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[00:00:00] Nilan Peiris
English:

Some people focus on conversion rate, like, "I'm going to make this really, really slick." And that's cool.
You get a bit more growth. But to get to recommendation, you're going to blow your user socks off. You
have to give them an experience they didn't know was previously possible. And when you are in that
place of doing something that no one has ever done before, that's when you get it.

AR ERIE:
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[00:00:23] Lenny
English:

Welcome to Lenny's Podcast, where | interview world-class product leaders and growth experts to learn
from their hard won experiences building and growing today's most successful products. Today my guest
is Nilan Peiris. Nilan is chief product Officer at Wise, where he has been for over 11 years, basically from
the beginning of the journey. If you're not familiar with Wise, you should be. They make it incredibly easy
and cheap to send money internationally. | am a regular user and customer, and because the product is
so great, they've grown primarily through word of mouth. About 70% of their growth comes through
word of mouth. And in our conversation, Nilan breaks down exactly how they made word of mouth so
successful for their product. | don't know any founder who wouldn't wish to have more word of mouth
growth, and Nilan's advice is the most tactical, and useful advice I've ever heard for how to actually drive
your word of mouth growth. | am really excited for you to hear this episode, and to learn from Nilan. And
so with that, I bring you Nilan Peiris, after a short word from our sponsors.

FRCERIR:
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[00:01:20] Lenny (Sponsorships)
English:

(Lenny introduces Pendo and Wix Studio - Omitted for brevity in translation as per standard practice for
podcast content, but can be included if required. Moving to the interview start.)

FRSCERIE:
(Lenny /4B 7 #5Bh% Pendo # Wix Studio, R TIRIFIEXEE, AR ERE, HEHFNHXED.)

[00:02:50] Lenny

English:

...Find out more at wix.com/studio. Nilan, thank you so much for being here. Welcome to the podcast.
R EE:

----- MTREZER, 1EAIE wix.com/studio, Nilan, IFERFREER. VIIREIEER,

[00:03:32] Nilan Peiris
English:

Thanks for having me, Lenny.
R EE:

BHEHRAYERIE, Lenny,

[00:03:33] Lenny
English:

So you're chief product officer at Wise, which | don't know if you knew this, but I'm a very happy weekly
active user of. To give folks a little bit of context on Wise, could you just explain, what does Wise do? And
also share maybe a few stats to give people a sense of the scale that Wise has reached at this point.

FRCERIR:

R Wise WEEFTRE. BANEMETNE, REMRINIEEZBLMNEZEEL (WAU). AT ARKRIRH—
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[00:03:51] Nilan Peiris
English:

We're looking to solve the problems associated with cross-border money movement, which is that
moving money across border is pretty slow. It's actually really expensive, and it can be really hard to do.



We solve it with three products, our money transfer product, which is what we started with, our account,
which would be like, think of trying to solve the problems of international banking with our account for
people, and for businesses. And then finally we've also got an enterprise product where we take the
underlying infrastructure that's powered those products that we've built, and embed them in the banks,
and products that people use every day, and then zooming into the numbers. So, we've got to come a
little way on the journey. So today we're now moving about $12 billion a month, growing between 30 to
40% year on year. We take about 0.65% on average across all our routes as price, and we've been
profitable for about more than four years now, with 20% EBITDA margins.

(00:05:05):

But probably the stat I'm most proud of, and the hardest thing to make happen out of all of that was we
acquired 70% of the users that found out about Wise last month through word of mouth. So, contextually,
we have 16 million customers, and we're acquiring about a million a quarter, about 10 million actives,
and yes, so out of a million that joined Wise the first time, 700,000 found out about Wise from a friend.
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[00:05:36] Lenny
English:

There's a couple stats there that really stand out to me. One is you're gaining a million new users a
quarter, which is insane. Just like a million new people joining Wise every quarter. That's an astounding
number. The other number is what you just shared around word of mouth, that basically more than two
thirds of people are discovering Wise and joining Wise through word of mouth. Mouth. | want to spend
the bulk of our conversation on this topic of word of mouth. | think it's extremely rare how you've been
able to increase word of mouth, and just how much of your growth comes through word of mouth.

(00:06:08):

You've essentially developed a system for how to drive word of mouth, and how to basically structure
your team, your goals, your priorities and things like that in order to lean into this growth channel. And
so, | just have a million questions around how you think about word of mouth, and the first is just, how do
you measure word of mouth? How do you know that say, 70% of your growth is coming through word of

mouth?
RS ERIF:

HpF LM EIRILRENSRRZ]. —RIRMIEEEEM 100 HFHAF, XKXKIET. SFEEE 100 HHAMA
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[00:06:28] Nilan Peiris
English:

We ask customers, is the short answer. So, we have an attribution model, as you can imagine, and we've
had one from the early days, and it overlays all the referrer data and cookie data you have on visits comes
to the website. So you kind of know that. And then you obviously have the soundtrack stuff, and we
sample, and ask customers a set of questions on this, and then overlay that onto the... What turns up in
your web tracking as direct traffic to give us a sense of how big that word of mouth number is, and that's
what gets us back to the 70% stat.

FROCERIR:

ERENEER: RNEZRRER. MIRFTE, FIE—FEER (Attribution Model) , TIEMREATFFIEA
To ERENMAEXTWiLARAHEERIFEIEN Cookie HUIE, FRLUMRAMBIEEME—L, RE, BIEBALEHE
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M&” (Direct Traffic) L, MMLEA]TRROBIEKAOMZ, XMZHNVFHH 70% X MUEENTS %o

[00:07:05] Lenny

English:

And very practically, how do you actually ask people? Is there a little pop-up on the website?
R EE:

MEFRRIEREE, FMIREARR? Mif ESB/NEED?

[00:07:09] Nilan Peiris
English:

It's actually integrated into the flow. So when we built it originally, we thought it's quite cool, marketing
and acquiring customers is part of the product, and we should actually stitch that into the experience
seamlessly so that we're able to do this more effectively going forward.

FRCERIR:

EXFF LRERERETN. RIWECH, BITAAXRE—EHNRREFRSMETm—H7, &
MRz TSR, UESREERYMARXIIE,

[00:07:26] Lenny
English:

That's actually, at Airbnb, exactly how the team did that, to understand what percentage of growth was
word of mouth. It's just a little interstitial popup when you visit say, airbnb.com, "How'd you hear about



us?" You think there's some fancy ways to understand the stuff, but it's just like, just ask people, they'll
tell you how they heard about it.

AR ERIE:

XHELMIXAE Airbnb BIFIAREUETT2—1F, LUK T BROIERKAILEG]. ZfR5E) airbnb.com B, =3#
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[00:07:40] Nilan Peiris
English:

Yeah.

FEiE:

=i

[00:07:41] Lenny
English:

Awesome. Okay, so just to kind of dig into the meat of it, what has been the biggest shift in helping you
significantly grow word of mouth, and make it such a huge lever of growth for Wise?

FRCERIR:

KiET o Ba, RNEN—TORS: EREBIRZZRADEAEERN Wise d1ItEE ABIERATATHIIE
B, RARERZERMHA?

[00:07:53] Nilan Peiris
English:

Yeah, before | launch into this, let's just also take a step back, and why even focus on this? So in the early
days, when | met the founders, Kristo and Tyler. It was quite funny, | got introed to them when they were
just the founders, and without a team really, and with the beginnings of a product, and they said, "Nilan,
you've got to meet these guys, they've got a great product, they just don't have any customers." And | sat
there with them, and we kind of launched the first Google ads, and in the early days you try everything,
hoping that something works. But taking a step back, think of money as the ultimate commodity. It's
pretty hard to build an expensive business that moves your money somewhere, and it costs a lot, so
there's less of it afterwards.

(00:08:48):

So building a brand led money transfer business, the brand's got to be pretty damn good, right? You're
going to feel pretty special afterwards, in order to have less money afterwards. So what we're looking for
always, but what channels out there are super scalable, and can reach our entire audience, but have an
incredibly low distribution cost. So, that's one thing that led us to word of mouth and the other bit, when
we get on to talk about marketing later, the other challenge with marketing which is unique is because we
are lower price, but a superior product, we have less margin to spend on marketing than others in certain
paid channels. So that's another reason why marketing is inherently hard. Our marketing team does
amazing work at Wise, in order to work within those constraints.



(00:09:36):

But back to your question, which was like, what's the biggest thing we've done to shift word of mouth.
When | joined Wise, and started wrangling with word of mouth, | spent a bunch of time with friends of
mine in the US and around the world, Andrew Chen, some of the other growth gurus, this is going back
10, 12 years. It's like what mouths, who's done it? What's the system? What do you measure? There wasn't
really anything out there. So we kind of had to figure our way out. So, first step was asking it, and the
second step was kind of figure out how do you know what's driving it? And the best proxy we found for
this was something that most people have heard of, that we actually used quite a lot is net promoter

score.
(00:10:26):

So from the very early days we'd start asking customers, and you probably have seen this survey, "Would
you recommend Wise to a friend?"

FRERIE:
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[00:10:34] Lenny

English:

Never seen that ever in my life. Never been asked that question.
R EE:

XEFMFERT, MFRARSHEXMNIF, (£: Lenny FEFAIK, EANPSIREENR)

[00:10:39] Nilan Peiris
English:

Exactly. There's [inaudible 00:10:41] you said. And then in the end you've got the scale, zero to 10, and the
theory is nine to 10 there are promoters, and zero to seven are detractors. Zero to six, detractors, and



seven to eight are kind of neutral on your product. The intriguing bet was when we overlaid this... So we
have word of mouth, it's about 50 odd percent, and then we have a referral program. When we overlay
the referral data over the NPS survey data, we saw something really interesting.

(00:11:13):

There's very low invite rates at one to six, and not just invite, conversion rates of users that joined for
invites. But when we've got people from sixes to this seven and eight group, they doubled the number of
people they told. Eight to nine, they doubled again, and nine to 10, they doubled again. So, this is pretty
crazy when you see it for the first time. I'm going to get back to your question in a sec, but it's quite core
buildup to it, because when you are a product manager, like you've been in your career, one of your jobs
is to figure out what metric are you going to optimize for? What are you going to try to get the business to
ground behind? And if you optimize for something like conversion, rate and you move conversion rate
with 10%, you kind of get this one-off hit.

(00:12:00):

But if you move the NPS from 30% to 50%, you increase the viral coefficient of your customer base. So
every customer that goes through tells X many more. When you model this through, the ROl on NPS
increases is absolutely huge. So, it's got to say, "Okay, this is the thing to zoom in on, so how to move it?"
So, then the second magic of NPS is you get the numbers, but you also get the comments underneath it. |
remember in the first year we built the NPS survey, and we emailed out every week all the comments to
the whole company, which was pretty small, and we kept doing that, | think up till about three or four
years, everyone got the NPS comments.

(00:12:51):

And when you read the comments, and now obviously we've got all kinds of fancy models sitting on top
of these things, customers kept telling us the same things, "Make it faster, make it cheaper, make it easier
to use." Do you know at the beginning, when | said, "Price, speed, ease of use," we kind of figured this out
by thinking hard about this question. How do we make this product so good that people will use, it but
they'll recommend it?

(00:13:20):

And customers were pretty clear, the ones that were evangelical, is the word we use, are the ones that
had a much... Had this cheaper experience, the ones that were talking about it had a fast experience. So
it's about price, about speed, it's about ease of use. And when you generalize and take a step back, and
look at consumer product companies, they have these product pillars they call it, and they usually have
KPIs around them. The second insight we got, found, is when we entered markets, like when we entered
the US for the first time, if we entered with a product that was priced at say 5.9%, and the alternative was
six, customers would use us, but they wouldn't talk about us. We only got the advocacy when we were
eight to 10 times cheaper. That's when people started talking about it.

FROCERIR:
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[00:14:11] Lenny
English:

Let me actually interrupt you here a bit, just to kind of set a little frame around this, because this is
extremely interesting, and | think people may miss, | think, some of the really interesting insights here.
What I'm hearing is essentially there's this clear sense that you had to grow through word of mouth
because of the business model. You didn't make a lot of money per user, and you didn't have a lot of
money to spend thus, to help grow. So essentially it's like. "How do we grow the word of mouth?" And
then it's, "Okay, what do we need to convince people to share this product?" And used NPS, which I think
a lot of people use, and also a lot of people probably know, "Let's make our product more awesome so
that people talk about it." Those are kind of like, "Oh yeah, of course."

