FRZERIE:

XEIKTE Facebook BYHIZE, FBE 2012, 13 FEGRINREEITHE, EEAM (Newsfeed) IEE¥EERRE, [ HHH
EHNERTR. HENMS—MHEN, TERRZ—RAMFRERF, thil: “EIWMAEEXTAREFL
F, URIAFREMEXRIR? ” BNIRIMHEBINA:  “7f Facebook LRETLL ‘PafiEF . XiEREE, it
BAINEEWLEM FRISEERS, FHLULLERFIRT Facebook EHARTFMFHIES.” FEKRESE, BRE
WSMERMZ. FREMTHHES,

[00:53:26] Judd Antin
English:

So the first thing | did is | looked at the distribution of hiding by user, and found out that it's power law
distributed, like everything on the internet. There are a few people on Facebook who hide a ton, and then
most people don't hide at all. And so then what we did was, we call these super hiders, we called them
super hiders. And so we said, "Let's find super hiders around the office, and we'll get a super hider in, and
we'll do a really traditional user interview." We just wanted to see. So literally the first person who walked
in, | remember, because this was a person who had those fingernails that are so long, you don't know
how they can do touchscreens, but they did. They were amazing at it. And it was one of those rooms with
the glass. And | insisted that the ENG directors, the product people, and they were willing, whatever.

AR ERIE:

B—HEE, REETAFPRBITANS®, KMEFEREDH (power law), MEEEMN _ERIFREEY—
¥ Facebook EAMMIRARB T KEWF, MAZSBARERRERE. TERERMNEXLEAMRN BREEE
(super hiders)o FHfili%: “UEHNEDQEHHER—LEBLREREE, B—EK, M— T IFEERNART
BWo” BHMNRBEEER. HICFHRNE—TA, ERFEIK, MBFNEELARMRR, BHBRIESE
o INAREIME REIIBREEIEHITH. REFHIULTREZN. FemARBIKNE, wiltEEES.



[00:54:20] Judd Antin
English:

So everybody's behind the glass, and I'm there with them, and the excellent researcher is in the room,
and they come in, and we're just doing a traditional think aloud study. And so they go, "Hey, can you
open up your Facebook app? We would just love to see what your experience is like." So they open up
Facebook, and were looking, and they look at the first story, and they hide it. They go to the second story
and they hide it. And this went on for a while.

AR ERIE:

ARBMERBEE, HBER) L. —UAFHARRERER, HKRFRT, FIHN2EHRN “HETBLE

(think aloud) B3, BAKGW: “IR, {REEFTFIREY Facebook App I5? HITEEBMMNEREK.” T2
#¥TH Facebook, HAIEEM, WETE —FIHE, RET; BTHE-F, XERET. XMERFILT—=
JLo

[00:54:43] Judd Antin
English:

And she's definitely using Facebook, but every time she'd finish with a story, she'd hide it. And the people
in the back room were starting to chatter. And they're like, "Wait, what? What is happening right now?"
And like the good researcher that this person was, they let it continue, and they're like, "Whoa, can you
tell me what you're thinking right now?" Come to find out that she was like, "Well, I hid that story because
I'd seen it already." The model she was going for was inbox zero, which was sad, because it was infinitely
scrolling. She would never get there.

FRSCERIF:

hEf S 2 7E A Facebook, BEET—XIE, il eaEE. REEEANAFBGHMIE: “F%, 4
BR? MELRETHA? 7 RRENHRAIEEET W, (LIRS TE, 2GR “B, MESFRFNER
BAAE? 7 SREWM, WHEER: ‘B, BREPXISEEAANRELELT.” WEBRME “WHFHEE
Z” (inbox zero) ER, XEXR, ANEERARTRREDN, KEtERTE,

[00:55:16] Judd Antin
English:

And the reason | liked that story is because the people in the back room had their minds blown. It was not
that we assumed that was common behavior, like this person could have been unique, but it was enough,
because those people were there, experiencing the research, that N of one allowed them to burst their
own bubble and realize, "Okay, we can't think so naively about hides as a signal anymore." And we came
up with a better solution.

FRCERIR:

BRZFIUERX NS, REAKBEEFREAN=ZKAFT . FFE2RENBRIRXZ2EETH @A
RERA) , EXMEB T, ANPLERREFTISFER THZR, B N=1 NEFILAIHTRTBEHNOR, B
IRED OB, FATFEEBREMIE o BEEIFAEEST.” FERTEAL T BIFHRS .

[00:55:47] Lenny



English:

That is an awesome story and such a good example of you don't need statistical significance to get
massive insights. One example just gives you a, "Wow, this might be exactly what's happening. Let's go
validate that." Versus, like, "We are confident, 100%, this is what happened." | love that. It reminds me
actually in the mirror study that | was talking about in Paris, there's a Facebook element to it, too. We
were trying to convince hosts how to feel more comfortable accepting guests who are booking instantly.
One of our theories was if they were connected on Facebook, they would be more comfortable letting
someone book instantly.

