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[00:00:00] Lenny Rachitsky

English:

Let's talk about product market fit.

FRCEIE:

IEFERAN R~ R™In2EE (Product Market Fit) o

[00:00:01] Rahul Vohra
English:

You have to deliberately not act on the feedback of many of your early users, and this is at the same time
as listening to people intensely and building what people want. That's what we're here to do, is to make
something that people want, but it can't be all people. And the question becomes, how do you listen to
them? And then even of what they say, what do you pay attention to and what don't you? The trick here
is-

FRZERIE:

RS ZAERPTZRHAFANRE, MSLREN, (RXERENEMGFFAMNNES, HTEATE
EHRTE, RITEXERMAIMZMEANBERNRA, BXD “AT" FERBFAEA. REZKT : (RO
RO tef]? BMEEMIIPMRENIES, WMERIRFEXER, WEXZRILUZRE? XERNREE —

[00:00:26] Lenny Rachitsky
English:

You're not doing what a lot of CEOs think they need to be doing with their time. A lot of CEOs think they
need to spend time on hiring or org building and you intentionally, "I will spend time on product and
marketing design."

FRZERIE:

RSB MRS CEO INNMIIRIZTE B XM EE. RS CEO REMIEREBHR EEARENARRKR L,
MIFANRERNZ: “HEEMNEEE m. EHEMRT L

[00:00:36] Rahul Vohra

English:



This is a technique that | call the switch log. It's born out of the observation that your calendar says what
you thought you were going to do, but it's really only your trail of work that describes what you actually
did. How can we capture that? So | came up with the following idea. What if | just did whatever the heck |
wanted?

FRCERIR:

XE—MEMZA UHRAE" (Switch Log) BIEAR, BRFT—MUE: (RNEHERHNER “UA" BEE
EE, BEERRIR “K 874/, JSEMOIERD. HilzNEHEeX—<e? FERTET—
MMRE MR OFMHMEZERF?

[00:00:56] Lenny Rachitsky

English:

What's the most pivotal moment in your career, in your life?
FRCEIE:

TRV AEERAE TR, RRBHNZIZAA?

[00:00:58] Rahul Vohra
English:

| learned the real secret behind virality. There is no such thing as a truly viral product. What then is the
true secret? It is-

FROCERIR:

BFETHRSVEK (Virality) SENEEWRE, 7 ERAFEFEFMBN “HERS 87 m. BBAEILE
MRERTAR? ER—

[00:01:12] Lenny Rachitsky
English:

Today my guest is Rahul Vohra. Rahul is the founder and CEO of Superhuman and one of the most
thoughtful and insightful and articulate founders that I've met. As you'll see in our conversation, it's hard
not to be captivated by Rahul's storytelling skills and also his really insightful takes on how to build great
products and teams.

FROCERIR:

SXRMFZER Rahul Vohra, Rahul @ Superhuman B98I38 A3 CEO, LERENEMRRBRAE. REMH.
RIARBEWICIIBAZ — ERERNMINIEFEERN, (REMFRH Rahul B ERIGURMEITIESR
= SR A EE PA 5 E YR ZI RARFRR 5 |

(00:01:32):
English:

This episode is for anyone who's looking to build their product taste, help their teams move faster, learn
how to think better from first principles. And also learn about Superhuman's very unique approach to
building their company, including why they manually onboarded every single new user for years and why
they decided to stop. Why they ignored most of their customer feedback on their way to finding product



market fit, and also how you can use his approach to finding product market fit for your own company.
Also, the power of game design in building great products, a very contrarian take on pricing strategy, what
Rahul has learned about building scaled products on top of Al and LLMs and so much more.

AR ERIE:

X—EKEGFAERERAT mmik. BHHMMREE. FIMAME-EREBELAHITEZHAN REFT
fi2% Superhuman FJEEMRIFH AT RIRSGE, BEAMTAMIIZSEREZFALSIR (manually onboard) &
—(IHAF, URAAERRERFL; AtatiEIHNFEahaREENIIZFRBR T KEoEF RIT,
URARIOEI R B 5 A2 R EI B ERI AT, s, EERERIGHEITESMHTmTHNE. —MIEERELRDN
EMEREE. Rahul FET AIRIAESEE (LLM) MENREFmAENER, URESHEEAR,

(00:02:07):
English:

A huge thank you to Ed Sims, Conrad Irwin, Bell Trenchard and Gaurav Vohra for suggesting questions
and topics for this conversation. If you enjoy this podcast, don't forget to subscribe and follow it in your
favorite podcasting app or YouTube. Also, if you become a yearly subscriber of my newsletter, you get a
year free of Superhuman that you can start using immediately. You also get a year free of Notion,
Perplexity Pro, Granola and Linear. Check it out at lennysnewsletter.com. With that, | bring you Rahul
Vohra.

FRCERIR:

JEE X4 Ed Sims. Conrad Irwin. Bell Trenchard #1 Gaurav Vohra JZsx 3HEIR BRI RAAERD, N8R
HERXNEER, IS TEZHANBENBZE YouTube EiTHEMKF, o, WMRIRALN K FER

(Newsletter) WYEEITIHZE, REFFKE—EM Superhuman BEERN, vIUIZEIFBER, FIEA RS
JR1S—EEMY Notion. Perplexity Pro. Granola # Linear, i&if1d lennysnewsletter.com &EFi¥E. THE, it
AL Rahul Vohra,

[00:02:38] Ad Segment (Eppo)
English:

This episode is brought to you by Eppo. Eppo is a next generation A/B testing and feature management
platform, built by alums of Airbnb and Snowflake, for modern growth teams. Companies like Twitch,
Nero, ClickUp and DraftKings rely on Eppo to power their experiments. Experimentation is increasingly
essential for driving growth and understanding the performance of new features, and Eppo helps you
increase experimentation velocity while unlocking rigorous deep analysis in a way that no other
commercial tool does.

AR ERIE:

AETHH Eppo B, Eppo ZH Airbnb 1 Snowflake B & R IL A K FABITIER T—1 A/B MIRFATHEE
BIETE, Twitch. Nero. ClickUp # DraftKings A FEBH Eppo SRZFH 1AL, IO FHEmngK
M7 AR RIVMSKRMEE, Eppo REEMIIRIRERIEE, FIRSIEME W TRTARHN™ERESD
#o

(00:03:08):
English:

When | was at Airbnb, one of the things that | loved most was our experimentation platform where | could
set up experiments, easily, troubleshoot issues, and analyze performance all on my own. Eppo does all
that and more, with advanced statistical methods that can help you shave weeks off experiment time and



accessible Ul for diving deeper into performance. And out-of-the-box reporting that helps you avoid
annoying prolonged analytic cycles. Eppo also makes it easy for you to share experiment insights with
your team, sparking new ideas for the A/B testing flywheel. Eppo powers experimentation across every
use case, including product, growth, machine learning, monetization, and email marketing. Check out
Eppo at geteppo.com/lenny and 10x your experiment velocity. That's geteppo.com/lenny.

FROCERIR:

HIKTE Airbnb TIER, REEMRNEFZ—MERITNERFE, ERERATLURITIGESLR. HbrkEHS
M&RM. Eppo NMNBEMEBIXLE, EIBBFHNRITAZE, AIUFEIRERHREANKINNE, HIEHS AN Ul #
TREMRERE. EFBEAANIRSEEEMERIMANEKIITEAR. Eppo REEILIFEMSHNSZXRKR
&, #& A/BIIR KICRVETRI R, Eppo XIFEMZEMNLE, SF~m. EBK. HBIFS. dlNm4tsE
fHo IA1AIA) geteppo.com/lenny &F Eppo, ILIRBIKIGRERFA 10 &, WILE geteppo.com/lennys

[00:03:56] Ad Segment (Fundrise)
English:

This episode is brought to you by the Fundrise Flagship Fund. Full disclosure, real estate investing is
boring. Prediction markets are exciting. Meme coins are a thrill ride. Even the stock market can swing
wildly on a headline. Hello, DeepSeek. But with real estate investing, there's no drama or adrenaline or
excuses to refresh your portfolio every few minutes, just bland and boring stuff like diversification and
dividends. So you won't be surprised to learn that the Fundrise Flagship Real Estate Fund is a complete
snooze fest.

FRCERIR:

AETIEH Fundrise MRS B, HHR, M~ RARLTW. FUHZHERE, RED (Meme coins)
BEWLE, EERTEREARN—NRFHEMBEIZURE (Ebil DeepSeek) . BERBMKET, RBXNEIE,
BREBLRE, WRBEABR/LOHMRF —IRRAS, REFALETNS UMD, FrEL, HIRITE
Fundrise IERIE B2 D “HRE" B, R—EFIREITSI

(00:04:28):
English:

The fund holds $1.1 billion worth of institutional caliber real estate managed by team of pros focused on
steadily growing your net worth for decades to come. See, boring. That's the point. You can start investing
in minutes and with as little as $10 by visiting fundrise.com/lenny. Carefully consider the investment
objectives, risks, charges, and expenses of the Fundrise Flagship Fund before investing. Find this
information and more in the fund's prospectus at fundrise.com/flagship. This is a paid ad.

AR ERIE:

ZESIHENE 11 ZEZTVEgE, BELHRER, BFFERRNTERDIEKMORE™, B
e, R, EXERES, MRRE/LDH, RIEKEFE 10 EcBIIHBKRE, 1Fi5E fundrise.com/lenny,
FER AR, BFHAEE Fundrise IEME SR ZE IR, N, BAMEZE, REILIE fundrise.com/flagship
NEEBRIRABPIHRIIXLEEE, XE—NHE o

[00:05:04] Rahul Vohra
English:

Rahul, thank you so much for being here. Welcome to the podcast.



AR ERIE:

Rahul, FFERREHIREER. WDREFHEER,

[00:05:07] Rahul Vohra
English:
Hello, hello and thank you for having me Lenny.

FRCERIR:
aRE, MoEE, WHSHREIEH, Lennyo

[00:05:10] Lenny Rachitsky
English:

| have so many questions for you. We're going to have so much to talk about. I actually want to start with
your time before Superhuman. When | was preparing for this chat, | actually asked you, what's the most
pivotal moment in your career in your life? And you told me that other than starting Superhuman, it was
selling your previous company Rapportive to LinkedIn. So let me just start there. What was that
experience like? What do people not know about this phase in your life and just why was it so pivotal?

FRCERIR:

KERZNEERR. HINERZIEA AL, FEEBMIREIAL Superhuman ZBINEHFIR. EEFXRIFILK
BY, FiaLEfR, REQAEMEZTPRIBINZIZHA? (REIFE, BRT I3 Superhuman Z5b, FLEIBMR
ZH1H2 8 Rapportive 3244 Linkedin, BBRAIFAMXBEFFIAIE, FREREZFH B ERMN? XFIRESDHIBNM
%, BWLZANARIERN? AtAaTinttxi?

[00:05:37] Rahul Vohra
English:

So for folks that don't know, Rapportive was my last company. It was the first Gmail extension to scale to
millions of users. Basically on the right-hand side of Gmail, we would show you what people look like,
where they work, links to their recent tweets, their LinkedIn profile and everything else that they were
doing online. So if you were hiring, marketing, selling in BD, super useful. It turns out we somehow
attracted most of LinkedIn's daily active users onto this one free app, and | then ultimately ended up
selling that to LinkedIn. That by far, as you said, was the most pivotal thing I'd done in my career, prior to
starting Superhuman.

FRCERIR:

HFRTBBIARYE, Rapportive @& E—RAT],. ERE— N BIHELAFPHN Gmail &, EA L,
£ Gmail AN, BINEERMANKME. TSR, SRIOHEXXRREE. {189 LinkedIn N ARE IR 17E
W _EMBEMER. FRUNRMAEHIBE. EH. HENWSHEE (BD), EBAER. SXIERAE, HEIFRH
EAMIE LinkedIn BIKERD HIEERFA R ERSIEI T XM ENA L, REFIBEELT Linkedin, EWIIRFR
W, BBaiALE, BRIHKELIIL Superhuman Z BN A ER R X EN—14E,

(00:06:22):

English:



Now, had | known that we'd amassed most of LinkedIn's active users onto one app, | would have sold it
for far more. But the actual pivotal moment was really who | got to work with. Because | reported to
LinkedIn's head of Growth, Elliot Shmukler. He was responsible for scaling LinkedIn from 25 million
members to when [ joined, north of 250 million members. And during my first one-on-one, I learned the
real secret behind virality and big hint, it's not about viral mechanics. Overall that acquisition experience
gave me the time to figure out what was next and the resources to truly swing for the fences.

FROCERIR:

NRHEFEAEIRATE LinkedIn WARE D ERAFERER T — AL, REZHESHNE, BEIERNX
BNZIELTETFHREENA. FAHEFERE Linkedin BIE K HZTA Elliot Shmukler iC3R, 61334 Linkedin
M 2500 G BEIEMARNN 25 12%R0A, EENE—R—X—E8H, BFITHRSVEKEENELE
ME—RT—T, X5®&SNE (viral mechanics) X, SRR, BRRKBEHL T ENEEBET—
FEMTA, BAETHEREEREKRF—HE (swing for the fences),

[00:07:02] Lenny Rachitsky
English:

Okay. Well, I have to follow this thread that you put out there, what the secret is to virality. What did you
learn there?

FRSCERIE:
4%, BESTRERMEHXNMERBDTE: FEUEKNMBRIRZMTA? (REBEFEETHA?

[00:07:08] Rahul Vohra
English:

Well, in my first one-on-one, | sat down with Elliot and | said, "Hey, I'm here to learn. Please teach me
everything that you know about virality." And he said, "Okay. Well, hate to burst your bubble, but there is
no such thing as a truly viral product.” | said, "What do you mean? How do you explain Facebook for that
matter? How do you explain LinkedIn?" And he said, "What | mean is, no app has sustained a viral factor
of greater than one for any real period of time." Even Facebook in its heyday had a viral factor of about
0.7. And he told me that lasted for perhaps a year, so one person was creating about 0.7 new users.

AR ERIE:

EENE—R——, HLEElotmaTK: ‘T, HERFEIN. BHRABKMATANEN X FRESIIEK
—4],” Mt “9FIE, BAFEEIRAK, BEHR ERALGHEMEN BERSN 07" &Rl MR
AR B? BB Facebook EAMRRE? LinkedIn EAfRR? ” ii: “BHEEBR, RETANBREEEMISLIRN
RHEIER AR T 1 RS FRE (viral factor) . BMERRERETHEAN Facebook, HESRMBRE 0.7 £46,.7
IR, AMIFET —F, WMBR—ABEHRKLY 0.7 MIAF.

(00:07:57):
English:

| double-clicked again and | said, "Well Elliot, what about the address book import?" This is one of the
things that LinkedIn got famous or infamous for. You could import your address book and then it would
spam slash invite everyone who happens to be members of LinkedIn in your address book, and then
eventually it would just invite everyone to LinkedIn. And he said, "That's an amazing feature, but you



have to remember not everyone is going to use it all the time." So even that feature had a lifetime viral

factor of about 0.4, and that's considered good.
R EIE:

HEXER: “Elliot, BR@IARSANINGEE? ” X2 LinkedIn B8 (HERBIRFE) MTHEEZ—. RAILISA
BAR, AREcABARPELRE Linkedin ZRHALERIE, RELBEZBIBREAMA Linkedin, fth
W “BENRENINE, BRELE, ATEEMARS—EEAE.” FUBMERI NI, EASRSR
HHLREB 04 £, MXEERIANNZRFTET

(00:08:28):
English:

0.4 is good for a viral feature, 0.6 is great, something like 0.7 is absolutely incredible. You're in the
stratosphere up with Facebook at that time. So | said, "Well, okay, all of these things by definition are
going to Peter out. There's going to be an asymptote. None of these viral mechanics keep on
compounding. Which actually makes sense, it would be a little absurd if things just kept on growing. What
then is the true secret behind virality?" And he said, "It is word of mouth. It is the virality you can't
measure that isn't a mechanic that isn't in a feature. It is when one user spontaneously tells another user
about your product.” That really colored how I think about growth and virality. Since then, it has shaped
so much of what we do at Superhuman and so much of how | think about growing brands.

FRCERIR:

MNF—MrEXTEERW, 0.4 FEF, 0.6 B, 0.7 GHEAIRBN—IELR LM Facebook RIKF T,
FRIAZRN:  “9FIE, BIBEX, PMEXERARAZEIIZIHER (Peterout)e ZB—NENLL, XERSHH
HASRHERENERK, XELHHGHE, MRAA—ELLREKMARE T, B4, HENEKEENELE
MERRIMHA? 7 Mi: “E0O8 (word of mouth) . RASMIRTEZGERNHESIE, EXRE—MIE, BFR
AEEIER. ERE—TAPBAMASZ—TAPNEMRNT RN AZER” XEIERNME T I8 KRS
MEZE. MBS, BEEE T N7 Superhuman FRAIAVIRZEE, UKREM mERKINEZE S

[00:09:23] Lenny Rachitsky
English:

Wow, you're such a great storyteller. I'm just listening here, just captivated, "What is he going to say next?"
That was fascinating. | actually have a post that I'm going to link to that, that very much aligns with what
you're talking about, which is titled, Virality is a Myth mostly. It's based, | forget, on this book where they
do all this research on actual viruses. It turns out they're not actually spreading in this exponential way,
there's one person that spreads it to a lot of people and it keeps happening.