(00:14:49):

But | think what I'm hearing is that you did that's really unique, is one, you found this huge delta between
these detractors, and even seven or... | guess it was six and below, and then seven or eight, and then nine,
10 kept kind of doubling. So one is just this focus on, how do we get someone from there to there? Two is
this really big focus on the comments of the NPS survey, not just like, "Oh we have this percentage of
detractors." And then also | love how you just create these pillars, essentially, of like, "We're going to work
on these three things. These are the three levers to help grow word of mouth for this product.” Does that

sound about right?
R EIE:

ILFATH—TF, IXBRABH—TE24, RAXIFEEE, FEOASEIEFH—LERZINE KRR
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[00:15:25] Nilan Peiris

English:

That all makes sense. Obviously at the time, it is also way more chaotic.
(00:15:33):

So, at the beginning, everyone thinks it's 20 different things, and then over time, slowly, you understand
that it's these things again and again. And a lot of building a successful businesses kind of building
conviction that these are the things that matter. So, now 1'd say price, speed, ease of use, it sounds... Like,
but yeah, go back to seven, eight years. But we were arguing with each other around what, "Is it trust? Is it
this? Is it this?" Trying to get clear on what are the things we missed there.

FRCERIR:

TRIEH. S, HNPNBERERISSZ. RIFHEE, SMAREREE 20 FTEANEREMN, EREENHE
%, (RIBIEEAR, MOUMBRX/LHE. BII—KBIHNELW, RAEE LEFEI—MESR (Conviction), B
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[00:16:00] Lenny
English:

That would be useful actually to know. It sounds like, of course, it's going to be price and speed, but what
are the things you kind of realize you don't need to focus on as much, based on these surveys?

FRCERIR:

XWRREA. WERMSTNREZERIAR, EREXLFEE, AMPESBRMNTIRIELFTFERA
BAZKEIH?

[00:16:09] Nilan Peiris

English:

Oh, wow, that's a really hard one. So, then the challenge, is as you know, everything is important.
(00:16:17):

Yeah? And that things that we use... We have a bucket called convenience. And inside the convenience
bucket, there are many, many things hiding in there. And actually, you can measure this on contact rate,
conversion rate, whatever, many different ways, and get many slightly different answers. So, | think I've
learned there isn't... | haven't got a good answer on things we haven't-

AR ERIE:

M, i, XERMHHE. kaET, WRMAAN, SHEMFBREEZ. HMNE—TN “EFMHE"
(Convenience) B9732€, REERBMEIFEIFESHAT, Lirl, RALBIEKAR, BRUEREZMHAK
e, FIREAENESR. I, RESHEE - REZE—TXT MEFREE" HFESR.

[00:16:42] Lenny

English:



Well, as you said, trust, which is interesting. Obviously trust matters, but maybe it sounds like-
FhERIE:
1R, MR “BE , XEEB. BEAGEEREEE, EIREEKAIEE -

[00:16:47] Nilan Peiris
English:

Trust certainly matters. Yeah, trust's a good one. Let's talk about that one bit. I'll talk to you through the
trust problem. So | ran into the trust problem hardest in marketing. So, just imagine, you just started out,
you've got a money transfer company, it's good, your product's really good, it's really cheap. So, you put
an ad out, and it says, "Move money with Wise, and really cheaply," is anyone going to click that? People
did, right? Is anyone going to use it? Yeah, people did use it. And you did work all the usual trust elements.
But the bit | found that really helped, the way | got my head around this, was what people trust is their
friends. And this really was way stronger a trust signal than anything | could put on a landing page.

(00:17:40):

And even when people came in through marketing, they'd been told. So marketing can aid recall, and all
kinds of things, because people are told by their friends. They'd have a use case later on, then Google,
and like, "Ah, | remember, this guy used this." And we do definitely get users, especially today as we've
got a larger brand, through marketing direct. But trust in isolation is a really hard problem to solve. You
need to get under the skin of what it means. People don't think my money is safe. "I don't know if this
company is reputable," to unpick each of these problems and figure out systemically how to solve them.
And we've done this to some extent, but really there's a massive shortcut, which is if you deliver your
customers a good experience, then figure out, how do you make it so good they'll recommend it? Then
that kind of shortcut a lot of really hard trust problems.

FRCERIR:
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[00:18:28] Lenny
English:

What did you find most helped increase trust in that way? Is it just get more people using it and then
they'll share with their friends, or is there something you did there to...

FRCERIR:



MRAM+ARBEHTFUIMBEMEE? BNOLESAER, ARILMIIDZELAR, E2MRI1ET 4
FRIRESE

[00:18:36] Nilan Peiris
English:

No, it was literally get more people using it, and they'll share with their friends. There's obviously a bunch
of learnings we've had around what specific trust sentiments matter, especially geographically, but less
powerful in the macro than get more people to use it.

(00:18:52):

So coming back to that, and I'd love to get your thoughts on this one. So, as you said, lots of people go up
to NPS, and they kind of heard people talk about it, heard people talk about recommendations. So my
learning on this is you've got to work really hard to get recommendation. So, to get a nine or a 10, so our
NPS is 70%, so it's really, really high. So it's kind of higher than the iPhone, and Google search. So really,
really high, so off the scale high.

(00:19:25):

And when we launch a market, or at the beginning it was much lower, so 20s and 30s. So instead it in
context, like banks and financial services NPS is -30. So, most people don't recommend banks. So it's like,
comes from a low base. But, what I've found is when you build a product, most founders, and most teams
kind of stop when it works. As their next step, some people focus on conversion rate like, "I'm going to
make this really, really slick," and that's cool, you get a bit more growth.

(00:20:02):

But to get to recommendation, you're going to blow your users' socks off, and the phrase we use is, you
have to give them an experience they didn't know was previously possible. And when you are in that

place of doing something that no one has ever done before, that's where you get it.
(00:20:24):

So the bar is all the way up there. And to put that in context, that means figuring out how to move money
instantly. That means figuring out how to drop the price all the way from six all the way down to 0.35. And
that's because there are systemic infrastructure issues in moving money around the world, which some
people haven't solved before. And these problems are just really hard to solve. They take years to solve,
but they have huge kind of returns when you do it.

FROCERIR:

T, ENmMELEZAER, ARMINSNZELMR. S22, FHMNEFATREXTRESEBRETRMIE
KESMEEE, EERNEEL, XLEEHRN ULESARER" REEW

ElEX—=, HRBBIFFIRNEZE. ENIRPRN, RZ AHEE NPS, IdXx FHEFENITIE. BNERE, R
WAEBEB N ARG, BB 9925 10 57, FEIBINPSIKEIT 70%, XIEHEIEES, BEEST iPhone
# Google R, FHEESEFHEIL.

HENEN—DHTHE, REERITHRHEE, NPSRE 20 Z5 30 %, fFAXLE, RITHESRARSSEY NPS &
BiE 300 AEBMARIHEFRIT. FIUBMNEZM—NMRENVELRFF B, BRAI, EWES R, XS
IMAMBEIAES m “BEA” HRFELT. T—%, BEASTETERLE, b "RBILCHSEELE" ,
XIREF, BERHRIEK,

BERGHES, MEIULAR “RETE” . HMNBRRER: ROTGMN]—MAiTLFHA N R 8L IBY
K50, HRAATFARM “MAETAFTRMS BUIRMES, (RABERGHT. FMUNEIEES. BAEKRiR, XEREE



SCILENBSEINK, BIREBEIFTRERM 6% FFE 0.35%, XFBRREKEZZ RN AR EEMISHERID, XLEiw
BRI ARRT , XL AR, FENFENEAEMAER, E—BRR, BIREEAH.

[00:20:52] Lenny
English:

| love that just as a framework, is how do... We need to blow our users' socks off. And again, it just comes

back to how you can get people to want to share this product, and drive word of mouth, blow their socks
off.

(00:21:02):

| want to dig into how you actually just figured out what these attributes are. Obviously you talked about
this NPS survey highlighting things. How did you decide it was instant money movement, and some of
the other things? Is it just basically looking at these survey results, and picking the things that come up

most often?
FhSCERIE:

BRIEBERXMER: HMNFEULAF “FETE” . XXEETOMEAMNEEDZ~m. EEOEEK
— A ERAAL, RERNT BRI NAHEXLREEN. BAMRRERT NPS FERETRESE R,
RITBUELRE “BIREIK” UNREMEBREZON? B2XNEREER, AGHEHIIERRSHIREND?

[00:21:20] Nilan Peiris
English:
Yeah, it was talking to customers, and looking at the survey results, and then through that, in many

different ways, price will come up, speed will come up, ease of use will come up, and they kind of
aggregate up to that.

FRCERIR:

2, MERTS5ERRRABRRESER. BIXERN, M. BE. ZRAMSTEHI, KLTRARR
Nz,

[00:21:31] Lenny
English:

I think a lot of people listening are still going to be this like, "Okay, we're just going to make our product
awesome, and it's going to grow." And in a sense, yeah, in another sense what you're sharing is
essentially kind of a really simple framework for how to actually do that. To kind of go a little deeper
there, when you see other people trying to drive word of mouth, trying to drive virality, is there anything
you think people often do wrong? Is there other missteps you've taken in trying to drive word of mouth?

FROCERIR:

HRRZIARAESIA: B, HNABBTRMSERE, EMIER.” MEMEXEREXE, EMNS—
TREE, MAENELR—ENALIX—BFNERER, BRAAN—R, SRERHIALERE DR
SIVUE K, METAMNBIENHERRMHA? HEMITESREN O EIMLETER?



[00:21:59] Nilan Peiris
English:

It's this thing around growth rate. So, especially product net growth, which is what we're talking about.
So you can imagine, we're going to open a new market to Indonesia, and the fastest way to do it is to
take... Someone else has figured out how to move to Indonesia. We take that infrastructure, and we'll
plug itinto Wise,

(00:22:18):

You know what? We can do this, we'll get some users. But it doesn't grow like a hockey stick. It doesn't
grow like a hockey stick because we haven't fundamentally changed the problems in moving money
internationally. So, got this mantra, you've got to build a 10x better product than what's there. And if it's
10x product better, basically it doesn't exist already. So if you're plugging in something else, that's kind of
a misstep.

(00:22:45):

So it comes from a very logical place, how do | get users quickly? | can take a shortcut in doing this, but
that, you kind of realize is wasted effort. So the step then becomes this much harder question of these
types of questions. Like what is the theoretical minimum cost for moving money into a market? What is
the theoretical maximum speed? Not just make it instant, make it cheap, but what actually is the lowest it
could possibly be? And instead of incrementally going, doing a jump to make it a little better, a little
better, a little better, you can never get there. How do we take two years, and end up there?

AR ERIE:

XAFHEKER, LEHRRMNETNEN “FREmREK” . BR—T, HMNEAENETY, RRNGER
H— T ELBENRCHREEN G, BaIREIZIEN Wise, (RAIEMN? XEFMIHSLEETT, BRI
—E£AP. BERRE “WIRKIE AR RIEK.

ZFIUARREIB A RIE K, BREARINZEMRE LAEERCREEE HITE—MEMN: REFHEER—1E
MA@ 10 ER~ . MR —1N=miF 10 &, BEEXLZFFAREN. FIL, MRIFIZBENGIANK
7, AmE—MER.

XRF— PN IEFEZEANEE . RIMAREFRFHAF? RAUERRZ, BREXSRIRIPEAENS. I
PL, BETROTERBAT BERORE: #FARNTHH “BRKREKRE" 22?7 "BERRSRE" 2%

(XEXTARERE) , FUNBE . HAVOEERENE, RLERZIMEEBIEIR?

[00:23:24] Lenny
English:

| love that. It's something that | talk about a lot. Something | learned at Airbnb is this idea of working
backwards from the ideal, instead of working forwards from how do we iterate and make this better, and
better, and better. It's like, okay, if we could start again, and we could create the ideal experience, what
would that look like? And then work backwards from what would it take to get there?

AR ERIE:

BAERXMMRT . XEBHELEKICHIET, FH7E Airbnb FEIN—mmE “MEBRIRSEIHE" (Working
backwards from the ideal) , MAE “MIREBEBFHER” . KR FIB, MRENEEHHSE, QE—
NMEERFE, ERRHART? AREEREMEMFATEEREIIE,



[00:23:44] Nilan Peiris
English:
And what's an example of that at Airbnb? What was an ideal that you guys went for and then built?

FRCERIR:
£ Airbnb BHABIFIE? (RTERAIBERSZMHA, ERXEEAWERN?

[00:23:49] Lenny
English:

The ideal was, there's this whole process where the founders hired this storyboard artist from Pixar to
draw out the ideal experience of a host and a guest. So, there's these storyboards sitting in the office. |
think there's 12 kind of... They call them key frames of, it's just like the booking experience being really
seamless, arriving in the home, and being really amazed. Going out and finding things to do.

(00:24:13):

So, this became essentially the vision of the company is let's make each of these frames, these key
moments of a journey for hosting a guest as incredible as possible. That was one, and that became
essentially the strategy for a few years is just make each of these frames awesome.

