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[00:00:00] Sahil Mansuri
English:

It's hard to plan what you should do for all of 2023. I think the advice that most founders are getting from
their boards is when you have limited visibility, you have to plan in the most conservative way. On the one
hand, of course that's true, you have to be conservative. But on the other hand, you don't want to be
unreasonably conservative because you don't want to be floundering from like, oh, we're screwed to
everything's better, to we're screwed, everything's better. So the way | think about setting up a plan when
you have limited visibility and some major headwinds is setting up a really conservative plan and then
having milestones, short term milestones that unlock the ability to lean into growth and spend based on
hitting those targets.

AR ERIE:

RYMEMRY 2023 F2FHI TR, FTINNASHENBAMNEZZBERIINENZ: SAINEERE, ROFUR
RTFOANHTHY. —FH, XAARWH, MOMART. B5F—FHH, (RXFAEIFTRT, RARIEE
R, HMNEXET” B “—EFERT” , BE “RNERET” . “—UEFERT” ZEREEBR,
EFit, AR REEREEGEABNN, X FHETRINRER: RE-DIFERTHITL, ARRILIER

—ENiEEA R, —BRARIXEER, A USSR AT HAIEEN.

[00:00:49] Lenny
English:

Welcome to Lenny's Podcast. I'm Lenny, and my aim here is to help you get better at the craft of building
and growing products. Today my guest is Sahil Mansuri. Sahil is the CEO and founder of Bravado, which
has built the world's largest online sales community of over 300,000 salespeople, and they're now
building SaaS products for salespeople. Sahil has one of the most unique perspectives on the art and skill
of sales, partly because of the community and the company that he runs, and partly because he was a
longtime salesperson himself. As you'll hear in this episode, he has closed some incredible deals,
including a wild story about cold emailing Sheryl Sandberg at Facebook and what that led to. In this
episode, we focus on what founders should change and how they do sales during this market downturn,
including how you should approach sales quotas, how you should rethink the way you do comp plans for
salespeople, how you do forecasting, also why you should refocus on retention and your existing
customers, how to improve your sales technique in general no matter what role you're in. As someone
without a lot of depth in sales, | always find it fascinating to learn how to get better at sales. This episode
has something for everyone. With that, | bring you Sahil Mansuri. Hey, Ashley, head of marketing and
Flatfile. How many B2B SaaS companies would you estimate need to import CSV files from their
customers?



AR ERIE:
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[00:02:13] Ashley
English:
At least 40%.

AR ERIE:

[00:02:15] Lenny

English:

How many of them screw that up? What happens when they do?
R EE:

HRBEZ DATHEXGERET? BT SREFA?

[00:02:18] Ashley
English:

Well, based on our data, about a third of people will consider switching to another company after just one
bad experience during onboarding. So if your CSV importer doesn't work right, which is super common,

considering customer files are chock full of unexpected data and formatting, they'll leave.
FRZERiE:

, WRIBBENOEBIE, KN=22Z2—BAENRSZ (Onboardlng) HREPREFEREENER, MeEE
E?ﬁ 2T Ak, WNRIREY CSVENBETALER (XEBEE, AAZPXGH T BEREBEIEME
o), M ERE.

[00:02:38] Lenny
English:

| am 0% surprised to hear that. I've consistently seen that improving onboarding is one of the highest
leverage opportunities for both signup conversion and increasing longterm retention. Getting people to



your aha moment more quickly and reliably is so incredibly important.
FRZERIE:

IFEIXPHR—RBAZI F—HINN, IENRGI SRR IMEZUCRMENKPBERNESIITNEZ
— APERE, ErfMAR “GUENZI” (Aha Moment) BRIREEER,

[00:02:52] Ashley
English:

Totally. It's incredible to see how our customers like Square, Spotify and Zora are able to grow their
businesses on top of Flatfile, this because flawless data onboarding acts like a catalyst to get them and
their customers where they need to go faster.

AR ERIE:

Z21EHi. BEIR Square. Spotify 1 Zora X#H#ME FEEBETE Flatfile 2 ERISB1EK, EESAMLUE
5o XEENTENEIBNIRG | SIEMELT—F, sELtIMAIINE P EPRHLAE B 5.

[00:03:09] Lenny
English:

If you'd like to learn more or get started, check out Flatfile at flatfile.com/lenny. This episode is brought to
you by Merge. Every product manager knows the pain of slowing product velocity when developers
struggle to build and maintain integrations with other platforms. Merge's unified API can remove this
blocker from your roadmap. With one API, your team can add over 150 HR, ATS, accounting, ticketing and
CRM integrations right into your product. You can get your first integration into production in a matter of
days and save countless weeks building custom integrations, letting you get back to building your core
product. Merge's integrations speed up the product development process for companies like Ramp,
Drada and many other fast growing and established companies, allowing them to test their features at
scale without having to worry about a never ending integrations roadmap. Save your engineers countless
hours and expedite your sales cycle by making integration offerings your competitive advantage with
Merge. Visit merge.dev/lenny to get started and integrate up to five customers for free. Sahil, welcome to
the podcast.

AR ERIE:
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[00:04:21] Sahil Mansuri
English:

Thanks Lenny. Thanks for having me.



AR ERIE:

1518 Lenny, RSHEIEH.

[00:04:23] Lenny
English:

So we're going to be talking about sales and in particular what you should be adjusting in your company
during these very turbulent market conditions. But | thought first it'd be helpful if you just gave a little
background on yourself to kind of give folks a sense of why you have such unique insights into the sales
world. So maybe just talk about a little bit of your background and then what you do now, the company

that you run now.
R EIE:

BITEIEHE, [FHIREREZNTIRAT, MEEZEATFMEMERE, BRiIAAN, NMREENSA
—TFHEHESR, ILRRTHEATAMMNEETRAB MRG0, ZREEB. L, BRRIFNESR,
URAFIREREMA 4, BRERRELENQE,

[00:04:46] Sahil Mansuri
English:

I've spent my whole career in sales. | started out in sales when | was in college. | worked on the Obama
campaign. We didn't call it sales, right? We called it turning out the votes or street teamwork or field ops
or phone banking, but it was sales. We were just selling the dream, literally the American dream as it
were. So I've been in some sort of a role where my primary responsibility was to cold call, send emails,
have conversations, objection handle, and try to get someone to sign a contract for my entire career. |
started selling in September of 2008 was my first month with a quota. So | started selling in the middle of
the last financial crisis. In 2009, the company that | used to do sales for, which is called Meltwater, this
company, it's a pretty crazy story. It's one of the few companies that has made it to $100 million in
recurring revenue without a drop of venture funding. It's a Norwegian company actually. If | remember
correctly, don't quote me on the exact numbers here, but the company had basically gone 10 million to
30 million to 50 million to 70 million, and then in 2009, they went from 70 million to 69 million. It was the
first year that they hadn't not only increased revenue, but revenue had gone down. In that year, in 2009, |
broke the company record for the most sales by any individual person in one year in the history of the
company. | say that not out of hubris or out of pride, | say that because I've literally sold in a downturn. In
the middle of a recession, | have been an account executive selling, carrying a quota and have been
successful in doing it. Then went on to be a sales leader at a bunch of different places, probably most
notably at Glassdoor, where | joined as one of the first 20, 25 employees. Was responsible for enterprise
sales there. Personally closed Facebook, Google, Amazon, Microsoft, Ford, Visa, Bank of America, JP
Morgan, Walmart. At its peak, at one point | think Glassdoor had about 100 of the Fortune 500 customers
and I'd sold about 60 of them myself. I've done a lot of selling in my career, also a decent amount of sales
management and sales leadership. But really my forte is selling. | love to sell. I love to talk to customers. |
love to train salespeople. I've been a VP of sales and CRO in a couple different places. Then for the last
five years I've been building a community for salespeople that's called Bravado. Bravado is a network of
about 300,000 B2B tech sales. That's about 50,000 VPs of sales and CROs, about 150,000 account
executives, another like 40 to 50,000 SDRs. Then the rest of it are kind of customer success, sales
engineers, sales ops, sales enablement, et cetera. So it's a network that purely focuses on sales, and

much akin to your business, | suppose, marries community learning, upskilling, recruiting as this one



place that a salesperson can go in order to beat the odds, be successful in their career, find a great job, or

hit and crush quota in their role.
FRERIE:

BMEANRWEERERHEE. EMAKERAMABRBHEET. REERESHNTRRFA I, Hi1HNRUY
E “HE” , WIE? EMzH “BE" . HLENESE. IMENRERBRIERT, EXRLMEHE. K2
EHEER, FEEXEN “EEE” . U, ERNENRLEES, B—EEEEMHAR, HFXFERHEZE
T2 BohEiE (Cold Call). &HBH. #HiT3xHE. WIEBRIN, HEBHIULEAZTESRE. FHM 2008 £ 9 BFHIARIE
NEAHEERH (Quota). FIUKREE L—XERMBNPEAFRMEEN, 2009 F, FHMEERAHEEA WY
Meltwater, XRAFTMNHERKNIEN. ERVHIRELETAXREZNERT, LB (ARR) AT
1ZETHATZ—. EXRLR—FRBE LT, WRFZICHENE GIZERTBRFERE), XRATHIUA
EA& FEM 1000 F1EKE) 3000 7. 5000 A. 7000 /7, $A/S7E 2009 &£, ff1M 7000 HP£E]T 6900 FH, #B
EMIIRCEEIGMUIN, RMWNTENE—F, MEFR—F, B 2009 F, FITH T LABHE LEALFH
EINESLR. HRXEFARHTHIEHBER, MERAARRBIELFRANBHIHE, ELF=EH
Hi, BEE—RYAEMTMEFSZIE (Account Executive), HFEEET BN, EREERSAENMAGIBE
HEMTEA, RERZMAIRERE Glassdoor, HERI 20258 R T z—. HEMERTEURHEE, BIAE
7T Facebook. Google. I, fH3k. @45, Visa. EEEIT. BRAE. KRB, 7TEILETHE, A8
Glassdoor A£9#%E 100 XMME 500 328FF, HAL 60 REHFEER TR, EROIREES, HMTAE
MEETE, BEHEY—BOEESEENNSLRE, BiRKE, BRNBNEHEHE, BAEHE, RERSER
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[00:08:22] Lenny
English:

Awesome. | think that gives a clear picture of why you have such unique insights. | don't know if there's
anyone that has such a broad access to so many salespeople and what they're doing, what they're
thinking about. The core part of the Bravado product, just to make it even clear, is a community or people
ask questions, help each other through sales issues, things like that, right?