AR ERIE:

I, MMERTHERENSF. HA/ART, —HER "METRINAA? " IXSIANKET . HELE—
RIEX, HRBHEERLEE, ENMRHEEMS, HEN (FEXERKRSZZ2H#IE) (Virality is a Myth
mostly) s ERETFT —RTTWERT —PBHRMNELRBSHIT TR, EREI, ElIHEHTEUXTE
HEHH LN, MB—TAEBLREAN, AERXMBERTELE,

(00:09:52):
English:

That's actually apparently what the data shows. I'm curious if you found this same thing, which is, when
people think of an app as going viral, it's one person with a massive platform sharing it and their



audience adopts it and that's just one to many and then it just happens a couple of times and it looks like
it's going viral, but it's a person to many people, not many people to many people. Thoughts on that?

AR ERIE:

HTREEAMBEXAETH. RREFFMEBSHEAMTEFNER, BMIADBAN—TRA “E4” 5, BEE
—MABEARFEMADETE, ARMINHNRARXATE, XREB—XWZHEHE, ARXMBERLKETL
R, BEXMGEESHEEE, ELFLE-—TANRZA, MARREARBEZ A (FUILEAE?

[00:10:14] Rahul Vohra
English:

Yeah, we've definitely found that there are whales, to use the gaming terminology, that one person is
going to be responsible for inviting 25, 50, 100 people, and they may have various motivations for doing
that. In Superhuman, as an individual subscriber, if you refer somebody else and they sign up, you both

get a free month, which is a great incentive if you're paying out of pocket.
FRCERIE:

R, HNHELRMEFE “KERE” (whales) —EAFUAIE—EBI—MARAZEIE 25. 50 E= 100 1t
A, X FEHEIBEEZ M. 1 Superhuman, fEADAITEHE, MRIMEFEAFLMITEMR, RITR
FRHERF—TANRRERN, MRMFREEITH, XR—MRRBVEH.

(00:10:39):
English:

We have people who send many, many hundreds of invites and there are some people who essentially
have free Superhuman for life now due to how many people they've invited. But of course that incentive
doesn't necessarily work inside of a company or inside of a team where ultimately it's the company
paying for the product, so you have to then come up with new motivations for those people. That's where
there really isn't any substitute to having a genuinely multiplayer or a genuinely collaborative product.
That's one of the huge evolutions we've taken Superhuman through over the last, probably about two
years.

AR ERIE:

BIBEELERARRETHAEMNEIE, BEARABIBENAKRS, MEEFRLEHHREFEMA Superhuman, B
A, XMHMELBKEPAANTF—ERN, BAREZERETENTEESR, FRLURAI XL A8 BT
Ho EMBAMAFHE—TELEN “ZLR° HEENMEFRELIERN. XERINTEIERAREEN
Superhuman H#{THEXEHZ —

(00:11:15):

English:

Early last year we launched what we call Superhuman 2.0. The basic idea is, we saw almost every single
other app of note become collaborative by default, Figma, Notion, Loom. These are all multiplayer or
collaborative by default. Yet email, the one tool that we all use more than anything else, even more than
things like Slack, was still firmly stuck in its single-player origins.

AR ERIE:

EEFY, HAVEL TFIBH Superhuman 2.0, BEAMER, HIVERLF B EMAENBERIAZ R
TR, LB Figma. Notion. Loom, XLEERBEVAZIIRIINMERT. AT, BFERHE—X PR
BEANERERRS. EEBT Slack WITRE—AFFEMEEEN “BHR" ERP.



[00:11:43] Lenny Rachitsky
English:

| want to come back to something that you mentioned that | didn't come back to you that I think is really
core to what you just shared, which is word of mouth being so important. People talk about all these viral
features and sharing contact books and all these things. And your point is, that takes you to a place, but
really what helps a consumer-ish product spread is word of mouth, people sharing with each other.
Which, then the question is, how do you do that? We're going to talk about a lot of things that you did to
make Superhuman something people want to share, but in the end it's just making something people
want to share. That's the definition almost. Then it's like, what makes people want to share stuff? It's
amazing, it's helping them, something that is remarkable.

AR ERIE:

BREEFRNAREIN—R, RINABRIMEDEZNZL, POBNEEY. AMNSEKCEMRESAINEE. 2
ZRAREE, MENNRE, XERETIRE—KRE, BEEMEERLATREBNEON, BASAZEN
PR, BBARERT : (RANAMEIX—R? BIISWRNRZ(RAT ik Superhuman BA AT S ZHI R E TR
WE, BERERK, MEMEAMTERIENRA, XLEMBEN. B4, BHALAMTEIERAR? A
AERIRIE, BRI, B—L “JERN” (remarkable) K&,

[00:12:22] Rahul Vohra
English:

Well, it turns out, because you mentioned remarkableness, that is one of our core company values. If you
think about what a company has to do, it has to grow. How do things grow? Well, let's take Elliot's advice
at face value, and | believe it's true, it's creating something that people share. You mentioned one way of
doing it, which is something that people want to share. There's actually another way, which is simply
creating something remarkable, and you used that word, and that is one of the core values of
Superhuman.

FRSCERIF:
BESAITIREIT “JER” (remarkableness), XIGFEEITATHIZONEMZ — MNRIRBE—RATIHIUHY
ta, BrmEEK, RAAESMEEKN? MRKITEFM Elliot RN —RMBERES W —B I oiE

MIZDENFRA, MRET—M7AE, BMEEAN] “BE” DENKRA, AREES—MAEN, SRt
eEl “JEN” BYKRE, fRATXME, MXIER Superhuman BZOMERZ—o

(00:12:53):
English:

We have, create delight, create something that is so joyful that really truly brings people delight. We have
deliver remarkable quality, something that is so striking, so compelling and worthy of attention that
people can't but help tell others about it. Then we have build the extraordinary, which is a measure of the
efficacy or the innovativeness of what we want to build. That's another trick, which is literally baking
these raw ingredients for growth into your company values.

FROCERIR:

BTN ENEIE: ERN (create delight) , BIIEHIIIL<S ARK. BEEIEFS AMNMIRERNARA; MY
3EMLaBT (deliver remarkable quality) , #HHEASIAER. MEBHRDBEERIXENKRA, UEFANZ



AMERFIRANA; EBTES# (build the extraordinary) , XE# 2K EEMZEN R FARIEES CIFIERY
. XEH—MRE, MEEREXEEKIRIEMBAZRN QS MMERF.

[00:13:23] Lenny Rachitsky
English:

| didn't know that was one of your values. That makes so much sense. Okay, we're going to come back to
that, because | think that is... There's so much to learn about how you think about product and how you
think about building the company that builds the product. But | want to actually start here with how this

conversation came to be.
AR ERIE:

FUAMAHMERZRIINNERZ— XXBEET. &, RMNIEZFXMER, BAKES - X TFIROE
BEFm, UNRNARERI—MIETmNAE, BREZEFFINMSG, BERAELBMRIIERIEFRFF
saEE.

(00:13:41):
English:

The CEO of Product Hunt, Rajiv, tweeted months ago, he tweeted this and we're going to show this if
you're on YouTube, "Superhuman's product velocity feels like it's kicked into another gear as of late. Does
anyone else notice this?" | saw that, I'm like, "I completely have noticed this. It feels like there's just
feature shipping left and right, Al this, Al that. It feels like it's just a new company." And | tagged you on
the tweet. I'm like, "Hey Rahul, what's changed?" And you answered with a few things and it just made it
clear there's a lot to learn about what you did.

AR ERIE:

Product Hunt 9 CEO Rajiv JLNBRIA T —H X, WRIREE YouTube IER(T=EBRER, fhix:

“Superhuman &IFHF RIERIERE (product velocity) REEHNT B— M, XEEANEERFIE? 7 HE
FHE0E: “BE2ERIT. BRENEE—NME—MER, AIXD, AlBRD. BREMGRE—KIAE.” &E
WX TUAFTIR, Al “BRRahul, RETHAZWNK? 7 MEZT/LS, XIEEBIRFIXFIRMAENESE, &
REERFEINMA,

(00:14:12):
English:

Because a lot of companies are in this phase of just, "Things aren't moving as fast as we want. We used to
be so much faster, we used to ship all these features and now we don't." So | think this is a really cool real
case study illustrative example that we can analyze. So let me ask you this, what did you notice that told
you something needed to change at Superhuman? And then what did you change that actually had the
most impact on your ability to ship and move faster?

AR ERIE:

ENRZAEEAT XM “FHEEREAMRNTHEREIR. HNUMRSES, UBIEREABXAZINEE,
MEINFITT " PRURIANXB— M FBERIESERGIAR, HOTUDRT—T. AR FESET

4, HRPI1F Superhuman FEEMEAZ? AT, (RMETWRLERZ, MR LB mAINIREERIE~ET
ERABIRME?

[00:14:37] Rahul Vohra



English:

| think what we noticed was this sentiment, and we felt it first ourselves, but we also started hearing it
from the market, from our users, from our customers, that we'd slowed down. And as a founder, as a CEO,
that's the absolute last thing you want to hear. It's our job after all to speed things up. When | ask people
what do they mean by slowing down, they didn't mean the product, of course, the product wasn't
working any slower, but that the pace of delivery seemed to have slowed down.

FRCERIR:

BERMTERINE—MIEE, BARHNBCRET, AREMNEABEMTET. BRANZEFRERZEXH
BE, WENEET. FRLIBA, 154 CEO, XRMENEARIFEIRIE, EERINHVITIEMZIME. HFK
RANFFBE “ZI8" BHARREHN, tISAFRETRESETRIET, MEEXMHNREMFRET .

(00:15:09):
English:

| think to break this down, it's important to start by defining what we mean by a slowdown. There's the
kind of slowdown that is unavoidable in certain spaces, and then there is the kind of slowdown that is
quite avoidable. We actually had both. So starting with unavoidable slowdown, you can classify anything
that you build in a company into one of two categories, solution deepening and market widening. Now,
solution deepening means making your product better for its existing users, but not making it available to
more users. Whereas market widening means making your product available to more users, but not
making the product itself any better.

FRCERIR:

ERMXNE-, BEEXTAR “BE REE, FEREERLTARRAEEREDN, MELKRENRT
AILUBE Y, SEPR L, XEWMERENIEE. LRFEDERHNME, RS ABRMENERRAEAAFRE:
FHEFM (solution deepening) 7% (market widening)s AREFRUEKRE LR MERHF B,
BRLIEZAFERE. MHHhERFRELIEZAFIIUERS R, BFatsIHEETEET.

(00:15:50):
English:

There are some spaces, there are some markets, there are some platforms where market widening is
really fast and really easy, and there are some spaces, email is one of them where market widening is
really hard and really slow. But when we started we had a great deal of focus. We only supported Gmail,
we were only on the web. In those early years, we could pour every ounce of R&D energy, every
engineering dollar, into solution deepening, making the product better for existing users. And of course
users loved it. It's how we got to product market fit. It's how most startups do.

FRCERIR:

ERLEGE. THHTE, THREFERRERS; EEREME —BFHEMEERZ—mhiphEE
FEMERE. RIINABRIFEEEE, IZH Gmail, REMDR,. ERIN/LEER, H(TTUEE—&F
BRI ]. B—XaHIREERBRANIGRR S, LtFaMNERFRER. BRAARER, XMEHk
MNRFFmhREENAN, BREASHNLIRBRIMRE.

(00:16:24):
English:

But at a certain point, almost every company then has to start investing in widening the market. For
example, the market of people who will use a new Gmail front end but without a mobile app, does exist,
but it is relatively small. This is something that every new email startup is going to learn sooner or later. In



order to keep on growing, you are going to have to need to add an iOS app and then a MacOS app, and
then a Windows app, and then an Android app. Then you'll soon want to support Office 365. But that's
not one thing, that's actually three things, because you have to support Office 365 on desktop and then
on iOS and then on Android. That's all much easier said than done.

FRCERIR:

BEENRER, LFESRQBHBOAFHRRETHETT. fId, BEERHHN Gmail AR ERES RN
BB HREE, BRENEB). XESMHBEFHGILIATRREHFIFINKII. ATHFRSEIEK, (RF
NN i0S RZFA, SAJG= MacOS A, #&%& = Windows A, /&R Android . RAEIRBRMSELIF
Office 365, EXARR—HE, KrLR=f%F, FNRGFESREM. i0S iwF Android i3 5!32#5F Office
365, XLEERBIRILRE 5 MIEEHKM,

(00:17:04):
English:

| think we at Superhuman now know things about these APIs that literally no other company knows, and |
would not wish it upon my worst enemy. So fast-forward to today, and Superhuman now works wherever
you do on every combination of Gmail, Outlook, Mac, Windows, Web, iOS, Android, and this actually turns
out to be a really great technology moat. Almost no other email app can claim this. It's taken many years
of intense investment. | think we'll touch on this later, but it's one of the main reasons why we can sell
into the enterprise, because we now know everyone can use it.

FRCERIR:

FHABFA] Superhuman TIEXXLE API 9T R, BEHEHMERXSEMANEN, REEFHFERNEILE
XL, R#FIS K, Superhuman MET UERITENEMMAETT, Z#F Gmail. Outlook. Mac.
Windows. Web. i0S. Android W&MAE, XEPr ERAT — PN IEEBNEARPHA, IFEEEHEMBF
BRI BEMEIX—R. XHET ZENEBERR. BER(THEESREX—=, BXER{IERALBIER
HNEEBRERZ—, ABAFRNMNMENESNATEERE,

(00:17:37):
English:

But this is the hard part, when you're doing that market widening, you're not solution deepening, so your
perceived product velocity may decrease. You can avoid some of these things with some smart
technology decisions, but mostly you just have to grind through it, and it is worth it to get to the other
side. Then there's the kind of slowdown that is avoidable. If | remember my answer to Rajiv's tweet, that
was the kind | was talking about. In that case it was our management structure, or who does what.

FRCERIR:

BEMENBIET, BRATHHREN, MHLKBEHITARRL, PRURRBNENS mEEREER
T fRAJLUEE — LR ARR KB R EF—ERE, EASHHERIRREEIIIEA, MERRFZE
B89, AEEBFATLUEENNE. MRITZICHEE Rajiv IEXHEE, FiEMMEXM, EINELH, |
AHTERA R EREN, HERIERTT 4.

(00:18:07):
English:

When we hired our initial executive teams, | followed very conventional wisdom. | ended up with a set of
VPs and eight, | think direct reports, maybe even nine. | thought that's what you were meant to do. That's
how startups are meant to scale. But as anyone who's been there knows, eight direct reports is a lot. It's a
lot of hiring, it's a lot of goal setting, it's a lot of OKRs, it's a lot of accountability conversations, and



fortunately also it's a lot of firing. No CEO ever gets their executive team right on the first try. That time |
had for the things that | think | can genuinely be world-class at things like product and design and
technology and marketing, that all began to rapidly disappear, and as a result the organization began to
slow down.

FRCERIR:

SENEERVNSERN, HERTIFEBEZHENES. RELAETEHVPHIT—RBES N, BE
AR 9 N —HETR. HUNXMBIRNIZME, XMEDLIARMRLNSG . BERMLHIBAZN
8, SMNEETEAZT. XIINIAENEE. BNE. OKR. RIEMIE, FiEHiE, TERENHER. &
B CEO ReEF — A=A MAR I eXNBER . RERAEEILERIAN B CREKEIHREKTFHERS
ERYBSE— b . &I BANEH —FEREER, SRADFREE,

(00:18:54):
English:

Unfortunately, | was also tracking my time very closely, | had this crazy way of tracking it. At one point |
noticed | was spending six to 7% of my week on these areas, these areas where | can truly be world-class
at. So | had two realizations. Number one, as CEO, once you get to a certain scale, and we were definitely
at that scale, you can actually define what you want the role of a CEO to be at your company. And number
two, the Superhuman opportunity deserves everyone who works at the company to spend as much time
as possible in their zone of genius, so that includes me as well as everybody else. What | did is, | hired a
really great president, | went from eight direct reports to two, and the amount of time that | spend on
product design, technology and marketing went up from six to 7% to about 60% to 70% of my week.

AR ERIE:

FENE, FENEEIFREETHIEIRZXAAE, HE—MRIEESR. AXITEZ, FEIFREAR
B 6% F 7% BB al e XL, XERAERMBEIMARENTZ. FERETHRIMRIE: £—, Fh
CEO, —EXREI—EMR (FH(EHHLART), RESSAILEXIRFHE CEO RN AR EHET ARG,
58—, Superhuman WHZER AR ENE— P ABRAESMFHFEMIIN “KRATWL” (zone of genius)
B, XaEK, teEEMA. RFAMOE, RBET —UIFENSFHNEE, RNEETEM S NRLET 2
A, MBEEF@ILTT. AT EH LRVBTEMEE 6%-7% 1ENZET 60%-70%;

[00:19:49] Lenny Rachitsky
English:

Just to mirror back a few things. One is, people may feel like you are not shipping as much as you used to
because you're actually building things they don't care about, which is support for office and all these
things that they don't need, but the business needs to expand, integrations with Microsoft and Android
and all these things. I think that's such a good point, that it looks like nothing's happening when there's a
lot of good stuff happening for other users that aren't you.