AR ERIE:

XE—MRENEE, BR—IMRENGF, RBRFFESITEZMURRTERIAR. — Ml FreEiL
fRIFIE: I, XARERRENES, ILRNERIE—T." MAZR “Hf]100% BWELKETHA" - HE
XA XL FBRHECRRZZOR N RRERHAR, EEHEE Facebook BITER. A= IRAERARE 7,
I EROHIESR “WIT” (instantly booking) HIBEE. HMW—NRIEE: MRMI5TE Facebook EHEX
%, BRRERFILMNANIT.

[00:56:21] Lenny
English:

And we're just like, "Hey, what if you were to connect Facebook and see if they're friends?" And
everybody in Paris was very afraid of connecting and giving Facebook any data, way ahead of what the US
hosts were feeling.

FhSCERIE:

FATHER: IR, MR(RER Facebook EREMNZARMAAZER? * ERERNS PABIEESTNER
F1A Facebook fRHEMEAE, XM INIZEITEE L ITRIEEE Ko

[00:56:34] Judd Antin
English:

Yeah.

FRCERIE:

=8

[00:56:34] Lenny
English:

So it just made it very clear nobody wants to actually give Facebook any data. So it was very anti-
Facebook at that point.

FRCERIR:

FRLOX AR BB REE, = ABRMRL Facebook {EfA#E. EA—= L, AZKIFFEHAR Facebooks

[00:56:40] Judd Antin



English:

Yeah, that's so interesting. Germany and France were always our bellwethers for what the rest of the
world would be thinking with data privacy concerns.

FRSCERIE:
221, XRE#, EEZEE—EESRNINER, FRs iR EthitX W EERABIRAER,

[00:56:49] Lenny
English:

Oh, man. Okay, a couple more things. A lot of this started with a lot of layoffs within user research. And |
think between the lines, there's a sense of teams don't need as many researchers as they hired during the
ZIRP era. | think a question in everyone's mind is just like, "How many researchers do we need? What is a
good ratio?" | imagine there's not a simple answer, here, but just what's your general advice to companies

of how many researchers is it right?
R EIE:

MR, XM, ¥, ®BE/LMHF. I—URABRE LIBTRAPARMINARERS. FEITE, AMNBEEIFF
FREGIFNZE (ZIRP) HARBENBASZHARR. BESMALPHNERLZE: “RINFEZIHARR? &
BHEEHIEZAL? 7 HRKXEE—IMEENESR, BRNQAEXT “ZOHREAGE BHASERN?

[00:57:15] Judd Antin
English:

This is a thing I've thought a lot about, especially in my role as the head of the design studio, that was my
fundamental question. It's like, "You have all these writers, designers, researchers, how do you structure
them, how many, and where, and who works on what?" And the organizing principle for me was always
relationships. You know you have enough when the people who need to have a concept research partner
have them. And | would much rather create pain in that situation than spread someone too thinly.

FRCERIR:

XEHREBZTRZNRE, CERAREBERITIEEATARRE, XE2RORAERZE. b “GEXAZ
XEZ. &iHn. RR, RINAARMI? SON? BEM? #EHREFA? 7 WERE, ARRMBER “X
£ . HIMRBREFTERARUFNAREELEE TN, (RRMAEABT. EXMERT, RTRILFEESY
IR “RA” BEE, ERRIHRRTEZR,

[00:58:02] Judd Antin
English:

So my advice was always like, "Don't try to create a researcher to cover this entire product space. Pair a
researcher up with somebody who's going to involve them in a consistent, engaged process, and let them
go to work, and see the impact they're going to have, but protect their time. And then other people are
like, "Wait a second, that person's doing great work. | want some of that." And creating that pain for
them, because it's a pain of loss, is the number one way to grow headcount. That's how | always
approached getting more headcount, was not arguing abstractly for why research is important, but by
asking partners who wish they had it, to do the arguing for me.



FRZERIE:

FIUENZEN—EHRZ: “FEREL—TARABEENT@mIE. 8- MRRES —NEEIL IR
EZ5RENA, iLNEIE, NRMN=ENTE, E2FRPMIIEE. AREMAZR: F-—T,
BIABERET, REBEATZR” XMILMIVRE “RX” f9F=S, 2EMSEE (headcount) BISK
ShHit. HFNEZRFNHFEMKAZHEMBILHARTAHAEE, MBILBLESEFIARFNEEN
HEHEFIE,

[00:58:42] Judd Antin
English:

And so you're right, there isn't a clean answer for like, "Hey, this is the right ratio," because it really
depends on the nature of the product. Like, "Is it a early stage product? Is it a late stage product? Are we
talking about a startup or a late stage company?" But | would argue there's always room for a researcher.
Lenny, I'll tell you, and | used this in a keynote talk | gave lately. You published recently a list of, | think it
was about 20 B2B companies and their first 10 employees. Do you remember doing that?

