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[00:00:00] Karri Saarinen
English:

My belief is that, like any domain or industry, the more it matters, the more the design matters. What
happens is whenever there's a new paradigm, | don't know, like the mobile or the web or something the
first iterations of those products existing there, they don't have to be super well designed necessarily
because they are the first. Then, as you build the 100,000 different email clients, any email client now has
to be pretty good to be even considered an email client. It's like the bar is so high. | think today it's almost
a very basic thing now. Pretty much from the very beginning, you need pretty high level design for people
to even pay attention or consider you seriously.
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[00:00:46] Lenny
English:

Today my guest is Karri Saarinen. Karri was the founding designer at Coinbase, principal designer at
Airbnb, co-founder of two previous startups, and most recently is the co-founder and CEO of Linear,
which I'm fairly confident is the fastest growing and most beloved issue tracking tool in the world and
something that a growing number of product teams are using to build their own product. Karri and his
team are building their company and their product in a really unique way with a huge focus on craft and
quality, no AB tests, no metrics-based goals, instead a focus on taste and opinions. Also, no durable cross-
functional teams, instead teams assemble around a project and then disperse once it's done. Also, they
have just one product manager as the head of product and that's it. In our conversation, Karri shares how
he built a culture around quality and craft, how he makes trade-offs, and how he operationalizes quality
and thoughtfulness where design can be a differentiator in competing against incumbents.

FRCERIR:

SXIFEER Karri Saarinen, Karri 2 Coinbase BI8I#81&1T)M. Airbnb FVEEILITIT, LMK EIAE
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B5eh /M. ME, MNRBE—U~mEE, EEFmhiA, XIEME. ERIBIXEFR, Karri 7ZET
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[00:01:42] Lenny
English:

We talk about something called the linear method of building product, which is big on building
opinionated software, working in consistent cycles amongst other principles. We also get into Linear's
unique hiring approach, which involves a paid work trial where candidates work alongside the team for a
number of days instead of just having an interview, also a glimpse into how Linear got their first 10
customers, found product market fit, and scaled their growth engine. There is so much gold in this
episode. I'm very excited for you to hear it. With that, | bring you Karri Saarinen after a short word from
our sponsors. [Sponsor messages for Mercury and Composer omitted for brevity]. Karri, thank you so
much for being here. Welcome to the podcast.

AR ERIE:

BADBTIETENBH “Linear =@RMWESZE” , HZOENSELE “BXN/ESENRMH” (opinionated
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[00:04:29] Karri Saarinen
English:

Thanks, Lenny. It's great to be here.
FZERiE:

1§15, Lenny, REFEREIXE,

[00:04:31] Lenny
English:

Maybe to start, set a little context, can you just explain what is Linear? What does Linear do? Then, share
maybe a few stats of just the scale of Linear at this point.

FROCERIR:
WIFRNTTLUEMERNAFIE, (REEERE— T AR Linear 13? Linear @M+4m? AlF, NE—LXF

Linear B RIMRBYEHE,

[00:04:41] Karri Saarinen

English:



Linear is the project and issue tracking system that software companies and technical teams love to use.
We help software companies to build software. We started 2019. Today some of the top growth
companies like Block, Vercel, Ramp, Retool, Mercury, and Softstack are building with Linear. We also
additionally have lots of other companies, thousands of other companies using Linear. These companies
can be a very early stage team like some companies just graduated from YC or a public company. Just
briefly, why we created Linear is that, like you said, | worked with you at Airbnb and before that | worked
at Coinbase. Before that, | had my own startup. All of us founders, there's three of us, we had a similar
path where we worked in multiple different companies in different stages. What we saw often is that the
tools available for managing software projects weren't really cutting it. | think a lot of them felt very
clunky or complex or just like they had this legacy way of thinking about software development. We just
felt like we should do something about it. With Linear, we set out to build this most frictionless and
streamlined system for modern software development. I'm also happy to share that we've been
profitable the last two years. We also have this thing where we actually have this net negative lifetime
burn rate, which means that we just have more cash in the bank today than we have raised. | think with a
lot of startups usually the normal way is that you raise money and then you need to spend it to build it. |
think since we were able to build a business pretty early on, we've been able to be in this position that
actually we haven't spent any money on building the business.

FROCERIR:
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[00:06:43] Lenny
English:

That is insane. | didn't even know that. For all those reasons, a lot of founders and a lot of product leaders
look up to the way Linear builds product and the way you think about product. To frame this
conversation, there's three areas | want to dive into. One is just how you approach building product. Two
is how you go about building the team and the business in general and then three is just how you grow
Linear. To start, | want to talk about craft. Clearly, one of the biggest reasons that people look up to Linear
and use Linear is the quality of the user experience and the product. | know your team puts a lot of
emphasis on craft and user experience. | imagine that also comes at the cost of some trade-offs like it
takes probably longer to get stuff out the door. You're probably losing sales because people are waiting
for a feature and you're not ready to launch it yet. You want to make it better. What have you learned

about creating space for craft and building product that is really, really great?
FRZERiE:

EXRIET, REEHLANEX—R. ERAXLERE, FZIMANTRATAIFERSR Linear WE~ @AY
BUARRN @B E, AT RAXRNE, BERNRN =T F—_IRNAWE~m; $2RN



EIAZBPNZE LSS ; B=2 Linear SAIE K, B, FBKK “TZ7 (craft) s BA, AMHERHER
Linear mAREZ—mEAF RN~ mARE, RAEMBENEERIAIZMAA AR, FHBXBIH
RS, b~ m EArREREE KA E, (RAIESREIRA—EHETH, BAANEFHETIEE,
MiRE R EEF AT, BARBIEEHMSEY. XTUANTZIETBHITSRESKN™m, RFEETH
A?

[00:07:40] Karri Saarinen
English:

| think it's interesting that those things you mentioned like hiring, building business, and building
product and craft, | think that all of those are somewhat related to each other. What | can say about the
product craft per se is it definitely starts with the people. On the hiring front, we always look for people
that care about it. As a business, why we really care about it is that we see that cooperation only happens
if people use the product and our product, which is supposed to help the cooperation, coordination. If
there's friction or the experience isn't that great or there's little paper cuts, | think it gets really annoying
for people to use. We think for the business to be successful the quality and the craft is very important.
There's definitely trade-offs sometimes. There can be for example timelines like we are about to launch
something and then for example | or someone else goes to look at it and sees, "Oh, this doesn't feel right
and we should fix it so | don't think we should launch this now." Sometimes it does definitely push the
timelines, but this might be days. It's not like we need to redo everything. The other way we think about it
is we are actually very okay pushing things out to ourselves and for a small group of customers if they opt
into that. Whenever we build a new feature one of the things is we don't want to spend tons of time
upfront just designing it, then polishing it perfectly. We actually believe that when you start building the
thing you actually start realizing more how it should work and how it should be better. A lot of times with
the teams we tell them, "Just put it there in, | don't know, the first week almost. After you have some
designs in place or some design ideas, just put it into the app and ship it to production." It's only visible
to us so we internally can test it out. Then, | think the next stage is we look for a customer that could be
interested in this feature or we just ask people to opt in to some better program. In those stages, the
experience can be a little janky or it's not that polished, but we're okay with it because we are saying, "It's
not finished. We just want to get your feedback early so we can make it better." Once we get to the full
general release, then we pay more attention to the actual polish or the craft.

FROCERIR:

BRSREE, MRINEE. WSHE, FeiEENITZ, XEAELHEEEXEN, XFFralZEs,
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[00:10:11] Lenny
English:

That is so interesting. | didn't know you do that. You actually go ahead and launch things really early to a
select group of people that want the early stuff. Then, did you say that you find one customer to co-create
and help evolve the feature and change it?

FROCERIR:

XXEERT, HUMAHNERNZXAM. RIERFLZIFEEME—NBIREZENALHINE A
&, fRRA AR, IRER—TEFARERENE, HEBNEHEMEIXINEE?

[00:10:26] Karri Saarinen
English:

Usually it can be one or it's three or five or 10. Often, especially with the larger company facing features,
we usually do try to find a large company because sometimes it's hard to imagine these things, how they
should work. It's better if someone is willing to work with us to explain, "Okay, this is how we do
something." For example, we work this way with Vercel in that there was some changes they wanted to
see in the roadmap feature. We worked with them to improve it and then they could give us feedback

along the way.

R EIE:

BEARE—T, BAREZETEHT1. B%F, FZHNARFNIEE, HNBESZHHN—RARE,
ENEREEETERXEINENIZINEEE. MREARBESRIFER 00, SMEHNGERESHNS

® , BRMEFDET. Hld, BIIBUXFARS Vercel &1F, MIIHEERLEE (roadmap) HEEHEE—
LT, FMNSMIIEIERET 28, WIELIREFARIHRHER R,

[00:11:02] Lenny
English:

That is so interesting because | think people seeing Linear from the outside, it feels like you just take the
time you need to build something awesome. Then, it launches and it's amazing and it's great, but it turns
out that isn't exactly how you build. You actually do launch things really early and people don't
necessarily see it until it's done, but there's this whole process behind the scenes.

FROCERIR:

XAXBEBY, HAKERFINGE Linear, BIEIMITMEBEEBHHBEIEITE-ERENKA, ARAXHHEHM
FEIRE, BRI, IAFRTERMITHENG. RLFELEAHFRE, RRAMMEETIAIRYOEE
I, EXERE—BEML

[00:11:21] Karri Saarinen
English:

| think sometimes people think that craft is about perfecting things and perfecting them in a very
organized way or very early on. The downside with this perfection mindset is that it can be sometimes
hard to put anything out because nothing is ever fully perfect. We try to balance this thinking with the
fact that we should be always pushing things out very quickly, but then also fixing them, improving them



very quickly. It's almost like the opposite idea, but then we try to combine that and | think it's been
working well. Generally, in the company there's not necessarily a lot of reviews or something that we
always review everything that gets shipped this way because we do want people to feel that they can put
something in the app and then we can try it out. It's more like let's just try it out, but then we do need to
look at it again before we release it to everyone.

FROCERIR:

HFENAMBANIZRRERTE, MARM—MIFEREARNSANTIFERZHMERTE, XMTE
EXOESHRRE, BREELBEARA, BAKEHTARENTEN. HNAEFEIMEE: HIT
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GLENERIRE” , BERAFALAFBAZE, RITHLFEBREAE

[00:12:25] Lenny
English:

A lot of founders, a lot of product leaders, a lot of designers definitely want to create space for craft and
making products really great, something they're really proud of, but in practice it's really hard. Very few
teams and companies do this. Is there anything else you've learned about creating space for this sort of
thing and prioritizing it for founders that are listening that are trying to instill more and more of this or do
you have to be a designer CEO like Karri and really it's hard to do otherwise?