FROCERIR:
HELELR. F—, MIAEIEBMLBURNAGERAHR, RERANRER EERRAENFRONR

75, Lbanxd Office BISZHE, MUNFMEXEMITARTEE WS BREFEENARA, thISHE. Android BIEMF
Fo RURBX—RREARE T SRSBFFREFTHMAFA S LMARME LY, BERMEMHAEBRKLE—
o

(00:20:15):

English:



Then there's this point about people delegate. Then a leader of delegates, hires all these execs and
they're like, "This is not what | wanted. Why have | done this?" And you think it's going to speed up, but it
slows down. A couple threads here that are really interesting. One is this time tracking thing, | need to
know how do you do this? The fact that you knew seven to 8% or whatever the number is, to that
granularity of your time you're spending on things you wanted was that low, how do you do time
tracking? Let's not go super far, but just what's your approach?

FROCERIR:

RERXTENN—R. —TAFERN, BATHREXESE, ARMINSE: “XFAE2HREEN. Hft
LBXAM? 7 RUASME, SRIMEET. XEA/LMRABNLR, — " E2HEER, HENEMREE
AHE9? fREERIE R S REBMNEB LB RE 7% 2 8% XAHMKIE, (REEAMIYEIEERA? K]
TREFARH, BIRGERTA?

[00:20:48] Rahul Vohra
English:

This is a technique that | call the Switch log. It's born out of the observation that your calendar says what
you thought you were going to do, but it's really only your trail of work that describes what you actually
did. So how can we capture that? And actually, how can we create a system of work that isn't tethered to
a calendar, where you aren't at the behest of what some timetable says you do or you don't have to do?
So | came up with the following idea, what if I just did whatever the heck | wanted? What if every single
time | change task | just Slack DM'd my EA, but this also works in Slackbot, it just has to go somewhere. |
Slack DM'd my EA and | said, "TS:," and then a few words for the task | was doing.

FROCERIR:

XE—MEMZA “UHRAE" (Switch Log) BIEAR, ERT—MUE: (RNEHERNEMR “UAN" BEE
eE, BREERRIR “KR 874, JEMOIERED. HilznEEieX—x<le? KL, i
ARI—NMARETHENIERS, iLAFBIF6STFRENHERSFRZEA AT ZEMTA? FERETE
T—MEE NIRRT OB ESERF? MREXRRIIRESE, RMAHNITEENIE (EA) X—%*
Slack #Af& (Z7AF Slackbot BEJ LA, REFMATFRMIT) . s EAK Slack . “TS:”  (fESSHIHR), A
BEE LR T EE A ESS.

(00:21:45):
English:

Well, that would create certain changes. Instead of having to constantly look at the calendar and think,
"Oh, should I stop this task, start that task, | can just do what | want." If what | feel right now is, "Oh boy, |
really need to prepare for Lenny's podcast, I'll go ahead and do that." And if | get bored or distracted eight
minutes in, which sometimes happens because something else just bubbles up to the top of my mind,
well, there's a reason that my body is bubbling it up to the top of my mind. | also practice transcendental
meditation, so I'm very keen on the idea of being aware and listening to what's bubbling up.

AR ERIE:

XRHR—ETNH, RAIBEEFMMEARHEBE ‘B, HREFRZELXNMES, FHBABMES" , FaId
AEFEMNE, MRRUERS K, BENEEN Lenny WBEMAESR” , BEMEM. NR/\DHE
BRREEWH D OLT (XMHERBENLE, AARFEEHTINSE), B4, ENSAKECEEREER
FREM, FHWESBHEREL (Transcendental Meditation) , FAURKIFERR FRIFHERHMIARNFEES HFK
HIAEE,

(00:22:20):



English:

So it's okay for me to then go and attend to that thought as opposed to start to expend my focus points or
my discipline or willpower on the thing that | thought | was meant to be doing. All I'd have to do is I'd go
back to Slack, "TS: Dealing with this other thing." And by the way, you should obviously turn up for your
meetings. I'm not saying just blow through your meetings and not turn up for your one-on-ones.
Definitely do those things. What I'm saying is, do what feels right for as long as it feels right to do. Then at
the end of the week you can see where your time is going.

FROCERIR:

FRUL, FAJUARBERNMEE, MARIERENTEN. BRABTSNHEEBERLER "N REHHEBE L.

 AFEEZ Slack &—%: “TSIAEZ—HF" IMER—T, REAEBNIZEMEN. FABRILIFE
IR, ASN—N—ER, BEEEEEM. ANERE, ERENIIHRMBRENNE, HERIRER
BX ALk, RAREIER, (REiseE EIRBIBSEIEREEM T o

(00:22:55):
English:

| realized at one point that | was spending only in those days 5% of my time on recruiting, whereas
perhaps | should be spending 20 or 30% or more of my time on recruiting. But the biggest thing was, | saw
| was only spending six to 7% of my time on product, on design, on technology and marketing. These are
things where | know I'm really good at them. | should either be teaching people how to do them or doing
them or some combination of both. That's probably the best thing for me. It keeps me really happy, very
joyful, it keeps me sharp, but it's also scaling the organization. So that's how we had that kind of an
insight. Once you have this Slack Log, you can then graph it and chart it and see where your time is
actually going.

FRZERIE:

REERITMBREIRE, RENIRET 5% BEEEREE L, MBFHNIZTE 20% 3L 30% EEE ZHIATE,
BEREEN—RE, RRMUKIRET 6% 2 7% BEES~ MR, &®it. KANEHE L. XERHMEESIFE
BREOER. HNZBABGIAEAY, BABCH, HERERMAEZ. INFERTAERRFILA. €
IEFRRFR R Wik, LA, At BTAHE, XMEHNREPHREHINAR. —BEMETX
> Slack B, fRELAILUBELKRER, EEIMEVEEIZIREW T .

[00:23:37] Lenny Rachitsky
English:

How cool. Clearly this is an app opportunity or an agent opportunity where you're just telling this thing
every time. It's essentially tracking context, which we're always hearing, try not to avoid context which
switches.

FRCERIR:

XEET. XEAR—TMNANKE Al SEFNR, MEBRRESREMIT. XXRLEEEER XK
(context switching) , ETEMRER SRS £ TR,

[00:23:50] Rahul Vohra

English:



| think context switches are fine. There's definitely this idea that, for every interruption you have, the
brain does take roughly 21 minutes on average to recover, to get back to the efficacy before that you were
disturbed. It's a big deal, of course, I'm building productivity software, we designed Superhuman to
minimize the amount of distraction and disruption that's possible within the app. But if you are working
on something and at the back of your mind something bubbles up, you have to attend to it in one way or
the other. Sometimes | just write it down, actually, | don't have my notebook with me, but it's really big. |
have a gigantic, whatever twice the size of A4 is, | guess A3 sketchbook and | always have a 4H pencil, so
whenever one of those thoughts comes up, | just scribble it down. Or I actually stop what I'm doing and |
attend to that task, because there's a reason it's bubbling up right now.

AR ERIE:

AN LT, WRE—MIMRINA, 8RBT, KINFHYRERL 21 D32 sEREEIRITINA
BUM R, XURRHARE, REAARESNERMG, kit Superhuman BN T RERD N AR R EEH I
BYFIA P, EMRMREEMESS, RFERATLTHINE, MUFTUEMSRLEE. AREIZE
EE TR, KL, FEHFELRSE, BERK. HE-TEXRN. KEIE A4 MEKRR A3 RHEE, FE2M 4H
WE, FRUBHAREEHR, BIMEFIE TR HERTHRE T ETHNEELERMES, RABRACH
FEHXR, sERERER.

[00:24:44] Lenny Rachitsky
English:

I love that you know exactly the type of paper and pencil, 4H pencil, A3 paper, [inaudible 00:24:51]. Okay,
this is going to be a theme. You mentioned meditation, you said you do TM, so you do 20 minutes in the
morning, 20 minutes... Do you do it that style or you do a longer session?

FRSCERIF:
REWIRIELIKFIBEMNR SEICEXAER, 4HIBE, A3HK, §F, XEFN—NEH, (RIZFTERE, R

WARMEETIEREL (TM), FRLURE L 20 %0, TFM 20 250 (REXBAH XM, KB EEK—
252

[00:25:01] Rahul Vohra
English:

| do about half an hour in the morning, including rest time. The physical rest component of it is very
important to me. So it's 20 minutes of the actual meditation, then 10 minutes of rest. | do that in the
morning as well as in the afternoon at around 3:00 PM.

AR ERIE:

HE LEEMARLOF N, BERENE. SEARENEONERTIFEER, FIUE 20 oHHERER, AR
10 EEIARR. BELM—R, TF 3 fEGHRH—R,

[00:25:13] Lenny Rachitsky
English:
And you just carve that out in your calendar. Everyone knows Rahul at three o'clock, he's going to be out.

FRCERIR:



REBEREB R LK, AREEE Rahul ZRFHZIHK.

[00:25:17] Rahul Vohra
English:

Absolutely. My EA knows, they're the one who's organizing the calendar and making sure things happen
when they need to happen. They also know that nothing can override this TM block. Without it |
genuinely start to fall apart. But with it, I'm able to access some very deep competencies that | didn't
have before. I've been doing this now for about four or five years, and initially | simply felt happier,
occasionally even more euphoric coming out of a really great meditation session. But over time | found
that my ability to focus was increasing. | could hold attention on something for much longer, but I also
was able to become much more creative and much more expressive.

FRCERIR:

Rig. KB EARE, fflARmTHBREAHBREBRINET. wiltiE, FAUSFHRFEEEXD TM i
B, RBE, RENSHGEES. BE7TE, HEBHRR—LELURIKBIREED,. RELRFETARYONAEF
T, BENRIARRBERSE, BREARENEBEEEZRENN. EEENEINER, ZXMENETE
HERS. RAUUEKNEMERFEES, MAKRBESERLIEAMERINI.

(00:26:02):
English:

These are well-known side effects, as it were, or intended effects for some people of TM. And interestingly
about TM, if you compare it to other forms of meditation, they don't have quite the same impact across
quite as many executive functions. So there's something particularly interesting that's going on with

transcendental meditation as opposed to other forms that folks are still trying to unravel and figure out.
R EIE:

LRI ZRFTARMBIBIER, SHEXNFELEARGZE TM BIFIEIRNR. G8E, MRIRE TM SEMFZR
BER#HTIR, eEXASHITHELNEMHARTEER. i, BREFLENTEMEN, B—E%55)
BBNARA, AMNEREEFNFER.

[00:26:26] Lenny Rachitsky
English:

If folks want to, if they're inspired and they want to check out this form of meditation, any advice on
where they could go learn?

FRSCERIE:
MBEEAZIEA, BERXMERANER, XFEWEEIMEFARING?

[00:26:32] Rahul Vohra
English:

Absolutely, a lot. But in summary, have a coach teach you. | had many false starts myself with meditation,
trying the various apps, learning from books. None of it really worked for me. What worked was having
one-on-one teaching from someone themselves who had been taught one-on-one the Yogic or the Raja
tradition of teaching. This person in particular had also been a venture-backed founder multiple times



over, so they're very well aware of the kinds of stresses that | tend to be under. And all of his clients are
mostly in technology as well. If you're in the Bay Area, this person's name is Laurent Valasek. They run an
institution called the Peak Leadership Institute. And this is all about how we can live a more integrated
and whole life. Integrating wellness practices like meditation, but for the purpose of unlocking peak
performance in life and in business.

FROCERIR:

YA, BRZEN. BEKN, HIMBEHR. HECEHERBEIRSKMNFSE, AIEMHNA,
BERFEY, BEKA. EEEFANEEZ—N—IES, NAXSHREZIRMIAE (Raja) F5H—X
—ERIA. FNE, EMABEMZIBEIRPUIREIFHICNEA, FrABIEE BRI AR BATE
1o NEFERSERKRITI, MRMEEX, XPARZF Laurent Valasek, I JEREE—REN “M
#5SHFEe” (Peak Leadership Institute) BIHAE, XFeeBXFRIMNMAT LBETE, BEREGHNERE, &
ERFRERSHRESHFK, BNEEMEEMNE L RIEIERI.

[00:27:31] Lenny Rachitsky

English:

Thank you for sharing that. That is very actionable. We're going to link to that in the show notes.
(00:27:35):

Okay. I'm going to try to bring us back on course. The other thing you mentioned that I think is really
interesting is hiring a president. A lot of founders and leaders might be hearing this and be like, "Going
from eight reports and doing all these things | don't want to, spending most of my time on the product
and design and marketing, amazing." What did this president take off your plate and what is their
responsibility and that allowed you to do the stuff you wanted to do?

FRCERIR:
BRRID R, XIEFEFRFE. BIIEEEZBRETEMAE.

9%, HABLBERALIER, FRINS—HREFSREBNEREE T —IIE8. REUBANMASEREX
Brges M8 ANTE. M—ETNEMEE, TRBAREIIEEE M. RITNEHL, XET.” X
BEFMOIETHETIE? MWNMIRERMTA, MMLIREEMImERMEE?

[00:27:58] Rahul Vohra
English:

The biggest thing was taking off the operations and the management of the executive team and the rest
of the company. Think of the president role in Superhuman as an operationally extremely challenging
and a very growthful role. It is perfect for someone who wants to go on to be a CEO in their next role.
Instead of hiring and firing that team, instead of managing and setting their goals, instead of the
accountability conversations, someone else who's now doing that.

FROCERIR:

RANEBREFTEEULMNBERAMNARERBINERE, 8 Superhuman NEHABERM—NEIE
B ERAERGMEEIFEERKTENR . EFEEGMERERE FT—HIFPEMLE CEO WA, REHS—T
ARGATTHERMNBEREAN. EEMIREBR. #HTRENE, MA2K.

(00:28:35):

English:



In addition, because that's not the only job, in addition, they're also a very strong thought partner when
it comes to corporate strategy. When it comes to, where do we take act one, our email product? How far
do we go down the multiplayer path? How aggressively should we lean into AlI? What's a reasonable gross
margin in a world with AI? Are we from a financial perspective okay dipping now and then coming back
later? When should we start building our second product? How do we think about our R&D strategy?
Should we keep on hiring in the Bay Area, or as we've done for many of our recent hires, should we
continue hiring in Latin America? Should we consider other time zones as well? And so on and so on and

so on. I'm just randomly coming up with questions, but the list is truly endless.
R EIE:

tesh, RAXFRBHE—NTIE, MIEBAT MBS EIFERBAMNTEMME bl i1 “F—F" —
BFERFm——ZEMEE? H)E SN ERELEBEZID? KN ZZSEEMIGAN A? EAIHRE,
BENENRZESZ D MUSBESR, RINAEFETE. UEBEARESHIT? RIITARBRIZABHLSE
“AFEm? B ASBETA? RN ZSSEEIXKER, TRERIIRSIBIENRE, RETEHXEE?
HNBENZEEAMNKX? FFESF RRARBKOTIET —LR#E, EXNMERENELS TR,

(00:29:27):
English:

Another way to think about it is, it's almost like a grown-up co-founder. The two people | co-founded the
company with, Comrade and Vivek, they've long since gone from Superhuman. We're now a 10-year-old
organization and I'm one those rare founders that is persisting and thriving actually 10 years in. That said,
the journey never gets easier, it gets different and you still need that co-founding energy around you. |
have a handful of people in the organization who are in their roles providing that kind of energy, that kind

of input, and who thrive off doing so. Then the president role is definitely one of them.
FZERiE:

S—MREEALARE, XMER—T "MER" HNEKGEIBA. ME—EILZATHHE A, Comrade
Vivek, RFLEF Superhuman 7o HNMWAER— AL 10 FRAR, MEEHAMERHN. 7£ 10 FEHKAR
BHEDLZERNEIEA. BMENLE, XRFREMRERTERS, AREFTART, MIHAFTEILERM “BX
BEhl” NEEE. HEAREA/LTA, NESENAEPEHIMEEMRN, HREEP, SHXTA
aENEERZ—

[00:30:07] Lenny Rachitsky
English:

Incredibly interesting. There's so much there. One, just a couple of things I'll share and then | want to
move on to a different topic. One is just, it's cool the solution to helping you move faster and do the work
you want to do is org design. That feels like a really doable thing. If you're finding you're not spending
time on things you want to spend time on and things aren't moving as fast as you want, it's essentially
you can find people to take on things that you don't want and shift the way that the org is structured and
that could solve a lot of problems. That's what it did for you. Then | think it's also really interesting,
there's this lesson here of as a founder, if you're just feeling depleted or just don't have the partner you
want, you could bring someone on that could be that person.

FRCERIR:

FEEB. XEAGRERK. HBNERR, ARKIS—MNEE. £—, BHMETER. MQIFEHMHT
ERBERS REAR “ARRI , XRE. XBER—HIEEATTHER. NRMLNE SLKEERERE
BT, SHEHBRSIMIER, AR EMATLIKAZRFRAEENERE, HRZARNEN, XEMRR



RZRHE XMBEMFHER. £=, ARGREBN—RE, XEE T fFAEIBA, WNRIREE
KBRS, NEBSDKBMEERNE, RETME— T ARER A,

[00:30:50] Rahul Vohra
English:

Absolutely.

FSCEiE:

TLIEH.