(00:24:29):

And then there was another project that they were working on around booking at Airbnb. | don't know if
you remember this, if you used Airbnb much, but most of Airbnb back in the day was you request to book
with a host, you're like, "Hey, can | stay in your home?"

(00:24:41):

And turned out 50% of the time the guest was ignored, or rejected, and the host was just like, "Nah, no
thank you." Now, over 80% as far as | know of bookings are instant bookings, where you just book and it's
done, just like every other place you book online. And so that was a huge transition that | worked on, and
that came from, if we were to start Airbnb again today, or if someone were to disrupt Airbnb, what would
it look like? And obviously it'd be you just book. You're not sitting around hoping someone is cool with
you. So, that came from that idea of just like, what would be the ideal Airbnb experience?

FRCERIR:

IBEREEXEN: SIBARIET —(REERE (Pixar) MDRZAR, BEHTBERNEEHNIEREL,
NEBHEXEDRE, KA 1210 “XEN” o LbmITHIRIFEIE. EARRNBREIRE. JMh I
IEEEF.

EXAER LR T ARNESR: ERIMHEEFREPHNE— N XBREZEMISRAERTRN XM T JLEZD
B8 BB — D REMEIRE.

EE—IMXFIITAENTE, FAHEfRIERE’T, WRIRLUFIAE Airbnb, AEOTITER “HIBETIT ,
MREERRBER. I8, HEEEMRRIEG? ” SRR, 50% WER TEESHLMIESL, IE, TBEHFAA, &
i3 80% BYFITE “IAIT” (Instant Book), RAGTEM LITHMAFE—#, S— TR T XEEXS5H—1
EXER, ©BRT—MEE MRSKEMEID Airbnb, HEBAEHE Airbnb, ESERHAETF? BANIZ
= “BITENME” , MAREH) IFEERREARRTIEM. Frll, XRT “E88 Airbnb (AN 1ZZE EHFH"

XX,



[00:25:15] Nilan Peiris
English:

That is incredibly inspiring. I'll try and share a couple of stories, analogies from Wise. I'll talk about two
things. Let's talk about price first. So, it's a good question. So, Moneytrans has been around since the
[inaudible 00:25:32]. How does a few people get together? And it's evolved towards moving trillions
around the world, and generally retail consumers paying about six to 7% around the world to do it. How
do a small team in Europe start out and figure out how to move it? We launched at 0.5%, and now we're
down to about 0.35%. So what changed?

AR ERIE:

RS ARE. HBOFE/LD Wise BIE. HKMR, FKinfitd. CRUSEZFERAT, UELKESE
RUCRMEE T2, BEZTERFRITERTT 6% | 7% £H. RUNB—NNEAZINEED HigE X1 in)@
9?7 ] LABIRIZERZE 0.5%, IMAEMRET 0.35% EH. B4, BETHA?

[00:25:57] Lenny

English:

Yeah, | was going to ask, how did you do that? That sounds like everyone would want to do that.
R EiE:

T, FIERNE], RITEEAMEIRY? IFERE N ATEBX AWM.

[00:26:02] Nilan Peiris
English:

Yeah, so let's try to unpick it a little bit. So, first question you'd ask is, "I know what you're doing, you're
losing money on every transfer." It's like, "Especially what you're doing," but we've been profitable for
five years. And one of the magical things here was we're actually profitable in every transaction. So it's
probably about four or five years ago, | led this project to start to pull together our pricing.

(00:26:30):

So, every month you get bills, and they turn up in your P&L, but every single bill we got, we allocated the
cost back to the customer, or the transaction that generated it. And then we add our margin on top, and
that's our price. And when you look at this and you analyze it, you'll find obviously there are 20% of
customers generating 80% of the costs. And what you do is you get those 20%, you give them a raise,
because they should cover their costs, and you drop the price to everyone else. And then the team works
really hard on reducing these costs down, and then you move into a different segment in the market as
the price costs come down. Does that make sense, Lenny?

FROCERIR:

9, BAVKRIFBE—T. MEARIMNE-HER: “BRHEMIETWH, MIISERKSTESH.” BFXL,
HNELBMAEET, REFHN—RE, BEFLES—EX5PHEEFE.

ARYWAER, FAFT—IEBEEENHHE. 8TAMIWEISHIKE, EMNERERTR (P&L) Ho K
MW E—DIKRERAT OB~ EENEFHRF Lo ARRNEMEZ LM EFANNFE=(E, XHt
EIABMNIE. SIRXFDHEY, REAI 20% BWEFFET 80% BIMA, REMHMEILX 20% NEFS



t—xRik, RAMINIZESECHIMAE, ARFREMAE AN, &S, BANSHERRXLENE, EE
RUASTRFE, fRELBEENTH AR EA D . XEEEMHFD, Lenny?

[00:27:13] Lenny
English:

Yeah. Essentially charge the heavier users more to counteract less frequent users. And essentially that
drives word of mouth.

FRSCERIE:
BAH, ARLRIUEHAAFASZMES, LUIGHEM/RRABPIAE, XMAE_ERE T O,

[00:27:22] Nilan Peiris
English:

Totally, but it's down to this level of, if an Australian customer calls up asking, "Where is my transfer?"
That cost of that call gets allocated back to the AUD/GBP route. If a Brazilian business needs like 20
documents in order to be verified before we can give them an account, the cost of verifying check those
customers goes back there, so that at a very atomic level starts happening. So yeah, as you said, the more
expensive customers end up paying what they cost.

AR ERIE:

FTEEH. SANE TXMIEE . MR—NRAFILEFAITEIER “HEUCCRER? * , BBXEENREImE
W PEIRTEIREICRREZE L. MR—REARWEFFIFEHRZ 20 XM, BABEKXERPRINZE
MEIHEIBE. XEFERMRNRFEERLRE. FrLL, WNRFR, REESHNEF &KL T NI
7z,

[00:27:51] Lenny

English:

And it sounds like the more expensive markets.
R EE:

ek th BEM AN E SR ™.

[00:27:55] Nilan Peiris
English:

Indeed, and the more expensive, systemically expensive markets. But let's get to that. So, what are the
costs? So if you look at our P&L, there's just three costs at transaction level. You've got people costs,
you've got the cost of risk, realized risk, and then you've got partner fees.

(00:28:16):

And so if you've got this mission of moving the world's money for almost nothing, or zero, as close to zero
as you can, you've got to invest as much of your cashflow in engineering to try to engineer away these



three problems. So just to take them through briefly a bit, and remember, we're trying to do this 10 times

better than anyone else. So how do you really change the experience on each of them?
(00:28:40):

I'll cover a couple with you. So let's do the risk one first. There's two risks we have. We have have FX risk,
you come to Wise you see your rate, and then you may send us the money a little later. If you're moving a
million dollars, you can't usually move it instantly. It might take you two to three days to move it. The
rate's locked, could move against us, we'd lose some money.

(00:29:01):

So that cost, if you look back, so we've halved that cost over the last few years, and you can imagine
through understanding the bits of the product, they generate exposure, and limiting it, and a bunch of
algorithms behind that. But the more inspiring stuff is the people costs, and the partner costs, go through
each of these one at a time.

(00:29:25):

So the people costs are our customer service team, operations teams. But | like to think of that as the cost
of poor quality. So you bring up customer support if the products are clear, you hire lots of people in the
back office. If you haven't automated it. We get like 20% improvement year on year as we're doing that.

But come back to your question, how do you step change that? How do you do a 10x better experience?
(00:29:49):

I'll share with you a story from Singapore. It's quite a fun one. Because we went to Singapore about six,
seven years ago, and [inaudible 00:29:58], we asked for a license. We had 20,000 people on the wait list, or
so, saying, "Wise, please come to Singapore." And we went there, we asked the regular, "Hey, can you
give us a license?" They gave us the license, but they said, "You have to physically meet every single
customer."

FROCERIR:

Hst, TERERAMSRENTT. RITKEFEFNNE, EXZEE, RIINBRERIB=IME: A
HpA. KA (BSEIBINEG) ARSI HFERR.

RMRAE “LLUEFEHABHEIKEER" BESR, MO RAERSHNIS RN TERLD, REE
ERAFEEFRX =R FAEEI—T, i2F, EMNOBERZLLAI MRS 10 2.

AWML A HATERMXEL: TR (FXrisk)o fRHKE| Wise FEICE, ERIGEI—=) LA B4
Ffilo MRIRLC 100 FE7T, BELEBREITTHN, FIEFER=R, LXEZMUELN, MBLCREHIEHNTR
M, BT SENVERNEXTAARF T, MAUER, XR2EERNERE @B~ EXFRH O
2. WHHTREIUKREEN—RIIEIELIA.

BELXANRENBANREIMSEUFRE. ANKREETBIEZRMNEERN. REWILEEER HEFE
BURRA” o WIR~mAEEM, BPRSNER;, MRLKEEHL, MMFERZEEAR. RIISFEXT
EH 20% 89Sk, BEIZIARAYRE: SORISSIESHTCH? WNEME) 10 FEFRIAIE?

BRAMATIIMKEIEE. KONECEINRNERMEFBETE. SREARY 2 EAERGRGMZBELR:
“Wise, EFRFMMIL” FNERBENMRBEE, ML THER, B2X: “RMNILAITWEL (EXE)
REIS—ER.”

[00:30:13] Lenny

English:



Great.
AR ERIE:
KET GRED,

[00:30:14] Nilan Peiris
English:

Face-to-face. And this happens, this is... Remember, they're banks that people use. So people go into
banks usually, and you get face-to-face verified when you open a bank account. We're like, "You don't
need to do this in Australia, in the UK, in other countries around the world." They're like, "In Singapore,
for your license, you need to do this." So we actually sent a small team out to Singapore, and we opened
an office through [inaudible 00:30:43], and customers... You went through this really slick flow, and then

you got invited in to come see the team.
R EIE:

EXNEZSE, iBfE, AMIBEXRTAFPNEBERNEZSE. FihR: “FERAFIE., KERM R E 75
AEEXME” DR “ERMKR, ATERR, (RETIXAM.” FRERINERIRT — N/ NEREFHMRK,
AT —MhRE. EFERLETRENRIER, SWEIBERDAZERKIRIE.

[00:30:49] Lenny
English:

Amazing.

FRCERIE:
BEARRIN

[00:30:50] Nilan Peiris

English:

And customers hated it, and it was really expensive, obviously.
FpERIE:

BFIRIRT, MEEZARETIERS.

[00:30:56] Lenny
English:

Yeah.

A EiE:

=%

[00:30:57] Nilan Peiris



English:

But the magic was we got the customers not to complain to us, but to complain to the government. And it
took a year of lobbying, and a year of building, doing something unscalable effectively, before we got the
world's first EKYC license in Singapore. So you could take a selfie, picture of your ID, and then you could

get verified.
(00:31:21):

And that's what | call a 10x better experience than anyone else in the market, and that led to advocacy
and word of mouth off the back of it. And that loop of getting your customers to help was also one of the
learnings of word of mouth.

FRCERIR:

B AET, RILEATEERINER, MEEMBIFES. £ —FRFRN—FHNRIR (KHFLE
TEM—HRETAEENE), BIVRFTHIRE— EKYC (BFLEHIRIE) MR, XEFRUATLLETE
H. BBMERRARTRIEIE XTIt EEMER AZRLF 10 F0ALE, XMEEHR T BFHA
PO, itEFS5ERRMER, BERINXFOBEKNEINIZ—,

[00:31:35] Lenny
English:

Was the product team involved? Were you involved in that on the ground stuff? Or was it like [inaudible
00:31:40]?

FROCERIR:
FmEAE5TE? (257 BLEME TIED? TR

[00:31:39] Nilan Peiris
English:

Yeah, yeah. Generally when we go [inaudible 00:31:43], we're running cross-functional teams, but this is a
verification team. The team actually would verify the docs when you sent it to us. They went out to
Singapore, verified them onsite, face-to-face.

(00:31:54):

So the fun bit here is why would customers help a company? And this is one of the other learnings on
word of mouth. The way | think about this is that there are the rational reasons why people recommend,
which we've covered. But there's these emotional ones as well. Softer ones people would call brand. |
prefer to call it on the mission.

(00:32:19):

So we do our mission, which is to make the world's money move instantly at the touch of a button, for
almost nothing. It was a very personal thing, it was like an internal company thing, to think our customers
cared about it. And then we rebranded like eight, nine years ago, our first rebrand, and we wrote our
mission and sent it to our customers.

(00:32:41):

We got more new customers from that email being forwarded around than any other kind of marketing.
And | show this when | talk at conferences. This email broke all the rules of marketing. It didn't have a call



to action, it didn't have a button to sign up, it didn't have anything in it, but people just forwarded it
around saying, "You should check out Wise."