FROCENIR:

FRUMRISRISHS, RE— T ABNERY “XMI2ERLLE” , EBAXEURTF=mER. thi: “EFH~
mit AT m? BYIQIQABRERMARE? ” BRINA, HRZEZE—EZH. Lenny, HEIFIR, HEK
IR —REFEEHPAIXNMIF: REEAHT—HER, FIHT KL 20 X B2B AT KRHEA 10 BRI R
B1Fng?

[00:58:51] Lenny
English:

Absolutely.

R EE:

HARIERo

[00:58:52] Judd Antin

English:

Do you remember how many researchers are anywhere on that list? I'll give you a hint.
FREiE:

RN BEEEZ DAREMNE? HALMRMET.

[00:58:57] Lenny
English:

Not too many.

R EE:

=



[00:58:57] Judd Antin
English:

It's between zero and two. It's one. There's one researcher on that list, anywhere. Anywhere. And that's
messed up to me. Now, look, it's just these 20 companies, and each is in their own space, so I'm not going
to overgeneralize. But a researcher can drive incredible value no matter what stage a company is at,
because a good researcher makes you go faster, not slower, and they drive impact because they answer
questions which are impossible to answer in any other way. That's true if you're a startup. It's true if
you're a late stage company. Now, if it's your first 10 employees, one researcher is going to go a long way.
As you grow, making sure that you're matching up researchers so that they have strong partners in the
key parts of the business is the best way to figure out if you have enough.

FROCERIR:

FO0E22i8], HRRE 11, BHRRERE—MRGE. AREEXRAGE. S, XREM 20 R,
BR{EE ST, FFBURBTE. EXEATLTFHAMER, ARREBLELERANNE. ERRFH
MARFILMBIEIRMIFEE, MNEFERSD, RAt(EETREREMS AT ERZRIR, e
RE)OLL, MARETA. MRBEM I0BRTE, —MIRRERIFEEXRER. MEQBRIRK, WBERFGH
RS S KB IFRAUAFLEER, 2FIMAFESRENREST

[00:59:45] Lenny
English:

Interesting. So your advice is, as you're starting a company, your pitch is that you'll have a lot more
leverage and move faster hiring a researcher versus generally an engineers, but you'd be trading off,
essentially. That's what most of the hires end up being.

AR ERIE:

RERR. FRURRENZ, EEIWAIH, MEMAEBBE—Rfxa (BETFEFEREEANIREM =LA
BEEARBITERABISER, BXAF ELE—HE, MASHATRERRLEEITE,

[00:59:58] Judd Antin
English:

I am reluctant to overgeneralize, and | would say | know many founders who are in startup mode are like,
"I know what | need to build. The problem is that | need people who can help me execute." And | think
that's right. And so everything's a trade off. But remember, imagine that you could have that Swiss army
knife at your disposal. Maybe you've got an MVP out the door, and you're looking to make your first major
iteration, or like many startups, you need to pivot. This is where it's like, "Hey, you don't have to do that
alone." We deify startup founders who pivot appropriately, but | think that is what we would might call
moral luck, where we deify the ones who got it right, and even though they made exactly the same
decisions as the one who got them wrong.

FROCENIR:

BARAFIREN], HAMERSLETFOURLBNBAZR: “RAERBEMA, PARRFTERREERNT
BIAN." AKX, NEEHENE. BFicE, BR—TMRFXE-EL “WLETD . BIFFEEMVP (&
NEITER) BEAHT, MEAEH#HITE-REREN, HEBGIFZVELAT—HFFERE (pivot), X
B, IR, RABIMEFERLE" o FHlTERUIBLRINERAENIMA, EFINAXAERITN EFET —
AR TN, BMEMI MR R S BRLERMHIATTE—1,



[01:00:46] Judd Antin
English:

And the fact of the matter is, if you have an insights person with you who has that Swiss army knife of
tools, you're not in it alone. You don't have to guess. Ultimately, it will still come down to a tough decision
that you and founders have to make, but you can have evidence that bears on that decision, which you

wouldn't be able to get any other way.
FRCERIE:

FLE, MRRELE—MAE “WIET] RIABNERAR, (MRARENERTL. MAFERER. =
2, XMHABURFIRA I AB T EHBIRRMERTE , (EIRE] LURE IFEIZRERIEE, MXEIHERIRETH
th75 N EIRSH,

[01:01:05] Lenny
English:

To close out on this, and | have just a couple more questions on this thread, | think one of your big
messages to researchers is, "You can be empowered. It's up to you to do the right sort of research and to
move your career in the right direction, not become a researcher people don't need." And there's this
quote that you have at the top of your post, where a lot of the reaction, or | guess the way you put it s, "I
know what you're thinking, they just don't get it. We're so misunderstood. Our plight is to deliver insights
that users use to drive business value while we're forgotten, never driving the roadmap, no seat at the
table, consistently miscast, only to be laid off in the end." And what I'm hearing from you is like, "You can
change that. You can push back on doing research that isn't actually contributing." But let me ask you,
what's your lasting, | don't know, advice you would leave researchers with to be successful?