[00:30:52] Lenny Rachitsky
English:

Okay. There's so much there. That was much more of a rich area than | even expected. | want to zoom out
a little bit, and there's a couple themes that came up again and again when | talked to folks that you've
worked with, investors in Superhuman. The two themes are contrarian thinking, in terms of building the
company, and strong attention to detail. Let's spend a little time on attention to detail. Like | said, this is
one of the things that came up again and again when | was asking people about you. So | have this quote
from Ed Sims, and maybe your first investor. Were they your first investor?

AR ERIE:

Fo ABXFET, BHTHNTH, FEHHBAAR—THNA, JAHSMREFIHALKR Superhuman 9%
AERRE, ARTEEARELHN: —PERAFNBKFEN “REAZBLE” (contrarian thinking) , F—1=E
WHTHBEXRZE" o ILFNERBSEIEATIRIRE. ENFHFER, XEHERZAFTITIRE R ETE
B, FXEH—FR Ed Sims B91E, MAIBEERIFHNFE—(IRAE, WED?

[00:31:27] Rahul Vohra
English:

Yeah, that there's a bunch of people on Twitter who are going to fight for that. But to set the record
straight, Ed Sim did actually write the first three checks into Superhuman.

FRSCERIE:
=0, S EE—BASAREICHRKR, BRTEESEEL, EdSim#IH Superhuman & FTRIZ KR E,

[00:31:35] Lenny Rachitsky
English:

First three checks? At subsequent rounds.
R EE:

A=K E? BHERESERD?

[00:31:38] Rahul Vohra



English:

Well, yeah. Quick sidebar on that, he runs Boldstart Ventures alongside his partner Elliot Durbin. They
have a particular interest in backing second-time founders, but they'll also back first-time founders, and
they love application and infrastructure areas like Superhuman, so we were like the perfect investment.
He also wrote a check from his previous fund into a Rapportive, and | think 1'd made him five X that
money. Nothing to write home about, but definitely, "I'm going to back this guy again." So | went to him
and | said, "Hey listen, this is going to sound crazy. | want to take on Gmail." He said, "Do you have a
deck?" I was like, "Yeah, here it is one slide, here itis." And there was a screenshot of Gmail with most of it
scribbled out, "I want to build that and it's going to be amazing."

AR ERIE:

=0, IER—T, MFEKA Elliot Durbin #[F4E Boldstart Ventures, {1455 EMZIFEL LI,
BZFERNE, MEMIIRES Superhuman XEFEHIN AFERIGHETUS, FrHIEERTENRE
HR, Mz EIREENL Rapportive #i35, BEHILMET 5F. BERATEESAEED, B4LxLMHEE
‘BEBAZFRXRN . FAEEZRMEE: I8, 75, XRERTEERKIE. HEYKL Gmail,” fix:
“REPPTIZ? ” FiH: “B, M—I, 4R~ BE—KGmail NEE, KEIBLABTEBERET, “HEMK
A1, E2RE”

(00:32:25):
English:

So he said, "Cool, we're in. Can | wire you the money?" And | said, "No, | don't even have a bank account
yet." | come back two days later with a bank account and he's like, "Cool, | want to wire you 750 K." And |
said, "l don't even know what I'm going to do with that money. I'm not paying myself, | won't for a while.
We don't have any employees. | can't think of anything | want to spend it on. Tell you what, I'll just take
250 K." And he was like, "What?" I'm like, "Yeah, I'll just take 250 K." We start having the conversation
around venture economics. I'm like, "Yeah, it's fine, we'll figure it out." Then a few months back | took
another 250 K and a few months back | took another 250 K as | began inventing ways and finding
channels to deploy capital properly.

FROCERIR:

fthist:  “B&, F|OVONT. FEELIOCRIG? 7 Fik: “F7, RERTKPEELH.” RRXEHHEERITK
FER, fid: “B, BEBLIRCT5HERT. HR: “BEEFNEEXEHTHA. EFLEERIA,
RRBERERE R, HTRERT. HBTHEFABRRHRIMSG, XHFE, HRE 257" wIZRT: “f
2?7 B N, BRME25 7 BRATARINIERERAZLFE, HiH: “%F, BRIISBEN.” AR
BEHEXZET 257, BENTAXET 257, AARFHRENEHIHRERZENEXLEE S,

[00:33:11] Lenny Rachitsky
English:

| love this story. | love all these stories you're sharing I've never heard before. And by the way, it is
awesome. We're talking about him coming on the podcast, maybe breaking our VC rule. So specifically
the story he shared with me that is maybe an example of you and your attention to detail is, he said that

you created your own font because existing fonts weren't good enough. Is that true?
FRZERiE:

HEREXNME. RERMRDEZNFAEXERMRITINHEE, IRER—T, XKXET. HKEETEILML
BENE, WIFSHTRIENARE VCRIMN. Bk, tMRRIZEN— DX TRTATHOFZE: MiiRe!
&7 BENFHE, ENNENFEREBAET. SEMNIE?



[00:33:31] Rahul Vohra
English:

Kind of. Okay. The font that we use today is a modified version of Adelle Sans. The story there is, | looked
at all of the major font families, and honestly none of them was what | would call truly excellent. That
may sound like an odd thing to say. So let's, if you will permit me to talk about typography and email-

AR ERIE:

BREMWE, HMNSKREANFIAE Adelle Sans BIEhR. HMEEBXFN: HEBTHEXENFAIE, LR,
RE—TMERFANNEERTN. XIMERAEEREFTR. AL, MRRAFEIRK AR B FERFEIE—

[00:33:55] Lenny Rachitsky
English:

Please.

FSCEE:

B

[00:33:56] Rahul Vohra
English:

The first thing we did was, we took our Ul and we laid it out in about 15 different styles using examples of
the major font families. We actually printed these out and we left them on a desk in the middle of our
office. Sometimes with design, you want to tune in to your immediate most visceral response, but
sometimes you want to truly let a design marinate. And this was the latter. So we let these designs
marinate, we let these font choices percolate. Like | said, none of them was truly excellent.

FROCERIR:

BIMINE—HFR, BENB U AR 15 AR EEFREFIUHITIER, BTN R, BT
NREREN—KRF L, FiRITH, ERNTEARBREER. REAENRNE, BERREEILIKITHEEN
“HH” —ERBYiEl, XRBTEE. PRURIEXERITE, EXEFREELE, mEHiRy, 68—
ERIELFHH,

(00:34:31):
English:

Number one, | was looking for a font that was in and of itself gorgeous. Number two, | was looking for a
font that could also convey a message of any kind, without overpowering the sentiment of that message.
For example, does the font work when this is inviting you to a party? Many fonts, including almost all serif
fonts, are actually too somber or too sober for that. Or to pick another extreme, does the font work if it is
informing you of somebody's passing, many fonts are just too jaunty for that. You wouldn't want that
kind of message in Comic Sans, for example. And number three, | was optimizing for a font that made
reading speed and comprehension really fast. And number four, | was looking for a font that made email
addresses themselves look great. So | discarded all the 15 because they weren't good enough, and after
searching high and low, | came across a font called Adelle Sans, which is designed by a foundry called
Type Together, type-together.com. They have a whole bunch of lovely fonts, go check them out.



AR ERIE:

F—, HEIFH—MEGHBEMNFRER. FZ, BEFH—MEBEAEALENERS, BRXFREDE
BEXRGBERINFER, fla0, HXIEERIBEMSIMIKNEY, XMHFAEESARL? FZ2FE, SENFFRENEE
FIK (serif fonts) , W FXMHIFERFBAMNHIAK™R T HEES—MUHNGF, IREZBBMNEAE
HEHE, XMFEHRERD? FLFANKELT . FEEAREA Comic Sans FEREAXMHES. £=, &
EERE—FEELRRRENIERRETGIFERNFER, B, FREIFI—EEILBFHRHUL AR S FIER
BENFE, FMUAEBRETHE 15, RAE(NFRBLF, EHAIFHRZE, BELAI T —#0Y Adelle Sans BIF
&, ERHE—FKMN Type Together (type-together.com) FIFAEATIKIT. M1ERZAZHNFEX, KKAILL
EEE

(00:35:36):
English:

And if you go through my list, number one, Adelle Sans is gorgeous. | think each character is a work of art.
It's beautifully formed. Number two, Adelle Sans is, | would say upbeat, it's optimistic, yet it's serious
enough to convey any kind of message. It has just the right amount of personality, yet not too much
personality. Number three, Adelle Sans is also unusually narrow, and that actually fits email particularly
well. One of my pet peeves with Gmail, which by default uses Arial, is that the lines are as wide as your
window. So if you're in a wide screen, then the lines get really arbitrarily long. The problem with really
wide and really long lines, is that they decrease reading speed. Because by the time you've reached the
end of one line, your eyes have lost track of the start of the next line. And Arial itself has fairly wide
characters, which further exacerbates that.

AR ERIE:

MR BIAVBR: F—, Adelle Sans fEFE=R. AAGEITFHHE—MHZAM, EBME. £,
Adelle Sans 24 ARGERFAMR. KX, EXEHB™H, AIUEEEAER. ERNMERIFL, XFEXKT,
8=, Adelle Sans tt R EIX%E, XHLKFFESEFEHE. FH3T Gmail (BRUIAGERA Arial F1&) BI— DR
2, ERNTEMMNEO -5, FRUNRMARER, TRREFEIK. BMKNITHNREAETENZER
FBNEE. RNHIRIRE—ITRRER, RERBEESAE T —1THAKRT . M Arial ZBRFRFFILLIRE,
XH—H IR T (Al

(00:36:30):
English:

So at Superhuman we, if you've used the product, you know this, we fix the line length or the
typographical measure to the optimal length for reading speed, which depending on the font is around
90 to 120 characters. And Adelle Sans is quite narrow, so it actually lets us do this on quite small windows
with fairly dense line. So we get a lot of information on fairly small windows without getting a very long
typographical measure, optimizing for reading speed and for comprehension. Then number four, finally
Adelle Sans has very unusual treatment of the at symbol in an email address. It actually puts the base of
the Aiin the at on the same baseline as the rest of the text.

FRCERIR:

FRIAFE Superhuman, MRRAZHENN™m, MMENE, BITFTKIHREEREERES HIEER
KEL, RIEFENRE, K72 90 2 120 MFRFZiEl Adelle Sans IFE%E, FRLLERELIZIERSNNE
OAMBRZITERIX—R. XEFERMMEERNHNEONRSAERES, MASHIIKIEHREE, M
MR T FRREMIEMR . REEMS, Adelle Sans 3B FEBHMIITH @ FSHEIFEIHIFHLIE, ©X
fr LB @ S 'a' NIRRT 7T SEHMXAHEREEL (baseline) Lo

(00:37:15):



English:

So for example, if your name has an A, my name does Rahul at Vohra, three A's and or two A's and an at,
they're all actually on the same baseline. It's a small thing, but it makes the email addresses look
incredibly natural. If you look at that and then you actually look at email addresses laid out in other fonts,
those other the fonts look really clunky and awkward because the A is kind of shifted around and it just
looks a bit silly in my opinion. Now Adelle Sans isn't perfect. So we then worked with a type designer on
some of the specific details that there are some of the glyphs, which get a little pinchy as it were, and
what we use today is very close to retail Adelle Sans.

AR ERIE:

BN, IMRIRMBFEE A, EHZF RahulatVohra BEE=1MA (EHAMAF—1 @), ENERLBER—
FEEL L, XR—ME, BEILEFEHAMUEERIEEBA. MRIRX LE— T HMF (KRB FHR i
i, IRERMEMFEEERFESRMAER, BB 2" SREMN, ERERBREE, HA, Adelle
Sans HA5EE. FIURMTERM—UIFEIZIHIMEIE, BT —LAKNAT, tLil—E£FH (glyphs) AR
EFE&R. KNSR ERRFIFERETER Adelle Sans,

[00:37:55] Lenny Rachitsky

English:

And this was pre-launch or this was after you'd already launched?
FREiE:

XEEAMA, REEIMMIEERHBZE?

[00:37:58] Rahul Vohra

English:

We'd probably had about 10, 15 users at the time.
FRERIE:

SEFFRATABERAE 10 2 15 AR,

[00:38:03] Lenny Rachitsky
English:

So | think that's pretty contrarian unique to be this focused on the font and the typeface before you even
launched. This was like, "Is this even going to be a thing? Will anyone even care?" And | think this says a
lot about the way you think about product.

FRZERIE:

RIFERBZAMAMLLXEFENFR, BIFEERELZEBREN. SRMERERT: "XERTFAT? =
BAEFE? 7 BEFXRERBREE~ RGN

[00:38:17] Rahul Vohra

English:



Oh yeah, that thought never crossed my mind. | think we'll probably come to it later, but the idea that, is
this never going to be a thing? | think that's a dangerous thought. We can't start thinking that way,
because at what point do you stop second-guessing yourself?

AR ERIE:

MR, MFZFEDIMSR, HEBHNEEAESKE, BIM “REFSRETRE WL, RIAAZR
RERE, HNFEBEDE, EAREFENE, RTARES ZFIEBRIFEEE?

[00:38:35] Lenny Rachitsky
English:

Interesting. So you were confident this was going to work, so because | am so confident it'll work, | need
them to get this right. There's also this trap founders fall into of just spending too much time perfecting a
thing that never works and there's always advice launch early, launch often. Thoughts there? How do you
find that balance? What's your advice there?

FRCERIR:

Bl FRUMMHEXZI, [EENHRIE, FRURERGITBATIHN. Bl ABEZEE—1EMH, mE
EXZHEERE—NKEFAZHNNERAE, MESEARK “REL®H, MELRR . (RMLEAE? RN
AR TE? B ARiNg?

[00:38:57] Rahul Vohra
English:

How much to spend time ahead of launch really does depend on the markets and the structure, the
nature of your business model. For example, let's say you are building a marketplace in a greenfield
opportunity, so imagine the Lyft or Uber in their heyday. There's a strong network effect, because the
more cars you have on your platform, the shorter waiting times are, therefore people are going to
preferentially use your app versus the other person's app. That's when there's no time to spare, that's
when you probably shouldn't even be sleeping. You're going to hire the most aggressive maniacal people
possible. You're going to work 120-hour weeks, because every marginal minute actually does matter.
Every marginal minute in the market, growing compounding is going to make your next year even better.

AR ERIE:

EEAAHREZLVNE, BMERBRTFHT. EHURMAEHVEXHNYER. 60, RIEFEEE— BTG
(greenfield opportunity) BIiI— X7, BR—TRENAN Lyft % Uber, FBEBIRBIIMEET,
AAFELNEEZ, SHENEMEE, BEAMNSRAERENNEMARIIAN, BHEESITDLSE, R
BEERMZEN, MEBRAREE. RKENA. MSEIE 120/, AAS—2HEHREE, EHiHL

BRSNS — D HEBRILIRNBE TS ELT.

(00:39:51):
English:

That's actually not true of all startups and it certainly isn't true of something like Superhuman. Yes,
working harder is always better and we work tremendously hard at Superhuman, but not to the point
where it made sense to release something that didn't work. I'm reminded of a story of a founder that was
in Y Combinator, told me about their demo day experience. They used Mailbox, which some folks may

remember was also a startup, and Dropbox famously acquired them for about a hundred million dollars.



The reason that they were well known, apart from the acquisition, is they were the first to popularize,
swipe to archive or swipe to mark down, which of course is now standard in Superhuman and every other
app.

AR ERIE:

EXHRFERTREMNCIAST, EEMRERT Superhuman XENT~ G, B, BHITELZEN, BI1E
Superhuman tBIFELR S, BERZINEAH M TEEANARANME, FEKLT— 1 Y Combinator BIEJIEA
RIS, fhEIRFMAY Demo Day &h, 1B Mailbox, B AAJREIRBAER—RVEILNE, ERE
Dropbox KX 1 {2, kR7TWHE, MITEENEERETTFIIREERT B3I =% “&sitrid” ,
XIEBELEE Superhuman FFrE EMN AR T o

(00:40:43):
English:

This founder was using Mailbox and was having an amazing demo day. They're working the room, they're
meeting investors, they're pitching their photography app in this case. He went home that night and went
to his laptop, fired up mailbox and sent off a bunch of follow-up emails. He waited the day, didn't hear
back, he waited two days, didn't hear back. On the third morning he figured something was up, so he
fired up Gmail, went to his sent mail, and you guessed it, there were no sent mails there. So something
had broken with mailbox. So he's cursing to himself trying to remind himself everything's going to be
okay. Sent all the same emails from Gmail manually and they all came through.

FRCERIR:

X8I A HB3A Mailbox, Demo Day RILGIEEF, MEZRNFR, SNIKFEE, HHMHNEBEZNA. 3
Rig EMEZIR, FTAEIEAEM, Bih Mailbox &KX T —ER#MM, thET—X, ®EF;, FTAWX, &
BEEIE, F=XRBLMREERNZ, FRITH Gmail, EFEELEMEG—FBXT, BEE—HEHESE
B, Mailbox B fET . th—RE—LRRE S —IEIIFEHR. MFEM Gmail EFLIETFAEHMYT,
BOREBRINT o

(00:41:37):
English:

But then one of the investors said, "Hey, by the way, you might want to check your email clients, because
I've been getting some of your emails twice." Now he goes back into his Gmail, he sees that yes, actually
the original emails that were queued up in mailbox have now indeed been sent, and some of the
investors, and unfortunately most of the investors he actually pitched twice. Now, is this the end of the
world? No, an investor can overlook that. Probably a good thing that you're trying new apps. But was it
horrifying and was it really scary? Absolutely.