FRCERIR:

KiET . RBXBREMBRAT AT AMBAENIIRGHIIE. FAELHIEEEBEIXAZHEAR, THE
EMAtA. E8AA. ATEFEEN, Bravado =RMZLEBRE— MK, ATRIUERBERR. B
TBZEEBIARRIBE R, *0E?

[00:08:41] Sahil Mansuri
English:

Yeah. So if you're familiar with Stack Overflow and what that network and community means to
engineering, Bravado has a product that's affectionately known as the War Room, which does the same
thing. So you have 50,000 companies, sales teams that are on Bravado. We get a realtime pulse of which
companies are hitting quota, which ones are missing quota, which sales reps are closing deals with which
organizations, which industries are doing better or worse. So we do get a really interesting perspective
within the world of B2B tech sales, to be clear, a really interesting perspective on what's happening in



terms of companies and revenue and forecast and quota, which gives us hopefully an opportunity to
serve those members and the general tech community at large in terms of how they can beat the odds,
especially as we're back to that 2008 crunch that we saw then as well.

AR ERIE:

M. MNRIRFHAZE Stack Overflow UK izMEMTX W TERNENX, Bravado B—MEETVIMIFN “VEL
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[00:09:39] Lenny
English:

Awesome. Just to put this out there, I'm a very small investor in Bravado. I'm just a fan of these kinds of
companies, community led Saas tooling. | was really impressed with the way you're building and the way
you're approaching it. Also, | don't have a lot of depth in sales, and so | loved this opportunity to learn
about how sales works by participating. So thank you for letting me join the journey of Bravado. It's a
really unique company and I'm excited to see where it all goes. So with this podcast, we were planning to
talk about sales. Initially, it was going to be how to get better at sales, how to be a better salesperson. But
you had this great suggestion that we instead focus more specifically on what founders should change in
the coming year knowing the conditions of the market and how things are turbulent and how people are
spending less and things like that. So we're going to talk about five things that you can do right now to
change the way your sales process works starting now for the next year. The idea is once you listen to this

conversation, you can go and do these things immediately with your team. So that sound good?
R EIE:

AiETo IRfER—T, 2 Bravado FI—PNNEHEE, RARBXEX AT — 1 XIKEIRY SaaS TR —HI#
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[00:11:18] Sahil Mansuri
English:

Yeah, it sounds great. | mean, | think, inherent in this conversation will be things that you can do to be
better at sales, but | think the way in which you sell has to be different based on market condition. So if
we had done this podcast eight months ago or 18 months ago or 28 months ago or 38 months ago, | think
we would've had one set of conversation. We would've talked about growing top line revenue. We
would've talked about how to get your first 20 customers. We would've talked about how to build and
scale a sales team. We would've talked about setting quotas and whatnot. | think that today, the market
has shifted because we know that the cost of capital has gone up. We know that funding has dried up. We
know that investors today are only interested in companies that have strong unit economics and have



high retention rates. Cold prospecting goes down in favor of cross-selling and upselling your existing
customer base because it's hard to break into new accounts when companies have budget freezes and
hiring freezes and layoffs, and everyone is watching really closely the capital outflow of their business. So
your sale strategy has to fundamentally change in order to meet the moment and meet the market to

whereitis.
RS ERIE:

=8, ITEXRRE, ENERR, XAMEFEARASBE—EILIEEKEENRNES, BRIAAMEENSN
WIARIERIZIRORMEARRE. RENSE S ArFI. 18 MAHI. 28 MHAIT 38 MARIMXMER, B8
BIN2E—EREFENIHEAR. EiISTHEWMAEMZAWAN (Top-line Revenue) . FHiT=iTiCMEITREHE1
20MNEF. EMNSITCMAELAYT AHER. ENSITCIREERTMZENERE. RINASKTHEELE
TTW, RARNAERREELAT. KMNFEMACEHE, BITNESKNREAERINEBTRAEMUE
Fa (Unit Economics) MEBEXRMAFRNE, LB 4 (Cold Prospecting) ETERL, XKz
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[00:12:00] Lenny
English:

Great context setting. You touched on a few of the things we're going to talk about, so I'm excited to get
into it. The first topic | wanted to chat about is forecasting and quotas. You have some advice on how
founders should be thinking about adjusting their forecast plans and their quotas for next year. Can you
talk about that?

AR ERIE:

FEFNEREE, FRITRIEERITICNILHSE, FMURRBAFRINRY. FEHHE—MERE TN
Fofle XTF LB ARIZANAEE FREEBAERIFUN I RIAECE, RE—LEE AEIRKID?

[00:12:18] Sahil Mansuri
English:

Yeah, so let's start with some data and then we'll talk about why this matters. So on Bravado, as |
mentioned, we have 300,000 members, but only about 200,000 of them. So about 65% of the network
uses a product called the Seller Portfolio. The Seller Portfolio is a realtime tracker of how you and your
sales team are performing relative to quota. You can kind of think of it like mint.com, but instead of being
for personal finance, it's for sales. Based on that, we're able to get a realtime perspective on which
companies in specific, and then overall which industries and in which sectors are at or above or below
quota. So I'll share some stats with you. So in Q3 of this year, so | guess as of last month, in Q3 of this year,
63% of sales reps missed quota, 63%. That's up from 54% in Q2 and 46% in Q1. So you've basically got
30% more of the sales team missing quota today than you did literally just six months ago. If you broaden
that out to a team wide structure, 76% of companies missed their Q3 target. 76% of companies missed
their Q3 target. That's up from 59% in Q2 and 51% in Q1. So you actually have 33% more companies that
are missing target. Then at this point, it's gone from being like the occasional company is struggling to
pretty much every tech company is struggling. We would predict, based on the data that we're seeing,
that over 80% of companies will miss their Q4 goals. So in a world in which the vast majority of sales reps
are missing quota and the even larger vast majority of companies are missing quota and their forecast,
that on the one hand explains why you're seeing this bunch of layoffs. On the other hand though, it raises



the question of what do I do for next year? On the one hand, you don't want to bring down targets too
significantly because it's going to raise a lot of red flags in terms of spend and burn and probably meet a
lot of really painful decision. On the other hand, it's really hard to have visibility into what the market's
going to look like six months, | mean, heck, even like six weeks from now. Things are changing on a
realtime basis. Something interesting that we saw is that we have quarterly tracking, but we also have
monthly tracking. So something interesting we saw is that from November until March of last year,
companies were basically blowing out their quota, sales reps were blowing out their quota. All of a
sudden everything came to a screeching halt in April, and April, May and June were really tough times.
You saw that outwardly in the market in terms of layoffs and hiring freezes and such. But we saw it on a
realtime basis in terms of percentage to quota and companies missing their target. What was interesting
is that a bunch of companies then revised down their forecast for the rest of the year, but then companies
started beating those forecasts in July, August, September. So for a moment there, it actually looked like
we might be out of the worst of it, and then came obviously a much maligned double dip recession,
which then in October, November, all of a sudden everyone just started missing. Many of your listeners, |
would imagine, work at VC backed SaaS companies, so they can, in the comments or whatnot, speak
about whether this is also true for them. But | would imagine that for most of companies going into the
middle to end of September, they probably felt pretty good. They actually thought like, "Oh, maybe we
can actually squeak by in Q3. Maybe we can revise up forecast in Q4. Maybe we can hire into next year and
we can go back to growing the way we were for the previous 10 years." Then October was just a
bloodbath. On companies that do monthly quotas, 85% of sales reps missed quota in October for their
monthly number. | think it's going to be even higher in November based on what we're seeing. So again, |
share all this information with you to just kind of set the stage on what's happening realtime in the
market. So given that September felt good, but today we're totally screwed, it's hard to plan what you
should do for all of 2023. | think the advice that most founders are getting from their boards is when you
have limited visibility, you have to plan in the most conservative way. On the one hand, of course that's
true. You have to be conservative. But on the other hand, you don't want to be unreasonably conservative
because you don't want to be floundering from like, oh, we're screwed to everything's better, to we're
screwed, everything's better. So the way | think about setting up a plan when you have limited visibility
and some major headwinds is setting up a really conservative plan and then having milestones, short
term milestones that unlock the ability to lean into growth and spend based on hitting those targets. So
here's an example. Let's say that you did $10 million in revenue this year and next year you have no idea
what that's going to look like. Maybe you say, "Okay, let's plan like we're going to be down to 9 million.
We're going to lose 10% of revenue next year despite our best efforts because the market's going to be
really tough." So that would mean that in Q1 you need to hit 2.5 million in revenue. Let's say in Q1, if we
hit 2.5, then we should revise up our targets for the rest of the year and we can unlock this additional
budget to kind of spend off of. If we hit below 2, we should revise down our number. So kind of being
comfortable with regularly reforecasting. Forecasting, you can't just forecast a quarter out every time.
Obviously that's a tough way to run a business. So you got to forecast a year, but then set milestones,
checkpoints and kind of make predetermined decisions that allow you to avoid the bias of then walking
into Q1 and being like, "Oh, we missed in Q1, but no, no, we're really going to hit it in Q2." You got to set
the targets upfront because as founders, we tend to have a bias towards optimism. That's generally how
founders operate. In today's market, that's more of a disadvantage than an advantage. So my suggestion
is to really think about forecasting conservatively, setting up checkpoints and milestones around what
future success may or may not look like. If you hit those goals, then decelerating or accelerating into it
depending upon what you get there, and coming to an agreement with your board, with your sales team,
with your sales leadership in advance so that there's no debate about what to do when you actually get
there.

FROCERIR:
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[00:19:06] Lenny
English:

That is awesome advice. As a PM, it makes me think a little bit about moving to an agile sprint sort of
system versus this long term waterfall oriented planning process. Have you seen this need happen in the
past? Is this the first time we need to plan to reforecast throughout the year? Or have you been through
periods where this is just the way people operate when times are super uncertain?

FRCERIR:



XRFEHFNEN. FH—BFREE (PM), XiLHREADTMKBNZEGXMIRERDEEDR) (Agile
Sprint) MRS, RUFINIXMERG? XEHNE-XRFEHNELEHTERNG? E2RIFER
SERERHENNE, ATMEXEE(ER?