FRCERIR:

XFEX—=, HEBERENNEE. RNAREEEARTRN—INEREER: R LURIREE. HIEREH
RALRWVEEEAERNSRIUATIRES, MARKA—THIARFTENARS” MEXEFKSIAT—
BiE, HRTREANRN: “HHMEMRERGA, “MIMEFREE. RNBRBELCRT. RITHERR
RIEAF AXREEISNERE, MBEMNERES, NARESITREE, TRRELZE-TFEZ2M, S2H%
BRIE, REREREE " MBEMFXERIINZE: “REURZIR. RA]LEELMARLE 2 S FRoEk
BURRER.” (ERERR, MILMARREB AN, BEILAIIRIIRIRIREI?

[01:01:56] Judd Antin
English:

Yeah, it's tough to be operating in a broken system, and so | feel that response, where you feel kind of
powerless, but | think that's not likely to lead us past this moment to the next evolution of research. So
that's where it's like | don't blame any researcher at all for being in the spot they're in. It's been a tough
go. However, crying about our lot is not going to get us anywhere. So | think the point of the article for
me, and this is advice | give companies all the time when | do consulting with them, is like, "Hey, we can
set this up in a different way, which responds to the current environment in a way which will drive a huge
amount of impact."

FROCENIR:



B, -T2 BERENRRTSIERLRYE, PRUREEBRMEIRK. EFIANZMOSTEFTRNED
8T, EMARNT—REL, FIUR—SEAFREALTIMEMNARRE, XBELAETH. A, 8%
SIEH AL ENBEMHE. HHERE, IRXENER (HLEHESWHEBLATNEN 2. T8, &
MRS —FARMEXMER, LN HFIRIFE, FHEEERRIRI."

[01:02:55] Judd Antin
English:

Now, that takes companies making the right choices. It also takes researchers owning up and developing
skills, pushing back, understanding what research can have the most value, developing the skills, and the
knowledge, and language around the business, becoming more influential, being excellent
communicators. It's one of the things | would evaluate the most in hiring, especially research leaders,
because | needed them to show and teach by example, is like isn't just rigorous research. It's like if a tree
fell in the forest and no one was there to hear it, you need to communicate it effectively, and you need to
do it in a way that's appropriate to the audience. Because If I'm talking to you, Lenny, it's different than
I'm talking to Brian Chesky at Airbnb. And so | got to be able to give that presentation effectively, and get
right to the heart of it, and speak the right language. And so if you're a researcher, it's not hopeless.
Actually the discipline, the future is so bright, and we can help it along by continuing to develop these
different skills as companies build a model that's more inclusive.

FROCERIR:

XEBQTMBEERIERE, WFERARGAIEESRE, Bk, FREL, BERTAFNARERENE,
ERVSTIRMES, BEEAXWN, RAEENEEE, XRHRERE (CHERBARASE) HRE
BEMRRZ—, RAKRFEMNUS N, XAMUNKFENHAFT. MEMNRHEMERS —RWE T AL AR
2|, WEMRKE—1F. (FEEAREE, HUEEGRRNANHET. BN Lenny, FKIRIRHRIFENGI,
ER Airbnb BY Brian Chesky iRiEBI A VAR ER. HOMEBERMEITER, BEtad, HEBIEMEIE
So PR, MRMB—RBMRE, XHIFELHFE, FXL, XMNEHNFIRIFENH, BEQREZIEAS
BHRE, FA]A] LB S T A R RER R EN#H YT,

[01:03:38] Lenny
English:

Awesome. Okay. | have one just random, tangential question about NPS. You have strong opinions about
NPS, and | just wanted to hear your perspective on the value of NPS, your experience with NPS.

AR ERIE:

AET, 8, ZE—NCEREENB. XTF NPS (##EE) REIME, (R3T NPS BRBBIINEE, HAIAFIR
X NPS MEBVEE, UNRIREER NPS BIZ,

[01:03:50] Judd Antin
English:

Yeah. | do have a strong opinion about NPS. | like to say, "NPS is the best example of the marketing
industry marketing itself." And the problem is this threatens many people's livelihoods, because there's
an entire industry of consultants and software providers that want you to believe NPS is a useful and
accurate metric. The problem is, the consensus in the survey science community is that NPS makes all the
mistakes. So it's a garbage in, garbage out problem. So the likelihood to recommend question is bad for a



whole variety of reasons. So it's bad because it's a zero to 11 scale. It's bad because it's usually unlabeled.