FRCERIR:

RzeA. FaABRANRITTEEREATZEETE, TSRS MIARNHER™m, BEEES
XIFERM, ROBHAMNQBEMEIX—R. X TFEERRFAHREERQSFENZIFHXUREIEA, XFM
AAXEFFEETEHBEM SR, FEEHACRG? HER, BARYUIE Karri XFERFZEIRITHITHS
9 CEO 7 REMEY, HMITRME?

[00:12:53] Karri Saarinen
English:

| don't think actually. It's not purely coming from me. | think all of us founders like Jori and Tuomas
additionally, their background is engineering, but | would say | think they spend even more time on the
details than sometimes | do. | think very early on when it was the three of us | would be the one doing the
broad strokes designs like this is how the Ul works and this is how some of the things work. They were the
ones that were like, "Oh, there should be animation here and there should be this kind of thing here." |
think it's like that DNA | think comes from all of us. | think with the craft it always starts with people need
to care about it. If it's not valued in the company, then it's very hard for anyone to do because people
don't feel like it's valued. | gave this advice to some founder. He was asking me about it and in their case
their founders were coming from different companies. Maybe this one founder came from Airbnb and
then the other ones came from Facebook and Amazon. For example, | think Facebook and Amazon have a
very different culture on quality or craft or shipping. | think it's what | said to them. You need to align on
it. It's like you cannot run a company with multiple different kinds of cultures. | think | made some points
like why the quality is important for certain products and you should all believe in that and then instill
that with everyone you hire. The other thing | would say that we like to do is we actually don't have much
PMs in the company. We only have one and we can talk about more about it. One of the things | think that
happens is when you build a team and you start creating these very specific roles for everything | think



that often the PM can be the ones figuring things out and making decisions and guiding the team, but
they're not the ones building the feature. They're not there looking at it the whole day like where does
this button go or how does it work? | think a lot of that, this craft for us happens when we give the project
team this ownership and the project team is just engineering and design. Then, when they start building
that feature they start seeing these opportunities that this thing could be better. A good example of this is
one of our engineers, Andreas. When we were building this right click menu in the app so you can click
different things and under that you have sub-menus. Mac OS does this well where it's when you open
that menu you hover on the menu and then you want to go to the sub-menu. You hover to the right. You
don't have to go exactly horizontally to get into that menu. You can actually go diagonally or you don't
actually have to hit the menu exactly. There's this safe zone, but a lot of software just implements like,
"Hey, let's do this menu. Let's make the sub-menu." It only works if you exactly hover over the menu.
Then, what happens is the user often misses with few pixels what they were trying to do. What Andreas
did, which we didn't tell him to do, is like, "Yeah, this kind of sucks and we should make this better." He
figured out a way to create those safe areas that are dynamic based on the sub-menu positioning and
everything. It's much easier now. You can go diagonally to the actual thing you want to go to. | think these
things happen when you give people more of the ownership of the project and also the space to do that
and then you also have leadership or generally the company culture that values the quality or the craft.

FROCERIR:

BARXAINA. EHATZLRETE. HINAENFAENLIEA, tbal Jori # Tuomas, i INESREIRE, B
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Ul 3l fE, EEIDEENAEE. MEMINEsRE: ‘B, XBENZEDE, XENZEXMHME” X
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[00:16:42] Lenny
English:

| got to follow this thread. There's a couple of questions | want to ask. You have one product manager.
Would you call him the head of product?

AR ERIE:

EEIMEXMEE R TE, B/LNREHEEL, MINRE—IAFREE, REMtAFERASRA (Head of
Product) fg?



[00:16:48] Karri Saarinen
English:
Yeah, Nan Yu, he is the head of product.

FRCERIR:

=89, NanVYu, ft@F=minsE Ao

[00:16:52] Lenny

English:

Awesome, what made you decide to hire him and even have any PMs?
FRCEIE:

KIET, BtaitfRRERFM, EEREIKIL PM IR(IRY?

[00:16:56] Karri Saarinen
English:

We started to see that we have enough features and areas of the product and also the team speaker that
it's hard to keep aligned on all of these things or even keep track of things. Initially, we actually hired Nan
as a contractor to help us with this insights data tool. We have this data tool feature built in Linear so you
can get data on what's happening in the workspace. For us founders, we realized none of us, we are not
super experienced in data tools. We need someone to help out. Luckily, Nan, we knew him and he
actually worked at Mode, which is a data tool. We initially hired him like, "Can you help us figure out what
exactly should this data tool and how should it work?" | think there's different ways of doing that. I think
always the easiest way is let's just copy what some other company is doing, but we didn't want to do that.
We wanted to figure out what is actually a useful way to use this data or get this data? He helped us with
that and then we saw this could be useful in other larger areas or overall with the whole product it's like
we might have these kind of questions. What should we exactly be thinking around here and why and
how would we define this direction and then help the teams to also align on it? To us, it's more like he
figures out the direction of the product and steers some of the efforts and not like he's there in every
meeting and making every decision or writing every spec or something like that.

FRCERIR:

BIFBRED, FamiVIngeMaigtikidz, BIEDLET X, REEMESELRE—H, EERMEIR
HE, =¥, FNEEIE Nan (FERRASEREEIFA A “ARHIETR” (insights data tool), Linear HET
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£510, RNFEEF. =02, EIPAR Nan, MBEHIETAAT Mode TEE., HilRVEMEIRR):
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[00:18:38] Lenny



English:

Another question along this line, because there's a lot of PMs listening that are going to be like, "Oh, shit,
these guys don't need PMs or PM is over, product management dead." Just another question along these
lines, somebody needs to do the work that a PM does basically, right? There's all these things that is on
the plate of a product manager when they're at a company and if they're not there, other people have to
do those things. What I'm hearing is basically you give those responsibilities to the engineers, designer,
and maybe other functions within the team. Is that right?

FROCERIR:

IE X MEBRFE— TR, RABRS PMENR, MITESA: XM, XELAFEFEPM, =& PM R
HZRT, TmEEBR.” HXE, SEBEAEMPMMBIME, XIE? 4 PME—RQAGN, #FLEREZSE
BEM, WRMIIFE, EtbARSREXLETF RREEE, MEAIBXEMERL T TR, &t
I, AIREEBHEIPARBYEMEREE. BXIF5?

[00:19:06] Karri Saarinen
English:

Yeah, | mean definitely | think what it means is, and there's definitely a trade-off. | think sometimes when
companies specialize roles a lot it's because it's more efficient. If the engineer spends 100% of their time
coding something, then it's like they're using their skillset to the max. Then, we just think that in order to
build quality things or build things in a certain way it's actually better if people actually also spend some
time thinking about things and not just executing. Yes, for every project there's a project lead. That lead
can be engineer or designer. It's not a formal role or it's not based on your whatever level or it's just like
you need to be certain title that you can be that. It's more like an assignment that now you are
responsible getting the project started and working together with the team, figuring it out, and then
communicating changes or communicating how that progress happens. Definitely it means that the
engineers or designers also have to do these things and they do need to communicate and they do need
to think about the scope or things. It's a different way of doing things. Also, not everyone wants to do
that, which is fine, but we on the hiring front try to hire people that are interested in the broader scope
than just the specific skillset that they have.

FROCERIR:

2H, XEEERE M. RUNNERARRACITIEEAR N THR. MRIZIH 100% BB EERTE
5103, BIIMEERAREMAIAECHKE. BHIIAA, ATHEESRENFRAIUEMSAMER
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[00:20:36] Lenny
English:

| think those last two points are really essential. One, people often don't want to do this work and they
are happy to offload it to a potential product manager. The fact that say engineers have to do all these
boring PM things like communicate timelines and keep PR specs aligned and make sure timelines are hit



and all that stuff and run meetings, a lot of people don't want to do that. A lot of times they do and | think
in this case people seem to really want to be doing that. The other is | think you need a really high caliber
team that's very product-minded and the hiring bar needs to be very, very high for say engineers and
designers to want to do all these things and be good at them. | think those are two necessary ingredients
for this to work out.
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[00:21:16] Karri Saarinen
English:

Sure.

FCERE:

R o

[00:21:16] Lenny
English:

For teams that want to try this approach, especially startups that are starting out and maybe not excited
about hiring product managers, is there anything else that you think is essential or important to
functioning well without any product managers? You're at around 50 people at this point?
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[00:21:32] Karri Saarinen
English:

We're around 50. Probably the only thing | would say is it's the hiring front that you really need to spend
more time on it. Basically, you cannot really interview engineers only for the engineering skills. You also
have to interview them for the product skills. Obviously, you cannot | think expect that people have
some. If you do some PM interview for them, they're not going to have the same skillset or the same
understanding of the concepts or something. The way we have done it in the past is basically | might
interview them about the product. I'm not a technical person per se. | will just ask them questions about
how did they do something or how do they think about something? It's similar to other roles too. We just
look for does this person have opinions about products and how they work? Can they form opinions and
can they use their own judgment at times? Then, can they communicate or articulate those things as
well?

FRCERIR:
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[00:22:30] Lenny
English:

Awesome, | was just thinking it's interesting that a tool that, | don't think it's designed specifically for
product managers, but essentially for building products like the infrastructure for building product in a
team is built by a company that has one PM and very few PMs.
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[00:22:43] Karri Saarinen
English:

| mean | think in some ways | would say that with Linear we're trying to help the whole company and |
think engineers is probably the largest user group of the product. | think in some ways we want to make
the PM's job easier in that they have to spend less time managing everything or the day-to-day because
the engineers are actually using the product and they're updating the things. For the PMs, it would be
much more easier to get what is the state of things and maybe trust that much more because people
actually use the product. In some ways, | think we are trying to make it easier for everyone, easier for the
engineers. They can focus more on their work. Then, for PMs | think we're trying to make it so that they
can also focus more on other things than just, | don't know, managing the tool that they use. | think that's
not the most important job of a PM. | think they should be thinking more of the, | don't know, bigger
picture or the other problems or figuring out the next features or something.
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[00:23:47] Lenny
English:

Just one more question along these lines, there's other companies like Stripe | think waited until 200
employees to hire | think their first product manager. Snapchat | think is famous for something around
that. Do you have any sense of if you think this might change, when you think you might hire more
product managers? Is there a plan here or is it just see how it goes as you grow?



