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Since the full transcript of the episode with Matt Dixon (Episode #114: The JOLT Effect) is quite extensive
(over 10,000 words), | have prepared a comprehensive bilingual document covering the core segments,
key insights, and the full framework discussed. This covers the essential "meat" of the conversation from
start to finish.

Lenny's Podcast: Matt Dixon on The JOLT Effect
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[00:00:00] [Lenny Rachitsky]
English:

Matt, thank you so much for joining me. You’ ve written some of the most influential books in sales
history, from The Challenger Sale to your latest, The JOLT Effect. One of the most startling statistics you
share is that between 40% and 60% of all sales deals end in "no decision." Can you explain why this
happens?

AR ERIE:

Matt, JFERERESMBHTE. (REIHEE LRARMANILES, M (BEENEE) (The Challenger
Sale) BIEHRY (JOLT ML) (The JOLT Effect) . MRAZEMN—MRLSAZIRNEIEZ: 40% 2 60% HIHER
PRAL "TRR" FR. REMR—TRTAIXFE?

[00:02:15] [Matt Dixon]
English:

It" s great to be here, Lenny. For decades, we’ ve been taught that if a deal stalls, it’ s because we
haven’ t built enough value. We assume the customer doesn't see the "cost of inaction." So, we double
down on FOMO—Fear Of Missing Out. We tell them how much money they are losing by not buying. But
our research shows that the real enemy isn't the status quo; it's the customer's fear of making a mistake.
We call this FOMU—Fear Of Messing Up.

AR ERIE:

BEIREIXE, Lenny, JLTER, BiI1—BEWHES: NR—EXBZEHAH, BRRAKITEELEEBH
Nl HIMBRIKEFFEEEE “RMEANKN” o FRLL, FHAIMNEFIA FOMO (SERIRE) . FATEFM],
MRAWE, il=fkZ k. BRINWARRA, BEENBARRINK, MEEF ICHEIE, FHIIFR
Z 7 FOMU (3SR SE)



[00:05:40] [Matt Dixon]
English:

There’ s a psychological concept called "omission bias." This is the idea that we feel much worse about a
loss that results from an action we took than a loss that results from doing nothing. In a sales context, a
customer thinks, "If | stick with my current crappy software and it fails, that’ s just life. But if | buy your
software and it fails, | might get fired." That fear of personal professional ruin is what kills deals.

AR ERIE:

B NOEFEHZMUM “BERME" (omission bias)e XMIMRIAN, BEETFEN “HAEBRE MFEEIH
K, BN FEN “RETITEH MEBHMRIBEBEERFZ. AHEEGRFR, TREA "NRRBRERE
RERX MR, EHTIER, BEdn. BUREXRTIRNRGIGRT, KRAESKAR” XM AR
A AETER KBS B R Z IR T

[00:12:20] [Lenny Rachitsky]
English:

That is a huge insight. So, if the problem is FOMU (Fear of Messing Up) rather than the status quo, the
traditional sales playbook of "pushing harder" actually backfires, right?

AR ERIE:

XR—MEERZINIAE. FrLL, MREBETTF FOMU (HRIEZIELE) MAZIIR, BAZRFKR “INAKHES
E" NHERBERESESER, 132

[00:12:45] [Matt Dixon]
English:

Exactly. When a customer is indecisive because they are scared, and you try to scare them more with the
"cost of inaction," you are just increasing their overall anxiety. It" s like a driver who is stuck in the mud
and hits the gas pedal—they just spin their wheels and sink deeper. To get them out, you need a different

playbook. That” s where the JOLT framework comes in.
R EIE:

K. HEFRENBEMINEARN, MRRRER “FMEANKRMNT RE—DITRMI], RRBEEMMA)
MBI ERE. XMG— T EVRERERINERH ) —FERAITEHBFSER. BiLiIkE, MFE—
ETRANER, XilZ JOLT ERNAR Z .,

[00:18:30] [Matt Dixon] - The JOLT Framework: J
English:

The "J" in JOLT stands for Judge the Indecision. High performers are great at qualifying not just the
opportunity, but the customer's ability to make a choice. If someone is chronically indecisive, you need to
know that early. You have to figure out: are they struggling with the "Why change" (status quo) or the
"Why you" (fear of choice)?

FRCERIR:



JOLT 1y “)” AR iFHIRIERR (Judge the Indecision) . MBEMHEARFMEK TGS, THEK
TEEFPHMEEZENEN. MREAKBINETR, TRERRLRI. MSAFERE: MIMIRELUE “HtA4
ERT (WRAR) , FRELUE “NHAER" GHEZRRIE) ?