So we label the polls, but that's not the gold standard for research. It's bad because it's 11 items.
R EIE:

B0, EX NPSHLBERBIINEE. BEW: “NPS BEHTUBHXEHENRERG.” RBAETT, XEM
ATRZANET, BAE—TNRANBRMREHEETL, HIFRERBE NPS 2—1E BB EREE
fro BlEEE, WEMFROIIAZ: NPSIETHRENHEIR. X2—1 “ihd#, Wikil” M. “H#E
REM” XNEEATEMERAEER: ER—1 0510 (H114) NER, XRIER, cBERENRE
(RERMHEIRE), XFTEMRNEIRE;, EF 11 MEN, XWRIER.

[01:04:37] Judd Antin
English:

And there's a couple of problems with that. Number one, we find that precision goes down after five
items on average, maybe seven. Number two, especially on mobile, if you're taking this survey, what
percentage of those options are below the fold? We are not going to get accurate survey data. And so from
a survey perspective, it's really bad. There's also this intuition, which is like, "How likely are you to
recommend Windows 11 to your friends and family?" | am not a person who goes around recommending
operating systems. The question is fundamentally flawed.

AR ERIE:

EXBNNEE F—, RMNRKAFHEL 5 MEHR (RZ 71N &5, FHEMSTR. $=, HIEEFI
£, MEFREXMEAE, BZOETREERUTH? BIMREATZRFERBAERE. FRUMNEAENAE
KE, CIFEER. A TER LR, tbin: “REFERHERF Windows 11 BIRTEEMEZK? 7 HAZE
BB BHEFIRIFRGIA. XM REMIRA LA R,

[01:05:11] Judd Antin
English:

The argument is that that question is a good indicator of loyalty, but there's a really simple solution,
Lenny. Customer satisfaction, a simple CSAT metric, is better. It has better data properties, it is more
precise, it is more correlated to business outcomes. | wanted to prove this. This is something that survey
scientists know and marketers don't want you to know. And so we did the work with Mike Murakami, who
led survey science at Airbnb, and he's still there, great researcher. And we basically redid all that work to
find out if all that stuff was true just for Airbnb. And it is. It's simple. Don't ask NPS, ask customer
satisfaction.

AR ERIE:

MIEBR XN B E B WMEN—NMREFNENR, B Lenny, BE— 1T IEEENBRALR. BERREE

(CSAT), —MNEERY CSAT fatnEYF, ERABBENHIERY, BfFf, BSISERNBXEES. REIE
PX—R. XRPERZRAMEMEE ARTRILMRENEE. FEEHM Mike Murakami (fth ZHBF{AS
Airbnb BYIEERSE, WAERERIL, BMEANARR) —ERTHR. RNEBELEHRUTHRENIE &
BXLELIRTE Airbnb BEMIL. LERMAEMIL. REH: FE NPS, HFFAHEE.

[01:05:50] Lenny

English:



And the customer satisfaction question, what's the actual question for people to make sure?

AR, BEREARY, FiLAKBIA—T?

[01:05:54] Judd Antin
English:

Overall, how satisfied are you with your experience with Airbnb? Or it could be some version of that,
which is like, "Overall, how satisfied are you with your experience with customer service when you had a
problem?" So there could be a more specific version of that question, but those questions have better
properties. And a lot of people say, "Well, hey, everybody's using NPS. So at least it gives me a benchmark
because | can compare my NPS to industry NPS." The problem with that is the research shows that NPS is
idiosyncratic, so it goes up and downs in ways that we don't understand, and there's a lot of
inconsistency in how it's asked, that creates variations in the data, which means it's not apples to apples,
so you can't even compare your NPS meaningfully to somebody else's.

FRCERIR:

“BATE, RXMTE Airbnb EARBEZHE? 7 HELTURENZRE, tbil: “SFms, HIRER R
B, (RAERNAERAEZHER? 7 AUAEERKNMNRE, EXERFNRIEREEF. REAR: 18, AR
E;MEANPS, FRLLEEDG T H—1EE, FHAJLUBHERI NPS 1Tk Fagtt,” RIEET, & NPS 2
BB (idiosyncratic), ERERAXKNTEER, MERRNAXEFERET—H, XSSEEHER
£, EEKREEAZE FERMNER" B, FEELERIMRE NPS 53 ANHITEEXBIIEL.

[01:06:37] Lenny

English:

I love these hot takes. I'm curious to see who comes out of the woodwork, too, when-
R EE:

RENXLERMNM =, HBRFITHE - BB R, SHIEBHRRE.