[00:19:28] Sahil Mansuri
English:

First of all, | think the vast majority of CEOs and sales leaders haven't been through a period of dramatic
uncertainty in their careers. | mean, there are obviously people who have been in business for more than
15 years and who have been through other downturns. But unless you were a sales leader, a CEO, an
executive in 2008, which | would imagine that not very many people were or certainly not everyone was,
then you haven't seen anything like this. People try to analogize it to COVID, but | think that that's
actually not a good analog for this. The reason why is because COVID was an external factor versus this is
actually an internal issue, which is to say that there are actually industries that are doing much better
these days except for tech. Tech is getting crushed, right? In COVID, everyone's getting crushed. So it
didn't matter if you owned a yoga studio or gas pump or whatever, a hotel. There was nothing that was
working well unless | guess you owned Amazon Fresh or something. There were very few businesses that
were doing better as a result of COVID. But there's a bunch of companies that aren't doing that bad. |
mean, if you listen to other podcasts, you've probably seen that tech is the one that is getting the most
hammered in this, although | think in the last two weeks, crypto has caught up pretty quickly. But it's
really kind of tech, right? So when you see a slowdown in tech that is disproportionate, you have to
assume that it may last for a much longer period of time than you imagine. | think that given the lack of
visibility and the amount of volatility, | think it is a unique situation for most companies, for most leaders.
I think that the only response to which is to try to get really comfortable with being wrong and adding
new data in in order to make decisions regularly without the fear of coming across as not knowing what
you're doing.

AR ERIE:
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[00:21:49] Sahil Mansuri
English:

Yeah, exactly. That's right. It's a gift to get model. So the way it works is that you enter your stats, and in
doing so, you get global benchmarks of how you're doing versus other reps or other companies. So
there's a premium for being accurate here because otherwise you don't actually get a real sense of how
you're doing versus others. So there's an incentive structure that's built in to be really precise. Then that



information feeds into our kind of global leaderboard where we are able to slice and dice and say, "Okay,
of companies that are headquartered in San Francisco, here's how your company's doing. Of sales reps
that sell to CMOs, here's how you're doing. Of reps who carried a quota of between 500, 700K this quarter,
here's how you rank." So we do global benchmarking for sales reps and sales teams and we share that
information for free to anyone who is willing to participate in the ecosystem.

FROCERIR:

R, K. XB—M “AFTLUREC (Giftto-get) BRI, EMEMEANZE: MEARISITEIE, (FAlk
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DEXERER.

[00:23:00] Sahil Mansuri
English:

So comp plans are, or compensation plans for sales, are very different than they are for most other
profession. So in most professions, yours and product management, you have a base salary that
encompasses the vast majority of your cash compensation. You then often have bonuses that are either
based on company or sometimes personal milestone, which are often paid out end of quarter, end of
year. Then you'll have an equity grant that you vest over the course of time. That's not how it works in
sales. So the way it works in sales is that you have what's known as a base and then what's known as an
OET. An OTE or on target earnings is how much you make if you hit quota. The most common ratio that
you see in Saa$S is what's known as a 50-50 split. So let's just use some round numbers. Let's say that your
OTE is $200,000. What that means is that your base salary is actually only $100,000. So unlike in most
other professions, sales reps make very little base salary, but their OTEs are often higher than in most
other professions because they're variable, so the second $100,000 you unlock through your performance
on the sales team. Again, I'm going to use the most common examples for this, and every combines
different, et cetera, but what's really common is if you have a 200K OTE, 100K base, 100K commission,
then your quota will be $1 million. So the ratio between your OTE and your quota is typically five to one.
So your quota is usually 5X. This comes from this idea that your cost for a sales rep fully loaded should be
about 20% so you can afford to pay 20% of your salary to a sales rep. So let's talk about what that all
means. So what that means is that you as a salesperson have to sell $1 million of software in order to
make $200,000 of money. But that $1 million of software is only around new business. The vast majority
of account executives are only responsible for new business, which means top line revenue growth. So
let's pick two theoretical examples. Okay, let's say they're sales rep A and sales rep B, and they both have
the same quota, same OTE, okay? We're selling for the same product, same sales team. Sales rep A closes
$1.5 million in 2022. Just for easy math, let's say that's 15 100K deals. So product is 100K. They sold us 15
deals a year. They would close $1.5 million. That means that they would hit 150% of quota. When that
happens, when you exceed your quota, you hit in sales what are known as accelerators. So it's not like if
you hit 1 million, you make 200, but if you hit 1.2 million, you just make an extra on that 200K. You
actually often make extra money for exceeding your quota. The more you exceed your quota, the more
money you make. So you would imagine that if someone sold 1.5 million, they wouldn't make 300K,
which would be 20% cost to sale. They might make 400K. That's pretty common in sales. So this person
who closed $1.5 million in business from 15 deals ends up making $400,000 and they get taken on a free
trip to Cabo because they made President's Club and they're put on the leader board and the CEO of the



company gives them an award at the end of the year and they are heralded as the pinnacle of all things
that are sales. The VP of sales says, "Wow, | can't wait to clone 10 of you." That's how sales teams are set
up, right? Then you have sales rep B. Sales rep B only closes 12 deals for 1.2 million. So they still exceed
quota, but they only exceed quota by 20%, not 50%. That sales rep ends up making let's say 250K. So they
make $150,000 less money. They don't get to go on the trip to Cabo. They don't get the award at the end
of the year. They're not the ones that are celebrated or championed and they're seen as a good performer
but not as good as team player A. That all makes a lot of sense in a world in which companies are really
focused on top line growth. Nothing is more important than the amount of ARR you're making and how
fast you're growing and investors are basically demanding that you go 3, 2, 2, 2, which is common
parlance for if you make 5 million this year, you should make 15 million next year, you should make 45
million the year after, and then you can slow down to going 90 then 180. This is how VCs often think about
funding SaaS companies. They look for this 3, 3, 2, 2 sort of multiple growth on ARR, new business ARR.
That's how the world used to function until six months ago. Then six months ago, all of a sudden the
music stopped and capital got expensive and everybody started being like, "Whoa, wait a minute. We
should think about things like net dollar retention and we should think about what renewal rates look
like and we should think about how efficient you are at acquiring customers." All of a sudden,
profitability, efficiency, retention came into focus as everybody realized that unprofitable growth was no
longer going to be rewarded because you couldn't just keep spending in order to acquire customers.
Acquiring new customers was going to get harder so retaining the ones you had and making sure they
were happy was actually far more important. So let's go back to our example. So team player player A
who closed 15 deals for 1.5 million, poster child for the company, got $400,000. Let's say out of their 15
customers, 10 of them churn next year and only five of them actually end up renewing. How much does
that affect player A's compensation, their performance, their celebration, et cetera? Doesn't affect them
at all. Make no difference. 99% of SaaS companies are set up this way, right? Every SaaS company of, with
very small exceptions, HubSpot, monday.com, there's a handful of them, except for very few SaaS
companies, no difference to the salesperson's performance. It's seen as a failure of customer success.
Other people get blamed for it. Sales rep, no change in their comp work or their success. Meanwhile, sales
rep B who closed fewer deals, 12 of them. Let's say all 12 renew, and not only do all 12 renew, but let's say
that three of them actually are so happy with the product and service that they're willing to be featured
on your website as the folks that you advertise. Let's say six of them are actually willing to be references.
So they help you close even more business by getting on the phone with prospective customers and are
willing to actually advocate for your product. Let's say that not only do they renew, but four of them
actually upsell because they're so happy they end up spending more and they sign multi-year contracts
and whatnot. How much did that affect sales rep B's performance? Do we go back and revise and say,
"Well, wait a minute. Actually sales rep B's customers were way better and actually we should probably
have rewarded sales rep B because they actually had done the homework of finding the right clients
instead of just shoving product down people's throats." No, none of that happens. Again, that kind of
made sense up until six months ago, but it makes no sense today. So sales comp plans are stuck in the
stone ages. They're stuck in the world of Glengarry Glen Ross, Boiler Room, Wolf of Wall Street, get the
dollar in through the door, Matthew McConaughey [inaudible 00:30:45]. That's where sales comp plans
are. What we haven't done is built a modern technical sales compensation plan that actually aligns the
needs and incentives of the business, the customer and the rep. So | think that for a while there, | mean,
I've been writing and talking about this for years, for a while there it fell on a lot of deaf ears because no
one cared. People care now because all of a sudden for the first time, all of the things that we're talking
about around retention and renewal rates and stuff are coming up. So | would say that my general advice
to companies is to say what are the metrics that matter and ensuring that those metrics are the ones that
your sales team is rewarded for. | also call into question the notion that your sales team should have a 50-
50 split on compensation. By the way, that doesn't just extend to the sales team. That's often how the VP
of sales is compensated. So your executive, your chief revenue officer, your VP of sales who sits at the



same table as your CMO and your CFO and your COO, that person also has a 50-50 split in most cases.
Sometimes it's 60-40, but it's very rarely 90-10, which is what it is for almost every other executive on
your team. So salespeople get labeled as coin operated and mercenaries and all these other adages
because the way we compensate them, the way we treat them, the way we measure them is in a
mercenary sort of way. Again, | would call on founders and VCs and executives to rethink that and to
instead come up with compensation that aligns the incentives, again, of the customer, the business and
the rep and the leader. So | think that setting up a longer horizon where if the customer you sign up today
ends up renewing tomorrow, the rep should get a kicker on it. We should look at what the overall renewal
rate is of the sales rep comparing it of course to the renewal of the rest of the business. If one rep is doing
a better job of qualifying the right customers upfront, they should be rewarded for that. So things like
that I think are missing from sales compensation and I'm excited to see them come to the front this year.