AR ERIE:
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[00:24:05] Karri Saarinen
English:

| think we'll definitely hire more. It's | think like what | said before. | think we like to see the PM's smarts
operating on a higher level. The whole company, | think the way we are trying to build it is we have less
people, but people who are more high caliber and can think about larger scope than what their current
role is. | think we're just trying to build smaller units, but more effective units, which is | think where the
PMs go. There would be also less of them and they're not there at every level. | think in the future as the
company grows and the team grows and the product grows, we might have several PMs that are focusing
on or looking at specific areas or specific types of things of the product or specific customers or
something like that.
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[00:24:57] Lenny
English:

Awesome, that was a tangent because | could not go in that direction, but | want to come back to design
again and craft. So it feels like Linear, one of the reasons you guys have been successful is design and
experience is basically a huge differentiator from other products and there's always this question of can
design be enough of a differentiator in specific markets? Is there always an opportunity to build a
significantly better product experience and have a real shot at disrupting an incumbent? Do you have any
sense of when design can be enough of a differentiator? And this is coming from a founder trend aside,
should we go big on design and experience or should we invest in distribution or new technology or
something along those lines? Any thoughts there?
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[00:25:41] Karri Saarinen

English:



My belief is that any domain or industry, the more it matters, the more the design matters. | think it's
fairly easy to see in different, even in software or in other industries. It's like what happens is whenever
there's a new paradigm, I don't know, it's the mobile or the web or something, the first iterations of those
products existing there, they don't have to be super well-designed necessarily because they're the first.
But then as you build the hundreds, thousand different email clients, any email client now has to be
pretty good to be even considered an email client. The bar is so high. I think today the startups, | don't
know if you look at the webpage Google launched with or the webpage YouTube launched with or some
of these older companies, they were very basic. If you launch that website today, no one would really pay
attention. So | think the design is, it's almost like a very basic thing now, that from pretty much from the
very beginning you need pretty high level design for people to even pay attention or consider you
seriously. And | think it's not necessarily fair because sometimes it's like maybe the product is really good
but they didn't have a designer or they didn't have time to do it and then people just dismiss it because it
doesn't seem like something that they interest them. So | think that's the first thing is | think it is, and it's
going to be more and more important. But | would also say design is never going to be the reason why a
company is successful. It's like the company still has to have some other things. The product still needs to
be something, it needs to be better in some ways or it needs to be different in some ways. And then a
design is just enabling some of these things, enable and similar to technology, it's like if you have good
technology, it's easier to do certain things and the product works better in some ways than you having a
bad technology or bad infrastructure. So similar to design, | think if you have a good design or even a
good brand, people are drawn into it and then it makes some user acquisition or user retention or just
even people perception of the product better. | think an example is packaging and products, is like Apple
or a lot of companies spend a lot of time effort into the packaging because it's kind of already sets the
expectations for the user who is receiving the product. It's like even before you use the product, you start
thinking that this is a high quality product and I'm going to love it. And then when you actually have it,
then you actually might feel that way, unless the product is really bad and then you wouldn't feel that
way. So | think similarly, with startups or Saas, it's like your landing page or some of the other things. It's
like they are already communicating something to the user and they're setting the expectations and then
I think that that can be very useful thing, especially early on when no one really knows you or knows the
product or cares about you. So | think especially, | feel like design can be very good leverage in the
beginning.
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[00:29:08] Lenny
English:

| think that's such an interesting insight, especially that first thing you said around how the more often
and the more crowded the spaces, the more opportunity there is for design to be a differentiator. Is that
roughly how you think about it?
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[00:29:21] Karri Saarinen
English:

Yeah. So | mean just think about, | don't know, any product category, basically people have then a lot of
choices and then they how do they make choices? Maybe there's a specific thing they want, but a lot of
people don't necessarily know what is the specific feature | want from this software. So it's more like, well
what is the best one? What is the highest quality one? And if you put things side by side and people see
things, people are visual. So then the design can be one of those things, it stands out, it's like, "Well, that
looks the best or that looks the most quality product to me, so I'm going to use that one." When people
have a lot of choices, they probably will pick the one that looks most interesting. Then | think there is, the
second part is the brand, which is something that if you can build a brand, then | think it's even the
product almost doesn't matter, it becomes this kind of default. | don't know again, like Apple or Nike, it's
like yeah, there's all kinds of shoes you can buy, but there's a reason for someone to buy Nike shoes other
than some random brand. Even if the random brand would be actually a better shoe, they still buy Nike
because they, | don't know, like the brand. So then I think both the design of the product but also the
design of the brand can be very strong things that pull people to your company or to the product.
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[00:30:48] Lenny
English:

Is there anything you've learned about just building a brand over the course of building Linear, something
you find to be really important in actually building that perception that Linear is really great and
amazing?
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[00:30:59] Karri Saarinen
English:

To me, | think the brand should be always authentic and it should, | think even if people can't articulate
it, if people start to feel like something is off, I think there can be companies or startups, they think about
brands like, oh brand is the logo or the colors of the website or something. And then they do the same
thing and some other company does and then they think, "Okay, now we have a brand." But you actually
didn't think about what's your brand, what is the message or voice you want to talk about? And it doesn't
also, the brand doesn't happen overnight. So it's basically just you start in the beginning and when you
start a company you don't have no brand and so you have to create it and you create it over time by the
things you do, the things you say, how you say them and how do you approach things, how do you treat
customers, how do you build the website or the product? All of these things starts to build this idea, what
does this company mean to me in people's heads? | know we both worked at Airbnb and | think Brian
Chesky is, | think the brand was probably the most important thing for him. And | don't know how many
hours or meetings or conversations there was about the brand and the brand was always, it's part of
everything the company does. Because it's true. It's like, yeah, you could book things like places to stay in
a lot of places on the web, but when people think about, "Oh, | want to stay in some cool place," they're
going to think about Airbnb. It's like they're not going to think about those other places. So that's the
power of the brand, people stop thinking about the other things or they start understanding, okay, this is
the thing for this.
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[00:32:43] Lenny
English:

And it's part of the reason Airbnb's been able to build a direct destination where people aren't Googling, |
want to stay in a home. They're like airbnb.com, which gives Airbnb such a massive advantage not having
to run ads on Facebook and Google or SEO. It's just like people know Airbnb and they just go straight
there. And there's very few sites where people go, "I'm going to go straight there and look for some,"
knowing that they can also compare hotels on all these other sites. Coming back to design briefly, just
very practically, how do you guys do design reviews? Just how do you actually go about reviewing what's
going at, and then this may be too big a question, but just whatever you can share here, is just how do
you know when it's done? How do you know when it's ready and approved? Karri sealed, checkbox, ready
to go.
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[00:33:26] Karri Saarinen
English:

We've been exploring different ways of doing this. | think today, I still run the design team, so | do see
some of the designs on a weekly basis and then, or one of the other co-founders or head of product, we
are basically the sponsors for the projects. So then we are responsible reviewing the work. And so we
might just have a meeting where we go through, okay, well let's go through the demo and people can
explain what's going on and how they think about it and why. And then we might have feedback, okay,
this seems strange or something, and then just after that | might just go into the product myself and try it
out. And then what happens sometimes, it's in the initial stages, obviously we're not going to start fixing
everything, it's just more like let's try to get the main concept there and figure out how it works. But then
before we are launching it, | might just go in and try it out and try the different states and click it around.
And sometimes | find things, like we were building this threading to comments and then when it looked
all good in the demos and stuff, and then | went to try it and try different lengths of messages and stuff
and then | start to see, oh, sometimes the animations are kind of janky or it's just off. They don't go the
right way, the screen doesn't scroll exactly right. So then | just captured those things and send it to the
team. And so we had to pull back the release a little bit until those things were fixed. That one was, it's
very, | think a simple concept and it's very known concept like, okay, this is how threading comments
works. So that was mostly about, okay, what's the execution of this? But then we have projects where we
are not sure exactly how this should work and we can try it ourselves. We also have to see how companies
use it. So something like we built this feature project updates and it's a common thing companies do. It's
like you need to write an update on a project. Is it yellow, green, red? And companies have very different
ways of doing this in different tools and we just thought, well, | think it would be really nice if it's inside
Linear and the team, when they work on a project, they can write the update, Linear can also capture
some of the stats, what actually happened. | think with that feature it's been working well, but then also
now it'd be exploring. It's like after using it a while we think, oh actually, if there could be more robust
way of following these updates. Maybe the leadership could just get these updates over email or maybe
when you have a lot of updates you should have a search or a filtering system or something. So | think a
lot of times we just think, okay, this is the scope of it for now and we are okay launching this and the
execution is good. But we know that this is not the fully figured out version and we just need to see
people trying it out and see the feedback.
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[00:36:36] Lenny
English:

So it sounds like on the decision of whether it goes out or not, it's kind of this intuitive feeling from your
actual experience trying it out, feeling gut level, this is ready or this needs a little work?
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[00:36:46] Karri Saarinen
English:

Yeah, | would say a lot of things that we do is more like that but we don't do AP testing or we don't do
specific, go follow certain metrics or something. Sometimes we do have telemetry or we can look at how
people use certain things and we sometimes do that, but that's not usually the goal we have in mind, like,
yeah, we should move this number this much. So it's more about based on the understanding of the
problem we have and based on the [inaudible 00:37:16], what we think is right, is this the right solution
and is this a good enough solution to be released to the customers?
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[00:37:24] Lenny
English:

One more question along this thread is how do you actually structure these reviews? It sounds like you go
straight to a prototype. Is there a design review phase? Is it all kind of informal and people just review,
here's what we need your feedback on?
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[00:37:38] Karri Saarinen
English:

So projects don't necessarily have specific states to them, but | would say roughly, usually we do start
with design. So there's some explorations on the design, there's different ways that we could approach



this or sometimes there's just one way because pretty clear. But then what | said before, is that we do try
to get into the building phase as quickly as possible because then we can also see is this direction
actually reasonable and is there some problems it causes or how does it just generally feel here? So |
think that there isn't specific review stages. It's more like, yeah, let's check on this project every week or
every two weeks and then before releasing, let's also make a review of it and really test it out, is it the
quality we want?
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[00:38:34] Lenny
English:

Awesome. So that's a good segue to another area | wanted to spend some time, which is the Linear
Method. You espouse this way of building product that you call the Linear Method, which you publish
online and willing to in the show notes. And | just want to ask a few questions around this way of building
product. One is, you are big on this idea of building opinionated software. Can you talk about just what
does that mean and then maybe give an example or two of how you actually have done that at Linear?
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[00:39:02] Karri Saarinen
English:

So first with the Linear Method, why did we create it in the first place? Is we just believe that there is more
of this modern ways of building software and thinking about it. And we wanted to share some of our
thinking on it. And that's also, it relates to how we built Linear as well. So you might understand why we
make some choices because this is the way we think about making these choices. So we are trying to
share our thinking behind the product and also just like, here's the product and figure it out. So the
opinionated piece, | personally have this belief that productivity software should be, and especially
company software should be opinionated. | think that what the productivity software is trying to do is
make people productive. And | think what productive means is you actually do something that matters
for the company, which is, | don't know, build some new feature or fix something or design something. All
of those things are eventually, they provide some kind of value for the customer. | think there is this ideas
or notions in the world that flexible software is great. I'm like, | think it can be great sometimes. But what
happens is people start spending a lot of time figuring things out. Like, how does this feature work? You
can use it in 10 different ways and then every team or everyone figures out the different way of doing it.
So our thinking is we like to provide this good default or good opinions. Like, this is how the feature works
and this is how the workflow works. So you, as a user or as a team don't have to think about it and you
can focus on the work you do. And the other thing is, my design mantra is always design something for
someone. It is very hard to design everything for everyone because you just end up with a very



generalized solution. So then what we are trying to do with the opinionated solution is that that's the
best solution or at the most optimized solution we think of. And then when you use it, hopefully you
agree and you can feel that it's most optimized. So being opinionated, | think the value it provides people
is you don't have to think too much or spend more time on the tool than you do on your actual work.
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[00:41:35] Lenny
English:

And then another core element of the Linear Method is something you call cycles. | know Linear is all
around this idea of creating cycles and working in cycles. Can you talk about what is a cycle and how it
works at Linear?
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[00:41:35] Karri Saarinen
English:

So for example, the cycles, it's optional, not that the whole team has to use it or not that the whole
company has to use it, but it's there as you can turn it on or off. But basically, | think why we created
cycles is that | think any team that works on software or some other products, you always have almost
infinite list of things to do and that list gets longer every day. And it can be sometimes very distracting for
the individual or for the team to decide, there's a new thing coming in, should we work on that or should
we work on this other thing we decided in the past? So the cycles is just a way to say that for the next
week or the next two weeks or whatever timeframe, we are going to work on these things and these other
things we think are the priority or the focus for this timeframe. And then the team can try to focus on
those things. Now if something happens, like | don't know, we really need to jump on this other thing. At
least there was some kind of initial state that we decided before we want to do these things and then now
something else happened and so now we have to go on this thing. So you have an answer when someone
comes to you to ask, "Why didn't you do this other thing before?" Then you can say, "Well, we did decide
to do that, but then something happened and we had to do this other thing." So the cycles, it's very
similar to sprints, but we like to call it cycles because we are not really sprinting anywhere. The cycles
also run on automated schedule. So it's like you don't have to think about which day does it start? Or



every time, set it up manually so it just runs automatically. And so it's just meant to help the team to
focus on, let's just focus on this few things and forget about the infinite list of other things that are in the
background.
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[00:43:27] Lenny
English:

You mentioned earlier that you don't set metrics goals and so let me dig into that a little bit. Is that true?
You don't really have number goals for features for launches and things like that? And so let me start there
and then | have a follow-up question.
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[00:43:41] Karri Saarinen
English:

So we might have a company level goal sometimes, for example, weekly active users, that's a metric we
want to increase or something. But in terms of specific features, we don't have goals for those. And the
reason is that | think a product like us or a system that is used by different kinds of companies, and it's
like a system made of multiple different parts and it's not necessarily like you want to optimize any
specific thing about it. Also, companies are a little bit different, so their usage of different features can
differ because they just operate slightly differently or their team size is different or the setup of the team
is different or the culture is different. So | think for example, | don't know, some Instagram or some of
these apps, it's like, yeah, we need to drive engagement and that's the main feature. That's the main
metric for every feature. We don't actually have that. We just think that there should be features that help
companies and sometimes we can look at the metrics before we start working on it, like let's see what
this state of things are, but we don't necessarily want to set, oh, we need to increase this specific metric
by X. It's more like we want to solve this problem. And ideally, the success what it looks like customers
agree that the problem is solved or they enjoy the solution and it's not like that the metrics went up.
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[00:45:08] Lenny
English:

So just to summarize so far, you have no metrics, you have no experiments, you have essentially no PMs,
just one product leader. You spend a lot of time on design and craft and making things awesome. I'm
curious just what you think it takes to make a company work in that way? Because this is pretty different
from how a lot of other founders think and a lot of other product teams work.
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[00:45:32] Karri Saarinen
English:

We like to talk about this internally, | like this mixture of magic and science and how we described, there's
always some level of science that we do. And | think some companies are very scientific on their product
management that they like to measure everything and they do a lot of tests and things, but we just
decided we don't think that's necessary or that's good for us. So the science for us, means that we do talk
to users a lot and any project we start with, we do some level of user research and as founders, different
people on the team, we might have weekly calls with customers or users. We also encourage everyone in
the team, go to the customer Slack, they answer people questions. We have shared Slack channels with
customers. Anyone, | sometimes go answer the questions there. | also see when they complain about
something. | think the first part is the whole team has to be really understanding the product and the
customers and the problems people are facing and have that empathy and as well as the understanding
what is the state of things today. And then we talk about that. And then sometimes we might pull up stats
and see, oh, wonder, is there some kind of patterns we see, okay, these kind of companies are using this
thing more and what do we think about it? But usually we have some kind of question we want to answer.
It's like, | wonder what is going on. And then we look at it versus let's pull some metrics and then decide
that we should increase this metric. And then the magic part is what happens when you build this
understanding, everyone in the company builds. It's not like everyone has the same understanding, but
everyone builds more of that customer and product understanding. Then we have discussions like what
should we be doing or what decision we want to make here? Then everyone is much more informed of
actual reality of the customers or the product. And then we think you can much more use your intuition
or thinking to do those decisions so you don't have to use data or metrics to back those things up. So |
think the main thing is the whole company has to be with the customers or talk to them and then
understand where the product might work well or where it might fall short.
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[00:48:05] Lenny
English:

That's what | imagined you were going to say, and | love hearing that. For someone that wants to create a
similar culture, is there tactically anything you find, just understand if your employees and engineers,
designers have enough of that context and really understand the problem?
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[00:48:20] Karri Saarinen
English:

| think it's always, different people in a company will have different understandings. It's not like you can
expect everyone will every day go to see everything and has this. But we do sometimes sessions with the
team or we do record videos with the customers, we write notes and we share this with people. | feel like
again, it's fairly apparent, if you know your customers or the product, it's a very different way you can talk
about it versus if you don't have any idea. | think if you don't have any idea, you probably don't even
know what to say. So | think it's apparent if people have that then, it's not like every project's like we
need everyone to have this understanding. Probably, usually enough if one or two people have that
understanding or have different understanding of different things. So | think again, | feel like it's a culture
thing. | think the other thing is you just have to kind of believe in it. | think sometimes people use data a
lot or too much because they're worrying or they're afraid that, will | make the wrong choice? And I'm
using data to make the choice for me. But then you might still feel like this is not the right choice, but the
data is telling me is the right choice and then turns out maybe it was the right choice or not. But it's more
like, again, like a practice thing. | think the company and you need to be okay that sometimes we make
mistakes and we made the wrong choice and then we just can fix it. But at least we made that choice and
the data didn't make that choice for us.
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[00:50:03] Lenny
English:

What's interesting about this is if you've heard the episode on RAMP and how Ramp builds product with
Geoff Charles, there's such different ways of building product. Ramp is all about velocity, shipping all the
time, metrics, measuring everything. And your approach is almost the opposite. And | think what's
interesting there, as a takeaway, is just there's many ways to do it. You just have to do it almost fully and
you have to have really specific people. It feels like the people want to work in a certain way. And a lot of it
I think also is the founder has to be natural to the way the founder operates and thinks about building
and building a company.
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[00:50:39] Karri Saarinen
English:

Yeah, and for sure. And then if you look at successful companies and Amazon is very different than Apple
in how they operate. And | think both of them are successful, but not in the same way. So | think it's,
again, it's like... Yeah, it's a decision you make as a company or as a founder, what kind company you
want to build. | do think there is some aspects of the domain that you're in. What does that domain and
the problem space require from that company? And for us, | think it's... | think we are in the retention
business. And the trust business that ideally we have a company starting use Linear very early on and
then they stay with us forever. And | think the only way we can do that is we need to continuously deliver
them good quality product and maintain that trust that we are... That we don't fail them more or
somehow otherwise mistreat them. And | think some businesses are much more transactional where it's
like, yeah, we just need to make this e-commerce sale. And then once it's done, we don't care what
happens. So our case, it's more like we really need to build this relationship over time. And then that's
why | think some of the choices we make are also more about respecting the customer versus we're just
wanting to drive the revenue of the company.
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[00:52:02] Lenny
English:

Awesome. Such an important point. [Sponsor message for Pendo omitted]. Something you're really good
at personally is focus. | find that just trying to get you on this podcast was a lot of like, "Hey Karri. Hey,



have you thought about this yet?" And | know that a lot of VCs are just reaching out to you all the time, all
these really fancy VCs that are just trying to talk to you and get close to you. And | just know you're really
good at avoiding shiny objects and staying really focused and really heads down. And I've always wanted
to just ask you, how do you do that? Do you have any tricks, systems, processes, approaches to staying
focused other than justignore the inbox mostly?
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[00:53:39] Karri Saarinen
English:

Yeah. | don't think there's any complicated processes. And so | think one of the things, | was in YC in 2012
and one of the main things they say there is what you should be focusing on when you build a startup is
talk to customers, build the product, exercise. And if you find yourself doing something else, then those
three things, it's probably the wrong thing to do. And the exercise is that it's important for you to be
healthy or not just burn yourself out. So | think it was a balance to that. I'm doing those three things. |
think the thinking there is, | think we often as a company also talk about this, and very early on. And | use
this the same way and | think the company can use it the same way. | think there's always things that
you're supposed to do or it sounds like a good idea to do. And it could be like, yeah, come to this podcast.
And | actually think before it wasn't like... Or | always have this question, is this important to do now or is
it important to maybe do later? So | think, for example, the question on this podcast is | didn't feel like it
was important to do it earlier because we weren't at the stage or a scale or something that | think it'd be
as interesting or something. So | think it was a better timing to do it later. Similarly, when we built the
product, initially we were just very focused on is this really important thing to do? There's always like,
yeah, you could get SOC 2 security certificate. And we know that eventually we need to get it, but we
don't need it today. So we just say no to that. And if customer asks for it, so we say we don't have it. And
we'll have it one day but not now. And see, a lot of times people are like, "Okay, that's fine." And then
internally, we also talk about this, you knowing RPG games, you have the main quest lines and then you
have the side quest lines. And we often talk about the companies avoid the side quests. There's always
ideas people have and it's a good thing and it's like people have ideas, but then it might be like, "Yeah,
let's make this T-shirt, so let's make this thing." And then we're like, "Well, does it help the customers?
Does it help the product?” This sounds like a side quest to me, and basically means we shouldn't do it.
This doesn't progress the main quest line, which is building this product and making it awesome for
these customers. So it's similar to me. It's like | operate this way personally too, that I think about "Is this
important for the main quest line in building this company for me? Or is this something that | can ignore
for now, or something that | can do later and it makes more sense then?"
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[00:56:35] Lenny
English:

That is such incredibly good advice. Basically ask yourself, "How important is this to do now? And is this
the main quest or is this a side quest?" Amazing. Okay, so let's talk about hiring. As with most areas,
you're very, very, very deliberate about hiring. The bar is so insanely high at Linear, and you also hire very
few people. So just a few questions along these lines, just one is when you're hiring people, what do you
look for that you think maybe other people are not looking for enough? And where do you spend a lot of

time?
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[00:57:09] Karri Saarinen
English:

| think one of the things all of us founders saw in this high-growth company is that sometimes the high
growth, especially on the employee side, is not that great. It can create a lot of chaos or just messiness. Or
just generally in my past and working in companies, it's almost never... It was always easier to work with a
smaller team, very high quality people than with a very large team of more average people. It's almost
like it's always faster and better output when you have a much more smaller team. That was the thing
with Linear too, is we just believe that you can actually build better with less people than you can with
more people. So that's the basic belief we have. So then when it goes to hiring, we've been taking very
slow steps on it that in almost the first year we didn't hire anyone. Then the second year we hired a
couple people, and then the second year we hired a few more. We never more than doubled in a year. And
that's been our guideline that we shouldn't more than double. And this might be something we change in
the future that we actually might do less than that. But when we look into hiring, it is a couple things. One
is also that it obviously depends on the role, but basically | would say with every role, we often talk about
there needs to be some taste or some this kind of understanding of how things are done or what's the...
People have more a broader perspective than whatever their role is. So we talked about the engineering
before that they do need to do some of this PM type of stuff. And so what we look for in them is that if
they have some of this skill set or product thinking, or they can articulate why some choices are better
than some others, or in their past did they disagree with some of the company's choices or the team's
choices, or... So we want to have this... Obviously they need to be good developers, but also do they have
this a product sensibility, or do they have a judgment around that? And this goes similar to, for example, a
marketing hire is... We think about, yeah, we do need the marketing skill sets, but then we also want to
see that this person also maybe is a good storyteller or they have this appreciation for writing or stories
or they have a taste of what's interesting and what's not. So | think, or when we hire operations person,



we also like to see that they maybe have understanding on HR and maybe it's not their role, but they
understand it. And what happens is when you have these people that are a little bit more than their title,
it's like the company is, | think, much more easier to manage because it's like people can pick up things
more easily or they can work together more easily because everyone has more like a shared areas or you
rarely get to the point people say it's not my job. It's more like people understand, okay, yeah, I'm kind of
in operations, but today | need to help on this HR thing, which is okay. And so that's what we look for
people is they are more than their... They can take more scope than their skill set would assume, or what

normally is expected from them.
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[01:00:45] Lenny
English:

So essentially you're looking for these Venn diagram overlappings across different functions and
teammates.
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[01:00:51] Karri Saarinen
English:

Yeah. | think the other thing is, like | said before, is we want to build much... | think a company that has
less employees, which means that it's... Like | said before, we don't want that many specialized roles or
too specific areas of ownership or something. We just think that we could build this... We could have less
people and those people can take on more scope and they can own more scope. | think traditionally, |
feel like in companies, how do you get more scope is that you advance in the levels of the company
because there's a lot of different teams and different levels. And then to get any kind of scope, you need
to rise into this higher levels. And what we try to do is you don't actually have to have that many levels,
but people can just already, when they start, they can start owning more areas. And | think that can be
much more also interesting, not to everyone, but | think interesting to many people. And it's kind of like
how | also always felt about us being a designer is | didn't feel like my job is purely just looking at the
designs. | also thought | actually need to be helping this business or helping this other area as well. So |
thinkit's just also natural to me.

FROCERIR:
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[01:02:10] Lenny
English:

Awesome. So one thing you didn't mention is you have a really unique way of interviewing, which is a
paid work trial. Can you just talk about what that is? And also just while you're in that area, you talked
about testing for product sensibility, so whatever you can share how you actually do that would be

awesome.
R EE:

AET. B—HEMERE, mRfNE—IEERSHERSRN: FBEIFELA (paid work trial) . fREEX
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[01:02:27] Karri Saarinen
English:

Yeah. So we do with all of the employees, we've done a paid work trial and depends on the role, what it
looks like, how long it is and depends on also sometimes on the person. But basically we do fairly
standard interview loops where we test... We have some hiring manager interviews and then skill
interviews or tests. And then the last step of the process is the work trial. And basically, they basically
come as a mini contractor to the company, and we give them a very usually fairly vague problem
statements. If you're an engineer, it's like, hey, there's this feature that needs to be built. How would you
build it? Then go build it. And so basically they need to first understand the problem. Then they need to
scope it down to something that they can do in the timeframe that they have. And then they actually go...
They get the access to a code base. They can actually go and go and build a version of it. And then at the
end they can present the work they did. And why we do this is that we just seeing that it's a very good
way to see for both of us, both for the company and the candidates to see how we work together. And |
think for the candidate, what they can see is, what kind of company are you joining, what is it like to work
here, and what is [inaudible 01:03:53] ownership or how do | approach this? | think a lot of engineers also
like that they see the code base and they're like, oh wow, this is really clean and it's not some kind of
spaghetti code type of thing situation. So | think it helps the candidates as well understand what are they
signing off for, which | think can be very risky sometimes. Especially with startups, it's really hard to tell
how the startup is operating just from the interviews. And in large companies, | think things are more
standardized. So | think they're more similar and it's easier to make that choice. But with startups, it can
be very different how companies operate.

AR ERIE:
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[01:04:32] Lenny
English:

Yeah. That is so unique and | rarely hear of a company being able to hire that way. | imagine one of the
reasons you can get away with that where people don't have a full-time job for a while, while we're doing
a paid trial is because Linear is such an enticing place to work. | imagine for a lot of companies they can't

really do that. But | guess any thoughts on just maybe more companies can actually pull this off?
FRCERIE:

KRR, RRVIFRB QT EXFEE, RBMIZFAUEMEIX—=R GHREATXBHREENKT
2RTIF), REA Linear E— M EEBRII DB IIEZF. HBRZS QB AJEMAE, (RIEFSEMATHEE
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[01:04:51] Karri Saarinen
English:

Yeah, | think it's always like if you don't ask, you don't know. | think in our case that's just been the
standard and we try to work with the candidate. Let's figure out maybe we do it on the weekend or
maybe we do it some other vacation holiday or something. So there can be ways we can schedule it so
that it causes as little kind of problems to the candidate as possible. And | think we only had only a few
people probably have ever declined it. It's not like | think everyone else has been, at least after the fact,
they've been happy that they did it because they felt like they had a much better sense of the company
they're joining. And then also during that workshop, they can actually join our meetings, they get access
to our Slack and Notion, and they also have one-on-one chats with some of the other people on the team.
So they already get to know people. So it's a good way for them to evaluate us as well. And then for us, it's
obviously we can see... What is important for us to see is how does this person operate in this kind of
environment and how do they approach problems? How do they think and are they able to make
progress in a very short timeframe, which | always think it's very important for startups. In large
companies, you have maybe all the time in the world to do stuff. But | think any kind of startup, even with
us when we take our time doing things sometimes, it's still important. We can do things quickly if we have
to.

FRCERIR:
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[01:06:21] Lenny

English:



Super cool. Just to close the thread on product sensibility, is there anything you could share of just how
you actually help understand someone's strength and ability there?

RS ERIE:
KEET . XFFRBURE, REERRENDZE—MREUAEARER — N ABXIEEIHI?

[01:06:30] Karri Saarinen
English:

Yeah. | wouldn't say we have some kind of very scientific or some special way figure it out for this. So |
think a lot of it, it's like a discussion of... And | often think ask people that... Ask about their projects and |
try to go deeper. It's like why was this decision made? Why do you think the decision was made? And |
might ask, "Do you think it was the right decision or did you agree on it?" Or ask about what you think
you would have done differently or something. So | think it's more like I'm trying to... In this area and
what their answers is. And people's answers can be very different levels. Some people might be, "Yeah, |
didn't like it. Which yeah, it's not opinion, but it's not based on anything. It's just like you didn't like it. You
should be able to expand on it saying well, | don't like it because in this case it would not work well for
this kind of users or in this kind of context or for this kind of purposes. So they have more of this
reasoning or some kind of rational why they think this way and they can articulate that. So | think that's
what we often testing for is can they do this and how well they can do it. Then there can be very wide
ranges of how people do it. And when you see someone who really thinks about this stuff, it's very clear
to see that they can just talk about it forever and they can go deeper and deeper. And then some people
that maybe haven't had the experience or don't think this way, they're like, yeah, | don't really know. | just
built it and then seemed fine.

AR ERIE:
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[01:08:18] Lenny
English:

Let's transition to the third area | wanted to spend some time on, which is growth. And basically I'd love
to just understand how Linear grows and what you figured out around growth, especially in B2B SaaS. So
our first question here is just how long did it take from starting to work on Linear to launching, say, V1,
something that a number of people can use?

FROCERIR:

IRV BBIWE =T 1K, HIFERTHE Linear RUNAIEKEY, LUIKRIRTE B2B SaaS KA HEA
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[01:08:38] Karri Saarinen
English:

So we started officially in 2019. Some, | think, months before that we were already exploring and
prototyping the product. So | think we prototyped different kinds of designs a little bit. And then we also,
one of the things we really wanted to solve is we wanted to make the application really fast. And the way
we figured out we do that is we have more of this local-based data structure where all the data lives in the
client, and then it gets synced on the backends with this delta [inaudible 01:09:13]. And back then, we
were just exploring different off-the-shelf solutions and systems, but there was nothing really there, so we
ended up building our own. And so we spent some time prototyping that. And then once we officially, |
think, started working on the company in April 2019, and then we announced the company roughly mid-
April, and we had this little website up with the wait list. And then | think by May we could use it
ourselves. And then we started inviting some friends to try it out. But then | think in June, | think we
started more inviting people from the wait list. And around June, July, | think we had about, | don't know,
100, 200 users on it and maybe about 10 companies or something. And then we were in this private beta
stage for almost a year. And the way we did it was just like we had this wait list of people on the wait list.
There was few survey questions, like what kind of tools you use today and then why do you want to use
Linear and what's the company size? And we invited people based on... We invited more smaller
companies using the tools we currently supported. And then also | was trying to see who is more
interested versus just, | don't know, | just want to try it out type of people. And then a year later, in June,
we launched it publicly. And back then maybe we already had, | don't know, several hundred of
companies using it. And then we also launched the pricing and | think almost all of them... Maybe one
company didn't subscribe, but everyone else subscribed to that paid plan.

FROCERIR:

FARTE 2019 FIERF BT ERZHOLTA, RINELEHTREAMRE IR, HNEH T ARILIS
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[01:11:01] Lenny
English:

Okay. There's a number of really interesting things here. So one is you're in private beta for a year and
then a year later, you launched. How long was that period between starting to incubate and starting to
build to that private beta milestone?

AR ERIE:
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[01:11:16] Karri Saarinen

English:

Yeah, | think it's just a few months. | think just-
R EE:

WAL A, BB —

[01:11:19] Lenny
English:

Just a few months of building the V1?

FRSCERIE:
SRT/MNAmREMET V12

[01:11:21] Karri Saarinen
English:

Yeah.