FROCERIR:

BEsE—(IKRAHER: B, RER-T, REAEELE—TMRNBERTFE, EARKET —LES IR
" MIEMEZ Gmail, KIMZRHY, RKE Mailbox EHARERGHSIAH T, F=MNE, MK LEEAZH
SHRERHETRR, XEHAKRAE? 72, RRETURIRX—R, EERFFIRAFNAZGFSE, BX
HFELWID? IFAE? 232,

(00:42:08):
English:

Imagine this wasn't investors, imagine this was a customer, someone who you were trying to convince to
buy your thing and that you knew what you were doing and you had attention to detail and you had

everything just buttoned up and under control. Well, now you've lost face, now you look foolish. That's



why when you have mission-critical products like email where you are interfacing with customers, with
candidates, with investors, it turns out to really matter. Email is mission-critical. It's not something where
you can simply launch with a half-baked product.

AR ERIE:

*E%—"F MRRHEAREERE, MeFFR? BFRERRNAWEFN~G, HERFRTL. X T4

—IREZENA. B4, MEMERT, BERBE. XMEATASMRBEGBFIMEXEREXNE
%F'\ EEAN. BEENXBESSH (mission-critical products) BY, ATEMNEEE, BTG XEE
%, RREREHE— M FM .

[00:42:40] Lenny Rachitsky
English:

This is such an important nuance take on, there's always this debate, how much to focus on craft and
user experience, how much to focus on time to launch and get it out and speed. What I'm hearing here,
which | completely agree with is, it depends on the market you're in and the criticality essentially of your
product. So if it's email, it just needs to work and you need to get that right, you need to spend all the
time, you need to get that right.

AR ERIE:

— M EEERNANET . SEXFNSFIL: NZEZIBENEIZMAFGR L, 2 MEHELHR
EFERE L, REXBRINZE —HBT2RE—XBURT IR TH UK @B XBIZE. NR2
FBFER, EUMEER, ROTUBEMA, RETTEFrA RIBTEHEE MY

(00:43:03):
English:

This reminds me of something else that when your early investors shared with me, Bill Trenchard from
First-Round Capital. He talked about how speed was the thing that you just dialed up as a lever to 11.
That's where you just, "We will make this the focus. Speed, speed, speed." | think maybe the lesson there
is, you pick the thing that you think will most differentiate you, make you significantly better than what's
out there. So just thoughts on how you decided speed was the thing you were going to obsess with, and
advice for folks that are trying to decide where to dial up things to 11?

FROCERIR:

i_iiﬁ*aﬁ_TT’]"B’\Jiﬁﬁiﬁi’f%Z— 38 First Round Capital B9 Bill Trenchard BRE S EMN—14E, i “&
B 2IFAZIRE (leverto 11) BRI, MENFRAE: “BIAIBULIZL. RE, FE, £2&F
E.” ?JZ?FEJZEE’\J%UJII_JE‘E%‘ REBRBBMRIANREEILFESE R RE. ILREEBRTFRE~RNETA. B4, R
BINAMRAEERAT “RE” B? WFHRLEEETAECEEAARARAZRSENA, RETARIN?

[00:43:37] Rahul Vohra
English:

Bill is right and | agree with him, you have to pick something. Knowing what to pick is the trick. In the
early days of Superhuman, | read a book on positioning that really influenced my thinking. It is, | believe
called Positioning the Battle for Your Mind. It struck me how the most well-known brands have stood for
one clear thing, they have a clear position. So in order for Superhuman to be memorable, | believed that



we needed to occupy a clear position that was unique and which was available and which reinforced our
product strategy.

AR ERIE:

Bill X8y, HBRABMNEZL, RUIEE—1 R, RBETHEEMT A, £ Superhuman BRH], FIET
—AXFEMNB, WEEZMRR, BEEW (EL: FIFAFOE) (Positioning: The Battle for Your
Mind) . EEBLEREZNREUNFARR—EFEWMNEBERER, SINBEEMNE M. PRARNTIL
Superhuman AT, HIAARNBELSE NI, BRE ST, BaERUIER ™ RAAEAYEHTE
Lo

(00:44:12):

English:

In the first year of Superhuman, therefore, | interviewed hundreds of potential customers about their
experience with Gmail and with Outlook. And predictably, almost everybody says that email takes way
too much time. But interestingly, many people also said that Gmail and Outlook were way too slow. That
was how | first thought that speed could be an interesting position for us. | then asked myself, "Is the
position of speed unique and is it available?" And the answer was overwhelmingly yes, because almost
no software was being sold or has ever been sold on the value proposition of speed. The last time | could
remember anyone trying to do this, was when Google launched Chrome, and obviously that went
incredibly well for them. You may remember they had slow-motion videos where they were comparing
Chrome render webpages and showing that was faster than an actual strike of lightning. No one had done
it since then.

AR ERIE:

Ett, 7£ Superhuman % —%F, X B THERBBERF, @t 1#ER Gmail # Outlook BIKIE, FH
Frkh, JLEFRB AR R ZENET .. BEBHNE, RZ AFRSE Gmail #l Outlook BITKIET . Xt
ERFEXER RE” AIURABRIN—MNEBNEM. ZAERAES: “REXNEASIHFENG? 27
BrE? 7 EREEEN, RANFEERHRET “BE X—MEIKREEMN, KELENL— =i
XEMREBIMET Chrome BIETR, RABIIMIIRIGIEERIN. (RE]EEEIZEMAITIAT IEaEIN, Xtk
Chrome JEZRMTIHRELLINRIEFR, MABUEREAXAMT -

(00:45:15):
English:

| then asked, "Well, does speed reinforce our product strategy?" And again, the answer was
overwhelmingly yes. | knew that our competition was not going to be startups, it was incumbents. And |
also knew that incumbents generally struggle with speed, because by definition they have massive scale
and usually entrenched architecture. Then finally | did what | call the cocktail party test, which is to look
at the cocktail parties and to watch how people pitch your product to other people. In our case the
pitches were simple. People would say, "Dude, you have to use it, it's really fucking fast." And that's it.
That was the pitch. That's how | knew that speed would be a really great position for us to start with.

AR ERIE:

BERR): "“REERUERNNOTmEELE? ” ZEREAZEEN. BNEHNNZFXNFAZLIQR, m
EMENEX, RBAEEXERTERE LRIFIL, AAMEX L#H, #IHMKREXR, BEERWEIH, &
&, BBTHEMZH BEBEZMWA” BER, MEMRTES EANMNRBEIAEHRE ™ m. EHRNNE
B, #EFHARES. AMISW: M, F—EEBAXT, EENRGEE.” MXF, XMEHHEN. X5
RRNEHE “HRE" NIRRT IEBENTIAR.



[00:46:01] Ad Segment (OneSchema)
English:

I'm excited to chat with Christina Gilbert, the founder of OneSchema, one of our longtime podcast
sponsors. Hi Christina.

FROCERIR:

RE™MEES OneSchema BYBJ& A Christina Gilbert 3277, OneSchema @& N1EENKE IR 22— R
¥, Christinao

(00:46:08):

Christina Gilbert:

Yes, thank you for having me on, Lenny.
R EE:

=, WHEREIER, Lenny,
(00:46:10):

Lenny Rachitsky:

What is the latest with OneSchema? | know you now work with some of my favorite companies like Ramp,
Vanta, Scale and Watershed. | heard that you just launched a new product to help product teams import
CSVs from especially tricky systems like ERPs.

AR ERIE:

OneSchema &EBH AMEIS? HAEIRIMAEM —LERIFEENHI LT E1E, L0 Ramp. Vanta. Scale
0 Watershed, FIFHIRIININIA R T — = m, B mEIPAM ERP FH3IRMFHNRLZFR SN CSV XK
(00:46:24):

Christina Gilbert:

Yes, so we just launched OneSchema FileFeeds, which allows you to build an integration with any system
in 15 minutes, as long as you can export a CSV to an SFTP folder. We see our customers all the time
getting stuck with hacks and workarounds, and the product teams that we work with don't have to turn

down prospects because their systems are too hard to integrate with. We allow our customers to offer
thousands of integrations without involving their engineering team at all.

FROCERIR:

2Ry, FAIWINIHEL T OneSchema FileFeeds, REfRAERF CSV FHIEI SFTP X3, ERLBELLIRTE 15 2%
REISEMRFHER. RIEERIETARSIMIGRARNEES ZEL, MERNISFRNTREATL
EANRGXREERTMELBERF. RILZFFEBRENT LAMER, MEeFfFEIRRANSS,

(00:46:47):
Lenny Rachitsky:

| can tell you that if my team had to build integrations like this, how nice would it be to be able to take this
off my roadmap and instead use something like OneSchema. Not just to build it but also to maintain it

forever.

AR ERIE:



HATLUEIRIR, MRBOBAAGTNZXIFRIER, EEEMENREERSE, ¥MEA OneSchema Xi¥
MWIRZBEZM. TMUEWE, TR KARLER,

(00:46:59):
Christina Gilbert:

Absolutely, Lenny. We've heard so many horror stories of multi-day outages from even just a handful of
bad records. We are laser focused on integration reliability to help teams end all of those distractions that
come up with integrations. We have a built-in validation layer that stops any bad data from entering your
system and OneSchema will notify your team immediately of any data that looks incorrect.

FRCERIR:

#gytgntt, Lenny, HMNIIAEXZEAEHEIRICRMEBUFEBXRENNISEHRE. RINEETTERNTSE
%, ZBEBIFIRHRERBRNAE T, BNE—TRENRIEE, & UBEIEEAEIRSUEENTNRS,
OneSchema =17 Bl@XI{RAYEI AR BT K AR IE RV IR,

(00:47:19):
Lenny Rachitsky:

I know that importing incorrect data can cause all kinds of pain for your customers and quickly lose their
trust. Christina, thank you for joining us and if you want to learn more, head on over to OneSchema.co.
That's OneSchema.co.

FROCERIR:

RAESANBIRMIBESAT R EREMES, FRREEMIINEE. Christina, EHEIRIMANIEN]. NRIRAE
THREZ%, i&1hiR] OneSchema.coo

[00:47:33] Lenny Rachitsky
English:

The next area | want to spend time on and | imagine we'll have much insight is, some of the contrarian
ways you approach building Superhuman that a lot of companies never thought about doing that you did
that worked out for you. So the first is manually onboarding every single new user. Sure, startups have
done this, founders bring on some folks and then cool, show it to them and then they stop doing that and
then it's self-service or sales teams. How far did you scale this manual onboarding phase of your
company? How many people did you have onboarding people, how many people did you manually

onboard?
AR ERIE:

KRN T— M UEE—BREBFRIBRE B —EME Superhuman H—EREHFR, REATMN
RIS XEM, BT ERNT. 8% “AL5|S (manually onboarding) B—{ifiAF” . HA, ¥
BIRBEBMET XA, BIRARIR—EN, BERAMIIE, ARMELT, EMRABMRSHHEERN. (]
MATISISMERRESZKR? BZVAEARESS, MMI—HAISISTZLA?

[00:48:12] Rahul Vohra
English:

So for folks that don't know, in those early days we insisted on one-to-one concierge onboarding, and it
was absolutely the right thing to do. You couldn't use Superhuman unless you went through the



onboarding experience. Now it's almost the reverse. Almost every new Superhuman customer goes
through self-service. The onboarding experience is still there, but again it is absolutely the right thing to
do. To answer your question, at peak we had about 20 people doing manual onboarding.

AR ERIE:

HFARTHRHA, ERHRNMNBFHIT—H—H “BERRX” 5|1F, XEXNBIERIIRE. BRIEIRTER T 51 SEK
1%, BRI EMER Superhuman. MEJLFEREIRT , LFEESNHE Superhuman & EB&Ed B BhARSS N
No SISEBRKAEE, BERERE, SRNNHEERZERN, BIEMRNER, TaRERNEE, FITAKLE 20
MAEBMALSIS,

[00:48:40] Lenny Rachitsky
English:

Okay, so it's not that many people. That's really interesting. Because | always imagined it was like a
massive team, but 20 people can handle a lot, is the takeaway there. What was the scale where you
stopped manual onboarding, just for folks that are thinking about doing this and then when to stop?

FRCERIR:

e, AEXHARZ, ZREE. EAR—BUAZR—TMEARER, E20 PAHSZEMERSER, XD
WiRo MNFARLEEXFMEIN, (RINBEFAMRIHELLATSIS? HARMRZELE?

[00:48:55] Rahul Vohra
English:

| think the reason to stop is that there will always be certain personality types who do not want to go
through a one-on-one onboarding. At a certain point those people will become very important, and you'll
need to be ready with a world-class self-service option. When we started building self-service, it seemed
nearly impossible. In fact, it was terrifying, because it's difficult to overstate how much the entire DNA of
the company was built around this idea that we would onboard users manually. After all, we did so much
in our one-to-one onboardings and there's only so much that software can do. Now, we did after a lot of
grind and persistence eventually figure it out and we have a world-class self-service experience today, but
we did not at the time.

AR ERIE:

HANNEFLENRERRZ, SBREEREENARNERIT—H—5F. BT —EMKR, XEAZERIEEE
B, MEBREEFHEHRRNBERSET. SN EEREBRSE, BENFEAATEN, FLE, XR
mIE, EARBHEAATNE DNABWNAEES “AT5ISAF” X—EBIELN. F5, HITEN—N—5
SHMTRBAZE, MREREMINER. SIARENEHMRE, RINSEBRT XN, NEHE TR
REVBBIARS AL, BENHRE.

(00:49:49):
English:

So the flip side is, why would you even do this to begin with? What we found is two things. Number one,
the user metrics are excellent for things like engagement, retention, product market fit score, MPS,
virality, for all of those metrics. | think you you'll significantly beat your industry benchmarks if you go to
the effort of one-on-one onboarding your early customers. It becomes so powerful to have that early

cohort of super fans when it comes to things like building a brand. If folks remember that conversation



from way up at the top, what is it that creates true virality? It's not viral mechanics, it's word of mouth. It

is brand. This is how you can kickstart a brand.
R EIE:

RiZFKiR, AtA—FEEXFEHE? RMNEKMTRR: F—, APERESS5E. BER. mamhRsE
89, NPS. BEMFHEMIFELE. MRMEERBANEREAHIT N3], RUNMTIEZED
U EE, ERUGESE, BERMFHNBRNLZIFFBRAN. IRARELRERITFLWIIAE,
ARBEENRENERK? ARG, 20O, Bmhd. XMEREamhErAH.

(00:50:32):
English:

And number two, in a world where you can easily and quickly raise funding, like for example the zero
interest rate phenomenon era, you can actually use dollars to avoid building a first-time user experience
and all of the normal growth loops that you would then have to build. You would then instead focus all of
your engineers on finding product market fit or in solution deepening or in market widening, but not for
example on a first-time user experience, not for example on activation, because you have humans doing
activation for you. By contrast | saw other companies often competing spend almost half their
engineering dollars on those things, on self-service flows for products that ultimately did not find
products market fit. So makes sense to do if you really want to create that brand, which | think all
consumer-ish companies need to do. And if there is money falling off trees, for whatever reason, which we
did have for a period of time, arguably Al companies have that again today. So if you can weave this into
your strategy, | think you should, but you should also know when to stop.

AR ERIE:

B, B TRMABTZEAENIFRET (CLZFRNN), REFEAUARSRKEREE “BRAF AR
MFrE BAAE KES. MALULFrEIRRMETETFIHTamIREE. AERRUITHRE, MAZER
HEERAFAEEGAECE (activation) E, AABATEBMRMAEE. BT, REDEHMRSFARFEE
IE—FPTREEHREAEXLESE L — HPLERLLELE PMF N~ a2 BBIIRSAE. FrLl, RIRER
BRI mhE (FIANFIEEBRRABNFIEXFMY), MERERR (FELTFHARE, HITHLLHIBE
BIHA, ITERY Al QEIRTREHRMNE) , MAXBFMEBEEXH. RAILUBERNIMBVLERS, EHEMEF AR
(LERER

[00:51:40] Lenny Rachitsky
English:

Super interesting. | guess some factors to think about, because | wanted to ask you when should people
consider doing this? If they're hearing this and they're like, "This is awesome, so many problems solved if
| just have somebody onboarding every new user, everyone's activated. Amazing." So some of the
variables you're sharing is, do you have like cheap cash to invest in say, it doesn't have to be 20 people, it
could be a few people to start. Then if there's an LTV, ACV element of just are you going to make enough
from a new customer? Imagine that's a variable. Is there anything else you think founders should think
about?

AR ERIE:

FEEB. RBRSE—EREZENAR, BATBRANTARERZEEXFHR? NREAREXER
B “KET, WRFLASISENHAR, FMEARERAE, RESFRT.” MOZN—LLECE: (R
REAERNNABZFRKIEN (F—EE 20 A, JIDNAFEHRIT) ; ARR LUV (REHE) HACY (FEEEMN
B) NRER, BMrREENRER S LREIEBHNHE? REXR—1 T8, FRFIBARRIZEERHTA?