FROCERIR:
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[00:33:36] Sahil Mansuri
English:

I'll answer the second question first because the answer to the first question is really simple. | think that
there is a lack of transparency around how a lot of sales compensation plans work and companies tend to
make it up as they go along. Oftentimes companies change their comp plans like each month, each
quarter based on whatever is the business unit or the goal of the business. So I've seen things like, oh,
company release product B after only selling product A. So we'll double the commission on product B
because we want to get it in people's hands. Or we really want to target CPG customers so CPG customers
are worth extra commission. So companies tend to weigh down comp plans with basically a bunch of
bullshit that doesn't have anything to do with how the compensation plan should be structured, but just
has to do with the whims of the executives and the board that month or that quarter. So | don't know of
any organizations | think do this excellently. | just know a lot of companies that do it better than most. |
think it depends on your company or business and your incentive. But | would say that in today's
economy, taking a longer term view to a sales compensation, instead the short term, like you're a hunter,
your job is just to close deals and doesn't really matter, a dollar is a dollar no matter where it comes from
is not true anymore. So | guess that's the answer to that. Coming back to the other question though,
which is why are sales comp plans not innovated off of because this seems obvious? First of all, it's
obvious because of how | explained it. I'm not taking credit for it. It's just that I'm giving you a lot of
context that you would not get otherwise, right? The context you would get otherwise if you just walked in
and you got your traditional old school VC and CEO doesn't really know what they're doing and just



listening to their board is like, here's how sales comp plans work, right? You want to grow revenue, you
want to get customers, you got to pay top dollar and you got to fire them up and set aggressive quotas
and you got to push them and you want to put these big spiffs out there because that's how salespeople
work. A founder doesn't know. This is the problem is that people don't know because nobody really
understands sales and salespeople. They just kind of are like, "Well, | can't sell and | don't really want to
do that. So I'm just going to hire this 50 year old white guy who's done this at a bunch of different
companies and then have him bring in because it's always a 50 year old, it's always a white person and
it's always a guy, right?" Sales is one of the least diverse professions when it comes to leadership and it's
one of the things that we really champion here at Bravado is this idea that 92% of sales leaders or VPs of
sales are white. Over 85% of sales leaders are white. So is that representative of the total population of
who should be a sales leader? No, of course not. It's just representative of the fact that like, oh, you don't
want to innovate here. Just hire someone who's been there, done that before. So you get a lot of sludge in
the system. You get a lot of people doing the same shit over and over again even though it doesn't work,
which is kind of the opposite of that Einstein quote, right? So founders don't know how to set comp
plans. They are just listening to what other people tell them should be the way they do it. There's a way
it's done and it's really hard to break that. It's kind of like when you talked about waterfall versus agile.
Once you do agile you're like, "Wait, why would we have ever done it the other way?" Well, it's because
everyone was always doing it that way, et cetera, et cetera. No one ever got fired for buying IBM, et cetera.
You get where I'm going. But the other thing Lenny that | think is problematic is everyone loves to
optimize in the short run when it comes to revenue in sales. That's really | think the other big driver. If |
offered you a plan that said, hey, you can grow by 20% revenue quarter over quarter or we can spike
revenue by 75% this quarter though | don't know what that's going to do to the business in the future.
Which of these do you want? Tell me how many founders really are willing to take option A? What do you
think? Let's say | just told you those were your options. | can figure out a way to increase revenue by 75%
this quarter though | can give you no promise as to what that means for the future. Or | can make you a
plan where we increase revenue 20% quarter over quarter for the next six quarters. Which of those two
plans would you sign up for? What do you think is a percentage of startup founder six months ago, eight
months ago, 10 months ago to indefinitely that would've signed up for plans?

FRCERIR:
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[00:38:01] Lenny
English:

Yeah, it's interesting. Hearing you describe the way it should be structured and then hearing you pitch
this. | would definitely pick goal one. Let's grow. Let's get this. It'll work out, it'll work its way out. We'll
figure it out later. Let's just keep new customers coming in. So | don't know. | guess like 99% probably
choose that first one.

AR ERIE:
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[00:38:25] Sahil Mansuri
English:

Yeah, | think that's right. Well, | mean that is right because that's what everyone signed up for. But then all
of a sudden, and again, that was okay because even if all your customers churned, it didn't matter
because you could just go raise more money based on the growth and then just keep pouring more
money on it, more money on it. No one gave a shit about the leaky bucket, right? Because you could just
keep adding more water at the top. Now all of a sudden the faucet's off. So given this seismic change in
the market, how is it that we can reverse the short term thinking and start to actually build good
businesses? Because | think that's the real problem, right? The real problem isn't sales compensation
plans and quotas. That's a symptom. A real problem is we all just wanted to have hyper growth instead of
thinking are we actually building good businesses. | wouldn't say that we at Bravado were immune from
this by the way. It's not like I'm sitting here on my golden throne pontificating to the masses. We made a
bunch of decisions over the course of growing this business that were incentivized for the short term.
Every single time we did that, it ended up being really expensive. Now, sometimes we caught that before
money ran out and before we saw the problem. Sometimes we didn't and then we were like, "Oh, shit. It's
a fire drill." But at the end of the day, there is no replacement for building a product that customers love
and having a great go to market motion that brings that product and that value to your clients and
ensuring that they actually are thrilled that they bought your product and are getting a lot of value from
it. Yeah, it sounds so simple, but the amount of companies that actually don't really care if their
customers get value from their product versus just measuring top line revenue growth numbers and logos
and whatever is | think more meaningful than people are willing to admit.
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[00:41:28] Lenny
English:

That's a great segue to the third topic, which is around retaining your existing customers and putting
more focus on that versus top line, or yeah, new growth. Do you have some thoughts on just how to do
that and why that's so important?

FROCERIR:
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[00:41:42] Sahil Mansuri
English:

Let's start here, which is cold call, cold email response rates have never been lower. Never been lower. |
think you're seeing this across every sales team. Again, if you're listening to this and you have a sales
team, you know what I'm saying is true. Top of funnel pipeline is drying fast faster than our planet's
drying up in fact. Enterprise sales cycles are just getting longer and longer. We are lucky to have a couple
of investors who have really, really broad exposure to the tech market. Everything from really large public
IPOs all down to small startups. In conversations with them, they've been really clear that they're seeing
this incredible, the average enterprise sales cycle is 62 days, it's now like 115 days or something. So
customers are dragging their feet, everything's going to no decision, no decision typically means I'm not
going to say yes now because | don't want to spend the money. | actually like the thing but I'm not going
to buy it. Which means the same thing for you as a business, which is that you're not making any money.
So in a world in which you can't sell to new customers, your only hope is to keep the ones you got for long
enough to survive and then hopefully even maybe be able to upsell and cross-sell those customers into
new products, as well as potentially leverage those customers to get warm intros into a potential new
business. Psychologically, when times are tough people hoard, people keep their things close and people
trust the safety of those they know versus those they don't. This is basic human psychology, right? So
given that that's the case, if you're a company that doesn't have a lot of customers and you're trying to go
out to market and sell your product, you're in a lot of trouble. If you are a company that has a large

customer base and you've done a shitty job of engaging, retaining, maintaining relationships with them



and prioritized top of line growth, this is your alert. This section is for you. Because what you should be
doing, | will tell you the most dramatic thing you could do and then we can kind of work backwards. Take
your best sales people and make them CSMs. There's no point. There's no point in having your best
salespeople sell. Well, what's the point if people aren't going to buy anyway? If they do, they're going to
buy in onesie, twosies, not these big enterprise deals. No one's going to sign these big accounts right
now. Who in tech today is like, "Wow, | can't wait to sign a multi-year contract with a new vendor we've
never tried." Right? Nobody's doing that. If people are signing things, they're signing for three month
pilots or kind of like all sort... | mean, the deal sizes are coming down, et cetera. | mean, this is all very
common. Make your best sales people CSMs and be like, "Your job is to make sure that all these great

customers we have never, ever, ever leave."
AR ERIE:
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[00:44:33] Lenny

English:

CSM is a customer success manager?
FREiE:

CSM BIERFINEIE (Customer Success Manager) 13?

[00:44:35] Sahil Mansuri
English:

Thank you. Sorry, sorry. I'm too jargony. Thank you. So typically most sales orgs are divided into pre-sales
and post-sales. Pre-sales worked with companies that are not yet customers to get them to sign up. Post-
sales works with companies that have already signed up to help them either find value or retain or renew
or upsell. That's how most sales orgs are divided. Typically, you put your best people in pre-sales because



it's harder. It's harder to sell a new customer than retain the one you have. That's always the case
because you got to actually be able to build trust, build the relationship, evangelize something that they
haven't bought before. So you typically take your best talent and put it in pre-sales, and then you take the
people who are really good relationship builders and really caring and nurturing and not necessarily the
people who are the most gifted at creating value or whatnot and you put them in CSM. That's obviously a
huge generalization because | know many CSMs who are much better at sales and new business. In many
businesses, it's actually harder to be a CSM because the product isn't very good. So you actually have to
do a lot of selling even after the product is sold. So that was a big generalization. But it is, in broad
strokes, true. | would take your best account executives, pre-sales reps and I'd put them into CSM. I'd say
it doesn't matter how much new business we work on in the next six to nine months because it's going to
be hard anyway. But what we cannot under any circumstances do is lose our existing customers because
replacing them is going to be impossible. So it's kind of like you got your leaky bucket, you got to patch
that leak really, really fast and really hard. | think putting your best people on it is one good way to start.
Now, there's a lot of people who are going to listen to this and think that's crazy. Why would | take my
best performer in a tough market and move them to post-sale? This is bad advice. Maybe. Maybe it's bad
advice. | can't predict the future anymore than anyone else can. But | can tell you it's what we're doing. |
can tell you I'm actually doing it. We're taking our best people and are moving them into CSM at Bravado.
We're trying to maintain every customer we have because | believe that doing so sets us up for the best
chance of success in the business. Maybe you disagree with that and you think that that's not right for
you. You should do what's right for your business. But | would say that it's not just talk, it's action. I'm
doing it. I'm also telling every one of my portfolio, | do a decent amount of angel investing, I'm telling
everyone of my portfolio companies to do the same thing. Discussing the same thing with our investors,
with our board as well.