[01:06:41] Judd Antin

English:

People are going to be so mad, Lenny.
FRCEIE:

AMTE=SRBY, Lennyo

[01:06:42] Lenny
English:

| love that. I think, yeah, I've heard this many times and people don't talk about it. Okay. Is there anything
else you want to share or leave people with before we get to our very exciting lightning round?

FRCERIR:



HERXF. 28, HIFIRZRZIMIE, BEARKBRAAFKIL. F, FEABRIMNEEREHANBRIETRTTZ
A, REBARDENBLARG?

[01:06:54] Judd Antin
English:

Can I? Yeah, | want to add one thing if | could, because this has come up on your podcast a few times
recently, which is about the idea of people doing their own product walkthroughs. So should a PM just
rely on their own dog fooding of the product and their own walkthrough to figure out how to fix it? And a
couple of times recently this has come up, and | think the consensus seems to be, "Yes, this is a good
thing." And | have a contrarian opinion there, too, which is that | think it is really important for everyone
to dog food their own products. The problem is related to relying on your intuition about those products,
which is the thing most PMs have trouble with is realizing, "You are nothing like the user. You are nothing
like them in ways that will bias the way you think about what's good and bad in your product in ways that
you can't necessarily recognize. Some things with a product, some problems with a product, you need a

pulse to recognize."
R EIE:

HOIAIE? B0, BENTE—R. AAREEFRNBERLGRIEXMER, BIXFANBSHTTRES

(walkthroughs). B4, PM @ERZVKEE =M “IZ#R" (dogfooding, AIERXA) FMEZFR
AEIAEEE? RIAJURIREXMERR, HRMUFER: ‘B, X2—HFE" BREXEHE—MERY
M BWINAENARAECHERHNIEEEE, HREETEERTXESRNEN, KZEH PM L
RiREIME: “F—RUFEEIAF.” MERZAESMIITEE2RE, XRIHREHMSRASEF~ER
0, TRRMEERGEE, FRAELFEREE, MEEEIMRELAFPIRE (pulse) ZAEEIRFIHR,

[01:07:57] Judd Antin
English:

And most good PMs that | know have a pulse and so cool. But a lot of them require context of use,
priorities, constraints that you just don't have and you can't imagine purely on the basis of your own
usage. So what | think that means is that you should definitely dog food your own product. Doing product
walkthroughs to identify lists of potential issues is a great thing to do. Prioritizing that list, figuring out
which ones are more or less a problem, and for whom is an area where you should be extremely wary of
relying on your own opinion, expertise, or intuition when you are dog fooding your own product.

AR ERIE:

FINRNKRZEHMT PM RS, XRYF. BRZNBAFERENERADR. MARMOREN, MX
LEMNNETECHERLTEREERERN, FIUENERRE: MENNZXABECHN M, BIdEE
KIHBERBEBRE—HRENE, BEXNBRALR. FBRELRHE™E UL EEER, RO
REES, FEERAFRUNERE SRR, TWAIRKER.

[01:08:39] Lenny
English:

Thank you for sharing that. It's definitely come up a bunch on this podcast, so | think that's an important

lesson for people to take away. Anything else before we get to our very exciting lightning round?



FRZERIE:

BSRN DR, XMETRELERZTELMIRZR, FMUFIANIZZ—MREEZENZ. EHNEFEBIAE
RZal, EEHRE?

[01:08:49] Judd Antin

English:

| appreciate you, Lenny. Thanks for having me on.
R EE:

HRRBR, Lenny, HHAHRENIERK.

[01:08:51] Lenny

English:

| appreciate you, Judd. Well, with that, we've reached our very exciting lightning round. Are you ready?
FREiE:

BWRRAIR, Judd, §F, MERINTENTIFERERNEL, HE&FEF 715?

[01:08:56] Judd Antin
English:

| am ready.

R EE:

HEE T

[01:08:57] Lenny

English:

What are two or three books that you've recommended most to other people?
R EE:

AN ARERSHNR=ABEMFA?

[01:09:02] Judd Antin
English:

| recently read a business book by Barbara Kellerman called Bad Leadership. And what | love about it is
that we spend a lot of time talking about good leaders, and she really dives into the worst leaders and
what makes them bad leaders in a way that | think is really valuable for everybody.

FRCERIR:



HRITE T —7 Barbara Kellerman ERyELFH, M (KEERWEFT ) (Bad Leadership) . HEREMNREA
B, BT AXZHEITSMFNNSTE, MURANAR T RIERNASE UK AILMITZEERE, il
AXFF N AEBIEEENE.

[01:09:19] Judd Antin
English:

I'd also recommend, | read a lot of fiction, so two recommendations, there. One, a recent Pulitzer Prize
winner, Demon Copperhead by Barbara Kingsolver. It's an outstanding read that also is really sad, and
moving, and illustrative, especially if you want to understand rural poverty. And then completely other
side of the fiction spectrum, if you're interested in science fiction, which | am, read the Murderbot Diaries,
it's about a sarcastic killer robot. And who doesn't love them?