FR3zEiE:

=0

[01:11:22] Lenny
English:

Wow, okay. | thought it was a lot longer. That is so interesting. Okay. What a team you've got over there.
Okay. And then this survey piece is really interesting. I've heard a little bit about this story. So essentially
you launched it on Twitter. You had kind of a following. Your founders had a bit of a following, so | think
that helped build up the initial wait list. But what you did there wasn't just like, hey, go sign up for a wait
list and you just add email addresses. It's a survey asking them what tools they use, whether it's GitHub
or something else, and then also the size of the company and their interest. And that helped you basically
prioritize who to go after and who to onboard. Is that right?

FROCERIR:

I, 18, ZRUARARTZ. ZXERRT, MINENRERE. XTHAERESNHIREE, HFd—RX
NEFE. AR ERTETE Twitter LRRY, RITLUEIIBAZBE—ENXIE, XEMTEIKIBERMS
B, BRI IILAENEFE, ME—MEERS, ARMIERNTIA (GitHub F). QAFMEREMN
HBEE, XEBRIBE T RABIEMANTRIN R, 05?2

[01:11:56] Karri Saarinen
English:

Yeah. And the reason we did it, because we know that we didn't support everything and what | said
before and the focus is we want to also be focused on let's just build a version that can work for some



people or some companies. We don't have to try to address everyone in the world in the first months of
the business. And even before, after that. So it was very selective process. And | think we were fortunate
that we were able to get people sign up on a wait list and | think after a month or so we had maybe 4,000
people on the wait list. And then we had this internal... | think initially it was just a very manual process,
but eventually we built this invite tool that we could just send invites. But in the beginning, | would go
read the actual surveys in a spreadsheet, then | copied the email, and then | emailed them the invite link
from my personal email. And then | would just email them after a few days or a week and it's like, "Hey,
what do you think?" And the reason we... And so we would invite only like... In the beginning, we maybe
invited like 10 people a week. And eventually we increased those amounts. But the reason we did it that
way was that we thought that if you just invite everyone at once or a lot of people at once, all of those
people are going to probably hit the same problems in this kind of software that is very early stage. So |
don't know. They hit the same bug or the same problem in the software. So then they will all send us
feedback like, hey, there's this problem. And then we felt like it was a wasted effort. So we would just do
these cohorts. Let's invite these people and then they say, hey, this is a problem. This doesn't work, or
something. Then we go fix that. Then after we fix that, we invite the next cohort of people. Then they say,
well, there's this thing that is needed or this doesn't work, then we fix that. So eventually, | think it was
much more... | think an effective way of doing the initial development than just inviting or letting
everyone to use the product right at the beginning.

FROCERIR:
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[01:14:16] Lenny
English:

There are so many interesting lessons from this. | wanted to ask how you got your first 10 customers. And
what I'm hearing essentially was from this wait list, you launched it on Twitter, people signed up, you
picked people to let onboard, you worked with them over the course of a year to make it what they
needed, and then eventually you started charging.

FRZERIE:

XEERBRZEENH. FABRIRIOFRSGH 10 MR, WEFER, AR EZET Twitter KBRS &
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[01:14:33] Karri Saarinen
English:

Yeah. I think the first 10 companies using it, | think maybe a little over half. Maybe there was three friends
that have startups and they used it. And then | think the majority of them were just from this wait list. But
they didn't pay us anything. We didn't have pricing in the beginning or during the private beta. At some



point we started building the payments function, so we just added a page in the settings that you can
optionally pay. The page in the settings that you can optionally pay and then we just give you a slider
that's, how much do you want to pay per seat? Then we just see if... | know some people paid $28 per seat
and some people pay $1, but it doesn't matter, we just wanted to test the functionality and see what
people think. After a year, when we launched, we already had... In the, | don't know, first week of
launching, we had probably some hundreds of customers.

FROCERIR:

2. 71 10 RAAE, AR —FZ—REBRRIILIAE, HRABORBENZ R, BRIDF T,

FAANRER BB EN . ERFNFFBFAIINE, MEREEMT — N 0E, RAILUEFIENER, KR

M7 —NER, IHMRRESNEMUENZ V. BAM 28 %, BAN 1ERT, XEXF, HINIAZENAD
REHEEARKNRN, —FREALHN, HMEE—ARELET/IETMIEREF,

[01:15:34] Lenny
English:

| have never heard of the approach to pricing as just an actual sliding scale where people can slide the
scale themselves on how much they want to pay. Did that help you figure out what to charge, or is it
mostly just an experiment?

AR ERIE:
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[01:15:46] Karri Saarinen

English:

| don't think it gave enough data to decide, but | think it was good to see that there was some people that
went... | think that 20 was probably the maximum that people could pay, so | think there was some
people that went to it and they felt like, "Actually, yeah, | really love the products. I'm happy to pay $20." |

think at least it gave us some confidence that, if we charge for this and it's something under $20, there's
going to be market for it.

AR ERIE:
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[01:16:16] Lenny
English:

| want to hear about the story of how you've started to feel product market fit, whatever that means to
you. When did you start to feel like, "Wow, this is actually going to work and maybe this is going to be a
real business"?

AR ERIE:
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—JEENEE" ?

[01:16:31] Karri Saarinen
English:

Yeah, | think we've always been, | don't know, some paranoid or... | guess maybe a paranoid is a good way
about the product market fit. | think it's paranoid in a way, we are always wondering, "Do we really have
it?" And, "With who do we have it?" | think it's true in our business, that... | think we started feeling it very
early on, and when people first started using it and we could see, "Now the whole company is using it and
they seem happier using it and the feedback is good and they might have some additional asks for us,"
but we started feeling like there was definitely a product market fit with certain customer and these were
more smaller, early-stage companies maybe where the founder is still running the product and they care
about the speed of the shipping or they have certain values in a way, so it was a good fit with them. Then |
think we always know that we want to address the whole market and also just these early-stage
customers, but we knew that if a Fortune 500 company came to us then, or even today, we might not be...
I don't think we can provide them the solution today that works for them, so | don't think the fit is there.
For us, the way we think about is, "Do we have the fit in the specific segments?" And how strong that fit is.
In the company's journey, the first year, we just focused on, "Can we get the fit..." In the first two years, we
focused on, "Can we get the fit in the early stage startup segment?" Basically, the goal was, "We want to
be the default for startups, the default tool that the startups pick, and | think we were able to accomplish
that, but we just purely focused on that segment and getting the product market fit there. At the same
time, we started getting some larger companies and we saw, "Yeah, it's not really great for you right now,
but let's work on it, making it better," so | think the last two years we've been focusing on that. It's like,
"How do we make the software work better? How do we get the product market fit stronger in this larger
company segments that are hundreds of people or 1000 people?”

AR ERIE:
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[01:18:53] Lenny
English:

I think this is such a good way and smart way of thinking about product market fit. A lot of people see
product market fit as this binary, "I have it or | don't," and, "When am | going to really feel product market
fit?" What you're describing is what | often hear, it's more of this spectrum of more and more confidence
that there's product market fit and, even more specifically, it's product market fit with segments of the
market. It's this map of the world and you're just slowly acquiring territory in the market with specific
elements and then, over time, it grows and grows.



AR ERIE:
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[01:19:23] Karri Saarinen
English:

Yeah, | think a spectrum is a good way to think about it, too. | feel like there's this blog post written in the
past where you know when you have product market fit and | think it probably... It's like that for some, |
don't know, social consumer apps. If it's taking off or not, then you don't really have a lot of different
segments, or you don't really think about it, you have millions of users and then you see it's taking off, so
you have a product market fit. | think in more like a B2B world. | think there's always... You can have
different sizes of customers, you can have different domains the customers are in, or there's different
categories where you might be doing really well in one category and then not that well another. | think
maybe the countering to do things is that, actually, if you're doing really well in some category, just
double down on that. This is something | talked to the Zoom founder, Eric, at some point in the
company's lifecycle, and this is also what he said. When they were building Zoom in the early days, they
would get this one type of customer. | don't know, maybe it's a university and then it worked really well
for them. Then they're like, "How do we get more of the universities?" They would always focus on a
certain customer rather than, "Let's just try to get everyone, so let's focus on everything," which is not
possible. Again, it's about the focus. If you see that something is working really well, then it's almost like
you should focus on doing that more until you hit some point. It's like, "Okay, now we do have that
category captured or handled as much as we want," and we should expand to new area.

AR ERIE:
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[01:21:12] Lenny

English:

Essentially, look for pull and just follow that and pay attention to that.
R EE:

AEEMEIR N7 (pul), IREEE, HXEE.

[01:21:17] Karri Saarinen

English:



Yeah. | think, for us, there can be sometimes... For example, now we have... Most of the Al companies are
using us, so | think it's always... Before that, it was a crypto company, so | think there's... When we see
these kinds of things happening, then we start to think like, "Could we do something differently or could
we get more of these Al companies on board?"

FRCERIR:
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[01:21:42] Lenny
English:

Such a great lesson. Just a few more questions, you mentioned that you launched on Twitter and that led
to a large wait list and a growing wait list. Is there anything you did before that to build this following?
That sounds really amazing, "Cool, we just announced it on Twitter and we have this large wait list and
then we grow and we get all these customers." Is there anything you did ahead of time in anticipation of
this launch? Would you recommend people work on building some kind of following online before they
work in a startup? Was it just like, "Hey, we happen to have this following," and it worked out? Anything

along those lines you would recommend to founders these days?
R EIE:

FEBEEXHN—IR, BHJLNEE: (RREE Twitter ERHHRT ERRURAE R, ERZARM T +AKR
FXLEXFENID? ITERBEET:  “BAWE Twitter EEHR—T, MBETAHUER, RAEMEKHRBTER”
RN T RREBREM T EED? RSBWATESLEIREN LRBIZMAIE? ERRXAZ “MI5HEXE
& AR T? MUMENCIBABTHAEN?

[01:22:16] Karri Saarinen
English:

Yeah. | think definitely if you have a following and, obviously, depends on what kind of following, but |
think my background as a designer, | would say at Airbnb and Coinbase and other places, and | did some
talks in conferences and write some blog posts. | was definitely out there and had some of that following,
which was helpful, but it wasn't like | have hundreds of thousands of followers or millions, or something. |
had maybe 10,000 or something, which is a significant number, but then | think the other thing is... | think
with the announcement, one of the things we did, | think, well is I think sometimes startups do try to
emulate successful, large companies too much and you do this fancy announcements where it's like,
"Hey, now we are doing this fancy thing and it sounds very corporate or something." With our
announcement, we wrote it more direct or authentic to us like, "This is what we're going to do and this is
why, and these are some of the things we're going to do." On a Twitter, we did the same thing. All of us
founders, we wrote our own reasons why we're doing this, and | think it was just much more... | think
people like us could resonate more with it, so we were writing to the right audience. | think that's
probably the first thing when you're announcing your company, you think about, "Who is my first
audience? Who would be the best early users for this product and where are they?" And then, "How do
they think about things and what kind of language do they use?" For us, it came very naturally, because
we are these people. We are in building software and these companies, and other people have seen
similar things we have seen, so | think the way we announced it resonated with a lot of people. Then |
think we did have some friends... | said we got some angel round where we got some friends involved.