FROCERIR:
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[00:46:58] Sahil Mansuri

English:



Okay so you put your best people on it. What else should you? So | think that what often goes
underserved is the opportunity to help your customers themselves survive. | don't know. What's a good
product example? Let's take something like a analytics product. Let's pick on Amplitude or Mixpanel or
pick your favorite. If | was a company like that and | was like, "Okay, don't know how many new
customers | may be able to sell, but I've got a lot of really good customers | want to keep." | would invest a
tremendous amount of energy into helping product managers and product leaders get benchmarks and
stats on how other product teams, what changes they're making. Because the advantage you have as a
vendor, this is advantage we have in sales as Bravado, but it's the advantage that every vendor has is you
get a cross-section of what everyone who fits a certain ICP is doing at the same time. How good are you at
extracting value out of that and finding ways of becoming less of a tool as part of the Saa$S stack and more
of a value added advisor that can help you actually plan and prepare for what to do next. | think most
companies are not good at it. They put out a white paper for lead gen. | want to put out a white paper for
customer retention. One thing that we're actually doing is we're basically saying to all of our clients, "Hey,
we'll tell you what percentage of companies that look like you are hiring or not hiring. I'll tell you how
they're adjusting quotas. I'll tell you how they are changing their comp plans. I'll tell you how much
they're paying. I'll tell you what percentage of their sales teams' hitting quota, et cetera, if you stick
around with us as a client." I'm not just placing sales reps and say we make our business as a recruiting
marketplace. So we help companies hire salespeople. Obviously that's slowed down tremendously
because people are scared to hire and spend money right now. But if they're getting insights on what's
happening in the market, that's still valuable. That's still something that they can't get elsewhere that |
am uniquely positioned to offer to my customer base. What are you uniquely positioned to offer to your
customer base? Let's pick another example that | think is really easy which is Greenhouse or Lever or
another app and tracking system. If you're an ATS and all of a sudden every recruiting budget's getting
slashed and recruiters are getting laid off faster than any other department because no one's hiring, et
cetera, you're probably at the most risk of being ripped out or being downsized or getting downward
pressure to your [inaudible 00:49:37]. Can you do that nobody else can do in order to give your customers
a really good insight into how they should navigate thinking about hiring versus layoffs versus headcount
versus burn per department, et cetera? You've got some really interesting data, don't you? You know
exactly how many customers have paused, how many roles and whatnot. If | was Greenhouse, | would be
putting out all kinds of reports that tell me, let's use me as a customer here, "Hey, of series B companies
that have roughly 50 employees, they used to have eight open head count, but now they're down to four.
The main area that they're investing are X, Y, and Z. Salaries are moving up and down." You could get a lot
of insight from a company like Greenhouse. Then I'd be like, "Whoa, this is so valuable. | can't live without
this data because this is actually helping guide my business decisioning." | think moving from a world
where you're just focused on how can | jam product down your throat to how do | use my unique
perspective in the customer segment we serve in order to create broader insights for the industry is
something | would heavily prioritize. I'd take my product marketing team and 1'd kind of shift them to be
my research team. I'd take a data analyst or two and stick them on the project and start to create content
that is exclusive for my customers and have them see that as another point of value that they can get that
would maybe help stay off chart.
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[00:51:07] Lenny
English:

| love that advice. Be helpful. Find ways to be helpful even if your core product isn't... Basically go above
and beyond what you're already doing as a software product and find ways to help your companies be
more successful. Feels like there's just a ton of nuggets you just shared. | want to make sure we also get to
this other topic that | think is also going to have a lot of great nuggets, which is around just advice for
closing deals in this time. You touched on a couple of these, warm intros, a couple things. Anything else
you could share of just ways to increase the rate at which you close deals during this wild time in the

market?
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[00:51:40] Sahil Mansuri
English:

This is a good segue because it'll bridge us back to where you just came from and hopefully move us
forward, which is warm intros. So if cold outreach is going to be less effective, then what increases in
efficacy in this time is, again, warm intros. So one thing you got to remember as a more general statement
is that companies either grow or they die. There are no middle. There's no, "Oh, we're going to cut burn
and just try to survive the winter long enough so that..." That doesn't work, right? Because employees get
demoralized, investors lose faith, the days become long and the nights become longer and eventually you
just run out of energy as a business. | think startups in particular are effectively energy driven. The more



energy, the more belief, the more momentum that you have, the more tailwinds you have, the more
things grow and feel possible. But of course if you look at the odds empirically, no startup should never
begin because the odds are you're going to fail. That failure meets you in the eye over and over again as
you're shrinking the size of your team, as you're shrinking the size of your budget, as you're doing fewer
things and you're taking things away. So | don't really believe in this like, oh, we are just going to survive
mentality. | think you have to adjust, of course. I think you have to be a realist. I'm not suggesting that you
be blind to reality. I'm just suggesting you also have to keep the energy going. So what | mean by keeping
the energy going is to say, "Okay, let's get..." So here's a couple ideas. First is let's cut a bunch of stuff but
keep some money that we're going to invest in doing an in-person customer event. Okay, why do | think
that's a good idea? | think it's a good idea because, first of all, we've all been stuck in our houses for a
couple years and so when we get a chance to go on a trip for free somewhere, we tend to say yes. That's
nice. Secondly, | think that you could be strategic and maybe have the trip be for customers only and in
February or something. So maybe you survive the budget cuts this year because people are like, "Well, |
got this great trip and | really don't want to miss it. Is there a way we can just keep this tool on?" You
might think, "Oh, well, are you bribing customers or whatever?" | mean, it's just psychology. | think you
have to use psychology to your advantage. | would do a big customer event in February, invite all my
current customers and say, "Hey, as long as you're still a customer as of Feb 10, 2023, you're invited to
this all paid trip to Napa to go drink a bunch of wine for a week." | bet that would probably meaningfully
change your churn rate. Yeah, it's not going to change everything but it'll change something. | bet it
would. Because at the end of the day, people are people. Sales is done by people. It's a belly to belly
human sport. It's not just lines of code on a piece of paper. You got to talk to another human, which is
what makes it hard and unscalable and more of an art than a science. But also makes it really fun
because it just plays by different rules, a different set of rules than many other things do. Recruiting being
the other thing that is this. So in-person customer event. The other reason why | like in-person customer
events is because they're a perfect opportunity for you to get new deals done. So how does that work?
Does that mean | also invite prospects to the event? No, actually | wouldn't do that. So | think a lot of
companies do this where they'll invite customers and prospects to the same event. They're like, "Oh,
commingle and sell each other." Not the smartest way to do it. You want only customers in the event and
you want to use that again to share thought leadership and such. But then, during all the happy hours
and the lunches and the late evenings and whatnot where you start to say, "Hey look, in this market
you're finding value in our product. Who are one or two other folks that you know in the same position as
yourself that might also find value? Who do you know that has the same problem? Who do you know
that's going through this? Who do you know that might benefit from this research paper, et cetera?" You
just start collecting a bunch of warm interest. But then you don't just stop at getting the name because a
lot of teams stop here. They'll basically get the name and then they'll be like, "Okay, got the name. Now
I'm done." Actually not the right way to do it. You get the name and you say, "Great, can you make me an
e-intro? Actually even better. Can you connect me over text?" So one tip that | have for all founders, all
sales leaders, everyone out there, stop using email. Email is where deals go to die. Text message is where
deals get done. So this notion that I'm going to e-intro you over email and that's how we connect is just
far worse than the thing that | would really recommend, which I do all the time. We have a Webflow as a
customer. | love Webflow. | know their sales leadership. We try to do a really good job for them. Anytime
that their sales leader mentions a company that might be needing to hire or whatnot, my only response
is, "Great, connect me over text." Then | get the text intro with the person. Here's the other fun part. |
don't take the introer off the thread. So the other thing we tend to do is we CC the person who responded,
but in text you don't need to do that. You can keep the person on a little bit and it holds the person's feet
to the fire to actually show up for the meeting. Again, it's these little things, right? 2% here, 3% here. This
is how you win in this economy. You got to do all the things right. So you keep the person on the thread
long enough so that you've actually built that relationship for the first call, obviously not forever. But in
the first 10, 20 messages, I'd keep the person on. That allows you to ensure that the person goes to you,



which happens a lot, I'm sure you know. You get an intro and the person never responds or they cancel on
you. You can't get back on their calendar. You stay with them. This happened recently where | got introed
from one sales leader to another and that sales leader basically then had a family or legit situation but
then got busy and was like, "I'm not taking this thing." But | just kept pinging into that group every week
or two for actually nine weeks. Then by two and a half months later, the person finally is like, "I'm so
sorry, et cetera." Only after my original contact was like, "Yo, you're making me look bad here." So that
pressure is what forced... Then we got them as a customer and now things are good. So it just takes all
that. It takes those little things. You got to build a bridge from your current customer base to future
customers and parlay the goodwill, relationship, et cetera that you've earned in serving your current
customers to get new ones. Because otherwise, | don't think it's just relying on a bunch of SDRs and cold
emails and stuff is going to get you through the next six to 12 months.
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[00:58:14] Lenny
English:

| love that tip. Feel like there's probably more nuggets. I'm going to keep fishing in this well of tactical
advice for closing deals. Is there anything else that you've found? | love that texting tip. | feel like I've been
on the end of that one. It works great. So yeah.

FROCERIR:

BRERXMEN, BUEAIEEREES T, RERSEX P XTHRNEARNZHEEZE, (RERIAT A4
13? HERPPLIEEHIRIT. RRFHBENER T EWIR. SRR AL, EF3?

[00:58:30] Sahil Mansuri
English:

From me. Yeah, that's right. That's right. For example, | didn't have your phone number and | told my
wife, "Make sure you take a selfie with Lenny and then send a text message to the three of us on one grad
so that | know how to get a hold of Lenny in case he calls.".

FROCERIR:
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[00:58:44] Lenny
English:

Here we are now.
FRCEIE:
MERNMIEXILT -

[00:58:45] Sahil Mansuri

English:



Here we are now. That's right. But the point is sales when done well doesn't feel weird, okay? If it ever
feels weird, you're a bad salesperson, right? I've been selling now for 14 years. I've sold literally hundreds,
millions of dollars worth of deals. | could pretty much call any customer I've ever sold to and have a
conversation with them and it would say, "How's it going?" Whatever. That's because | put a tremendous
amount of energy into investing and building a real friendship, not relationship, not business, friendship
with the people that I sell to. So I'll tell you a couple of sales stories and maybe from that we can mine the
nuggets that you're fishing for. | will tell you about how | sold to Facebook when | was at Glassdoor. This is
a fun story. So Facebook was the Moby Dick of Glassdoor. | think the first time they tried to sell to them
was end of 2008 or something like that. Facebook was one of those accounts that obviously should be on
Glassdoor because the way Glassdoor's product worked is that the more people that came to your
company page on Glassdoor, the more value there was for you as a recruiting firm to put branding and to
put jobs and whatnot. Facebook was the most visited page on Glassdoor. So by virtue of that, it was the
best account to sell to. It had gone from CEO to VP of sales to new VP of sales to rep to rep, et cetera. |
finally got my hands on it Feb of 2011. The only reason | got my hands on it is because | closed Microsoft. |
think | closed both Microsoft and Google at that point. But certainly at least Microsoft. Certainly at least
Microsoft. Well, it's important to the story, not to brag. So | looked at it and | looked at who we are talking
to, Lori Goler, who's the chief talent. | think she's still the head of talent there, but was the head of talent
who we had pitched and every time we got the same response, "No, we are not interested in outside
partnership at the time. No, we are not interested." | think she had a canned response for all vendors and
it was just the same response in the CRM over and over again. So again, Einstein, right? Same thing over
and over again, different result. So | tried something different and | sat there and | went through every
single review that had been written about Facebook on Glassdoor. First | had it pulled by a data scientist
and did a word cloud and did a bunch of analytics on what was being discussed there. Pulled salary
ranges, pulled salary ranges for Google and Amazon and Microsoft. So Glassdoor had three types of
information. They had the review of the company, they had the outlook of the company and then they
had the review of the CEO. So it was like, "Do you approve of Mark's handling the company? Yes or no?"
Mark had | think 96% approval rate. He was one of the highest rated CEOs on Glassdoor at the time. | have
no idea what it is today, but that's what it was then. So | basically called every review, all the salaries and
then Mark's approval rating, and turned it into a nine page report that broke down how Facebook
employees, specifically software engineers because that's what we're specialists at recruiting for, how
software engineers at Facebook talked about working at Facebook and how it compared to how Google
engineers talked about working at Google and whatnot, salary band comparisons and even reviews of
Mark specifically versus the other CEOs of the other big tech companies. Then sent an email to Sheryl
Sandberg, a cold email to Sheryl Sandberg whose email address | did not have, but that | assumed had to
be one of 15 things. So | think | put ssandberg@facebook.com in the two line and then in the BCC line put
every variant | could think of, everything. | mean everything | could think of | put, underscores and dots
and first name and last name and abbreviations and et cetera. The title of the email was Mark's approval
rating on Glassdoor. | was like, "Hey Sheryl. I'm from Glassdoor. | was doing research on Facebook and
comparing it to all the other big tech companies. | personally work with Microsoft. So | have a little bit of
insight in this. Here's what your employees think about you. Here's what Mark's approval rating looks like
versus others, et cetera, et cetera." This whole research report, | kind of broke out some highlights, a
couple screenshots, attached the report and said, "Hey, 1'd love to discuss this with you sometime." |
think | sent the email around 3 or 4PM on a Sunday. By 6PM | got a response back from Sheryl Sandberg
CC'ing elt@fb.com or something like that, which I later found was
executiveleadershipteam@facebook.com saying, "Hi Sahil, this is super interesting. We'd love to meet
with you tomorrow. Are you available to come to Facebook HQ at 10AM.' So at the time | was 22, 23 years
old or something like that. It was pretty new to Glassdoor anyway. So then of course | said yes. | sent the
email to the CEO. He was like, "Do you want me to come and whatever?" | just said, "No, I'll handle it." |
brought a customer success person and the two of us went. We actually got to meet first with Sheryl and



then | got to go to the fishbowl. | don't know if you know this story, but Mark had a famous office that was
all glass in the middle so that he really played [inaudible 01:04:15] or whatever so his known as the
fishbowl. So | got to go to the fishbowl. | met Mark Zuckerberg himself. As it turns out that report and that
rating got added to their weekly packet because Mark wanted to know on a weekly basis how his rating
and how the employees view of Facebook was, how it was changing week over week and what people
were writing, et cetera, and it became a thing. | don't know if it's still a thing today, | have no idea. But |
got to have this in depth strategic conversation with the executive leaders of Facebook around their
reputation, what their employees thought, their pay bands, their interview questions, leadership,
guidings, shared the word cloud, sentiment analysis, et cetera. Needless to say, of course, we closed a
massive deal with them and whatnot. But that's the kind of shit it takes in order to close deals, right? So
this idea that I'm going to go onto my CRM system and fire up a hundred cold emails and I'm going to
close business, that works when capital is cheap and everyone's buying everything and every rep hits
quota and every company's growing, et cetera. That shit does not work when you are in tough times and
desperate measures, you got to figure out a way to build your business. So what | would say is you got to
really over, over, over index in the whole I'm going to teach you something, right? It's not that I'm going to
give you value because that's a really weird thing to say and it's not like my product's going to solve a
problem for you because, frankly, | don't know if you know what my problems are. But | think that one
thing | would advise is how can | do something that will make this worth your time in a way that it isn't
about buying my software or putting job ads on my site. So that's how Facebook became a customer of
Glassdoor.
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[01:08:09] Lenny
English:

You just mentioned that you don't do sales, that you're not a salesperson technically anymore. You run
this company. Do you miss that job being a full-time salesperson?
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[01:08:19] Sahil Mansuri
English:

| think CEOs are full-time salespeople. | mean, think about the job of a CEO, right? Let's start from the
infancy, right? Let's start from starting a company from scratch. First thing you got to do if you want to
start a company is you have to convince yourself to do it. You got to sell yourself on the fact that you want
to do this. This is where most people fail actually. They can't sell themselves. They're not able to convince
themselves that they should take this leap. They don't believe in themselves enough to do it. So first you
got to be good enough to sell yourself. Maybe that's delusional. | don't really know how to coin that, but
let's just say sell yourself. You got to then sell other more talented people than yourself to join you at a
time at which you have no money, often no idea, no traction, nothing. They're typically making a lot of
money at a well paid... If you hire great founders, they have a choice somewhere to work and you got to
convince them to believe in you, believe in your idea, believe in the future that can be. This is the second
place where most people fail. Assuming you do those two things, you still got to do one more thing, which
is you got to actually sell an investor to give you capital based on typically virtually nothing or maybe very
little attraction. Then you have to go and convince your initial customers to believe in you. Because sure



as heck no startups product is great. Everyone wants to be like, "Oh we're going to go change the world."
But you're not changing the world today, right? You've got 1/100th of the feature set of any of your
competitors and all you have is this dream and this energy and this belief and somebody who's willing to
take a bet on you. You got to get someone to be willing to bet on you. That's sales. Then if you do all that,
then maybe you need to get some press. So now you got to convince a reporter to write about you and
you got to be able to do that. Then maybe you need to hire some more people. So you got to convince
some candidates to come work for you. | mean, spend my whole day selling. All | do is sales. All any
founder does is sales. It's kind of like venture. People misunderstand this. VCs are salespeople. 100% of
VC is a salesperson because they're selling LPs to give them money and they're selling CEOs to take their
money in exchange for equity. That's the job of a VC. All the analytics, all the data and the this and the
that, those are just updating their CRM. The core function of a VC is to sell. The core function of a CEO is to
be a great salesperson. Like any great salesperson, you have to balance cynicism with optimism. Great
salespeople don't have what | call happy ears. This is a problem that people misunderstand. People think
that being a great salesperson is being ever the optimist. That's actually not the case because then you'll
waste your time on a bunch of deals that'll never close. Great salespeople are extremely pessimistic
internally and are great at being able to then still be optimistic externally. Where they're actually trying to
disqualify you. They're looking for signals that you're not going to buy and weeding those out, while still
at the same time positively spinning you and selling you. That ability to juxtapose is what diverges good
from great. Because good salespeople will get misled by customers who tell them they want to buy, but if
you would really press harder, you'd understand that they can't or won't or whatever. So you waste your
time on a bunch of companies that never buy versus great salespeople know how to prioritize and spend
their time properly. The same applies in venture. If you are a CEO who's fundraising, | cannot tell you,
honestly Lenny, | can't tell you how many other CEOs | know get constantly misled by VCs where the VC
says one or two good things and they're like, "Oh, they're definitely going to invest." As opposed to giving
that VC every out to not continue the conversation. If they still are willing to talk to you after that, then
that they're for real. | think that being a CEO and being a salesperson are the same job. Different forms of
it, of course, different audiences, different products, et cetera. But ultimately they're the same thing. So
no, | don't miss it. | do it every single day and | love doing it. I'm learning more and more every day from
the failures and shortcomings | have.
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RHREINE" B, MREBZEMNNLARENML, BIIAZ2INER. HINNZ CEOMHYHEAR
RRE—HMIIE. YATRRE, BRFRE, "mfEFESF. BIERER, Efl@@—E%E. L, &, HFR
BE. HEXREMAEM, MERAZMXNE. RERETBEMKBIKRBMAREHFSIMKEZ IR,

[01:12:36] Lenny
English:

It's very clear that you love doing it. It's so interesting just to watch the energy when you talk about sales.
| rarely meet folks that do sales. So it's really fun to dive into all this stuff. We promised folks five topics,
you've gone through four. The last one | wanted to touch on, and you've already talked a bit about this
and maybe there's just a quick tidbit to add here is around just how important growth continues to be for
companies at this stage. It's easy to be like, "No, the markets are tough. People are going to give us a little
bit of a leeway because no one's going to be able to grow." Your point is it's still incredibly important. Is

there something you want to add there before we get to our very exciting lightning round?
R EIE:

REAZRMAERMXGE. BRKCHENBHEEENREE, ZRDVIBHEENA. FRUURNRITXE
FEENRER, RMNBFNIAREMNER, MELHTHED, HBBENRE—MEE (RELHKET—

=, BIFXERFBEHR —RRER) BRTEXNHE, BRKNABRRRNARSZLEE. AMIREZE:
K, THRRE. AMSAERMN—_FM, BNLEARER” FNNKRRENAREERE, THAINIE

BINMEHNBRZA, REETARKTERE?

[01:13:13] Sahil Mansuri
English:

| guess there's just one last thing, which is innovation is often put to the side. People just try to do the
things that everyone else is doing. So I'll tell you something that we did at Bravado as an example of this.
So we run a recruiting marketplace and competing with LinkedIn and AngelList and hired and all the rest
of it. Like all those companies, we have seen a massive slowdown in our business. Unlike those
companies, we didn't take that as kind of the end of the road for growth for now. But instead said, "Okay,
so let me put myself back in the perspective of my buyer, my customer who are often founders and CROs
and CFOs." Those are the people that tend to buy from Bravado because they're the people who care the
most about growing revenue. | can't hire anymore full-time salespeople because the market is tough right
now and | can't increase my burn or what, but I still want to get new customers. It's just | can't afford to
hire full-time people. In fact, | might be forced to lay off my team. What do | do? We kind of just sat there
with a think whiteboard and just said, "All right, let's put ourselves in this situation. What would you do?"
One of the things that I think would be really interesting is I'm actually willing to pay money to acquire
customers. | just can't take the risk that | hire someone and they won't bring me customer. What if we
created a 100% commission only sales role? It doesn't exist today in SaaS. It does exist in other places, it
just doesn't exist in SaaS really. But what if we created a way for sales reps who can't find a full-time job