(00:32:59):

And it's not all the customer base, but there was a proportion of the customer base that this resonated in.
And | think it's the authenticity within which they could see that we were genuinely trying to.... Trying to
bring the prices down was a scheme to help us grow faster, which is kind of where it started out, was
actually genuinely because founders, they were really upset about how much it cost to money.

(00:33:27):

They found good ways to solve that problem, and they're still really passionate about solving that
problem. And they could see that authenticity flows through the whole company, because we got a...
When you look at Wise, we're full of people on visas, and immigrants, and people that have worked, and
live around the world, and struggled with this problem, and are passionate about solving it. And so they
wanted to help us solve it. So the second part of this word of mouth engine is for us, we managed to get

this mission thing to work.
(00:33:53):

So somehow we emotionally connect our cause, and then | see going, taking a step back, getting 10x
better on price is through our customers helping us do it, which gets us even cheaper, which then brings
more customers, that then creates this flywheel that's spins around.

AR ERIE:

0. BEHNEITHZERERM. HRZEIEIEFFA (Verification team) , HRLE HIR&RIXX S 71 TR 1%
RUEIRA, MEFRBET N, ENGENEILIE.
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[00:34:11] Lenny
English:

What a flywheel you guys have built. This reminds me of a lot of different things. One is you talked about
how there's the reality of the things people need, and then there's this soft, fuzzy stuff that's harder to
quantify. | actually is the framework just like that on that product | talked about of instant booking.

(00:34:27):



| kind of built a roadmap around the reality of what people actually need in order to feel comfortable,
guests booking instantly. And then | call it the perception, what are their fears about letting guests book
instantly? And there's a lot of work to just convince them, you think you're going to get all these guests
that are really scary or whatever, but in reality it never happens. It's really rare something bad happens,
and if it does, we're going to cover it.

(00:34:50):

So, | think that's a really cool framework when you're trying to get people to adopt something, is think
about what do they actually need? And then how do you convince them of the things that are just in their
head? And it sounds like the win there was kind of this sharing your mission and your values as a
business.

AR ERIE:

RV YR XET . XUERBERZHR. —2FRI “AMNFTENIULEER" 5 “HUEUBRMEER
R o HAEM NI oA MER. RESX AATREFEMEERTENARA WET R
B, REEFZH A" (Perception) — 3L EEEIRFHTAEFARE? BNFEMRS TIERETD
WARAEA]: RUASBEIRENES, BIMEKRLEMREE. BERET, RIEIMEN.
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BREIEE. ITERIRIBBINET HET ARNESMNENR.

[00:35:05] Nilan Peiris
English:

Yeah, it just sounds, again very tweedy, right? Tweedy, like sounds very corporate, sounds like it's never
going to work, but | think it's also... | mean, Airbnb, the authenticity is there. People are passionate about
making that experience work for both sides of the marketplace. It's kind of clear. So, I'm kind of taking a
step back, personally very passionate about customer-led growth, and how that turns into shareholder

value.
(00:35:32):

So, taking a step back, where every business I've ever worked in, it's always got these two lists, a list of
things to do for your customers, and then it's got a list of things to do to make money. And you generally
do everything you need to do to make money, and you do two things with the customer list, and you go,
"Customer led business." And then, neat thing about wise, and I'm pretty sure you'll see the same thing
on Airbnb is, we just had one list, which is this list of things that you need to do to make customers happy,
and it's prioritized by impact on the really hard things. And if you do these really hard things, they have
anincredible impact for customers, but hence on your growth, and on your shareholder value.

FRCERIR:

B, XITERAEER “EEBK WEBRGREUAXES, BHETAE. BN, KAirbnb —1F, BB
HLMREEN. AMMARTILESEWNAHFEREY. HPAFEMET “FRRDEER" UkEnEm
KRR MNE.

FHRITEINE—KQE, BEHERKER:. —KE “NEPHNF , 5—KE “NTHREMHE . &
BRI ERENSE, AENERBRENRMMAMT, MEMECRE “FAEBMEEN" . M Wise (318
{5 Airbnb t28) &ESHIMAGTET, HMNRAE—KER: ATUBFFFOREMIIE. BIREXNFRAERBIR
MMARHTF. WMRIFRRT XL, INEFFEERFM, HMAEEKMKRKRNE.



[00:36:11] Lenny
English:

That is really interesting. Airbnb is not quite like that. It's actually become more like that with a lot of just
like, "Let's build awesome products and not focus on experiments as much." So that's really interesting
that prioritization basically at Wise came from, "What are people telling us?" | guess let me ask actually,
how did you know what the impact would be on customers? How did you decide? Is it frequency of how
often people request it? Is it, "We need to lower the cost, and so we're just going to prioritize the things

that will lower prices most?"

AR ERIE:

XRE, Airbnb HAZTEZREF, BERAER[/ERT, EZE “UHNUWEBHEHN~m, FERULETFE
B” o PRI Wise IR EALFRE “MIESFRINMA” , XRESZR. &R, MIOAFANEFE
FI0? RIANEIRE? BEBKREIAR, T2 “FNIFEEMME, FIURAEERERNIER" ?

[00:36:37] Nilan Peiris
English:

Definitely on the journey at the beginning, you are into split testing, right? Let's try to take apart a split
test on price. So, you've systemically dropped the cost. Imagine we drop the cost. The question is, do we
drop the price? Do we pass that all on to customers? And do we keep some of it? And split testing on the
price thing, if the split test is going to mean you end up with more revenue, it means you drop the price by
10%, and there happened to be that day, more than 10% more customers in the market who, they saw
the price at one pound, but they see the price at 90p, at 10% lower, and they're like, "I wasn't going to
shift at buy at one pound but I'm going to buy it 90p."

(00:37:23):

So this is pretty hard to do this. This word around conviction is one | use a lot, where you build this
conviction that price is what matters. And through this incremental split test, you will take a long time to
go there, but at some point you kind of go, "Actually I've got enough conviction." So there's one kind of
strategic bet at the heart of Wise. That is if we have the lowest cost platform, and it's really fast, and really
high quality, the world's volume will switch to us. And just marginally getting there step by step by step,
and trying to track the incremental return is actually slower. And there's a point that comes that you go, "I
feel really comfortable investing in price. | feel comfortable investing in speed, because | know it's going
to pay back, and not necessarily this month, but eventually it will, and | need to make gains on all three

levers in order to get there." Does that make sense?
FRERiE:

RIS, MMEESMA/B MR (Splittesting) o ILFATFAE—T X FNHEETINIL. RIGIRAFMEHPE(E
TR, BEE: RIEEND? 22MEiRaEF, E2E—8897? R A/BMXZ A TIEMEN, BEK
EIREEMN 10%, HRHH ELTUEMET 10% BFF (EANEM 1 REEEE 90 ELMRAEME) .

XEHLREBSNIAGFHEL. REER “57 (Conviction) XMa, REIE—MER, BINIEA %
Do BIEENR A/B IR, (REZRKEEA AT ER. BEEMHZMEE: “KELEEEBHNES
7o Wise Wiz BE—NREEEE: MRAFKNABEREFRKE. RERR. REKRSHTE, 2XORZEMS
BEikil. MRAREI—PIEHRIGERR, RERME. BTEMMER, MIBRF: “BIFBROMIRHE
FHRMZEE, RAKMNEEIBRR, F—ERXTA, ERELZAEN. RFEEEME = MIF LERIGH
fR.” XAEIEAENG?



[00:38:13] Lenny
English:

Yeah, absolutely. So essentially, in that track of work, instead of everything that you did to reduce price,
there wasn't an experiment to see, "What impact does this have on growth, or revenue?" Instead, it's just,
"We know reducing price is going to help us grow, and so we're just going to track how much we're
cutting price." And that's essentially the goals, | imagine, were just cut the price by some amount, find a
way to make it this much cheaper every, say, quarter, or year.

AR ERIE:

B, FIUAHEL, ERNMXFIGELE, RITFLBE NS —TRENEEMRIERIRE NG KM NBIF
Mo Mk, RINTRRERE “BNHN=HWENEK" , FRURITEERENE “HiETZ0M0N o ZBENVERME
BN EENSERFR—TELLHBNIE.

[00:38:37] Nilan Peiris
English:

Yeah, that's it. You got it. And that conviction is core. That extends to our product management approach
on the UX. So this is a great line for use internally, I'm sure you've heard it, "You can't split test your way
to love." So, this experiment led product management approach, where you throw a bunch of things on
the wall, and then you kind of see what sticks, and generally we don't advocate this. Obviously there's a
bit of it that happens, but generally don't advocate it. Mainly because engineering is expensive, and you
can actually figure out what matters to customers through other means. Some of the techniques we've
talked, and build it.

(00:39:21):

There's a story | like to share. | had a product manager join our refer a friend team, viral growth team, and
invite team, and after a quarter, | said, "So what are you going to build?" And he's like, "I'm going to test
everything. I'm going to test the landing page, I'm going to test the subject line, I'm going to test the
program so | don't know yet till run through all the tests, then I'm going to come back and tell you what
I'm going to build."

(00:39:47):

I said, "You're not going to do this. I'm going to give you three weeks and you're going to pick one thing to
change, but you're going to go talk to people, and get quantitative insights, and build your own gut feel
around what matters, and then launch it, and submit, test it, and see if it works." But this thing of
building conviction on what matters, and | watch how teams slowly build this and you need the data
there to make sure it doesn't become a hubris, right? That enables you to make much bigger changes
than just experimenting away, and it forces you to get clear on what actually is the problem to solve here,
and how do | solve it really, really well? Does that make sense, Lenny, Do you disagree? It's a bit
provocative there. Some people are pretty strong in the expert led approach.

FRSZERiE:

B, TMRXE, XMEIZRZD. XWIEMHETHRNMNMAFAER (UX) NFEREESZE HITRNSE—a3
=, BEGEMFREITE: “REAEE A/BIUERFEFHE.” (You can't split test your way to love.) #BFH
‘KRN WF@EBEAE —FHE LN —EARAER N EME —EERIFRE. BALRRE, BF
EER. FERRANIRERFER, MEMEEIUEIHMFEFEREFEREMT 40



RERDE—1E. BE—UTRIEMAZRNN “HEFR" MRSIEKENK. — P EEEREM:
YRITEMRAA? 7 iR “HENR ). Mo, MiAepErE. MRS R ERTFRENR
ZHBRAERMA 4, FWATTHBERSIFR.” Hii: “MAEXAM. HEIR=FNE, RHIHED
—HFERNEZ, ZMARX, RNEERE, B HTAA4EE BER, ARLLE, F@INRAEE

REBEM.”

EXMREIEHEIE, IR RAMIE AT ZHINE, CEEIMRREREIRERRT AR, Uk
ABEMEIRE. (FREMG, Lenny? XAIREA R, FAFEAFEHERLRIKERITTZ.

[00:40:30] Lenny

English:

No, there's many ways to do it. There's no right way, and it's working. So I'm not going to argue.
(00:40:35):

(Lenny introduces Masterworks sponsorship - Omitted for brevity)

R EIE:

R, EHREFNGEEREM, RBEENHXNTE, MEIRINGEHBEZNT . FAUEFTERK,

(Lenny 1"48 7 5B Masterworks, IEAMEES.)

[00:42:00] Lenny
English:

So, what I'm hearing essentially, the experimentation culture at Wise is instead of just run, test everything
that you're thinking about, throw out a bunch of ideas and see how they go, it's more, "Let's just decide
we believe in this idea, and let's go bigger there, and run an experiment. Maybe not even." Is that roughly
how you think about it?

AR ERIE:

FRUAFRIREIBZE, Wise WSERXUHARZE “MAFRBINE—H#E, HH—HREEER" , MEES MG
F URNTREREX ML, ARKTF—1, BEEARBAFELL . AE2XFT?

[00:42:18] Nilan Peiris

English:

Yeah, yeah, yeah, yeah. And is that something that you've seen yourself in practice elsewhere?
R EE:

B, g, (RIEH MM I XA ES?

[00:42:23] Lenny
English:

It's interesting how many parallels there are to Airbnb, because this is what Airbnb is doing now. There's
been a shift recently, where instead of everything is very data experiment driven, it's very just like, "Let's



build really great products that the founders are really excited about, and that the execs are hearing from
people. Let's just build things that are awesome and launch them, and we believe things will grow." And
Airbnb is doing great.

AR ERIE:

BBHZE, XM Airbnb BRZEMZL, ERN Airbnb MEREXAM. ERET —TMELE, FTEEFESEH
FREHIESLINE), MEEMAT “ULRIMNWEZBAREXSE. SEMINBRIBERZNG =@, RELRE
WISEBEALRE, HNBEEMSER” ME Airbnb MEXRIMGIEE.