The main reason we did it was that we just felt like, in the early days, it's good to have... You feel like a real
company in a way, that you have someone to answer for in a way. Even though the investors normally run
your company or they don't have that much power, it's more like, "I took someone's money so | now
need to make it worth it," kind of. With the announcement, again, we could use some of those people to
spread the message as well.

FROCERIR:

M. MRMBEXIE, BEEEHED, HAXNRTERFAFENXEE, FRIKITIA, FE Airbnb #
Coinbase TffEd, ZMIRWEHR, TIEER. REBRNE—ENNRE, XRERHL, ERBAZHRMAE
NTASVELMELNKY, AEEM—HER. 5—HER, EAHASEH, RIMEREN—<Z: RS
BIRBIXERHAATNEE, KEBHITERIEE “Bli” BERQS. MEMNNAEIFEER. B!
‘EERENEMN, XRERA, XRRHRNMITL.” 7 Twitter £, FHNUILIBAZRE T BS N AEXAM
AU, XILGENZHPIAFETHE, FARNEETZER. KHBQBNNE—HELZERE: “HE
HOFE—MZR? WERERHAF? BIIEWE? IIEAREZ? MNBHAES? " WEMNREXRE
2R, ARBENEGREXEAN. HMNEKBHAASETRSANHEBL, 1+, FRMNE-LEXEREARL, X
UENERAREGR—REENAR, B—MRER:. “BETHANE, REILEWERE.” 26, X
LR BERI LB THE.

[01:24:57] Lenny
English:

To close out our conversation, just a couple more broad questions. You have a pretty unique culture at
Linear, and | know one fun thing that you do is you have this baking competition. Can you talk about that
and what it is you do there?

AR ERIE:

ELRMIER, EBJLNEZNRE, Linear BIFEMAFHIW, HAMBRIE—HREBNSE, mEENM
KEEEER . (REEENEAR R EARIEE?

[01:25:12] Karri Saarinen
English:

Yeah. Since we are a fully remote and distributed company, so we have people in Europe and US, a lot of
group gatherings are challenging. Remote group sessions are challenging, because the time zones are so
different, so some of the basic things, like happy hours, don't really work that well. Also, Zoom happy
hours is probably not that fun anyway. | think a lot of people in the company watch The Great British
Baking Show, so we decided, "Maybe we do something like that," where basically, we would just pick a
recipe. Firstly, it was baking, now we expanded to cooking recipes, too. We just pick a recipe that is
somewhat reasonable to do in a few hours, in a couple of hours, and it doesn't require tons of equipment
or skill, or something. Then we just tell people, "Go buy the ingredients, use the company card," everyone
has a company card, "And then hop on Zoom on this day." For me, since I'm in California, it's like 8:00 AM,
so we started the baking or cooking then. We've made things like roll cake and lemon meringue pie, and
we made some [Portuguese 01:26:35], which is Portuguese pastry. Then we just hop on the Zoom,
everyone's doing their thing, following the recipe, and then sometimes people have questions like,
"Hey," | don't know, "I'm stuck with this," or, "My dough looks weird, does your dough look like this?"
People can help each other and then also chitchat about whatever random things at the same time. Then
we do the thing and then everyone takes pictures and posts on the Slack channel, it's what they
achieved. | think we have friendly competitions like who did it best, so people sometimes put a lot of



effort into the decorations and visuals. In a way, it's, again, a craft thing that we do. | think baking and
cooking and these kinds of things are also a craft, so we liked it that way. Yeah, we've been basically
doing it quarterly since the beginning of the company. Yeah, the latest thing, we were a little bit... | think
didn't have that much time, because we decided to do an easier thing, which is a summer drink recipe, so
| think people made matcha drinks and some coconut drinks or white iced tea, or something. Yeah, that
was interesting to do.

FROCERIR:

. AARINZE—REEEEMAHADNRHNAE, RTEHRENNEE, ARATRIREM, TERS
WREHE, EARELRK, & WK (happy hours) XMIENMRH R, ME Zoom EHISKERE
HIETHN, ABRERZAERE (2ERMIEKZE) (The Great British Baking Show) , FRAZKATRELIE
— P RINBYEDD. RAEME, IET RBETRE. RNSE—TEERNNATHR. FREEXZSTINRER
REENRIE. AREFAK: “EX8M, BIARF (BMABBERRR), AR/EXTE Zoom £N.7 WX
PMEMMBIARR, BERRL 8 RfftH. RIBIEHER. ITEEQK, TEBEFTEH. KK Zoom
ERICEY, REREMW, ARERERR: 18, HFET” HE “ROEEHAEEREZFEN, RITEXEF
13?7 RR—IAB—BRNW. TG, AFRIBRBELT Slack MERTMR. BITSERIER, BEHERIT,
ARERZARMHATURLERZOE, EEMEEL, IXNEXT “IZ27 i, #ENREHE—MI
2, BAVRERZIMAN. MATIRIIE, HMNEELEFEM—R, RE—XENAKLRT, FHiHT—
MEBEMEERm, ARMTHRR@m. BFKEBKRZEN, RE&E,

[01:27:55] Lenny

English:

Have you ever won one of these competitions yourself?
FREiE:

fRE S XMLEFEID?

[01:27:59] Karri Saarinen
English:

| don't know if we declare winners that much, but | do think I do... Since I'm a designer, | do have some
advantages on the visual presentation, so | think that | generally do well on that. Obviously, with this
remote competition, that's the only thing you can really look for. It's not necessarily about the texture,
because you can't really taste it through the Zoom.

FROCENIR:

HARERNZEENERIEE, BRERFT - EARIKITN, REARZINLBEMNE, FRLLEERIAR
&, B, EXMZELEFESD, AREE—ETHIINE, ETNREXAR, HNREREERE.

[01:28:27] Lenny
English:

Maybe as a last question, just again broadly, you've gone from being an IC designer, manager of
designers, to the CEO of very fast-growing company. What's something that you've learned about
leadership over the journey of Linear that maybe you didn't expect?

FROCENIR:



RE—IMKEE: fM—RMITEE (IC) &IPIM. RIHEFE, KNI —KREEKATH CEO, 7E Linear
FUXERIRIZH, XTFMFH, B ARIREIFEZIBURERE?

[01:28:43] Karri Saarinen
English:

For some reason, it was surprising to me, | think, that being a CEO or some of these leadership roles is
that you end up doing so many different things. When | was a designer, even if | would be some high-level
designer in some company, you're just mostly focusing on the design and that's your job, but then when
you're a CEO, then every week or every day, there's some different thing going on. Sometimes there can
be problems, but a lot of times, it's like, "Hey, we need to figure out how we're going to do this. How are
we going to do this compensation?" Or, "How are we going to do this marketing plan?" Or, "How are we
going to do this offsite thing?" What's definitely challenging for me is handling that different kinds of
things that come to you and staying somewhat focused, still, on something. | think | haven't necessarily
fully figured it out, but | also figured it out, that hiring and delegation helps with this, that if you can find
other leaders that can take on certain areas, that's helpful. That's the main thing, that it's a very wide
range of things that you maybe didn't have experience before, but also, | think it's interesting for me to
learn about these things. You learn about the financials and you learn about legal things, and then you
start to feel like, "Actually, | know something about this thing," over time.

FROCERIR:

HFEMRE, @HEIRINE, FH CEO RMFE, MEATVLEBEMLSZREANER, HFHERKITIMES, B

EEgigitin, FEEBLTETIRIT. BIFN CEO, BX. BRAHKBEARANERLE. BREM R, B
EZHMRE: TR, RNBREEAMXMGH. HFMAREAE? 7 HE “EHITIEAR? * &E ‘HEE
ARH? 7 WIKR, EEMNRMELEXERBMENSSE, RANEERIFETE. RELT2EIR, XA
DBEMENREREY: MRMEKFEMAFEATRETR, BRENS T, i FIEREXE
URIMAREZAINER, EFIXEHRER. (RRTRVS. AE, MENEHES, (RERF: %, HE
ABIEXLET,”

[01:30:18] Lenny
English:

For the actual final question, before we get to very exciting lightning round, what's just the future of
Linear? What's coming? What's happening in the future? Anything you can share?

AR ERIE:

EHENAMACRIA BRI EZRT, BEENRE—TE-: Linear WARRZEMHA? BFAFHmME? RREKE
ta? BHATUDZRG?

[01:30:27] Karri Saarinen
English:

Yeah, | think there's always things we're working on and improving. One, a newer thing we're working on
is this feature called Asks. Basically, what it is is that... We see that, in a company, there can be a lot of
different people that need to interact with the product team or different people that need to interact with
this team, but they're not necessarily in Linear or part of this team. We'd be building this an Ask feature,
which is an integration to Slack where you can very easily go to a Slack channel and then ask your



question. You need something from this team, maybe it's the IT team, that you need a laptop, or maybe
it's the infrastructure team and you need something from them, then the team that is handling the
request, they can very easily send it to Linear, into this triage that we have, and then they can start doing
stuff with it. If they have questions or additional questions to the actual person who requested it, we can
send those messages back to the person through Slack, so they don't actually have to go to Linear or they
don't have to be a Linear user to use it. We think this is just a good way for the company, or the whole
company, to be more potentially involved in the product operations without having to be a power user of

Linear, because not every function really uses it or needs to use it.
R EIE:

28, Bi—EEX#H. RINEEFLAN—1HINEL “Asks” . HINEM, ERATE, RZARTES~HHA
A EMFPAE RN, BM1HF—EMEA Linear, WAZIZEBIKFR, HITEEBEXD “Ask” IhEE, BS
Slack &£5%: RETLUEETE Slack SMEIRIA, LLAREE IT HPEE A BN, EFTEEEAPAET, QIEBEFEXKR
AIREIBA BT LUR A EL R IX E Linear BURASE (triage) HHTAME, INBRMiTEELIEM, FTLUEN Slack
EIE4A1RAE, XIFRAEFRETEHA Linear, BEEFRFER Linear BF . HITAAXEILEATEFSS
HFESEEYR, MAZTES ALK Linear WEERF, RAHREESNRES IHMEEREFERT.

[01:32:01] Lenny
English:

Awesome. What a cool peek at something coming out soon, or maybe out by the time this comes out.
With that, we've reached our very exciting lightning round. I've got a bunch of questions for you. Are you
ready?

FROCENIR:

AiET . XB—TEBRNMNE. WE, HMNHENTHBDAONABRRE, FEET HERH, BEEFT
ng?

[01:32:13] Karri Saarinen
English:

Yeah, I'm ready.

R EiE:

HEEE T

[01:32:14] Lenny

English:

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

F8. MMERARERSHNR=BEMFA?