because the market is slow and companies who can't hire a full-time sales rep but still want customers to
work together on a commission only basis. Now a year ago, this product would not have worked, right?
Because the supply-demand equilibrium was so tilted where every company needed great sales talent
and every sales rep was getting multiple offers. So in that world, this product makes no sense. But in a
world in which you have far more sales reps who are looking for work and far fewer companies who are
hiring, maybe we can create a new model of sales. If Airbnb and Uber grew dramatically during the
pandemic and actually are somewhat counter cyclical businesses, because if you can't find a full-time job
then you find gig work, what would we be able to do for our community that instead of putting them in a
different field, lets them use the skills, the network and the expertise they already have in order to do the
thing they want to do, but be able to do it in a down market as well. So we launched something called
Bravado Flex, which is a way for companies and candidates to work together in a non full-time
employment way. That can mean contract hire, it can mean a hundred percent commission, it can mean
fractional work, it can mean small stipend plus milestone base. There's a bunch of different ways at work.
Overnight, we went from having a massive slowdown to our business to one of the best months that
we've ever had in company history, which was last month, and this month will be even better than that.
So while our full-time recruiting business slows, our fractional business grows. So | use that as an
example of the type of innovation that companies should be thinking of. As well as if you are a company
that is thinking of increasing revenue but doesn't have enough levers to pull, maybe this is one that you
might want to explore. But | think it comes back down to that fundamental staring at the whiteboard
being like, "If I'm a customer and I'm in this world, what can we do today to change the rules of the
game?" Because sometimes the rules of the game are stacked against you. As a recruiting business, the
rules to the game were now stacked against us. No one's got money. People don't want to hire. There's
hiring freezes, et cetera. There's more candidates in the market than ever before. Companies are going to
be less and less likely to want to pay us to recruit for them. There's nothing | can do about that. | mean, |
can stick my head out the window and scream and cry and complain, but that ain't going to get me
anywhere either. So what | need to do is change the rules of the game and start to think about the
problem differently. | think that not enough founders do that. They just kind of bash their heads against
the wall with the same kind of preconceived notions of what success may or may not look like. So | would
really advise, and I'll give you some examples of where this goes beyond Bravado Flex, but change your
pricing strategy. Now, let's say that you sell a product and it's $12,000 per year. Try charging a thousand
dollars a month and going month to month. Try charging 20 bucks a day and going day by day. Then you
might be like, "Well, wait a minute. That just changes to every..." But you have to adapt, right? If your old
model is not going to work, it's asinine to just sit there and then try to make minor changes like, "Oh,
instead of 12 we'll reduce price to 10 or something." People try to optimize their way out of problems. You
can't optimize your way out of a problem. You got to completely change the rules of the game. In doing
so, you suddenly will learn something new. Bravado Flex may not work forever. Who knows? But maybe,
just maybe, as we've been doing this, we've realized that there's actually a lot of sales reps that prefer
this because they can do flex for multiple companies. So all of a sudden we learn something really new,
which is that our audience are the same candidates that we're replacing to full-time jobs, are actually in
some cases preferring doing this fractional work. Because now they don't need to go to all the meetings
and they don't need to update Salesforce. They don't need to do all the boring shit that sales reps don't
like to do. Instead, they can just work for three companies, use the existing network they have, get
meetings set up for all of them, pitch the best product to the right customer, and all of a sudden they feel
like instead of having to pitch the one hammer that you need to use for every... They have a wide tool set
that they can bring to their customers. All of a sudden companies are like, "Well, wait a minute, this is
actually pretty cool because now instead of just hiring one person at a time and training them, | can hire
10 people at a time and | can have multiple kind of fish in..." So we just changed the rules of the game
around sales hiring as a market. | think that's the sort of innovation that you have to bring to the market if
you want to survive in the downturn, which you can't just sit there and just try to do the same stuff over



and over and over again. You got to really be willing to break all preconceived notions of what success

looks like, innovate something new and then take bigger swings | guess is the thing | would say.
R EIE:

BEREEE—HSE, BRI HEFERE—Z, MIRBHEMEMABERNER. RSIFIRENE
Bravado B9 — 4 E1EAHIF. KITEE—NBEE™MS, 5 LinkedIn. Angellist. Hired ¥%%., GFIEXLE
RE—#F, BITEERTWSHKERE. SBLEATRR, KMNHEEEXEEEEIEKNAS, HR,
FAG: 908, IFIEEIKERER. EFRFNAE, MiTBEZEEHBA. CROM CFO,” XEAFEFEM
Bravado 3£, HAMIIEHEXCIGIMNBANNAN. KFEBEALIRHEEART, AANEHIHREEE, R
BEIEMEAEEE, BRNABRENEF. ARBEFELIRAR, FX L, KogERERR. HZEA
H? RNR2LEBREE: “FE, tRIVCECETXMER, RREAM? ” RIANE—HSERIEEE
B ELMLEBEREEERERNEF. RRABFEAEET —MAANFTRREFHIN, INRFENICIZE—1 100%
AEENHEERUSES? XTESKH SaasS MUAHAFE. EEHMMAHIEFE, B1E SaasS THENRE
. BUIRFENMNABLAATIZHREMXAZNLRTENHERR, UNBLEFELRHFEEARENEER
FRIRE, fIE—MUGREARESENREIRR? £—F8, XTTRETAER, WE? RARKETEEIES
5, BERADVLEEMAFNHEEAL, SMHEARBEZIIZPREUEH (Offer), FIUEBMERE, X
ME@EEREN. BE—TMHEARKIENASZEZ TREATNERE, WiFRIaTUSIE—MHIEE
130, N Airbnb #1 Uber EXRITHRBIAIRIG K, HEXMF EEEMEE LRRABIS (AAMRMFXR
BeRTHE, MURKII), RINEABRINMTOEXMLEAA, LI RERET, MefBMIELBENR
fE. MEMEZWHIREMMIIEMNE, EHEETHREKNTZIHRMIX—=S? AURIMNEERT 18R
Bravado Flex B9/~ f@m, XE—MiLABMEEALIELEREAEARNSIENAN. XAIUEKRESRATI. 100%
AE. BRAIE DEFUERLMERERLZR,. BREFENEELSN. —&ZiE, FHIHLSMKIBHREZ K
TREIAE LRFNAMRZ— (MEBLMA), MXTBRL ENBEF. L, SERNMNNVLERBESHE
B, IR L SEEIGE K, UL AFIHBAABR ZEEEIMER, B, NRMBE—REETEEIE
MENEEEEBIIHAI AN AE, BFXRMEEREN— AR, BRINAXFREREESEITEEIRE
. “NREEREF, BUAEXMRE, FH1SREMEMARAZRILFN? ~ EAEEHEXE U RR
o FA—IBERL, MERREIMUENTRF. "BABEK. AIFBIBE, EEEAEESE, 7L
@3N LUFERIBHEE 2, ABHERERIGEERMSRILENAMITIBE, MtKTLERNT. BHNEER,
AT DB EIMRRAM., SRIER, EXMUARIEEEEMER. MURFTEMZ LT RN, FF
U ARRINANBZRE, FIANEEBBHEIEAXER. MIREAREENXTRINAE ATaERRAIT
ANAEHMSEEE, FAIURENEN (RRLR—L Bravado Flex ZMIBIF) , RBREEN KR, W
7, BgRE—1"m, 84 12,000 £t. =iASFHUEY 1,000 &7, ZAHH, S ERIKEN 20 E5T, &
KI&H, AERAlge=8: ‘B, F—T. XRBEMT " BIRHBIUERN, XWE? NRMFEIEZEXITR
i, RRLEPBERM—ER/ AR (Fban4E 12,000 B£Z) 10,000 Z2£H) 2REMN, AlZE@E KL
REBRI, (RICEBEISRARBRIBARMERE, (RAAAIREKZ RN, EXFMEVET R, (RRASFE
—LET7RP8, Bravado Flex AIREARKITE M. EMENR? BHiF, NEWF, EEIHXHENIREP,
FNRIRFLR LBERSZHERRESNXMAN, RAMITAILAZRLEM Flexo FRUARAZEIFKNTZE
T—EAEEMNARA, BMERITNZR BBLERNMNLREI2RRAMNEIEAN) ERELEERTERF LEERM
XER IR, RAAMEMNIAZTESNRENRIN, FHEEEH Salesforce, MITABEMEENRTE
MBI E TN ES, Bk, tIITURA=ZRABIE, FEMIMENNSG, NAEARLHSIN, |
EHNEFPEERENT R, RAZEMINSE, SEHATEEBIESABFE—1 M5 —Er zZz0IT
BErLFAMINER, RAZIE, AFMEE: ‘B, 7T, XLrEEEN, BEANERFABRE—NR
SE— N AFHIZINMI], FRIU—RE 10 ™A, EAIUEZA " FRUERNTRIRIERE T HHE BT IAa05E%
N, FIANMBRBERKNEEFETE, FRHBAATHTRXMOIHF, (MFEERBLEPRE—IEBN —E
MEIAMEFENEE. MO MENRRITRAAE X TRIINAENAENMNS, CIF—LHARAE, ARHITEKX
=i, HEXMERERN.

[01:19:38] Lenny



English:

That's a very empowering way to close out our chat. But first, we reached the very exciting lightning
round. I'm going to ask you five questions. I'll go through them pretty fast. Whatever comes to mind, fire it

away. Does that sound good?
R EIE:

XR—MEEENENERIE. BE%, BITHENTIEBELSAHKENABE, FIRMANNE. HRRERM
H—iB. BEIFARBA A, IMERAFEIE?

[01:19:53] Sahil Mansuri
English:

That sounds great.

R EE:

I RiR 1,

[01:19:54] Lenny
English:

What are some books that you recommend to other people, like two or three, maybe even one book that

you most recommend to other people?
FR3zEiE:
RANAEERLER? =K, HEEEZZMMEHEEN—FKF?

[01:20:01] Sahil Mansuri

English:

There's one book that | think every person should read. It's called Stumbling Upon Happiness.
R EE:

B—ARBEINNE DT ABNIZIE, B (PEEEHEERIR) (Stumbling Upon Happiness),

[01:20:05] Lenny

English:

Yeah, Dan Gilbert | think is the author.
R EIE:

=0, FAE{EEE Dan Gilbert,

[01:20:07] Sahil Mansuri

English:



Yeah, that's right. That's right. It's a really fun book. A lot of interesting studies and readings. | think
especially if you're a founder or an executive who wants to learn how to sell and wants to understand
how your buyers make decisions, | think it's really impactful and teaches you a new way to think about
sales using psychology.

FRCERIR:

R, &"iH. RiH. XE—AIFEFENT. ARZEEIMRMBEY. BIANRKRIMNRIRE—RLIBAR
BE, BFEIMAEEHRTRENIROAMRE, ZIANCEEERWS, ARE—MAALEFESHE
SR Ho

[01:20:24] Lenny

English:

Great pick. Second question. Favorite other podcast that you like to listen to?
R EIE:

REFRIER, BN, (RERERHEMBEZMHA?