[00:42:47] Nilan Peiris
English:

Yeah, the challenge of this is because it does become this risk thing of where it's like, okay, it's someone's

opinion, so | think it's X, right? And everyone thinks they're kind of Steve Jobs type thing.

AR ERIE:
=20, XMCENBETERTR—MXE, B “XREFEANMAER . SPAEEEECEFTHHT.

[00:43:00] Lenny
English:

Yeah. That's right.

R EE:

R o

[00:43:01] Nilan Peiris
English:

You have some way of using data to get this conviction, and show why this is what we should do, but try
to learn how to build that faster CME, slight difference. So, it's less product managers or me saying, "Hey

guys, | think it's X." It's generally data driven, and qualitative insights driven as well.

AR ERIE:

MEEEMAS XM BHIERBRIIZMES, FIERATARINZIZXEF Y. XHFE~mEEHRMEOR
RRNZE X , EREEHIEERMN, FERBHEEERRIKE.

[00:43:23] Lenny
English:

Personally, | would always index towards running experiments just to put this out there, but | think in this
case, it makes sense, where you just know, "We need to do these three things, just make it cheaper, make
it faster." You don't need to AB test every idea there. Probably the main downside of not testing
everything is you may be hurting things along the way, and you may not know it.

FRCERIR:



METAME, RBEEEZMATHELRE, EEMINIXMERT, XBRAEN, SMRELAmMNE “KiFE
MX=f%: EfE. BR. BEHA" N, (RFAFENS—MEEEMA/B M. FNXAERANEEXK
£F, RAEREIERRER LSRN A S AR AE,

[00:43:42] Nilan Peiris
English:

| mean, yeah, so we definitely do... So you're right. But there's a very different thing to when you look at
the... From a sample size perspective, you want to do a beta, and understand the negative impact. It's a
holdout group that's smaller, than a test to get a significance. It's quite define the criteria to know
whether something is breaking, is generally a different thing to say, is this a material result in a test? Yeah.

FRCERIR:

=, BIMBER - REWNN. EMEFERENAERE, M Beta MIXUTHRAEEM (FRARNITER
H), SATHEERUTEZEMHRNLZRAN, EX “BEERARSHT” HNing, 5 “XBEE—1TEK
EI\JIJ\Jﬁ—D%” i_. Eﬁ@%o

[00:44:09] Lenny
English:

And along those lines, the other benefit of experimentation is you know the impact. And so, team
members can understand, "Here's what | did this quarter, this year." How do you think about just like
performance reviews, and people's impact, and that kind of thing?

FRCERIR:

g XA B, ERHF—TIFRZRMAER M. XFFAKRMERD: "XRRXFE. X—FHHH
STk, RN B AR ESHROT A E N AR RY?

[00:44:21] Nilan Peiris
English:

Yeah, that's a good one. This one is definitely an ongoing debate. So, | generally ask teams what's their
impact? So, every quarter, every team, what... [inaudible 00:44:29] or Kristo will ask, "What did you ship?"
And | generally ask, "How many people used it? What was the impact on volume?" Et cetera. And we have
analyst teams that can answer this either with pre-post analysis, all kinds of techniques, or all through
split tests. We generally have this, the debate is where the analysis slows us down, and we wouldn't make
a decision off the back of the analysis.

(00:44:54):

And then, this generally is what you said, where the team needs a validation, mainly for themselves, and
maybe a little performance, but not too much. And so, there were ways in which you can maybe get some
read on it that isn't quite as strong as a split test, which we'd use in these things. It's more just getting
some... You can understand that people worried when you do split tests that slow down the release of
something, but in order to get impact, if you know you're not going to roll it back, then okay, you should
justroll it out, and try to reduce the need for that validation.

FRCERIR:



XENFR, MERIE—NMIERNNSEIL, HEEXAEN: “RINERARTA? 7 81FE,
Kristo (BI#BA) =id): “MRIIAFGTHA? ” MEEERE: “BZLABRT? IXRSZEEF4AFM? 7 il
S EIRART LUBIS RIfEX L 24  (Pre-post analysis) Si& s RFEEFKEIE, F—EIEE@ET A/B Mk,

FRRETONEERIEEHNNEE, URKKNEESREDINERLLREKR, BEANETE—FIE, =
ERNTEREE, BATEHM. UE—LERIBAMIEBLL A/B MHRNTTE, MRIFELHEFSSHOE
NINEE, MERAN, REBLOWAM “WIE" BIFEK.

[00:45:31] Lenny
English:

| think that there's an interesting correlation between products that grow through word of mouth, and
less need to experiment with everything. Airbnb is also actually 70% of growth is word of mouth from the
last stat that | heard. And then you think about all these social consumer apps, they mostly grow through
people sharing with their friends, and a lot of them come from just the founder's intuition of what a great
product's going to be. | think about Snapchat, and the recent mobile social apps. And so | think maybe
there's something there about just as a founder, trusting your gut more often. But then it becomes
difficult as you grow. You have to delegate, and then you have to trust people on your team making the
right decisions. | guess, is there anything there that you've learned about just trusting individual product
teams to make decisions that you can't for sure know are positive or negative without running
experiments?

FROCERIR:

HANE “BEIOBEKN~m 5 “FTREFFELR ZEFE—MEENXEK, RRIN&ERBER,
Airbnb t85 70% BB KK B O, BRERLEHMRINA, ENAZBIPEIFEK, REWIFTLIBAX
“TaRyFTm” BES, tbil Snapchat, FRLL, 1RAEIEA, ZEEERAIEEHEEERN, EEEATME
R, XTRERME, ROTERN, DIEERAEEERIVRE. XFTNEEE”mBEERE RIEBIENE
MRS, RBEACFT?

[00:46:23] Nilan Peiris
English:

So, as | say, almost everything we do, we have some way of understanding the impact. So, that's always
there. We definitely have things where the team does something where Kristo or I will say, "This is just
crazy. There's no way they're going to use this." And then we have a culture where people are encouraged

to do these things, if they believe in it.
R EIE:

IEWNFFRE, LFHRIMENE—4E, BANIMEFEMS ARIBRER M, F(HSHEZIZEAMSR T —£ Kristo
HERE XARET, BHRKASH BEH ERITOXECEEMANEBXESE, REMITEEX—
&5

[00:46:48] Lenny
English:
Is there an example of that?

AR ERIE:



BERFGIFIE?

[00:46:49] Nilan Peiris
English:

Yeah, a couple. So the one [inaudible 00:46:52] that my head of SEO always talks about is a currency
converter. So, the Wise homepage is a pretty good currency converter. It's got a decent one on there.
There's tons of traffic on currency converter. So, if you click Wise link, now it's a little bit hidden on send,
it's there. It's pretty cool. Currency converter.

AR ERIE:

B B SEO ATALXERIIN—IMAIFE “TCHIZME" o Wise WETTHLMZ —MRIFAPCERIL RS
CRERSBZXMAE ERNERRE,

[00:47:10] Lenny

English:

Oh | see it at the bottom there. Yeah, it's like [inaudible 00:47:13].
R EE:

IR, HEETTEESANT .

[00:47:14] Nilan Peiris
English:

But if you Google currency converter, there's tons of traffic, and that converter on the Wise homepage
obviously includes our price, and lets you sign up. And so, should we build a currency convertor? Should
we try to capture this traffic? Is it more effective to try to push our own product there? And you can kind
of understand why it was Kristo, actually not me, that was like, "This is a crazy idea." And the founder, and
the SEO team went out and built it, and it's huge now, in terms of visits. | think we've got a currency
convertor app out there. | think we've got [inaudible 00:47:51] out there, and yeah, people discover wise
through that, as an example of off-topic traffic, but that's a good example of one of those things where
yeah, the founder said, "No," or, "That's' a bad idea," and we kind of went ahead, and did it anyway.

AR ERIE:

YNRIRTE Google MR “CEIEMIE" , MEIFEIRA. Wise BB EAGSHNHINBH R IFEM.
Ba, BNZEMME—CREZRED? BNV ZZAFEXERERD? EREZERINNIR~RES
2 (RAILURMEANT A Kristo (BIIAAN) HEHRT “XEMREMNER" o B SEO FIAEREM T, MEEH
IBRIEER, AMTBIELM Wise, X2—1 “FEEBEXAE” HRUNARRLENF, BE—TEIBAR
A7 BEINRFEHE T EHRINBIBIFo

[00:48:07] Lenny
English:

Awesome. I'm just thinking about broadly all the things we've been talking about. There's a couple of
things that were floating around in my head. One is, reminds me of Amazon, where Jeff Bezos realized



there are things that are going to be always true with Amazon. People always want cheaper prices, they
want faster shipping. And | think there's something else. And it feels like you guys found the same sort of
thing. What are the three things people always want with a money transfer product? And let's just make
those as incredible as possible, and in your eyes, make them 10 times better than what anyone else has
out there.

FROCERIR:

AET. @AFHENKICHAT, HMFEFRL/LAHSE, —SXUFBETIH, NRFDIRGLEEEEL
SHKEZER: AMPKTEEERONE. BROEE. BIEMRITBHRE T RMBFRAE: AT~ @
KITERN=F, RITHBETMESIEXEMEIRE, AL 10 &

[00:48:40] Nilan Peiris
English:

Yeah, totally. The business one example is relevant, and use it a lot when we talk to investors in the
market, [inaudible 00:48:49] public helps validate this low cost, cutting price story. What's interesting is
what changed though. So we started with transfers, but we got to account, and then we got to enterprise.
Just what changed was we realized with account, if you just have to move $10, you're not going to
download an app and do it. If you do it once, you're just going to do it in your bank. And so, that was a
little bit of the insight behind building the Wise account, and we kind of focused on, there's a real
problem with international banking.

(00:49:22):

So, really good example is for businesses. So if you are a business, say, in... Say a business in Europe,
you've got a customer in Australia, and you want to get paid, you send them an invoice in Euros, and
someday, some money's going to turn up in your account, you're like, "I don't know." They paid you an
AUD, it got changed by three banks on the way through. You don't know what it is. What you'd love to do
is invoice them in AUD, and get AUD in your bank account. You might even have people who need to pay
in AUD, so you have to call to keep it there. But to get an Australian bank account, | found out, you need to
fly to Australia, you need to incorporate a business in Australia, you need to go to a bank with all those
papers, and then they will give you an Australian bank account number.

FRCERIR:

T2EH, RNEERRABEFHXD R, RN % E. GBNIRIEE: NCREIKF, B
BbAkARSS. FATRIRE, MRMIAFEIL 10 X573, MAZEIITH App, (REEEARIT. XMEWiE
Wise MK BIH R — R REFRIRITI SR SEE <o

—MREFFIFREL, RIZRMEB—RMMNATE, B—NRAFIEF, RAMITERTAR, EXIREIMKA
BT %%, BRFTNERERE, BATPNNERT, REEI=RIRTHER. FRFENZERLRT
R, HEKFEWERT, BERE—NEAFIRITKS, MRS CERM, ESHEMRQE, FEHX
HER1T.

[00:50:06] Lenny
English:
Great.

FRCERIR:



KRRIAT o

[00:50:07] Nilan Peiris
English:

So with Wise, you can get an Australian bank account number with three clicks. Anyone can, and any
business can, and you get an Australian balance, and a US, and a UK, and a Swiss bank. And this is killer
for businesses that receive money internationally. And then the next big jump we did, and for consumers,
so there are plenty of people, if all your banking is in the US, you probably shouldn't use Wise, but if
you're somebody who uses another currency a lot, then you probably should use us as your primary
bank.

(00:50:37):

There's some people, for example, who live in one country and get paid in another currency, and this is...
Wise is great as an account for managing that. And we found with that, we got about... As we launched
the account in markets, it was about a 20 to 30% more volume, cross-border volume coming into Wise
from that market. Just a good example of how, while it's not price, not speed, you could argue is kind of
ease of use, but we had to evolve it in order to get to the next tranche of the market. Does that make
sense, Lenny?

AR ERIE:

B7F Wise, fRRFERXBEMMERTF —NRAFLRITKS . EAA. EEEAERT (RETURRBEER
TT. Rt REMIRITABBIRT. X8 EREERE KRBT 2R F 1,

BT ROARIERHIHERERN, MRIFPAARRITISEHERE, (RAIEAHEE Wise, BURIFREERERS
—HhEIT, (RATRENIZIERATHFERIT, LLIIBEAFE—TER, BANES—HEMHIRE, Wise IKF
FEEGEEXMER. HIVEI, EHZELKAIIEEE, REZHINERTZEEMT 20% 2 30%, X
B MREHGIF: BEAXTERXFNRIEE ((RIURERZ AN, ERNBIHLS @A sEfA T —
#HIHZARo

[00:51:07] Lenny
English:

Absolutely. And it all just comes back from what would be the theoretical ideal situation for people
transferring money, say from Australia. And what I'm hearing is just find all the little friction points that
get in the way. In this case you're like, "Okay, we'll create you an Australian bank account, and you don't

even worry about it."