FRCERIR:

BREBEERS/NG, HEERZ/ NN, —AERIAWNEFHRSFE, Barbara Kingsolver B9 (B EHH k1)
(Demon Copperhead) . XZ2—ANE, EENRHG. WABREARAMN, FBNRMETHRANER. 3
—AETFREFTENER, MRMAMBLIRME (RMBERNE), 3% (RFMNBABIE) (Murderbot

Diaries) , HHZ—MENRIBIRFHEA. ESTENRIE?

[01:09:48] Lenny

English:

| love these fiction recommendations. | feel like we need more of these on the podcast, so thank you.
R EE:

BERXL N Gi#E, RRERITNBEREESXEHE, .

[01:09:52] Judd Antin
English:

Yeah. Everybody goes to business books.

[01:09:53] Lenny

English:

Yeah, absolutely. What is a favorite recent movie or TV show that you really enjoyed?
R EIE:

R FEENMEBRBARIETA?

[01:09:59] Judd Antin
English:



We recently watched The Last of Us and it blew our mind. | watched it after | played the video game after
long last, if you are a person who plays video games and you haven't played The Last of Us, play it. If you
don't know, the show is based on the video game, not the other way around.

AR ERIE:

HNREET (REEZEE) (Thelastof Us), BIEARERT. HERTIPNES BN, MRIRTUER(EZTR
i (REEZEE), BT, MRAERFERE, XERISREFRARD, MAEHER.

[01:10:14] Lenny

English:

Do you have a favorite interview question you like to ask candidates that you're interviewing?
FEiE:

FEEIRMREAE, 1B R RSIRAVEIRR?

[01:10:19] Judd Antin
English:

Think of a topic that you had to explain lately that was the most complex, and then explain it to me like
I'm five. And there are a lot of ways to vary that question, but the reason | like it is because | think, and I've
asked this question to VP and C-suite candidates in multiple disciplines, and sometimes it's related to a
conversation, like | might ask them to explain something complicated about quantum computing, or
music theory, or it could be a complex business decision, but | want to see if somebody can break a
complex problem down in a really simple way, and give me an intuition for it in a short amount of time. |

think that is a differentiator between good and great for many people.
FZERiE:

B MIREFAFIERNREFNED, ARGENBEAZITAS/NE—FBERETEN.” XMREEGRER
X, BRERENRERR, RENZMEUMNEIESH (VP) M CEASEMREANRDIXMER, BRESHTIER
BFEX, WNMEARFILMIIBEEFHERERFLEPERNARA, HER—TERXRNUSZREK, RBEE
WA ERRERUIFEEHENAROBEREE, HEENERNILEFEENNER, RINAIXEXKS “‘NF° 5
“HH BXRE,

[01:11:02] Lenny

English:

Do you have a favorite product you recently discovered that you really like?
A ERiE:

BB RB LRI AFEEREIN ANCKF = m?

[01:11:06] Judd Antin

English:



Yeah, this is a really weird one, but my whole family started indoor rock climbing recently, and there's a
challenge you have when you top rope, which is that you're looking up all the time. So they make these
glasses, which are called belay glasses, and they have an angled mirror embedded in the lens, so that you
can look straight ahead, and the view you see is up towards the person who you're belaying. And I just
thought that product is so perfect for that. That's a niche problem and there isn't a better way to solve it.

FROCERIR:

ZH, XTERFR. HNERKREFBHFIEZERRE, THTIERENE M, MEBIRGN—HIEk
Bo FILBARBETXMEREE, M “RIPERTE" (belay glasses)o A EHRANT — M ERHENERTF, XEMRHR
AILLEMEI S, MIREEINMFNER LNEMREEFRIPEIBDA. HREZXNT@ATET, ERRT—1
NRIEE, MERAEBEIFNERSGSR.

[01:11:37] Lenny
English:

Do you have a favorite motto that you often come back to, that you share with friends either in work or in
life that you find useful?

FROCENIR:
MESBEEEE. ANZES8TEEEFRARNERTR?

[01:11:44] Judd Antin
English:

Yeah. This is going to seem like pandering, Lenny, but | don't know if you remember a conversation that
you and | had, it must've been eight years ago. | remember where we were sitting. And it was about
stoicism. Do you remember this? Anyway, we had this conversation.