[01:20:29] Sahil Mansuri
English:

There's actually only two other podcasts | listen to, so it's a small choice. | listen to the All In podcast
because | love the fact that they have really good show notes so | can just jump to the section that | want
to hear them talk about instead of listening to like-

AR ERIE:

KR ERRIAFBINRNMER, FILLUERRD, T (AllIn) BE, BARERMIEFEEFHTEER
(Show notes) , Xt¥FKFLAI LA EIEBEIHRAERMITITICHIE S, MAZH----

[01:20:42] Lenny

English:

We got those show notes here too.
R EE:

BINXEHBETEEIL.

[01:20:43] Sahil Mansuri

English:

That's right. I'm excited for that as well. Of course, | listen to yours, but | figured that was too on the nose.
FREiE:

R, BMAMRREE, HA, RLIFME, BREESERRHEXEMSBAT .



[01:20:48] Lenny
English:

It's off limits.

R EE:

XMETHERo

[01:20:50] Sahil Mansuri

English:

On the nose, yeah. Then the other one is the How | Built This.
FEiE:

KEMZWT, B B—1 =2 (How | Built This).

[01:20:54] Lenny

English:

Great choices. What's a recent favorite movie or a TV show that you've really enjoyed?
FpERIE:

RENER, EBTAIRIFESRAVERZ S EREIG?

[01:20:59] Sahil Mansuri
English:

| don't watch a lot of TV or movies. but | would say that a strong exception to that is | really like The
Blacklist, if you've seen that show. But it's a pretty good one. James Spader. Yeah, | really love James
Spader. | find him to be someone | really, really like. I'm also a big fan of Aaron Sorkin so | liked The
newsroom a lot and then West Wing and whatnot. | think the thing is | really nerdy stuff like Jeopardy and
Frasier. | never liked Friends. | think it's just the dork in me that | like to watch nerdy stuff.

FR3zEiE:

BREAEBUHBR, BRBHE—IFIH%, RIEEER (FBEZE) (The Blacklist) , WIRIFELMIE,
BE—EREFNR. ZEBH - HURE (James Spader), =8, RENREWNEB - fikE, BNEMHER
EEEBERWA. FEBZ Aaron Sorkin A 22, FRIAFKIBRER (FEHEZE) (The Newsroom), &H
(BENZ=Y (WestWing) Z2#EH, REXBERESRIEEPRFIARA, il (fEiA%) (Jeopardy)
(RE—RE) (Frasier)s EMRAER (ERIB). BEXIAZHEALIB N PRFN—ME, ENELERFNR
o

[01:21:34] Lenny
English:

Final question, what are five SaaS products that you find incredibly useful at your company, especially
new ones? But if not, anything that are just | love these products.



AR ERIE:

REa— N, ERHNARE, (RESHE SaaS ~miFEEA, FiEHTm? RLEHMN, EEMREE
B9 an R A Lo

[01:21:45] Sahil Mansuri
English:

I'm a huge Luddite because my favorite tools to use are pen and paper. | like to write by hand. I like to
write on a whiteboard. | enjoy the tactical part of that. I've tried to use the reMarkable tablet and other
stuff like that, but | don't get the same pleasure of writing on actual pen and paper. That's my favorite. |
mean, in terms of tools that we use it at Bravado that are hugely impactful, | mean, Slack is the central 0S
of our business as I'm sure it's for many others. Obviously we use Zoom a lot to meet and that's a core
one. Notion operates everything for us as well. So | don't think I'm saying anything that that's exciting
here. There's a product called Grain that | really like that | think is really cool. Grain allows you to make
clips of Zoom meetings and send them out. The reason | really like that is because if | have a customer
call, if I have a user interview or a VC call or whatnot, | can take a snippet of something that someone said
and let other people hear it from their words. | think that's really powerful and something that I really
enjoy.

AR ERIE:

HE—TEEN “FESF (Luddite, FERIFEABA), EARSKERNIARRNE, RERFE. &
ENEARLET, REWHBHME, FK=iXid (A reMarkable FiRERMZ EHRE, BRLERBERLEN
MELFEHIRE. PERNRE. FOEER, $MIK(7E Bravado EANEBEATMANIAME, Slack
BRI SHZORERS, FREMFZEMARRERNLL, B2, RNLEER Zoom Az, X2—1
DI H. Notion BAFKATIBITE . FIURRBHAEXBRNZMT AMER, B—EBA Grain B~ R
FEENR, KRFERE. Grain RIFIRFIF Zoom ZWHBIEHAZELH L. HIEEERENRER, WRK
BE—1EFBEIE. ARITKSIKIREIEZ RN, RETUBREANRN—RE, tEMAZERR, FHINAXIE
HEA, BERIFEIRRE,

[01:22:48] Lenny
English:

Great. Love it. Sahil, this was amazing. | feel like | want to be a salesperson now. You infected me, but I still
would be really bad at it. But there's a lot of nuggets in this episode that would make me less bad. So

thank you for that.
R EIE:

KiET . HIRER. Sahil, XXBEFT. HWRSHRIAEHELEER T RERTH, BHREELTEHMAIT.
FAEX—EEBERZTHE, BILHMIFIAE. FrLL, BFHIR.

[01:23:02] Sahil Mansuri
English:

I'm going to jump in. You've said that once. you've said that once to me before and | can't let you end on
that note because it's not fair because Lenny, you are a salesperson and you are one of the best that |
have met. The reason why that's true is because you have built a business from the ground up. | didn't



know who the heck you were a couple years ago now. Maybe you had a big brand more than a couple
years ago too, and | was just the idiot. But everybody | know now knows and respects you. The reason for
that is because, | mean, | think you have really deep knowledge on product. | think there's probably other
people that have really deep knowledge on product too. Many, many more. But you are the best at
marketing that and turning that into... You got distribution around it. You've given so much to the world
of product and been kind of a bright light that so many people have gravitated around and such so that
when you launch Lenny's Talent Collective or Lenny's whatever podcast or whatever's the latest Lenny
thing, in fact I remember you did a poll to try to figure out what should be the name of this podcast and
ultimately the thing that one was Lenny podcast | think. So | think that is the core of sales. | want to go
back to the first principle, which is that sales when done well does not feel salesy. Sales when done well is
a delightful experience. People love paying you money. People love consuming your content because it's
good. That's what makes a great salesperson. Facebook didn't regret taking that meeting with me.
Facebook didn't regret signing that contract. They enjoyed it, they liked it, they were happy for it and it
felt delightful to them and that's how sales should feel. So this notion that the way you're good at sales is
because you're super extroverted and pushy and willing to put yourself out there and whatever is a
misguided notion. You are the future of sales. If every salesperson gave a ton of value, played the long
game, nurtured their community and created products and services based on the feedback from their
customers, the world would be such a better place. So don't sell yourself short, my friend. | think you are

a phenomenal salesperson.
R EiE:

BEHE—a, RUFHBERRREXIE, RREILRUIMERLER, BAXFLQT, Lenny, FTRE—ZHEA
5, MERKIEMNRNAFHNHEEARZ — ZFAUXAN, RRAMRBFEREL T —TSE. LEFHKIR
AFRMEMEIE. BF/LEFEFMTMELRERT, MEREMEN. BRIEINRNENAZBINIHEER,
FERZ, BNERRE, RIAATESSRAFEEIEERENNIR, BEEREEMALEREN~REIR, B
MEREKEEXERIRHEEECA - RERERILT DARE, MAFGARMRTXAZ, ME—FR,
35| TXAZAMXRE, UEF YR Lenny's Talent Collective B Lenny B3ER, HEEAIRIHM Lenny
@bt BXEHRIC/MEME —MEERREXMEENEF, RERBMNZE “Lenny's Podcast” o FRIAFRIA
AXREHENZD. REEHE—MRE: BSFNHERSILARSEE “HHER . HEFHNHEHER—#
LAERNEE. AMIREMELATR. AMTEEBRTEHNAS, AAABRIE. XMERAEAEEARNER
E. Facebook HRFEERHEFAL =, Facebook HAFEENRMEE. MIEER, REW, RBAL, Xit
RSN, XMBHEENEHNEIL, L, XMiAh “REKHEERRNFBRINED. HHEA. BEXR
MECS” ZXNER—MIRS. MARHENERR. RS MHEARBERERENE, HKEPKE,
BEEMINX, HIREZFHRGEE”®BMRS, HASTEFEET. I, ENPAR, FERGHBES.
BIANMRR—BIERANHEE AR,

[01:25:16] Lenny
English:

Damn. What a way to end it. | so appreciate that. I'm going to deflect from this epic compliment and move
on to closing this out, but | really appreciate that. Where can folks find you online if they want to learn
more about you, Bravado and how can folks be useful to you?

AR ERIE:

. XTMERAET . RIFBERE. HEBAXNLIFREE, BETWERIIE, BREMNRRN. MR
AKET FEEZXTIRM Bravado BIE R, AJLIEMEIKREIIR? KEKENIRBLEMFA?



[01:25:32] Sahil Mansuri
English:

First of all, you can just email me. I'm just sahil@bravado.co. | love responding to emails and meeting
people, so I'm always down for that. Secondly, you can find me on LinkedIn where | regularly post
content around sales and revenue and hitting targets and all that. Then lastly, if you want to learn more
about Bravado, it's just bravado.co. Sign up and check it out. If you like something, let me know. If you
don't like it, then please let me know so we can make it better.

AR ERIE:

B, RAlUEZEARAME., RAHIFEE sahil@bravado.co, HEIREISAREMLEIRFAIA, FrIAFRERIIR
M, EHXR, {REILATE LinkedIn L3XEIFK, REBEEMRBLAHEXTHE. WA XREFERNS. &G, WRMER
T REZXT Bravado U5 8, RFEiAiR bravado.co, EMHEE—T. WRMREMMH4A, BEEFHK. NR
RAEIR, WEHIFE, XERNTAIUBISEF.

[01:25:59] Lenny

English:

Amazing. Sahil, thank you again for being here, for sharing all your wisdom with us.
R EiE:

KT Sahil, BRBHFRIXE, SEIMNIZMHNE =R,

[01:26:04] Sahil Mansuri
English:

Thank you. Thanks for having me.
R EE:

T, RshEIET.

[01:26:06] Lenny
English:

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

show at lennyspodcast.com. See you in the next episode.

AR ERIE:

EERSHEER, MNRERBEERNBTENE, AILTE Apple Podcast. Spotify & EIRAVIER R A ITIR
AT H. Wi, BEERELERINTIHAETITFIL, BAXHLEEHEMARKIIXINMEER, BT
lennyspodcast.com X FFIEFATER THRESXTATENES. THHER.