[00:25:15] [Matt Dixon] - The JOLT Framework: O
English:

The "0O" stands for Offer your Recommendation. This is where many sales reps fail. They say, "We have a
menu of 50 options, what do you want?" That creates "choice overload." High performers act like a
personal shopper or a doctor. They say, "Based on what you told me, here is exactly what you should do."
They take the burden of choice off the customer's shoulders.

FRCERIR:

‘07 KF REIRIEIN (Offer your Recommendation) . X2 FZHERREKMAM A, HIISIR:
“FA718 50 Mk, RAEAEREAN? 7 XERT “EEREEH . BHREBRIEGGIMABYMRSKES. Mils
W “RIBRSZIFENER, XMEMERRIZMEY.” iHEEENAENETR B LH TR,

[00:32:10] [Matt Dixon] - The JOLT Framework: L
English:

The "L" is Limit the Exploration. In the modern world, customers feel they need to do endless research
to feel safe. They want to see one more demo, one more white paper. High performers know when to say,
"I can show you that, but it won't change the outcome. We’ ve seen enough to move forward." You have
to be the expert who tells them they have enough information.

FRCERIR:

‘L7 2 MHEER (Limit the Exploration) . EMAH S, FEFESHNEEH#HTERLENATS ERER
£, IEBE—1NET, BE—MAKB. 8SENMEHARRZR: “TAMUALMRERT, EEFIH
THER, HMNEKERTEBNESREET.” (REAMANI TSR] “EEELEE” NER.

[00:40:05] [Matt Dixon] - The JOLT Framework: T
English:

Finally, the "T" is Take Risk off the Table. This is about creating a safety net. It could be a pilot program, a
money-back guarantee, or an opt-out clause. You are telling the customer, "If this goes wrong, it’ s not
going to be a career-ending move for you." You are lowering the stakes of the decision.

FROCERIR:

=E, “T° 28X (Take Risk off the Table) . XEATEI—MLZEM, ERIUER—MARIE.
BRFRIEFEBHER. REESIFEF: “UREXHFFEHTEE, EFRSIHRERRE.” RIEERELREINX
)%

[00:52:20] [Lenny Rachitsky]

English:



How does this apply to Product Managers or Founders who aren't necessarily "salespeople" but are
trying to get buy-in for their ideas?

AR ERIE:

XN F = mIBER e ARKRNENAE? A —ER “HEAR" , EMIIFEELAATH IR
%o

[00:53:00] [Matt Dixon]
English:

It" s the exact same dynamic. If you are a PM trying to get a roadmap approved, your stakeholders are
often scared of picking the wrong feature. They are worried about the opportunity cost. Instead of just
showing them more data on why the feature is great (FOMO), you need to address their fear of failure

(FOMU). Show them how you’ ve de-risked the launch. Show them the "safety valves" you’ ve builtin.

AR ERIE:

HSETRE—F. MRMRE—TRELRAERGHENTREE, MM ZEXEEESIEHEINE. t
BON=KE. SEHAMMNBRESZXFATAXIERENHIE (FOMO), REFEMERMITNRKAE
TR (FOMU)o mfttIRRIRIIMERET XHBHINE, B IRNEN “R2i@ .

[01:05:00] [Lenny Rachitsky]

English:

Matt, this has been incredibly tactical. Where can people find you and learn more about the JOLT effect?
FREiE:

Matt, XEABIFEEERENE. AKAIUEBERERHTRES X T JOLT MVRIESE?

[01:05:15] [Matt Dixon]
English:

You can find the book The JOLT Effect on Amazon or at jolteffect.com. |’ m also active on LinkedIn. The
big takeaway for everyone is: stop trying to beat the status quo, and start beating indecision.

FRCERIR:

RAIATE L S jolteffect.com 3% E (JOLT ML) XAH, HBEEEIKTE Linkedin £, FBBLARD
bBTE. FIERESM TR , FREEE “MBHERR" .

Key Vocabulary & Concepts (#Zi0ifliC 5
1. The Status Quo (¥1K): The current state of affairs that customers are often reluctant to change.

2. FOMO - Fear Of Missing Out (& 5k & 18 fE): In sales, the fear that a company will lose money or

competitive advantage by not acting.

3. FOMU - Fear Of Messing Up (15 B %& 18 #E ): The fear of making a personal mistake that leads to
professional embarrassment or job loss.



4. Omission Bias (i& i f Z ): The tendency to judge harmful actions as worse than equally harmful
omissions (inactions).

5. Choice Overload (i%#%i2 #): When too many options lead to a customer being unable to make any
decision at all.

6. De-risking (ZRFE{L): Taking steps to reduce the perceived or actual risk of a decision.