FRCERIR:

Bl XITEEHRAIEER REREINIF(R, Lenny, ERARERESICEAM/ \FaFK—RKIE, FEICEHK
BT ER) L. BERXFHZEENX (stoicism) B, REIZFE? 22, FHITERTX,

[01:11:59] Lenny

English:

| don't, but | was into stoicism for a while.
FRCEIE:

BAER/T, BERHIEKI—BRNEHRZEE N,

[01:12:01] Judd Antin
English:

I know you were, because we talked about it. And so the motto comes from stoicism, which is basically,
"Focus on the things you can control and ignore the rest." And a lot of people think of this as the serenity
prayer or the serenity saying, that was a 20th century invention, but Epictetus was writing about this BC,



and | think about it all the time. So much of the stress, and pain, and worry that we have in life comes

from things we can't control. So | try to let those things go.

RS ERIE:
BAERET, RABRNINE, FAIUXPMEABREHZEEN, BEREMIE: “EITRERHNESE, Z
H%H%E’Jo” B2 NINAXZE “TEEX , BBE 20 tHEM LA, (BELLERE (Epictetus) FEATHIME T

o HW—EHEREE, HNEFHPAZHEN. BENBMEBRTRNTEERINEB. FIUFKRAERT
ﬁB:

[01:12:34] Lenny
English:

Amazing. | learned that lesson from 7 Habits of Highly Effective People, and just the importance of
thinking about these circles of you can control, you can influence, and you have no control over, and
there's no reason to think about those other things.

FRCERIR:

AiET. HEM (BREBEALHNCIIMR) FRIX—RW, BIRE “EFHE" . “TWE” M “XEE" 1
BEEM. WTREEEFNSER, {REERFULS,

[01:12:46] Absolutely.
English:

Absolutely.

HRCEIE:

£B3F IEH,

[01:12:47] Lenny
English:

Judd, this was everything | hoped it would be. We got into some really good stuff. I'm excited to hear how
people react. Two final questions, where can folks find you if they want to learn about what you're up to,
actually share what you're up to these days, and how people can find you, and then also how can
listeners be useful to you?

FROCENIR:

Judd, XEATTEFTEAE T AT, HIREWNT —LEBEENAT. RRAFAERRIRE. &EMNFE
A NRAEE T BIRRER, A UTEMEREIR? IREDZE—TRRIAETH 40 UK, FARFLIREEMH
ra&E?

[01:13:01] Judd Antin
English:

Yeah. Thanks for asking those questions. People can find me at juddantin.com. That's the best way to find
out what I'm up to. These days, I'm a consultant. | help people with UX strategy, org design, and crisis



management. Somehow | love dealing with other people's dumpster fires, and I've found that I'm
constitutionally good at it somehow. So juddantin.com is the place to find out. | also write. | write a
medium post that you can find at onebigthought.com. And you'll find a lot of the topics we talked about
today, including the original post that started this at onebigthought.com. If there's one thing | could ask
your listeners to do is to get next to your researcher. | just think if you build those relationships and
involve a researcher and insights person early and often, beautiful things will happen for you and for the
business. So that's the thing everyone can do for me.

AR ERIE:

4F89, BHEHRIRl, AZKEILATE juddantin.com #F3K, AR TRBANRERRIZ, BRIFRE—BMin, #B)
AfITRIE UX 26B&. ARSI B, FHAME, REWBEFIARN “Z#F” (dumpsterfires), A
EMBSREEB KX, P juddantin.com BT ##E&RIMG . FBEE, RAILATE onebigthought.com #%
M Medium X&E, fREAMBEZEHINSKRITICRIER, GIESIAXITIENBREX. NRHEE—HSE
BIBIAAREM, BBAE: WAMHNARE, RIANNRFETLEXEXR, HRE. SEMIIARZFTERA
RE5#E, FMLSBEELEEFNER. XMEARENKMAIE.

[01:13:56] Lenny
English:

I love that. I've always done that. | loved my researchers that I've worked with, many of them reporting to
you, and so beautiful takeaway. Judd, thank you so much for being here.

FRCERIR:

HERZTMEN. H—EHBEXAMY, ZIFEZERHAZINHAR
BENELE, Judd, IFEREHREER,

1, P REAERMRCHKR. X2—13F

pali

[01:14:07] Judd Antin

English:

Lenny, thank you. It's been a pleasure.
FRCERIE:

Lenny, #H§HfR, X2HRSE,

[01:14:09] Lenny
English:

Bye, everyone. Thank you so much for listening. If you found this valuable, you can subscribe to the show
on Apple Podcast, Spotify, or your favorite podcast app. Also, please consider giving us a rating or leaving
a review, as that really helps other listeners find the podcast. You can find all past episodes or learn more
about the show at lennyspodcast.com. See you in the next episode.

FROCENIR:



B, & FEREKIT. MRREESAETHEENE, ILIE Apple Podcast. Spotify SIRERAIEE [
BAARITHE. o, BEEARINNTIOXBTTIC, XEEEHEHHEHMIARLMAER, RA LT
lennyspodcast.com #EIFIEEHTTER THESZES. THTEL.