[01:32:20] Karri Saarinen

English:



Timeless Way of Building by Christopher Alexander. He wasn't really an architect, but he, | think, taught in
Berkeley. He has these interesting thoughts about building things and he focuses on buildings and towns
and these kinds of spaces, but | think there's a lot of things that are also interesting for building software.
The other book that I like is the Zen and the Art of Motorcycle Maintenance, because it also talks about
the quality of things and | think that's one of the main themes of the book. The thing is also that quality is
so hard to define. If you actually start thinking about it, it's like, how do you define it? It's really hard to
pin down, but it's like when you try something or see it, then you know if it's quality or not.

AR ERIE:

—7Z5:2 Christopher Alexander By (EHHIKIEZE) (Timeless Way of Building) . IR 24uEAIEIRIT,
ERRANEH. MXMEEYEIEEEENNME, BAMEINERNANE, BRZIEIHERRGREE
Ho B—AEREMNPE (BEEREHIEZAR) (Zen and the Art of Motorcycle Maintenance) , EAEIRIT
TEYHN “RE” (Quality), XEPMETZ—. RERMEEN, BHREIHAERIEH, MMIKEEE

E:ﬁ%% J\ﬁo

[01:33:13] Lenny

English:

What are some recent movies or TV shows you've really enjoyed?
FREiE:

BB AMIFE SRR BRI EMRING?

[01:33:17] Karri Saarinen
English:

| think that the movie is probably John Wick 4. Obviously, there's no story in that movie, but | think it's
very true to its nature, so | like that fact. Also, recently, | started watching the Silo on Apple TV, and | think
I like it. It's like a good mystery and then, also, it reminds me of the Fallout games, so I like it that way,
too.

AR ERIE:

FTHIEARER (RIFIER 4) (JohnWick4), EARERIZTARE, BB TESHNE, HREWX
—mo ILFWTEE Apple TV ERY (FEALLIZ) (Silo), HEEHRIFERN, BRERRRE, MBALREET (1@
1) (Fallout) RFIHERK.

[01:33:46] Lenny
English:

I actually read the Silo books and | was really excited for the show to come out, but | mentioned this on a
previous podcast, the show is so little to do with actual books. The core ideas are the same, but there's all
these stories that they're just making up on the show, so | stopped watching, because that's not what |
was hoping for, but-

AR ERIE:

Frd (FEMHIZ) BWRZ, WRIERARF, EREZMEZERRY, RENMRZEFRR. ROMSE—
R, BRIZHETEZSHNE, FMUKRET, BIAE2RBH/NETF.



[01:34:02] Karri Saarinen

English:

Okay, interesting. Maybe | need to check the books later, once | watch the show.
FROCERIR:

e, ARR. UIFEFRERTRIBEBRRRE.

[01:34:08] Lenny
English:

Yeah. Definitely, read the books, but there's three of them and only the first one is actually good. The
other ones are not actually very good and | should not have read them, because it just went off the rails a
little bit. Anyway, next question. What is a favorite interview question that you'd like to ask candidates

when you're interviewing them?
FROCENIR:

REER I, BE—H#H=x, REF XM, GEAREAKT, HFZRH, BIBEREBERT. SAERL, T
—NEE: EitEEAR, REESRRNEERTA?

[01:34:22] Karri Saarinen
English:

| think, usually, I like to ask, what is the candidate most proud of and why? On their professional life or
otherwise, what they're most proud of and why. Then | think we can go deeper on that, but | think it gives
you a little bit of indication, what the person values and how they think about things. Also, | think it's
always nice that people can share something they think they did really well and we can spend time on it
versus just asking something more like negative things.

AR ERIE:

HEBEBEENR: FREARSIUAZRHNEBRMHA? AFA? TERRIEELREMSE, BATATREX D
IEEARNIE, XEERR—NANNEURMEE SN, ME, LAMNSZECHEHENER, tLEERARE
A EFIFZ,

[01:34:52] Lenny

English:

What are some favorite products you've recently discovered that you really, really like?
R EE:

R RI T HLFE SR, ORFH~m?

[01:34:58] Karri Saarinen

English:



I'm not sure if | discovered them recently, but recently in this home office, I've been installing some of
these hue lights and | really like them, because throughout the day, | can have more harsh lighting,
because I'm in meetings or something, and then in the evening, | can change the temperature. | make it
much more red or orange, or something. | think it's nice that you can transition the space. It's like, "Okay,
now I'm working and now I'm doing something else." You can use the lights to indicate that.

FROCERIR:

FHERFRREA RN, BEREEAREDRERET —LWFHE Hue BaEN], HRER. BRAZHZA
REBERERY, B EFRTLUARER, ERIGHEER, XMTRRENERRER, TExRER:. 97,
MERI(EIE" E “WERKRBHIE" o

[01:35:31] Lenny

English:

That is so cool. Do you automate the schedule or you manually change the color?
R EE:

KEET . RBIRE T BHEhER, ERFELEE?

[01:35:35] Karri Saarinen
English:

Yeah, | just manually change it. On my home app, | have scenes that... There's the night scene and then
there's the day scene, or the morning scene, so | just click that button and then it changes the lights.

AR ERIE:

BREFHHN. £ Home NVARHBARANTR: RBETR. AXRIR. BRUR. R— &, ITXME
To

[01:35:50] Lenny
English:

That is extremely cool, I'm going to try that myself. What is a favorite life motto that you like to repeat
yourself or share with people? Something you come back to a lot.

FROCENIR:
AET, ZFEERR,. MEERHVAERSEMHA? BMIEENBCSEENDIZLHI AR,

[01:36:02] Karri Saarinen
English:

Go slow to go fast. | think, for me, it's about that. Sometimes people have a tendency to rushing into
things and especially, | think, in startups, but other places too, you have this like... | think urgency is
important, but then sometimes you have too much urgency and you are rushing things, and what
happens is that you rushed it and now you need to come back to fix it. | think sometimes | like to think



that you should take some time to actually think about it and, "What are you going to do?" And then do it.
In the end, it's going to be faster that way than going back and forth and fixing things.

AR ERIE:

“BREN AR (Go slow to go fast) s WHEKRFMEXF. AMMERMETRICITSE, LERENLIQR. &
BRREE, BANIERERSHER, ERMAFAELERE, HREGNIZAENEEZEFRE “REM
T4’ , AEB®F. &KL, XEREBREREZ

[01:36:42] Lenny

English:

What is the most valuable lesson that your mom or your dad taught you?
HRCERIE:

RN BHLIINRE RN —IREMA?

[01:36:45] Karri Saarinen
English:

| think it's respecting people and things. | think the people respect is pretty obvious, but | think with the
things you have, also, | think you should take good care of them when you use them. | don't know, clean
them or put them away, and then they're ready for the next time. | think | like that, though. Rather than
you treating things like they're trash or not that valuable, you should treat things that they are valuable.

FROCENIR:

HEE ‘BEANY . EEAREMZN, EXFRBEENYS, (MEMZFFER. BREEAT ST
%, HETRER. BERXMESE: FEIERAYMIREEN@IRF, MEGHFENENRA—FEXRF
=

[01:37:16] Lenny
English:

Final question. You were born in Finland, | think you grew up in Finland. What is a Finnish food that
people should definitely try to get as soon as they can?

FROCENIR:
RE— 1R MEEREST=, BEBRERKAK. BAAFT=REANNZRREIHXH?

[01:37:25] Karri Saarinen
English:

One is this salmon soup, and it might sound weird, a fish soup, maybe it's not going to be that interesting.
It's a creamy soup, it's on potatoes, carrots, and other things, and it's almost like a little bit of sweet flavor
to it. You can make it yourself at home or you can... If you go to Finland, there's probably always a few
restaurants that offer it.

FRCERIR:



—PMR=X&77 (salmonsoup). IFEEREIREREE, MEE7, BEE—Mrak7, EEELE. HZ H
F, HE—RRMK. (RAILECERY, NRMRES=, IFERETHE.

[01:37:52] Lenny
English:

Okay, amazing. Is that something we could get here or you have to go to Finland to get it?
FRSCEHE:

KHET . EZELEIEZEIG, T

=

i
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[01:37:56] Karri Saarinen
English:

| don't think I've ever seen it here in the US in any restaurant, but it's not very hard to make it yourself.
You can probably Google a recipe. Basically, you just need some salmon, some basic spices and some
cream and some fruit, vegetables.

FRCERIR:

REXENETERLY, EECHATHE, FAUE—TRIE, BALRAFE=XE. BMEH. Jrhi—
LEHRR,

[01:38:13] Lenny
English:

All right. Next episode, we're going to do a cooking show with Karri. Karri, thank you so much for being
here. You're building a very special company in a really unique way, and | think many founders and many
product builders can learn a ton from watching you operate in the business that you're building. Again,
thank you so much for being here. Two final questions. Where can folks find you online if they want to
reach out, maybe ask you some more questions, and how can listeners be useful to you?

FROCENIR:

9FEY, T—&ZMNEM Karri B NRETIB. Karri, JFERSRER. MEM—FIFEIRBFNARNEI—RIF
BRINQE, HAGSHSBANTRFREHMEMTNEEZEFFIRS. BRBH. KEMITR:
IIRKREKEBEK AN E SR, BJUAEMERER? IRITIGEAIRESERA?

[01:38:38] Karri Saarinen
English:

Yeah. I'm on Twitter, my name, Karri Saarinen. We also have the Linear account, which | think is
interesting. That's just @Linear. | hope everyone can check out Linear and see if it could work for them in
their company, and figure out if there's a pilot. | think we are always happy to assist on those things, if
you just want to try it out and try it with the team, we can help you to set it up and help you to

understand how to use the product.

AR ERIE:



FIE Twitter £, #EIRARAF Karri Saarinen FiaEEl, FA1HE A Linear WEF K S @Linear. &AL AZKEE
EEE Linear, BEBERBESMIIAE. MRMEERNEIRA, BNIEEREZIRMEEER, MEMRREHT
AR ON{aI{E R

[01:39:09] Lenny

English:

Awesome. It's just Linear.app, right? Is that the URL?
FREiE:

X#ET . MULZE Linear.app, i13?

[01:39:13] Karri Saarinen
English:

Yes.

FSCEiE:

=0

[01:39:14] Lenny
English:

Awesome. Okay, easy-peasy. Amazing. Karri, again, thank you so much for being here. Bye, everyone.
Thank you so much for listening. If you found this valuable, you can subscribe to the show on Apple
Podcasts, Spotify, or your favorite podcast app. Also, please consider giving us a rating or leaving a
review, as that really helps other listeners find the podcast. You can find all past episodes or learn more

about the show at lennyspodcast.com. See you in the next episode.
FR3zEiE:

XEF7T, BREAT, Karri, BRRE. FUBN, BRiFIT, MRMEEESSHETHTEENE, XDE Apple
Podcasts. Spotify IFERERZN AR TR, HiFEERAKINITORE FiFie, XEEFEHELZRR LI
ilo #REILLTE lennyspodcast.com HEIFHTEH THREZEE, TN,