FROCERIR:
TEAR, XXEEFT “Eit ENEERKE | IIMBERATCRWAREZ 4. HIRFINE: HLFRE
FRESRZRRUNER R, EXMBERT, MihR: KA, HBERGRFANENKS, RIESESARED”

[00:51:25] Nilan Peiris
English:

Yeah, that's exactly it. And so now then you have all these other problems, because we've got about $12.5
billion in deposits now, which is like a time. And the next problem customers are at is, "l want a return."
And we quite deliberately don't have a banking license. You have to figure out, how are we going to solve



that? We now put customers money in government bonds, US bonds, and when you pay with your card, it
dynamically sells those bonds. And that's how we give you an interest rate, in roundabout 5% right now,
given where bond rates are.

AR ERIE:

ih. MATMNXEIGFRIRE, HABMNMAEBKRLY 125 ZETHFER. FEFETRIFRZ: “TERER
o MEMZBRBEHRBRITEE. FAURNGIEDERR: RINATEFFAHNBRRANBFAGS (W%
7)), HRARHERN, RASEIEHXERS. XMERITIANIREEL 5% FEHHH.

[00:51:58] Lenny
English:

Yeah, interest rates are quite high, for better or worse. Zooming out a little bit, for folks that are starting
to... Their wheels are turning, they're like, "Okay, | want to think about word of mouth, driving word of
mouth. I'm going to go look at my survey results. I'm going to figure out these pillars that are driving word
of mouth. I'm going to think about how to make things 10 times better." Just broadly, for someone that's
starting to approach this, what would you say to them? How should they approach this? Any major
learnings at a higher level, of just how to drive word of mouth for a product?

AR ERIE:

T, MENFERALES. WHBKHRE, WTFREAREEZ “RERHOBEK. ARBAEER. HEE
K32 B @A 10 & A, (REFARI? iliznfAEF? sEsREL, XTNARE~maE,
Bft atztiig?

[00:52:30] Nilan Peiris
English:

| think it just comes back to talking to customers and this is the question we've kept coming back to. What
would it take to make it 10x better? And then you get clear in your head what it would take, and then it's
usually the thing that everyone's looked at before and thought, it's the thing that's impossible. One more
example is on the partner side. So, rather than find a cheaper bank for a banking partner, you think, well,
the cheapest banking partner is the central bank. And imagine you're a startup. How the hell do you get a
bank account at the central bank?

(00:53:08):

But that kind of thinking, and we now have a bank account at the Bank of England, the National Bank of
Singapore, Bank of Australia. And each of these was as hard as getting that face-to-face verification thing
in Singapore. It took years of lobbying, and all kinds of stuff, in order to make it happen. But it's setting
your goal all the way up there. That's what enables you to build a 10x better product. That's what gets
you to the word of mouth. So, the first step is getting super clear on what's the problems that my
customers are caring about, worrying about? And then once you're clear there, as you said, how can |
solve that completely, and what's the best it could possibly be? And then the hard bit is figuring out how
to move that.

FRCERIR:

HNNERBERZSEFLRIK, URBMLOEE: M4 EILER 10 £5? HREFRRE, MaXKRIESE
EEMTAUSEBMEIERLRT “FAIaEEI” %,



BENGEAHNTF. SER—REFEENRITEAGHENH, TR REENRTSFEUFEERSFR
|/iTo MR—TRE—REURQF, MEKREATEERITAL? BESXME 4, iILHMNAEERB=IR
7. IRERRIT. RAFIIRITEHBE TKF . S—IEKERIKEEENEIIE—H%E, FEZFHN
. BIERBEMESBAS, AiLMREEMELF 10 F89™~m, MTRIFOME. FIUE—PRRERETFEL
BOonEE, ARBRENAYRMARE, UNECERFMRBRESZF4. RENBIZENEEENE,

[00:53:48] Lenny
English:

A lot of these things you're talking about are just, they sound like they are either impossible, like no way
we're going to achieve that, or really, really hard. And a lot of companies, and a lot of founders, teams are
just like, "Okay, we're not ever going to create a bank here. We're not going to be able to create an
Australian bank account for everyone." What is it about your culture, or approach to these problems that
you think that's unique to Wise that's like, "No, we're going to spend three years figuring this out,
because it's that important?"

AR ERIE:

ZEBINEKRBEARTARTHIES, BABKERY, REATMEANZE:  “HFE, FHilx
IEARTRETEX) LFFIRTT, BAARAE M ATFRNKS.” £ Wise BT GEIEH, Bt AIRFZILIR()
BiE: 7, HNERZFHEREXT, BNERZRAEE" ?

[00:54:16] Nilan Peiris
English:

| think it's two [inaudible 00:54:17]. So one is, definitely the founders have this philosophy that unless
you're doing something hard and new, it's kind of a waste of time. So, | think that also kind of runs
through the culture. So, it's quite a rude awakening when people join Wise, because they're like, "Okay,
I'm going to come, and just play around with a few things." You're like, "No, actually, the culture of the
product team is we're super incentivized to do the hard things, and that's what's rewarded."

(00:54:46):

And that's quite hard to create the air cover. You can imagine like then in the early days and months when
growth was slow, and people turned on the money taps in marketing, and you're trying to keep focused
and plugging your away up these hard things, it's quite hard also to get the management cover in order to
let the teams keep doing this. And then it's also hard just to turn up to work and really keep... You can
imagine being in Singapore, verifying customers face-to face, thinking, "This is going nowhere, this is
going nowhere, this is going nowhere." And then suddenly it changes. So that's what progress very much
feels like at Wise. And we try to recognize that, and create a culture that enables that.

AR ERIE:

HIANERR. —REIBABE—FEE: RIHFEM—LEEEELIFNES, SWMIERENE, XFIER
RETEMNM. AN Wise B, FERREI—F “AQK" , AAMINUANRERMEEM</\ThEE, BE
frE, mRERNXKR: RIFEEMNNEMILERENE, MARA XK.

BRMEXM “=rhiBir” (Aircover, IEERENXIFMNAHE) B, MAUBRERIEREENIER, 5IAL
AR MES, MFNRERSTE, FEXERES, REEERNIFILEN R TERIFEHEN. M
B, SXtUENBLEENELHRNTFORE—ILNERMKENERIEER, 28 “XRETE
w . BRI, BEMITAT. X2 Wise AV#ED . FNTEINNAIXMRRN, HEIE—MZHRHERI .



[00:55:21] Lenny
English:

It feels like there's also just a lot of patience for these things. There isn't like, "We need to hit this
quarterly goal. Why aren't we creating banks in Singapore yet?"

FRSCERIE:
RBRIXERFEEEMO. FA2it: “BINBEEARXNEENBIR, AARMERNIRTEEEE? ”

[00:55:29] Nilan Peiris
English:

Yeah, exactly.

R EE:

Ao

[00:55:31] Lenny
English:

Awesome. The other kind of metaphor that's rolling around my head is something Seth Godin talks
about. | don't know if you've heard of this guy, he's a marketing guru, and he has this concept that you
want to build something that's remarkable, because if something is remarkable, it'll spread. And if you
think about the word remarkable, it's something worth remarking about, which essentially is word of
mouth.

FRCERIR:

AET. BRFERNINE —1FREZ Seth Godin (G KIF) RANW: (MEHE—LL “FERN”
(Remarkable) BIZRFE, ANWMRAFAIEN, EMEE. WRIRFHIEE Remarkable XME, ERNERBR
2 “E/W%IL” (Worth remarking about) , X< EFtE O,

[00:55:49] Nilan Peiris
English:

Yeah.

R EIE:

=0

[00:55:49] Lenny
English:

And so that's his kind of mission and his, | don't know, advice to people is build something remarkable,
something people will want to remark about. And clearly, you all have been doing that. And that's
actually a good segue to where | wanted to go, which is around how you structure your team, and how



you incentivize the team, organize teams, to achieve all these sorts of things. So, maybe just broadly, is
there something unique to how you think about work structure, incentives, goals, things like that, in
order to achieve these really hard things?

AR ERIE:

FRUAMEBIZIGZE . WL ENNARA, —EAMNBERCHRE, EAMI—EEXF M. XIEFSIHT K
BT —MEZ: (RITAEAZRR. MEIHBER. SFEARFRRILIXEBIR? EAHRARME. BE
w. BfNREFAE, Bt amiszanmg?

[00:56:17] Nilan Peiris
English:

There's two unique lenses on this. One is in the macro-structure and one is in the micro-structure. So at
the macro level, if you look at actually international banks, they don't really exist. I'm not sure if you've
moved around between countries, but say you open a bank account with Citibank in the US, and then you
go to Citibank in the UK, your Citibank account doesn't exist in the UK. You have to go to Citibank in the
UK, and open a Citibank account. And actually, turns out, with some of these banks, to move money
between your bank accounts is an international transfer. It's crazy.

(00:56:53):

So, when you take a step back, and look at how the market looks, you have at one end, international
banks which are local tech stacks. So there's a core banking system in the US, and one in the UK, and one
in Europe, say for Citibank, or for HSBC, but they have deep local integrations, so they're directly
integrated in the payment system. Citibank in the US has got relationships, say, with the Federal Reserve,
et cetera.

(00:57:20):

Other end of the spectrum you've got something like PayPal. So it's a tech company, it's got a single
global tech stack. It doesn't run a additional version of PayPal in Australia than to the US, but it doesn't
have deep connections. It hasn't got five central bank accounts, it hasn't got any of that. And I'd like to
think of in the middle, you've got Wise, where we have a single global tech stack, and we have deep local

infrastructure.
(00:57:45):

Now, from a technological perspective, just take a step back and think through this. This is actually non-
trivial to figure out how to design. So, let's take something like the onboarding flow. So, we have global
product teams, one part of product teams called global product teams. So we have a single onboarding
flow that will give you a Wise account, and it's the same code that runs, whether you are in Brazil, New
York, or Australia.

(00:58:17):

The regulation in Australia and Brazil is really different, and it isn't black and white in any country. So,
there's a bunch of... You get a bunch of things you just shouldn't do in terms of letting people get so
[inaudible 00:58:31] people who shouldn't get access to accounts. And then you can need to check these
people aren't using it, and different jurisdictions have completely different requirements. Example is
Japan, you have to take a picture of that front of the ID, the back of the ID, and the side of your ID. It's the

only country in the world that you have to do this.

AR ERIE:



XEMMIFNNA: ZERERMNHENLED. ERNER, NRMEMEMEN “EfFRT , ENEXHFER
EFE. MRREFAEEXKERKEIE, (FERXMMEXECERTANS, BTRERERFTEFE, REER
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FRIL, MZIRE: —inERE AR AKNERRT (XE. RE. RNSEZORS), ENBERENTH
£l (BEBEAXNRR. SXREEXAE), Z—hE& PayPal XFHNQE, EBRAKRALE, HERE—
e, ERZTRENEMER CRERITKAF) . M Wise &bFrhia): F(1AEE—H2KEAK,
[ERHAE R ERIZ B 1% o

MERBESR, XIEEHIZIT. UL FHRE" (Onboarding flow) #fl. FHITELIKF=REA, HRE—H
AR, TRMERA. AOEZRAFIL, BTHHER—ERE. EEANEMNEETETE, MA
HIFERAH, FARBZFERXNERTER . WNAXE, REEERE—— I FERHRIMIEER. E@E
MM ERIER.

[00:58:47] Lenny
English:

Wow.

A EiE:

|+
u:t o

[00:58:48] Nilan Peiris
English:

And imagine you're the product manager for onboarding, and someone tells you, "Design the onboarding
flow to give somebody a bank..." Just imagine gathering all the requirements from every country in the
world, because there's very little similarity. You can't just say, "I take the US," and copy it somewhere
else. It's very, very, very different.

(00:59:05):

It'd take forever to try to get that, and then normalize that into the main model, and try to figure out how
you're going to structure the data around this. So, it then becomes like, what is the organization structure
that enables us to discover what the domain model, let's call it that, for the onboarding flow should look
like. And you end up with a global product team that owns overall KPIs around conversion rate, et cetera.
And you have local, regional teams that own the conversion rate, and the cost to do KYC for their market,
and they contribute to the global product code base.

(00:59:44):

So we have weak product ownership, where anyone can make code change, and pull requests, and these
guys owning the vision in the center. But the only way that vision can evolve is by getting the feedback
from these guys in the market, as they're constantly pushing stuff forward. And through that process,
artifacts start emerging, where other markets are like Japan, and so you start splitting off that, and
creating subtypes for it, and slowly the model emerges from there.