[00:52:14] Rahul Vohra
English:

Absolutely. You don't want to lose money doing this. We always made money doing onboarding to be
clear, it's just that at a certain point the mass market, whether it for us it's enterprise or all of the
prosumers in the world, you hit a top of funnel width, it needs to be wide enough where manually

onboarding no longer makes sense.
R EE:

HA IRABREMXHENTH, B, HMNEEIS—EEREN. RRE T —EMER, BNARTH
(ERRNENMENELUFAEEEIKNET WHEE), SRNFIHEFEBEN, ALSISHFIBEE
To

[00:52:37] Lenny Rachitsky
English:

Awesome. Let's talk about product market fit. | know that everyone, when they think of Rahul, they think
product market fit. You wrote this epic First Round post that described the way you guys approach
product market fit. We're not going to spend a lot of time on describing it, because people can look it up.
So let me just ask you this, what are a couple of things that you think people still don't understand about
finding product market fit, getting to product market fit? Considering it's the most important thing you
got to figure out as a founder. If you don't find something people want, nothing else matters. Anything

there you want to share.
FEiE:

KiET o LN~ mmHREE (PMF), HABAR—E Rahul, S=M8E] PMF, fR7E First Round k£
EEMWREFRINXE, HARTIRIIFH PMF NG E. RNFATERERSHEEHBRE, AAAKITUBS
&, PRATRAN: XTFF PMF S6XEl PMF, fRIANANTEEWMLEIRME? SEREIXE LR ADITRRIIRE
ENFER —UORMRMEAMNBENFRE, Att—IHAEE. BH4ABDEH5E?

[00:53:12] Rahul Vohra
English:

The core ideas are still weird enough that I'll start there. Which is number one, you can measure product
market fit. Number two, you can optimize product market fit. Number three, you can systematically, even
numerically increase product market fit. And number four, you can even have an algorithm write your
roadmap for you, and that is a roadmap that is guaranteed to increase product market fit. Now, if that
sounds crazy, | would be the first to admit it doesn't seem like that should be true, but go check out that
post. | think it is still the most widely shared post on First Round Review, it's called How Superhuman
Built an Engine to Find Product Market Fit, or just Google the Superhuman Product Market Fit Engine.
And you'll see the algorithm laid out there fully explained and why it works.

AR ERIE:

ZDERGARY “HIR7 , RIMMEBEFR, £—, PMFERUEEM, £, PMF ErIURKN. F=,
fREJLL RS, EEBIHERRES PMF. M, REEFALULRIZANIREERLE, MEXMELERIERE
2@ PMF, IUTE, MRXIFERBRIE, HE—TRIUNXBERTEEEN, BEEEEPRIEL, FBE



FARE First Round Review F 9 E R HIXE, tndie (Superhuman dfAE I PMF B951%), sEEEE
“Superhuman PMF Engine” . REBEIAEFMERE T BERHRIE,

(00:54:07):
English:

I'd say the second thing is to get to product market fit, you have to deliberately not act on the feedback of
many of your early users. This is at the same time as listening to people intensely and building what
people want. That's what we're here to do, is to make something that people want. But it can't be all
people. It can't be everybody. The question becomes, how do you listen to them? And then even of what
they say, what do you pay attention to and what don't you? All of that's covered in the Product Market Fit
Engine.

FROCERIR:

HRRHNE—RZE, NTEE PMF, (REFZISMAERMNTFZREMBAANRE. SIEN, (RXEREINE
AT AMTNEE, FHTEAMEENFRA, HMNETXEEZHIRSMBAMTRZORE, BN A1 &
RERFTA Ao R T : fRINAIMRIFALA]? BMETEMLIIFMIREIES, MERBMBFBRXERN, WMEXEATUR
BEEY? FREXLERTE “PMF 5% RET

[00:54:45] Lenny Rachitsky
English:

Okay, | got to follow this thought on algorithmically building your roadmap to increase product market
fit. Talk about how one would do that.

FROCERIR:
9%, RIFER—TXT “BIEZWERLELIRS PMF B9EE, KRR EIZEAM.

[00:54:55] Rahul Vohra
English:

Well, that's really the meat of the engine. Let's see if | can condense it here in a very easy to grok fashion.
Let's assume for the sake of argument, that you can put a number on product market fit, and it turns out
you can. Very simply, you're going to ask people, "How would you feel if you can no longer use this
product?” You give them three responses. One of them is very disappointed, the other is somewhat
disappointed, and the other is not disappointed. Very disappointed means, "I'd be devastated. | love this
product. | need this product."

FRZERIE:

XIERSIZMZb. HIXERA—TIFERZERN S ARKRE—T. RIgFK(IAILL PMF E— N E, FLIE
BAZAILIEY, REHE, REAF: “NREREBERX N m, (REBEHTARE? 7 REtiI=ME0: 1.
FERE; 2. BRKE; 3.FAKE, “FERE BKE. "I BREXTNTm, RFEE.

(00:56:03):
English:

What Sean Ellis found, Sean Ellis, if you don't know him, is the guy who coined the term growth hacker,
and he instrumented, benchmarked this initial question. What he found, is that the companies that
struggled to grow almost always had less than 40%, very disappointed. Whereas the companies that grew



the fastest almost always had more than 40%, very disappointed. And this question, this metric is way

more predictive of success than something, for example, like net promoter score.
FRERIE:

Sean Ellis ($1RfRAFINIRM, 2 “ERKEE" —ERABEE) WX PMGREHTTT TREMEENK, it
R, BRLEBKEMEHAE], “FRERE AL FER2ET 40%, MARLEKRROQE, “JFHKRE”
BILLBITLF SR ET 40%. XN MERA BZHEIFUNEES, TETHNPS (FEFE) ZHEAVET.

(00:56:30):
English:

Okay, so far so easy. How do we make this number go up? Well, you want more people to be very
disappointed without your product. The trick here is not to act too much on the feedback that the very
disappointed people are giving you, because they already love your product. Also, not to act at all really
on the feedback that the not disappointed people are giving, you because they're so far from loving your
product that they're essentially a lost cause. But to focus on the segment of the somewhat disappointed
people, they kind of love your product, but something, and | would wager something small, is holding
them back.

AR ERIE:

g, FIBRIALIRER, RITOEIEXNMFLFA? REEESHATEEMITRERE “EERE”
XENRERE. FTEISHRAIL “FERE” WALKTHRE, EAMIELRE LIFN~RT. RN, 5
EARBESPL “FNRE” WARNRER, BAMNEE LRB~RXET, BEERTAME, RRIZXERN
B “BRRE HIBoA—ERERMFN~m, EALERA FREITHRE—L/\RA) BIE T,

(00:56:43):
English:

You then divide them into two camps, the camp for whom the main benefit of your product resonates
and the camp for whom it doesn't. What do | mean by that? Well, you go back to the people who really
love your product and you basically ask them why? What is it about my products that you really love? In
the early days of Superhuman, it would have been speed and keyboard shortcuts and the overall design
aesthetic as well as the time that we were saving you. You then go back to the somewhat disappointed
users, and in the Superhuman example, | would simply ask, "Wait, do you like Superhuman because of its
speed or for something else?" And if it's something else, well, and this is hard to do, but politely disregard
those people and their feedback. Because even if you built everything that they asked for, they're still
pulling you in a different direction. And the thing that they like the most from your product isn't actually
what the people who en mass love it the most for, is.

FpsCERiE:

ARRIBMIDEBENEE . — PNEMMRT RN EFERBHNEE, 3—MEE. XETARE? (RE
FIFLREZMRN~=RIARBE, W\l ATA? RAIKERE~@mIH—=? £ Superhuman NEHA, &
RERE. RER. BEROGTERUABENMNAFETENNE,. RAEMREEHL “BERKE WAFRTE, &
Superhuman B9 Feh, FTkKin: “HF%F, {REW Superhuman EERAEHRE, 2R AFIH? ” NRIF
B, BBA— BAXRMEME — BRI RRXLE ANER G, EABNERIREBMIINERS T —0, ]
MATERMRIRAAENAE. MEMIIEESREEaNtE, EXHRERLEARREENH,

(00:57:38):

English:



You have then articulated the subsegment of the subsegment that it makes sense to pay attention to, and
there's another question in the engine to figure out what they don't like about the product. Now you have
a list of things people love, you have a list of things people don't love, and you can work down that list to
make the product market fit score go up. And basically at the start of every planning cycle, | advise
spending half your time doubling down on what people really love and half your time systematically
overcoming the objections of the somewhat disappointed users, but specifically those for whom the
main benefit resonates.

AR ERIE:

XEFRAABRA T ESXEN “ARREAn” B, 5|ZEFEES—NaERFFTREMNFAER~mtat
Ho MEMBE—MANERNRAETRE, BE—HBAMAERNRESTSE, RAJLURRXERKES PMFF
Do BARL, EEMIRIBRFEN, RENE—FHNNEMERAANEESRNARA, 3—FRERSMH
RIRARE “BRRE BRNRMNER —ENRTFIREN RO E EHSHARF.

[00:58:14] Lenny Rachitsky
English:

That was an excellent summary. | know | said we wouldn't spend a ton of time here, but I'm really glad we
did. That was really helpful. Let me ask you this, | know you used this initially in the early days, are you

still operating in this way in some form?
R EIE:

XR— M EERENES, RAERRIFTIEXEEAZHE, BRESHENWT. XIFEEEH. T
a]: FAECRIERAER T XN AE, WERITEEUERMA AR XA E?

[00:58:24] Rahul Vohra
English:

We don't run the engine as is for Superhuman as a whole. There are enough subcomponents of
Superhuman now that are almost individual products. For example, Superhuman for Sales, our
multiplayer and collaboration features, how we think about the enterprise, Al is its whole thing, but we
do sometimes run it on those individual pieces. For example, we'll ask a salesperson, the Product Market
Fit Engine, as it relates to Superhuman for sales. As we think about starting new products, we would
absolutely deploy the product market fit engine.

FROCERIR:

FHANIFRBXEA Superhuman iz1TBREAREIMIG|ZE, Superhuman MEBRZSFAHMG, JLFAI BRI
fho 740 Superhuman for Sales. EMHWZIRMIMELIRE. HITHBUMBZE. Al tBRIRIZ—IR, BFA]
ERSEXEIMITED EBEITE. B30, FHi1&5 3 Superhuman for Sales )R] S5 € A 53 PMF 5|22 f9]a) &,
LERNZEBEFFmIY, EiLT=IE PMF5|Z,

[00:58:59] Lenny Rachitsky
English:
Awesome. The way you ask this question is an in-product interstitial sort of survey pop-up thing?

FRCERIR:



KIET . (RRANAGRZTmABERREREND?

[00:59:04] Rahul Vohra
English:

You can do it however you want. The way Sean initially benchmarked the number was via email surveys. |
think email surveys work just fine. The key thing is, and this applies to any survey methodology, if you're
going to change the method of surveying, all of your old numbers are invalidated. So it's just a new
baseline going forwards.

AR ERIE:

fRE] U EREERNTS . Sean RAVMEENHI 2 EIMHIEE. FIANEBAAERRRT. XERET
— XERTREMBAESE —NRFRETRESN, RUBBFAEHREMEANT . FIUXR 22— HEE
o

[00:59:25] Lenny Rachitsky
English:

Got it. We had Sean on the podcast and he describes this method in detail. So if folks want to explore the
Sean Ellis test, listen to that podcast. We'll link to it.

(00:59:33):

Okay, next topic that I'm excited to get your take on, is game design versus gamification. This is one of the
more unique ways you think about designing product. When people hear you talk about this, they think
it's like, "Oh, gamification making things like games. Oh, it's Zynga, Farmville, | don't want to do that."
But you actually have a really different perspective on why you need to think about game design as you
design products. Talk about your insights there.

FRCERIR:

BAET. )5 Sean Ei3iEE, MiFdiA T X157k, PRIIIRARIBIRE Sean Ellis Mist, AJAXRAR—
&, H=H L,

%, T—TMRRIAFIARLERNIEEEZ “FEigit (gamedesign) S5kt (gamification)” . XZ2REE
Pt RIBFNA R Z— SAMNAEMRKIEX NI, IS8 “MR, MR EMSGREN—
o MR, MR Zynga, BF LR, HABMAD." BMREFENFAFAFERTTREFTEEE “HNIL
it BTN EEERERNAA. WIRIRE AR,

[00:59:58] Rahul Vohra
English:

Well, | strongly believe that we should make business software like we make games, because when we
make products like we make games, people find them fun. They tell their friends, they fall in love with
them. It's another way actually of backing into where we open this conversation, which is you're making
a brand, you are giving reason for word of mouth. It's actually an altogether different kind of product
development. So how do we do this? Well, as you've said, it's not gamification, that doesn't work. Game
design works, but game design is not gamification. It's not, for example, simply taking your product and
adding points, levels, trophies or badges.



FRZERIE:

BEEFNR%ZGHIER—EH ERAL AR, RANHBNEHERY—ERE~mY, AR SENRE
B, ilaHikAR, 2FLEl]l. XEFRFERLET FATFKMAER: (REFTSE— T mh, (RENOEE
EEH, XEfFER—MRE2RENTmALGN. BARINNZEAMIE? EWMIRFTR, F=2 L™ , 3
TRB. “FIRIT” A1TEE, BIRigit Ak, fli, EXREERMEMRN~REMARS. F
. RIIEE,

(01:00:40):
English:

To understand why gamification does not work, we actually have to start with human motivation. There's
a very interesting study from Stanford that demonstrates the difference perfectly. In the 1970s, these
Stanford researchers recruited children who were aged three to four years old, and all of these kids were
generally pre-interested in drawing. Some kids were told they would get a reward, a certificate with a gold
seal and a ribbon. And some kids were not told about any reward and they did not even expect one or
didn't know of one. Now each child was then invited into a separate room to draw for six minutes and
afterwards they would either get the reward or not.

AR ERIE:

BIBRAT ARKRKITRE, BI1LFFLEBTIMALNITFF G, SERAFEE I EFE EBIMRTEIIE
BTXMER, 720t 70 £, FHERHNARARBET 324588, XERFERHNBEENT
BB, —EERFRENMMNISF[IRD ——KEEEMLENIES,; M3 —LERFULERSHERE
B, MEELEMHARFNEZBR. ARSMEFHREIBFE—TRIENERES 6 53, ZEHME
L1REIRE, BAKE,

(01:01:21):
English:

Over the next few days, the children were observed to see how much they would continue to draw by
themselves. So the children with no reward, they spent 17% of their time drawing, but the children who
expected a reward, sadly they only spent 8% of their time drawing. The very presence of a reward halved
their motivation. So what's happening? What's happening here, is researchers differentiate intrinsic
motivation and extrinsic motivation. With intrinsic motivation we do things because they are inherently
interesting and satisfying, and with extrinsic motivation, we do things to earn rewards and to achieve
external goals. That's the problem with rewards, is they just massively undermine intrinsic motivation.
That's why gamification doesn't work. And when gamification does work, it's because the underlying
experience was already designed like a game.

FREiE:

EETRNLKRE, HRAGMEXERZFRZONEERMSEEE, LR, SERMNZTFET 17% /Y
ElEE, BALIRGEMNEZT, BRNE, MIRET 8% NiEIEE. ZENFEEMITAEIITIRFE,
RETHA? ARARXST “R7ESIN (intrinsic motivation) #1 “IMEBHH” (extrinsic motivation) . A
AV ERITMEEEERNERSEBESAHRE, MMV ERITMESEN T REEMIEZIMIMNEER
1T XRMERMAEERE: ENSMAMBIFREN. XMENTAFLMITRIE, MR HIEE
R, BRERNREAREESRELHWIGITHEEREN—F T

[01:02:19] Lenny Rachitsky

English:



What makes something like a game? | know Superhuman is really good at this, of just your inbox zero
quest that you're on. Just to make that a little more real, what is game design? What does that mean to
you? What makes it feel like a game?

AR ERIE:

B ALE—NRABRGIE? FKHE Superhuman TEXH EMSRLF, LLIMREEHITH “WHHEES”
(Inbox Zero) 5, ATILEERGK—R, FARHEXIKRIT? ENMEKREFTA? BHALERIEEG N
%%?

[01:02:32] Rahul Vohra
English:

Well, maybe folks don't know this, but before | was a founder, you can probably tell, | was actually
professionally a game designer. And as it turns out, there is no unifying theory of game design. To create
games, what we need to do is draw upon the arts and the science of psychology, mathematics,
storytelling, interaction design. And at Superhuman we've identified five key areas that we really care
about, goals, emotions, toys, controls and flow. And across these we've identified many principles of
game design. One example principle would be, make fun toys and then combine those into games.

AR ERIE:

WIFARFTHIE, BEZRANBAZE ((RAEEEEFR), BELE—FRWERI&ITM, FIEHE, X
RIHHEESA IR, ATAERY, RINFTEEEOER. HFE. HKE. XERITFZANBE, #
Superhuman, ENTRE T ENEAIEEXOBXEGIE: BHF (goals). 1B (emotions). TR (toys).
=% (controls) R (flow)o 7EXLEATHF, FHITAE TIFZHRIGITEN, EFh—PENHE: $EE
B ‘A , REBEIEER L .

(01:03:12):
English:

A question | like to ask is, are toys the same as games? They do seem different. For example, we play with
toys, but we play games. A ball is a toy, but football is a game. As it turns out, the best games are
constructed out of toys. Why? Because then they are fun on both levels, the toy and the game itself. So for
example, in Superhuman, one of our favorite toys is the time auto-completer. If you use Superhuman, this
is the thing that appears when you hit H, when you snooze or set reminders on emails. You can type
whatever you want, it can be gibberish and it does its best to understand you. For example, if you type in
2D, that becomes two days, 3H is three hours, one MO is one month. The time auto-completer is fun
because it indulges your playful exploration.