(01:00:09):

And so with this structure, the thing to optimize for is a really hard one. That problem that every global
business has, is how do you get this collaboration to work between the local and the global? But unlike
every other business, most businesses solve this probably as you know, is you usually have the US, and



then you have international. And international is usually a bump site, where everyone's arguing to get
their thing prioritized, right?

AR ERIE:

BR—TMRRATTEMH T MEIIE, BRIt—T2KEANRE. KEEKEIMERNFXREEREY, BN
N 2EBNZze, RAEERERIEERI

MRRELAFAEFTRIVERE— P ERE A, ZEE—FFiE, PRLL, FEZAT: TAFARRMEEL
BINRIEMREN “UHRE” (Domain Model) MiZZEHFR? HRINRERA T XENEH . — D2k~
mE A SRR KPI (M3 E=R) , st/ KIRFIPA 2 5220 LR KYC (BHEIE) A, HEZER:
B m UBS EE ST RS,

BAETT “55=mFrEM” (Weak product ownership) , fEfRIAZA LUMELAIGHIRAE PR, MR OREM AR
BR. BRAMHNE-SAZRNHZ—LBAMNRIT. AXMIRER, REIFHET, WNANREETD
REA, MAHSIEFERE, XMEMRRT DKM ELSEN “SIKSAMIME BE. TRZHRE, B
B EXELZET M ERE , EfREEERNRSE, AREBERLM AR, HE?

[01:00:29] Lenny
English:

That's right.

R EE:

Ao

[01:00:30] Nilan Peiris
English:

Whereas here, you're kind of letting the local teams commit directly to the code base, and then this global
team's got this challenge of doing this, and we over time create sub-teams around parts of the
regionalization of the structure, around different objects as they emerge. But that broadly speaking is the
first problem, the global problem. And the other bit with us is this is quite unique to us, because most
fintechs out there are usually in one market. Like you take Robin Hood, it was in the US, it came to the UK,
they went back to the US. You take Monzo, only the UK, N26 only in Europe, Up in Australia, China, and
the US. And that's because their home markets are so big, and one regulator is a ton of work to manage.
And the second complexity we have is we have all of these markets we have to be in, because we're
international by default. So a lot of our thinking is where do we take that, turn that into competitive
advantage, and which customer base really needs that? Which is what zooms us into that positioning on
the international account.

FROCERIR:

Mm7E Wise, EfTitAtFNEZARBERIZRE, XRIESE, BAKXRSHEMBREATERERE—1 T,
Eb30 Robinhood FEREXE, Monzo REXEE, N26 REKM. EAXTHIHEBE K, BE—MEENETH
BAMBIET, B Wise REMEERKH, BB MEMEXETRIZIPEE. FIURNMNNBESET: &il0M
BXMEFMRUARTRME? WERFHEEFTEXMIRS? XERBITEM “EffKF” HWER,

[01:01:32] Lenny

English:



It just comes back to again, and again, again and again, doing the hard thing, knocking peoples' socks off,

and it feels like that's the formula for Wise.
RS ERIE:
XNX—REIRET: HEE, ILAPRHE, REXFE Wise I AT

[01:01:41] Nilan Peiris
English:

| think yeah, you more or less got it. So that's one bit on structure. So this global local thing, and the
second one has been a bit more of a journey. So when we started early on, we ran in autonomous
independent teams, all focused on KPIs, and these KPIs rolled up to make it cheaper, make it faster, make
it easier to use. You can imagine like a KPI tree, and teams around bits of their KPIs, and every quarter
they talk through how they move their KPI, et cetera, and this kind of worked. And the way we ran our
planning is, every quarter every team would stand up and talk through its plan, get feedback from other
teams, and then move on. This worked till we got to 30 teams, and then you go from doing this in the
afternoon, to doing it in two days and it's just like whoa.

(01:02:27):

So, we started heading towards the Spotify model, where we group the teams in squads, and into tribes.
Today, | think that autonomy is at the squad level. So the squads are around products. So, we'll have a
Wise account squad, a business squad, a Wise platform, our enterprise product squad, you'll have a North
Am squad that looks after the North American product, and Lat Am squad, et cetera. And then financial

crime fighting, et cetera.
(01:02:57):

And inside those squads you've got the teams, and the squad... Imagine you're the director for the Wise
account, but you don't have a vision for the account. You've got to say where it's going. You've got to keep
your teams on track against it. The teams aren't off doing whatever they want. They kind of need to be on
track, versus the overall vision, and you're accountable for the results of that squad. And squads are in
tribes, the tribe provides overall leadership, and a slight, light touch strategy on the squads. And that's

more or less our structure, and how we've evolved towards it.
FhERIE:

B, MERSEENT. XBREWN—ED: XSAMBE. FHBI2HNNEZRHE. RHRIE
TEEEIRIMEN, TET KPI (EEE. ER. EFH). RALEBKR—R KPIY, BESEBRIER
=ff. SEESTHNSSRRITRFARRG. SEAEME 30 MY, IMBRMATT, IWM—DTF
R T FRo

FRIAEAIFF 9% “Spotify RE” , KEHPAS A “NBA” (Squads) 1 “EBSE” (Tribes). MAEMBENEE
TE/NBARAN. NS @ISy . Eban Wise IKF/NBAL AL &AL dE=/NBAL RISE/NPA. E£RIIESE
TENAF. T NIREEERENER. (FANRATA, MEERERSRHBEREANTREME, NATE
FEb%E, BFEMHEANSNEERNHEIES. XMERIIB RIS,

[01:03:26] Lenny

English:



Is there anything else along the word of mouth concept that you think would be useful for people to

share? Either how you think about it, team structure, anything else?
R EIE:
KFOBERXMIS, EEHAMREBESIZENG? TIRRRELN. HI\EWEEEMAE?

[01:03:34] Nilan Peiris
English:

There's one tiny bit I'll share, which was around marketing and referral. This was super interesting for me.
So, we've been running it, like Airbnb, we've been running referral program for now 12 years, and after 12
years, you've kind of tested everything anyway. And like | said, by this point you have literally tested
everything. So when somebody comes up with something that has a 300% increase, you're like, "Whoa,

that's super interesting. What just happened?"
FRERIE:

BAE—NNAT, BRTEHFENEREN. XWBEKIRIEEEE, M Airbnb —1%, E(HHEFITIIERETT
125, 12FF, REALEBEENHIFMBERET. BI3BARE—TEETH 300% HBRKAKRARN, (R
‘B, XXBRRT, RETHA?”

[01:04:03] Lenny
English:

Wow, I'm excited for this.
HRCEIE:

I, RGNS,

[01:04:05] Nilan Peiris
English:

And yeah, I'll share this one, because it's interesting. So we run many variants of refer a friend, where
you'll get different kinds of benefit. We tried chocolate, we tried money, we've tried $200, $500, $10, you
get some, | get some money, all kinds of things. More or less headed towards three for $100, generally it's
a sweet spot. Anyway, it's a pretty creative PM there. And he was again talking to customers, and he
spotted this thing, which is pretty cool, which is when you do a transfer with Wise, at the end you get this
email, the email says, "Well done." Then it says, "Your money's there in the other person's account, and
you saved $10 on this transfer." And he got this insight, which was pretty awesome, was he realized that
people believed they saved money, but they didn't believe the number. And he then thought, what would
it take to get them to believe the number?

FROCENIR:

2H, XTMRE®. HNEZHAIEM EEFE" NEE: EERD. &k, %200 &7T. 500 &7T. 10 %E7T
F%, RERY “HE3IAF100ET BEENEHRAL

LA NIRRT REE, MENFAIRIAIR T —MREREER . LIRS Wise BIKE, SURE
—HEHIR TS, ®REIK, RXERKET 10X . RIRE, AMMEEECE 7k, BFREEHR1T
BANHT, TEMA: EFA i8S 5Fe?



[01:05:05] Lenny
English:

That seems right.

R B

XITEERBHTEER.

[01:05:07] Nilan Peiris
English:

And so the fun bit was the approach. So then him and a designer sat there and they sketched out an
alternative email, and they went down to the coffee shop downstairs, and they showed it to people, and
they said... Just asked them what they thought, and they kept iterating it until they got to a graph. And
this graph is like this... When you go through a money transfer thing, it pops up in places, behind the
compare button. And this graph shows with your bank, when you send, how much is in the rate hidden
as... This is how much you're sending, this is how much they're taking in the rate in a fee, and this is how
much you can see in the fee, because the fees are hidden in the rates with banks. And then this is with
Wise.

(01:05:45):

And they iterate this graph to the point that people looked at like, "Oh my God, I'm never using my bank
again. This number... This is crazy." And then they put this graph on the success page when you did a
transfer. Saying, "You saved this." And put a share button in there, and invite your friends button, and
that's what really drove it. And when you fast-forward to today, we've now got... So it's actually quite
hard. So, we now have | think about 70 bank accounts around the world. So, | think the top three
accounts, banks in the world, where we log onto every day, and then we log the price and the quote for a
bunch of different routes into a file. You can imagine how hard is. | think | personally have about 17 of
these still in my name, that I've opened up around the world to help the team get going. But that's kind of
one of the biggest word of mouth growth, or referral insights. I've got to this comparison thing, made into
our marketing, made into our homepage, just went everywhere up from that insight.

FROCENIR:

BEBNEMNNGZE. MH—RiHMETRE T —HEAMEHER, AREETHMENERTAEBAS,
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[01:06:46] Lenny
English:

And you said that that like 3x'd the sharing rate?



FRZERIE:

R D ERE T =182

[01:06:50] Nilan Peiris
English:

Yeah, that 3x'd the sharing rate. So we always had the share button after you completed a transfer. But
putting that there with this graph, and that kind of got me to this, I'm curious on your take on this, on this
definition of product marketing, where customers use the product, and they think they got this value, but
when they actually know the value they get. So we got this on speed as well, where we're doing instant

transfers, and customers wouldn't know it was instant.
(01:07:21):

So when you get an instant transfer, there's like this wizzy animation at the end, and you kind of know the
money's in the other person's account, ready to spend. And again, you see this big jump in referral rate
when that happens, but people need to know it's happened. And closing this delta between what you've
done, and what's perceived to be done is what | call product marketing within the product. And that in its
own right is a discipline, I've learned.

FROCERIR:

28, NEXRRT = RINUNERKEHESZRE, ENLXTMERERRTE2RE, XitHFREE—1
XF TmEHE NEX: ERERTFRAINARETHE, EfIRSEERRIESRE T2 0MNE?

HAERE L BRI T RMUEN. BRI T RIREINK, EFFHARE. FRAFNIMT — NSz shE, B3
RBEFAPHREZE THAKE, S3XM B #ERE, HERMIAEBA. 4/ “REMFEN” 5
AP ZERER, EMZR TRANFREE o HRIRAXESME—TIFR.

[01:07:43] Lenny
English:

That's an awesome insight. It comes back to this framework we talked about of reality and perception, in
a flip way, instead of getting people to adopt something, it's to appreciate the work you've done to make
it remarkable, to make them understand how remarkable it really is.

FROCERIR:

FEFEER. XXEZTHNNTICH “NRSBAN" ER, IFAIBRANA: FE2ATILAMEREER
74, MEATILMNMRFEAERER “3ER” MBS, it R ERREZIF .

[01:07:56] Nilan Peiris

English:

Yeah, that was it. And that's something I'm continuously learning about yeah, as we go, as well.
FZERiE:

R, MEXiF. XWEHEIIZPREF SRR,



[01:08:01] Lenny
English:

That is extremely interesting. Before we get to our very exciting lightning round, | know you also do a
bunch of charity work, and | wanted to give you a chance to share what you're doing there.

FROCERIR:
FEARE. EHNFEAOHNBRREZE, FANEMEM T —LEEELE, TBLMRMEIDE—T

[01:08:12] Nilan Peiris
English:

Thanks, Lenny. So, less charity, essentially came out of angel investing, is probably the way to say it. So |
invest in startups, generally fintechs, mission led founders, word of mouth type stuff, all the stuff we've
been talking about, that I'm passionate about. It is less investing, more helping, and yeah, just getting
through the angel route. And then over time, | realized the thing I'm most passionate about is market
failures. So generally | find that the invisible hand means most human needs get fulfilled by the market,
but there are a few things that don't, and there's a couple of exciting startups out there who work really
hard in this space. A couple are Beam in the UK, working on homelessness, Affinity and Neobank in
Ghana. And so, this type of thing is stuff I'm most passionate about. So, if any of your listeners out there
know anyone doing anything of that kind, trying to solve these kinds of hard problems, definitely reach
out, always keen to talk.

FRCERIR:

B, Lenny, HERSHBZEEE, FURBRTRERA. ARE-LVEIQE, TEZSHEHI.
BEpRIEIEA. REABERHNAF, UREHNSKRUHNXERARIGE, bgkE, RESZERMHIE
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FEERY RN, RAMBEXEINZE “HHRR” (Market failures), BE “BFRINF" EHEALHNAK
BRFR, BEHELETEAT. B—LERENVCQAREXLEMHLE S, WNREFRTKAYIREL Beam,
MR ANARRTERFIRIT Affinity, WNRIREARIES ATEFRX LMD, BSVEKRTE, RIRFERM.

[01:09:14] Lenny
English:

Awesome. And we'll link to those two you mentioned in the show notes just in case people want to check
them out. With that, we've reached our very exciting lightning round. Are you ready?

FROCENIR:
AHET . RMNFBXAMNAEBRETENARE, WEHANNBRRE, HE&FTIE?

[01:09:22] Nilan Peiris
English:

Let's go for it.

R EIE:

e,



[01:09:23] Lenny

English:

Let's do it. What are two or three books that you've recommended most to other people?
R B

MEMNAEEFRSHNR=ZEBEMFA?

[01:09:29] Nilan Peiris
English:

Two, one's at the other ends of the spectrum. So one is... This sounds terribly pretentious Crime and
Punishment, and the other one is Midnight's Children by Salman Rushdie. | read a lot, I'm very passionate
about reading, fiction, mainly. | don't read... Nonfiction is too much like work. And so, | generally need to
read before | go to bed to decompress my brain. It's generally escapist type stuff. But I'm curious what
you think of this, but for me authors are people that create people with words.

(01:10:03):

Like you say artist is a good artists if it's... Makes a good likeness to somebody, but imagine that you
create somebody with words, and that person feels real, so they have some insight into the human
condition. And what's amazing is if you learn something about what it means to be human from reading
that. So at that end of the scale, Dostoevsky, Crime and Punishment, where this guy kills somebody, and
it just eats him up. It's a pretty amazing book. It's not as heavy as it sounds, but books like that are pretty
awesome. So, | recommend that a lot.

(01:10:37):

And the other end of the scale is sometimes you read a book and there's a single sentence where each
word has been just stitched together, and it's like, again, a work of art, and there, Rushdie is probably the
pinnacle for me, of Midnight's Children, which is about partition in India, which is pretty... Through a
metaphor, it's pretty amazing.

AR ERIE:

AARNEEAZHH, —RIFERAEEREZERT, & (FES5) (Crime and Punishment) ; S—&EF/RE
- EFEMN (FRZF) (Midnight's Children), HiERZH, FER /M. RARNELIFIEEWZE, RAAPX
BIET ., HEFIEEIFRIREERE.

MEHKG, HFANERBEAXFEIE “A” A, IR—TERERFGEA, RiIHMUEFER; BRR—
TRAXFEE—MLFRSELRFENA, ZFENAMEERREVAR. CRZERHEN (F5T) HRT
— PMRAZBWMARAOEE, FEEE. MEABY (FRZF) XTHERDE, XFRESFEZERE, 58—
MEBHRBOESTE—EN,

[01:11:02] Lenny

English:

What is a favorite recent movie or TV show?
FREiE:

BRI ER B S EMRRE?



[01:11:02] Nilan Peiris
English:

Oh gosh, I am not... | don't love [inaudible 01:11:05] got TV, but we had rented Barbie for the kids. That
one, probably the last movie.

FRSCERIE:
AR, RAREAEBM. FEIRITNTHFEAT (ELL) (Barbie), BN ZEREEN—IB,

[01:11:12] Lenny

English:

| just watched that too. So good.
R EE:

BERE, FEE,

[01:11:13] Nilan Peiris
English:

Good.

FCERE:

HESFEY,

[01:11:15] Lenny

English:

You can actually stream it now. | don't know when this comes out, but it just-
R EIE:

IMIERILURIRAIE T o

[01:11:17] Nilan Peiris
English:

Oh wow.

R EE:

DR

[01:11:18] Lenny
English:

Yeah, you can watch it at home. But it's not cheap. | thinkit's like 20 bucks in the US.



FRSCERIE:
=20, EXMEEE, PIREE, EEE 207

[01:11:23] Nilan Peiris
English:

Oh geez.

R EE:

X,

[01:11:24] Lenny

English:

What is a favorite interview question you like to ask candidates when you're interviewing them?
R EE:

s &% A B R E XX R) BV E)ER?

[01:11:28] Nilan Peiris
English:

Yeah, so | only ask two. | got down to asking just two questions over time. The first one's probably my
favorite, which is, what is it that most frustrates you about... Instead of why you're leaving, what frustrates
you the most about where you're working right now? And this is as people always tell you why they want
to join Wise, or join whatever company you're coming to, and that's not that interesting. But what's
interesting, trying to figure out, is what they're running away from. And usually there's something broken
there, that's really wound them up. But what's more interesting is they've been unable to fix it. And so, in
asking this question, and probing, you kind of get quite good at getting a sense of what is their limit,
what's the thing they found, and what did they get stuck with? And you kind of think, "Okay, you're going
to run into that here every day, every week? Or... You should be fine." And that's kind of why | ask that

question.
FpsCERiE:

BRARFNEH, HERERW—INE: “MAENRIRHEILARRIBBHZEAA? 7 (MAZRRATAER
o AMIBRZHATAEMAN Wise, BBRELAEH. BENEFERMUNERB 4. BEEPEFLER
T, Lt 1RIIE, EEENZMIITEZEEE. BIIER, REJUT@MIIIRRERE, Ukt
W AFNEERE, ARMRIE: “XMEBERNX)IRREE, FRETE? 7

[01:12:24] Lenny

English:

| love that. What is a favorite product you've recently discovered that you really like?
R EE:

RIEAMAFEERNENm?



[01:12:29] Nilan Peiris
English:

| recently switched to Arc Browser.
R B

BT T Arc Xl 5588,

[01:12:29] Lenny
English:

That's what I use.

R EiE:

HLEA,

[01:12:35] Nilan Peiris

English:

And yeah, the onboarding flow was mind-blowingly good.
R EE:

21, SlHFF5ISRIE (Onboarding) ##15<% AIRIN,

[01:12:37] Lenny

English:

That's exactly how | felt. I had to tweet about it. It's like, [inaudible 01:12:41].
FREiE:

BBERRE, REZI 1R THR.

[01:12:40] Nilan Peiris
English:

Yeah, | sent it to my onboarding team, and everyone. And what | loved about it is, it's clearly like if you
could try to use Arc with the same way you use Chrome, you just get really frustrated. But if you use it the
way they want you to use, it'd be amazing. So, for figuring out how to get people to engage with, you
need to use this fundamentally differently. They manage to almost get me to use it the right way. Still
struggling a little bit with it, but that | thought was really clever.

AR ERIE:

HEBERS T RHNBEMRZR . RRERN—KRZ: WRIRA Chrome G INA Arc, RRRER; E
NRRIEMN NI ANAE, ERRE. MR | SFHUA—M2IHBANERNRKE, XIFEIRAE.



[01:13:12] Lenny
English:

Awesome choice. We had Josh, the CEO of the Browser Company of New York, it's called, on the podcast.
And if you're interested in learning about Arc's story, definitely check out that episode. All right, next
question. What is a favorite life motto that you like to repeat most to yourself, that you like to share?
Anything come to mind?

FRZERIE:

RABHIERE. BAZB1ET Arc BEAF CEO Josh KT H. T—MAH: MEHHESHASTOALLK
ERA?

[01:13:30] Nilan Peiris

English:

The thing that defines success is the speed at which you pick yourself up.
R EE:

EXPLIBIITE, RIRMEEHTRERILRERAERE,

[01:13:37] Lenny
English:

| love that.

HRCEIE:

KiET o

[01:13:37] Nilan Peiris
English:

And that's the thing that I hold onto most, because you get knocked a lot, high growth company, and it's
obviously quite... Obviously knocks you, when someone says no to an offer, when somebody leaves the
company, when a product doesn't work as you think it should, when you get pushback from a partner.
But yeah, if you lose four hours spinning around it, or you trying and figure out, "Okay, this happened,
how do | move forward?" And just learning how to shorten that time has probably been one of the most
important journeys for me.

AR ERIE:

XEBRRBTHNER. EREKNATE, (FREBE. EEAELT Offer. ZORTBVIR. FRMRER
SNFRER. BTENHEL S, RIREDENNETER)LAL, BT, FR4EEMN “HET” B “WNaEai#"
BYRdiE], BRERAEPREENEITZ—

[01:14:11] Lenny

English:



That was an awesome answer. One final question, is there a fun cultural ritual at Wise that has stuck
around for a while?

RS ERIE:
EFEENEE, BE—NIF: Wise BHARIFTREANGESLNAD?

[01:14:20] Nilan Peiris
English:

This one, my team would love to say. So, from the early days, we got everyone together from all around
the world once a year. Oh, | actually did it twice a year. And the founders are from Estonia, and we have
5,000 people now, so we still have about 1,800 in Estonia. So it's cheaper to flavor on Estonia. So in the
old days when it was winter, winter in Estonia is not fun, but summer in Estonia is amazing, and we still
do this. And the funnest bit about this is, | have a side hustle, DJ, so | get to DJ there, and it's quite fun,
and embarrassing for my kids because technically I've now DJ'd in other countries.

FRCERIR:

HHOEA B ERILEG X NEEFE, BIEFE BRERR) IE2BREMHNRTIRE . IBAR
BEWREIL, FfIMEHE 5000 A, HAL 1800 ATEEWD I, ENVRIENEXRIFESR, HINMAKALZEFX
TR, REBNHSZE, KEWE DJ, FIURSEZMHITR, XNRZFRIREEMR, BAIMERE
#, BMEELXE “EfrDJ” To

[01:15:03] Lenny
English:
International DJ.

R EiE:

EFx DJo

[01:15:05] Nilan Peiris
English:

That's it. That's my side hustle.
R EE:

=5, BRRFAVEIL,

[01:15:07] Lenny
English:

Amazing.

FRCEIE:

XBET o



[01:15:08] Nilan Peiris

English:

That's how I introduced myself to my 17-year old's friends. So, yeah.
R EE:

BRMEXAMmE 17 %) L FRRARNNBHE S,

[01:15:12] Lenny

English:

Do you have a DJ name? Is there... Can we check you out on Spotify?
FEiE:

78 DJ 28M53? 1£ Spotify LREIERI(RIG?

[01:15:15] Nilan Peiris

English:

No, no, you can't check me on Spotify or anything, but yeah, it's all private. [inaudible 01:15:19].
FpERIE:

AR, BARF, BESFAAR,

[01:15:19] Lenny

English:

All right. Maybe Burning Man, you could see your performance next year.
R EE:

9B, WIFBAFRETE K AT R EIIRIRE,

[01:15:23] Nilan Peiris
English:

Maybe.

FRCEIE:

HBIFIE,

[01:15:24] Lenny
English:

Nilan, thank you so much for being here. We talked a lot about word of mouth. | feel like this episode is
going to spread 100% through word of mouth. Can't wait for people to listen to it. Two final questions.
Where can folks find you online if they want to reach out, and how can listeners be useful to you?



FRZERIE:

Nilan, JFERSREER. KN TREXTOMAIES, RREEX—5K 100% BIOEERELE. KEHD
)& WRAKBEXRIR, EMERTLURENR? LUK A LA IREEtA?

[01:15:37] Nilan Peiris
English:

You can find me online on Twitter, nilanp, and always love to hear product feedback by email, by tweet,
by LinkedIn. Generally by tweet is best, easiest for me to pick up, and my team to reach into directly. So,
hit me up that way. And most useful for me, yeah, product feedback, and as | said, other people working
on hard problems that need help, do reach out.

AR ERIE:

fREJLATE Twitter L2, KSZE nilanp, FHAFEWIEIERF. #E4FEL LinkedIn IFEX ™~ m &R ik, #HEFHERE
&AHE. WREERANMES MR, FIMNEMBREIN, NRMAEMRRIBLEFEEBRIMER, BRI,

[01:16:03] Nilan Peiris

English:

Amazing. Nilan, thank you so much for being here.
FR S ERE:

X#ET o Nilan, IERRREMREER,.

[01:16:06] Nilan Peiris

English:

Thank you for your time. Take care, Lenny.
FRCEIE:

EHSREVESEl, fRE, Lennys

[01:16:08] Lenny

English:

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 lennyspodcast.com. See you in the next episode.

AR ERIE:



ARBMI, FERGUIT. MNRIRTESHENME, SILIE Apple Podcasts. Spotify BifRERRVIEER N A 1T,
WIBEEBATNTTOHBTITIL, XeeHBEEZIARIXEIFA ], RAILATE lennyspodcast.com #EIFHATI B
THAM.