AR ERIE:

BREWNN—N AR : EMBEYEE—EEE? ei1EERRERE, fid, i1 “&w ma, &
. KEBMA, BRIKERW. BT, RFNFKESHTAMRN. AtAa? BAXEENERTEE
LHRES: AREMEYASEE. 90, 7 Superhuman 1, HIFRERWIEZ—R “HiEB@h2
28" o WNER{RA Superhuman, H{R#E HE. HEBMIERIGEMEFREN, SHSHM. FITLEGNEMAIRE
BIAF, EERIE, caRNIBMBIF. HId0, BN 20 THEMXK, 3H 2=/, IMO 2—1MB. BEBE
HEB/REW, RACHE T IRERNIREN.

(01:04:06):

English:



In onboardings, it wasn't long before | saw people asking, "What can it do? Where does it break? How
does it work? What happens if | keep on typing in a series of tens? Well, it turns out that's October the
10th at 10:10 PM. Well, how about a series of twos? Well, that's February the second, 2022 at 2:00 PM."
Then you start trying more complex inputs like in a fortnight and a day, and that works, which is a
pleasant surprise. And it's not long before you find more pleasant surprises like time zone math happens
without you thinking about it. You can just type in 8:00 AM in Tokyo and it turns out that's 8:00 PM Eastern
Time and you no longer have to do the time zone math.

AR ERIE:

E3I1SdREFR, RIZAEMEBIANER: “Erfta? BESIHE? EREALIFRN? MRE—EHA
—ER 10 SREMTA? ERAMAZE 10 A 10 HER £ 10:10, AB—EER 208? AZE2022F2H 2 BFF
2:00.” ARMRABRIAEERMEA, il “WEAZ—XRE" (inafortnightand aday), EHEETT, XERE
—NMEE. FAMESRMESZIZE, WARXBREEMAMAEPRTR T MRAFAAN “RRLETF 8
=7, EMSEHETARIBNERLE S R, (FFBFEACENXT,

(01:04:45):
English:

Then most people were really delighted to find out that if you really want, you can snooze emails until
never, i.e. you can literally type in never, and the email will never come back. It had like a little shrug
emoji at the same time. Is this toy going to win awards? Nope. But is it fun actually, surprisingly yes. So
what | would encourage people to do is, think about the features of their product. Do those features
indulge, playful, exploration? Are they fun even without a goal? And do they elicit moments of pleasant
surprise? If so, you have a toy and you can combine that with other toys and actually start to build a

game.

AR ERIE:

RERSHRASEESISMELI, WRIFRE, (REILUBHMY “HELIE" B “KiZ” (never), REHIRE
RIRTLARIN “never” , FHEHMBHEAZRERT, EXZENER—TEBHNXRENS. XM MAZER
13? A&, HEABIE? HABER, FIUEEMAREE - TEHCSFmiIIEE, XENERSHETE
MEYRERMN? BMELEER, efttBAEE? N5 XIRERZIG? MRE, FMAE T — T in&, R
RESHEMRALSS, EEFGRWE—INE.

[01:05:28] Lenny Rachitsky
English:

If people were to listen to this segment of the podcast, they would never guess we're talking about B2B
software and email, which | love. Let's talk about pricing strategy and your approach to pricing. Another
very contrarian approach that you guys took where you charge $30 a month for email that was free, that
people don't need to pay for anywhere. And it's worked and now a lot of companies are thinking of it this
way. You've even raised your prices recently. What have you learned about pricing strategy that you think
might be helpful to folks?

AR ERIE:

MRAMNRITX—EHEE, LB AEIFANE B2B BMAMBFEF, HRAERNX—R T LLIATIIIEN R
BEANIREVEN 7R XRIFIRINSE — M EERERHE: RITNRAERSE. AEEEMSEHAFEN
HAVEE FERFIRENE A 30 XTiEEA. MBEEMINT, MAERSARDMER . MIREEEEKN T XF
EMREE, (RFET ML RN AR BRI RE?



[01:05:58] Rahul Vohra
English:

I always say the same thing when it comes to pricing, which is before you figure out pricing, you must first
figure out positioning. Superhuman is the best email tool on the market. We fortunately have the metrics
to show this. One of the cool things about selling an email tool, is you can compare the 30 days prior to
using Superhuman to the 30 days after, or the year before to the year after. We do that obviously. We're
able to show that people get through their email twice as fast with Superhuman, that they respond one to
two days faster, and that they save four hours or more every single week. Because of that, we're very
confident in saying that Superhuman is the best email tool on the market and that we're building it for
high performing teams and high performing individuals. In other words, we serve the high end of the

market.
RS ERIE:

KEEMN, REBHEHFNIE: TRENEZAE, MAATHEEL. Superhuman @M% L &IFIIEFHIH
TH, ZFEHNE, RNARERIAX—xR. HEBFHFEIAEN—TMESETT, AU ER
Superhuman gI/E89 30 X, ERIEHFMR. KITAEXAMT . HMEEIERRANNER Superhuman KL IEHE
HHERERTHE, DERERT AKX, MESARETEMNNEELEE, EFRWML, ZIEBEEDL
¥t Superhuman @Mz L RFHIBEFHETR, BRITZASHEANNEHNAITEN, RAIER, KIRST
Eimm7.

(01:06:48):
English:

Once you understand your positioning, you can then move on to pricing. And one of the best books on
this is a book called Monetizing Innovation by Madhavan Ramanujam. And Madhavan covers a lot of ways
to develop pricing. We used one of the easiest methods, which is the Van Westendorp Price Sensitivity
[inaudible 01:07:08]. In the early years, we asked, | think it was around a hundred of our earliest users, the
following four questions. Number one, at what price would you consider Superhuman to be so expensive
that you would not consider buying it? Number two, at what price would you consider Superhuman to be
priced so low that you'd be worried about its quality and you wouldn't buy it? At number three, what
price would you consider Superhuman to be starting to get expensive, so that it's not out of the question,
but you'd have to give some thought to buying it? And number four, at what price would you consider
Superhuman to be a bargain? A great buy for the money?

FROCENIR:

—BREBfR T 'L, MAUFBRENT. XFX—n, RIFNBZ—F Madhavan Ramanujam B (5L
BU#T) (Monetizing Innovation), Madhavan WA T REZFIENIEN S E. RIVERT RERENFEZ—, B

SEEETE ZEMRSURENE" (Van Westendorp Price Sensitivity Meter) . 281, 1R AL 100 B&
EHNAFER T UTEMNIE: 1. AANKRIREDEE Superhuman X517, UEFREREEMBE? 2. 4N
HAREDE1F Superhuman XEE T, UEFHEOENREMAEMWE? 3. TANMKIREBTE Superhuman F
BTRT, BRATERERERE, BFE2FMABEASE? 4. FANBIRRDTE Superhuman BEERER,
YIEBFR1E?

(01:07:45):
English:

Now most startups orient around price point number four. This is especially true for greenfield
opportunities, marketplaces, you've got to set the transaction value around price 0.4. Basically when you
want as many people to sign up as is humanly possible, at the top of the funnel. But the price point that
supports our best in class, best in category position, is actually the third one. It starts to feel expensive,



but then you sit down and you think about the time that you spend in email, the ROI, and you still buy it
anyway. It turns out that the median answer for the third question was $30 per month, and that's how we
picked our price.

AR ERIE:

AREBVL AT ZEEZELEMBEREN. W TFEATHHINSIHIGATHRGELEMLL, RBFIERZNE
REEBEMERHNE. BEX LR SRAERSINEERAERSHAEMIT, BZ:HHN] “RERE" |
‘mERE" EUNNMER, KRERE=1. CSILMFARIERSERE, EIRETREZRITEE LERIEEMN
RAEOHEE (RO B, (RIEREE. EREAW, F=TRENPUKERESA 30 %7, XMERIEEN
ELNpOE S

(01:08:27):
English:

And once we picked our price, we then do a quick gut check on market size. For example, we're a venture
scale company, but at the time the question that we had to ask is, "Could we grow into a billion dollar
valuation?" Well, let's assume that at that point our valuation is 10 times our ARR, so our ARR would have
to be a hundred million dollars. Well, that would be 300,000 subscribers at $30 per month. That is
conservatively assuming no other ways to increase ARP. You mentioned price increase, you can also go up
market, you can sell new products and so on. We asked ourselves, without those tricks, do we think we
can get to hundreds of thousands of subscribers? And we answered emphatically, yes, so we went ahead
with that price.

FROCERIR:

EEMRG, FMNSHHHIEETRENETRLE. FlM, MR —RNQRANMRAE, HEFETBA
B “FAIRERKE 10 ZEThfEERE? 7 RISEIFREFIMGER ARR (FEZBEWRAN) 8910 E, B4
FAIBY ARR BFUXE 11257, #EA 30 £xitE, B2 30 BiTHAR. X2FRTEit, RiAEME
= ARP (ERPTHIWN) BIF5ZE. RREIT KN, HMNETUERSHEHT. HET~RES. RiEE
2. MRAHIPBLRE, BATARNERIBTHITHARE? HIIHNEERREN “8" , FAUZENMEBD
MIEHRITT o

[01:09:13] Lenny Rachitsky
English:

Okay, there's a couple more things | want to chat about in the time that we have and then | know you
have to run. One is around Al and the work you guys are doing there. | know that's been a big unlock. And
then two, the stuff you're doing in the enterprise. Then if we have time, there's a question | want to ask
that | think is a really interesting way you guys operate.

FRCERIR:

%, AR THNEZEREEI/LGE, RNBMRHFRILEE. F—BXT Al URIRIEBAEMEIE, FA
BARR—TERNRK. F_RIRMNERLTHMHER. MREENE, FHREN—PXFRITZESANIR
BRI,

(01:09:29):
English:

Let's talk about Al first. It feels like there's this being in the right place at the right time. It feels like you
guys have been building this for a while, and then Al just unlocked another stage in what you're able to do



with email. Just talk about what you've done and what how you think about Al integrating into what

you're doing, how it's enabled you to kind of take off again?
R EIE:

FEHIED Al BREMRIIER “EEMNEILIIE T EREME" . BEMRMNEZNILES TRA, A Al NILF
FRE TR IEREB B BRI T 4, URIRINEER Al SIRMILSHNES, ERNAILRITE
R RY?

[01:09:52] Rahul Vohra
English:

It's true that sometimes startups boil down to being in the right place at the right time. We actually had a
massive Al launch recently about two weeks ago, but even before then we had multiple flagship Al
features. Our first Al feature was write with Al, jot down a few words and we'll turn them into a fully
written email. We actually match the voice and tone in the emails you've already sent. So unlike Co-pilot,
unlike Gemini, unlike basically every other email app, the email sounds like you. This Al feature is way
more popular than | expected it to be. On average today, users are using it 37 times per week.

FROCENIR:

HsE, MEIRRENIENEERNNEHNEERNMSG, RIALORBERNHITT —RAMER Al 27,
BELZAENEEE T ZNEM Al ThEE. FAMINE—TAITIER “AIBE (write with Al), i2TFJ1ME,
BHATMEEIEE B —H T EAVER . A EFR ERLECIRE ZXERARIIESMIEE. PRUARE Copilot, F&
Gemini, WAGILFRAEREMEMENA, XEBHITERMERIRE R X1 Al NEELERFBNER DT
%, BaAFPFHSEMERAE 37 X

(01:10:33):
English:

Number two, our next Al feature was auto summarize, which shows a one line summary above every
conversation. And as new emails arrive, it updates instantly. Again, unlike Co-pilot and Gemini, it's pre-
computed. One of the things we do is, we go above and beyond to make these features really premium
and feel amazing. The next Al feature after that was instant reply. Imagine waking up to an inbox where
every email already has a draft reply. You would simply edit and then send, and sometimes you wouldn't
even need to edit. | can share because we just finished this analysis, that over 2024, the percentage of
emails that are Al written and sent with Superhuman has grown four times just in one year.

FRZERIE:

FZ, BINWT—1AITHEER “BhEE” (auto summarize) , EEESNMIE LA RR—ITHE. KEEHHED
TR, ERILEEH. FtF, 5 Copilot M Gemini RE, EEfitHEF. EITFAMHHN—H4ERSBRE
PR LR FE SiRAIRE. BT—NAIHEERE “BIRNEIE" (instantreply). B&R—T, F_LEERKIT
FUHFE, SHMEHRELE TEROE, MATEREREARLE, ENEEFTERE. HAUSE—T
FHAINITTRREIDHT: £ 2024 &, Superhuman FE Al i 5 HAERIERFLLBITE—FRIEKT 4 fFo

(01:11:20):
English:

Then if | remember correctly, the feature after that was Ask Al. Email of course, is this treasure trove of
critical information, things like project statuses, customer communication, meeting updates, deal
execution, and so much more. And for over 40 years we've had to rely on what we hilariously call, search.
You have to remember senders, guess keywords, scan subject lines, and now you can just ask, "Where is



the queue one offsite?" or, "What are my flight details?" Or, "What is the top five most positive customer
responses to the Ask Al launch?" A task by the way, which previously used to take me 20 or 30 minutes to
read through all the emails and then create that report now happening in less than five seconds.

AR ERIE:

INRFRICHE, BZERTIEER “BA  (AskAD). BFEMHFHARXRBESNERE, LWMMBRS. EFA
B, SWEH. XBHRITEFESF. 40 ZEK, HNFEMEBINVEBMTZN BER" BThEE. REICELRN
A, BXER, HEEET. MAAERIFE: “S—FENFREWE? ” SFE “HROIUBFERA4? 7
HE ‘KT AskAI &%, FRAREENFIEMREZMTA? 7 IRER—T, UaikFEEE 20 3¢ 30 2 H#E5%FR
BERMEHEBIRENES, WAEFRE 5 MRLEESTAL.

(01:12:09):
English:

Recently we, like | said, announced our biggest evolution yet. Superhuman Al is constantly helping you.
It's organizing your inbox. It's also making sure you never drop the ball. We have things that we call Auto
Labels. You can now write a short prompt like job applications or requests to review work, and you can
then immediately see when emails match that prompt, when people apply for a job or they ask you to
review work. With Auto Reminders, if your email needs a response, Superhuman will now automatically
set a reminder. You don't have to remember to do that and you'll never drop the ball again. All you need
to do is hit send. With Auto Drafts, Superhuman will now automatically draft your follow-up emails for
you and will soon be drafting replies to basically every email that needs a response.

FROCERIR:

R, IEMFEFRR, BINEFRTIESHIERAMEHR, Superhuman Al IEFEFSNITIRHEEEE), ©EZBRH
WHEFE, RRRIMKIEFARERERS. HI11E “BoifiFE” (Auto Labels) . REIERUE—EREHRET
i, tban “BRGIERIE” = “HIRIEER" , AEMMMEELZENERILERZIE~EHE. 57 “BuiieiE” (Auto
Reminders) , WRIRAIHBHFFEEEIE, Superhuman MERBENLKEREE. (FIAEEZIEEIE, BEASRKE
EET. ME—EMNMERTLRE. BT “BuiER’ (Auto Drafts), Superhuman MMEZBAIREER
kY, HERRMENFEHFERSENHHEERS,

(01:12:59):
English:

And finally, with what we call Workflows, you can now turn email into repeatable automated workflows.
For example, | often get emails from people who are interested in working at Superhuman, and | would
normally reply to that candidate and | would let them know that the team will take a look. I'll then
forward to the original message, including any resume or any letter to our head of people and operations
and ask her to reach out, if interested. With Workflows, | can now automate this entire process. It's, you
can imagine, creating a little flowchart of what has to happen. Not only does that save a huge amount of
time, with Workflows you don't even have to be in your inbox. In fact, you don't even have to be working.

You could be on vacation while Superhuman Al is working for you.

AR ERIE:

&fE, BIBENMEN “TER" (Workflows) , fREIER UGB FIMEE T ARIEENEMHRE. F,
HEBWEIFITE Superhuman TR AL RAVER, HBEREISEXEA, FFMIIFANEES. ARG
BERBHG (BIEEHIEKIRE) BRARNHY HRIAZEATA, BHBMEBRIERAEN A, BT IHE
s, RMEA B ENERE, FAMUERKEIE— N X TFEESEN/NVAEER, XTNTE T KEHE,
MEBETIER, MEEFAFTEFTRHEE, FXL, REEFFTETIF. RIUEER, M
Superhuman Al IETE AR IE,



[01:13:53] Lenny Rachitsky
English:

This sounds like product market fit to me. This all sounds wonderful. It just makes sense. This is the stuff
we've been promised, our underwater cities and flying cars and then just email that just works magically
and replies for us and all these things. | love all these things you're doing.

R B

TEHERK, XMETmMIREE. X—YRERBAET. CEEEFEE. XMBHNBRIFERIRE:
KT, ¥TA%E, UNEHEHIE. BRNDENBFEHE. HIFESRIAMIEEMOIXLES,
(01:14:08):

English:

For folks that are building with Al. I'm curious, what's maybe been the biggest surprise, either good or

bad, building so deeply on top of Al models that you think might be helpful for folks to just, "Watch out
for this," or, "Hey, check this out."?

AR ERIE:

MFBLEEEET AIBEFRIIA, BRFS: FHICREMET AIRENENIRED, RANIRE (TR
FREIF) Bta? REFAEMERER/RAR “EE" =3 “XE 892

[01:14:25] Rahul Vohra
English:

| think for me the biggest surprise has been how unpredictable the user love has been in terms of what
they love and what they don't love. For example, write with Al. This sounds like a commodity feature and
on all surface level it is. Every email app, every writing surface has a write with Al feature in. | would wager
ours is the best at emails and surprisingly that's what we do. But the surprising thing was just how much
people love it and how often it gets used. 37 times per user per week is still mind-blowing to me. | had not
expected that, so that's the most surprising thing.

AR ERIE:

MEEKY, RANFREETAPNIENEZRZARATM. FIN “AISE . XIFERER— BN
e, RELBWHSLMIL. SMHNA. 815 EREEE Al 5IENEE. REGTHEIRIELERESNG S B2 MRS
RIFH, EREXMERNET. ELARFNBEAIRANLEEZE, £RMERNLZE. SASARF 37
R, EFBERRKARER RT2RHEX—R, XE&RIEEIFTH.

(01:15:11):
English:

And on the flip side, there were certain Al features where | did expect a ton of usage, but we didn't quite
get the usage that we were perhaps hoping for. Hopefully I'm not Al Kramer, but basically everything |
thought would work out well, people use it less than they thought they did. And everything where | was
like, "I don't know, but let's build the thing," people love that.

AR ERIE:

RiERE, BLE A MERRETASERSHERE, BEFRHLEREKNME, FEHFE A RNE
i - eRER” (REENR) , BEEEHUANSKANTIE, AMBELETANLD; MBLHIE “FHETA
17, ZMEREE" B9EE, AIRMESAT.



[01:15:33] Lenny Rachitsky
English:

Interesting.

FSCERiE:

Bil,

[01:15:34] Rahul Vohra

English:

Maybe | should just create an anti-me to do Al road-mapping.
R EiE:

WIFHZFD “RAVE" REIE Al BLE,

[01:15:38] Lenny Rachitsky

English:

That's in a simple agent right there, whatever Rahul says, do the opposite.
R EE:

BRFE—MERR Al FEelk: it Rahul HH4, REMMIT.

[01:15:41] Rahul Vohra
English:

Yeah.

FRCEIE:

o

[01:15:42] Lenny Rachitsky
English:

Okay. Another maybe a last topic. | know that you guys are starting to move into the enterprise. When
people think of Superhuman, they think of it's consumer-y, it's for people, and you guys are doing a lot of
work to make it a B2B enterprise product. For founders maybe that are starting to think about this
transitioning from PLG to sales led and B2B enterprising, what have you learned about just what it takes

to get to that point and what does that sales motion look like for you guys?
R EIE:

o mRE—MEH. HABEMRITAFEEZERITHH T, HANEE Superhuman B, SRIFEREGERE™
m, =EENAR, MRMEEHAETFEEE B2B B f=m, N FRLEFEEEM PLG (FmIEmNE
K) HENHEREM B2B BAERIBIIAA, RFETHA? REBIMNERFEMFA? (RINEHEEXZ ERF
AY?



[01:16:10] Rahul Vohra
English:

In some ways, it's very like selling to prosumers, except these users are not coming from Gmail where
prosumers would normally come from, they're coming from Outlook. And Outlook users have very
different expectations to Gmail users. For example, Outlook users expect their email app to also be a fully
featured calendar app, whereas Gmail users are happy with those two things being entirely different. As a
result, we've invested in calendar very heavily and we continue to do so. There's only so much | can say,
butit's pretty exciting.

FROCERIR:

FERESE, XIEEGATUEEE (prosumers) HE, FRZAEFXLERAFRREXE Gmail (FIHEZE
LZREFREHE), MEFKE Outlook, Outlook AF 5 Gmail BFRIHAEEIEERE, 40, Outlook FAFHAEE
AR BB R A EIB th B — N ThEETT R EB A, M Gmail BRNSRFXMERTED . Hib, il
EHAMEELRANT KER, FERELESERN. HEEBENTZ, BXIFEESANME.

(01:16:49):
English:

Outlook users are also used to certain safeguards, like if you've used Outlook in an enterprise, warnings
when a recipient is external to your domain or what Outlook users might know as sensitivity labels. And
as a result we've built support for external recipient indicators and sensitivity labels. But in some ways
it's very different to selling to prosumers because there are other stakeholders involved. For example,
we've built support for enterprise mobile management by implementing Microsoft Intune.

FRCERIR:

Outlook AP IBFRLELZLRME, tbIIMRFERWER Outlook, HUH ARBIRIHE Z MM A RES
KBLESE, H®E Outlook AFRHAMK “BNREME" . ALk, FATEET TN A REBSMBURERETHN
T, BERLESE, X5RATWEREHEFRERRE, ANTREMAIGEEXE, G, 1B ILE
Microsoft Intune #9327 3B L& oHEIE (EMM) BIZHF

(01:17:22):
English:

We recently sold one of the big three strategy consulting firms, which is super exciting. | can't say which
one, but they love Superhuman and they have thousands of people internally using Superhuman. This is
after a year... They've been piloting for a year and then accelerating over the last few months. We only just
got them the mobile app, believe it or not. Because, at an enterprise like that, there are significant
controls on what a allowed compliant mobile app can and cannot do. For example, IT needs to be able to
control which apps can save attachments or which apps you can copy and paste text into from email. And
for many enterprises, those controls are super important.

FRCERIR:

BIMNBREETTZAEBERQABDZ—, ZEELAMT, AFEREWV—KR, BMHIIEFEEXR
Superhuman, REEVTAEER. XRAEI—FHAR, AREIE/LTNAMEEEENER. BERE
MR, FEM&EAGMUIREBRNA. RAERFERRNELFR, N¥FRFNERBHNAERMAA. T
REMT 2B REVERl FIE0, 1T SP)FEREBERIMLEN AR UREM G, HEREUMEBHFIEXASH]
SN AR, WFIFSRIRR, XEERIEXREE,



[01:18:14] Lenny Rachitsky
English:

Wow, okay. So it sounds like essentially just building all these features that large companies need, is kind
of the road you're on right now.

FROCERIR:
I, 3708, FRUAMTEESRIFIIENRAEREER LM EMER AT ENFEXLEIEE.

[01:18:21] Rahul Vohra
English:

Exactly. And there's two stakeholders. There's the users, which are actually quite different because
they're Outlook users and Calendar is one of the main ways that manifests. There's a whole bunch of
other stakeholders, IT is one of them, but there are others as well. For example, companies this large have
workplace management groups who want to see analytics of how people are working, how they can
make their teams more efficient, so it truly is a multi-threaded sale with multiple stakeholders.

FROCENIR:

R, XEARMEMmMBEXRE, —KERF, WNHSERA—, ERth1=Z Outlook BF, BHREEMEK
WANZ— BE-RERMF@IEXE, ITHIREFZ—, EXEEEMN, fli, XAXMRHATEL
EZFREIERNA, ITREIIAMTMAIENSEIE, URINRSEMNER, FIUXBRE—NIRET
FmBRENSLEETIR,

[01:18:49] Lenny Rachitsky
English:

They had a product from Linear on the podcast [inaudible 01:18:51], and he actually, | don't know if you
heard that episode, but he talks about how they decide what to prioritize, the thing they never build is
middle managers needing to track how their reports are doing and things like that. That's an interesting

opportunity for you guys maybe to cut stuff. | don't know.
R EIE:

Linear By~ mA ST At L3 X MER, HAREMITD R, BMIREMNMNEIREMRLERI R, WITKTRE
BEHNEMRZE "PEEEARTEEIRTEEE" ZRN. XMRIIREATER—MEEINENTINE, 3
HBAHEE,

(01:19:07):
English:

Anyway, | want to end on one more nugget. Okay, I'm glad we have time for this. You shared that you have
this system internally at Superhuman for making decisions. You call it Single Decisive Reason, SDR. What
is that?

FRCERIR:

FEEHE, RBURE—1MTHEER. REXEIEGNE, RO =T Superhuman REE—EMRENR
4, fRIFZA “B—REMER” (Single Decisive Reason, SDR)., FBRHA?



[01:19:22] Rahul Vohra
English:

SDR is a thinking tool that | picked up from Reid Hoffman during my time at LinkedIn. The idea here is
that for important decisions, you should be able to identify one, one reason that on its own supports the
decision. It's based on the observation that all too often we rely on a collection of weak reasons to justify
decisions. It's very, very easy to do this. Imagine you are contemplating a decision, you write a list of the
pros and the cons. There are three pros, but let's say there are 10 or 15 cons. The sheer number of cons,
the effort of thinking them through, the time it took to write them down, is going to affect you,
consciously or worse subconsciously. This is especially true, I've seen in group settings, which just in
general are a little bit more risk averse and a little bit more consensus driven.

FROCERIR:

SDR Z3%7E LinkedIn T{EHAIEIM Reid Hoffman REF M —MBLT A, ZOEIE: WTEBHRRK, R
RZAETSIRA H— M EH, (NEX—MEHMERFIZRAR. EET—MME: HAEERARM—EHEIEH
KANRERHP, XIFEBRHKE, BR—TREZE—TRE, MIIBTRRRBER. B3 MR, BRIZE
10 & 15 MRR. RRpVME. BECNIFAENEN. S TE(REnNE, SMaESIREE. EEEEE
RIREEF MR, ERFMEHRILENLL, EARERERE T HLEXFRAERHIR,

(01:20:17):
English:

So whenever anyone is making a decision and they bring that decision to me and they say, "Well, we
want to do this because of X, Y, Z, and there are multiple reasons." | ask them, "What's the SDR? What's
the single decisive reason?" If they can't yet isolate it, that tells me they haven't yet figured out why they
want to make the decision. It doesn't mean the decision is wrong, it just means that they haven't figured
out the singular reason why we should do the thing. They can then go through their list of reasons and
ask, "lIs this alone enough to support this decision?" Meaning if this was true and all the other things were
not true, would I still do it? And sometimes we still do, but actually sometimes we don't. We realize that a
collection of weak reasons alone means that, for example, the outcome is less likely than we thought it

was, or it was hiding a really strong reason on the other side of the decision.
FZERiE:

FRLL, SEBEABMAEHBEHIHEAR: “HMNEXFMIEEN X Y. ZFZTRA" B, ZI@MH
il “SDRZHA? BTE—REMEHRZMNA? ” MRMITETEZFESBLR, BrBRBMITTELFER
A ABETENRE. XAFERERERHN, ARBREMIEIE RN B EHE—IER,
AT ERERBRAR: “NEX—FETEUFXMNRE? 7 iR, MRX—FIEN, MEMER
BRFHZRRN, RESXEHT? EREINRAZM, BAENEINAS. BRIEFIRE, HHBEERANES
FEEREERAIGENNTERNRE, HEBCHE T ARS —E— M FERANRNIEH,

[01:21:11] Lenny Rachitsky
English:

That is very cool. This is just when someone comes to you with a decision, the way you use this idea is,
you ask them what's the single decisive reason?

FROCENIR:
KEET o FRASEE ANHEREFRINRE, REAXMUEZNAMZRMI): B—REMEHZFA?



[01:21:20] Rahul Vohra
English:

Pretty much. Yeah. And what they can't do, obviously this happens, people are human and natural, they'll
usually start mentioning three or four things, and that's fine. And then | will say, "Okay, but if only one of
those was true and you're still advocating for this decision, what is it?" | think that's just a bar for a good

decision.
FRSCERIE:

EX%, B, MIBEIARIIE=ZNH#SE, XRER. ARESHR: W, ENREFRE-HERE
B9, TfRMAREXNRE, BEW—HE? 7 HUNNXMZEEHE — MNP RERAITRE,

[01:21:40] Lenny Rachitsky
English:

Why is that so important? Because you found that a bunch of low quality reasons just don't add up to a
good reason to do something?

FROCENIR:
Nt AXIEE? RERAREM—EEFRERNIEHMNER LR E—MEFE S IERG?

[01:21:50] Rahul Vohra
English:

Multiple reasons, which is ironic. But that's my SDR for why SDRs work. Which is yes, multiple low quality
reasons rarely add up to a high quality reason to do something. But there are also other things as well,
which is, any decision you take has an opportunity cost. Any feature you build is another feature that you
didn't build. If we're going to build this for a collection of weak reasons, whereas we could build that for
one strong reason, I'd much rather build that for one strong reason. Now this is all other things being
equal, and these things often end up being quite complicated, but you can apply SDR all the way down.
You just did that to me, what's my SDR for SDR?

AR ERIE:

REERS, XENB, BXMERXT “At4 SDRBEH” B SDR (R—REMEH): B, ZMER
EEHARVEER—TESREER, BXENRE, BMEMRRBEN ML, (FAZBEAINEEHREKRE
S—MRKMEBINEE. WMRIMNAT LT HESENERAENEXT, MARTURT - aAMEBREHERR
S, BTREREE, 38, XREHMFEEENERT, KREEREERESR, BIRAJLUE SDR MBI
HEE. RRAMMIEATX—E: FHXTF SDRBY SDRZ+A?

[01:22:30] Lenny Rachitsky
English:

There we go. Rahul, is there anything that we haven't covered that you wanted to cover? Is there any last

piece of wisdom you want to leave listeners with before we let you go?
FRCERIE:

MePG. Rahul, BEMFARNTLKIZEIRBEIAING? FERZA, BHARENESRELITRG?



[01:22:43] Rahul Vohra

English:

| feel good. | think we covered a lot. Thank you for asking amazing questions. This was really fun.
R B

BRERT, ERNITRES, HEMEHEXERENEE, XENEE®,

[01:22:51] Lenny Rachitsky
English:

This was incredible. Okay, so let me just ask you this then. Where can folks find you online? Where can
they check out Superhuman? What should they know before they try it out? And then just how can
listeners be useful to you?

FRCERIR:

KET o BILFEMR: ARETAEMEKEIIR? EWEAT LT ## Superhuman? E2IH Z A1 AR ZAE
242 AR LA S R ?

[01:23:02] Rahul Vohra
English:

If you want to find me online, | am generally on X. That is x.com/rahulvohra, R-A-H-U-L V-O-H-R-A. My DMs
are open, so feel free to ping me. If you're going to do that, | would suggest also emailing me, that's
rahul@superhuman.com, and hopefully I'll see your message soon.

FRCERIR:

NRIRABFEM L EIF, FEBEE X L, MR x.com/rahulvohra, ZEMFAEEFHRM, WDEERFK. WMRMR
TR, BREINBATAE: rahul@superhuman.com, FEERREINRIGEE,

(01:23:22):
English:

If you haven't tried Superhuman, then gosh, what are you doing? This is my call to you to do so, because
your time is worth more than whatever you think it might be. So go download Superhuman and give it a
shot. Invite your team. The metrics are real. | know they sound like the kind of metrics that startups make
up, but getting through your email twice as fast, responding one to two days sooner, saving four hours or
more every single week, they're all real.

AR ERIE:

NRIMERZIAT Superhuman, X, REFMHA? AFFMREZRE, RAMNNELMEKNESNE. &
T# Superhuman XXM, BIBFIREIFIRA. BRLEEIRE R R KM, FABENMERGZEI AT HEFRY,
BLEEARME. BER—MWKR. SATELNNLU L, XERFZEN.

(01:23:51):

English:



Actually, speaking of which, the consulting firm | mentioned earlier, because they're so into data and into
analysis, they wanted to corroborate those numbers for themselves, and so they did. They ran their own
internal case study on Superhuman, and they were like, "Yeah, you're saving our partners 3.3 hours per
person per week. And there's only one other tool that we've bought that does that, which is ChatGPT. So
thank you. We love Superhuman. We're rolling it out." If that sounds interesting to you or your company,
please do give it a shot.

FROCERIR:

FLE, REXD, RZARIOBREBATE, FAMINEETESIENDN, thi18%EEIERIEHF,
TR T . #1%F Superhuman #TT RIMRFEIMAR, FiLR: “BH, MARIMNNEGURABABRATE
7 33/, RMNEINIEERBES —MEMEIX—=, BELE ChatGPT. FrLABIBIfR, FHM=E
Superhuman, BAIBEEHE " MRXITERMMRHIMBIATERSIF, BSBEIR—T.

[01:24:25] Lenny Rachitsky
English:

That is super cool. Reflecting back on what | imagine this conversation would look like, a lot of contrarian
thinking and attention to detail, | think that's exactly what it was. Rahul, you're awesome. Thank you so
much for being here.

AR ERIE:

KEET o BERRZ AR NE—ARENRFABLENPATHIRE—RREETLFETH, Rahul, R
AIET . IJFERBHREER,

[01:24:39] Rahul Vohra
English:

Thank you. Bye everyone.

R EE:

. AKBL.

[01:24:40] Lenny Rachitsky
English:

Bye everyone.

(01:24:43):

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

AR ERIE:
AKREBEN.

EB RGO WRIRTISHNBENE, BILUE Apple Podcasts. Spotify SRERIERNAFITHAT B,
tesh, BEERLRIVTOHBTITIE, XERAMAEBEMIFRIXEXMEE. REILTE lennyspodcast.com
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