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This bilingual document captures the key insights from Lenny’ s Podcast featuring Sarah Tavel, Partner
at Benchmark.

[00:00:00] Sarah Tavel
English:

| think a lot of people think about markets almost like these bodies of water, it's like it's this big body of
water that we're going after. | actually think that the most interesting markets, you have to think of them
like currents where there's something happening in the market that's creating this current where you can
have a plank of wood that you've put on the river and it's going to pull you forward. Versus a market that
doesn't really have that momentum to it, you're going to have to build something really big and fancy to
make any progress. That's why we care less about market size because really, what you're looking for
when you're looking at a market, are what are the dynamics of change, what's the current and
momentum that's going to pull the company and make the job easier for the founders to actually build
something that endures.
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[00:00:56] Lenny
English:

Today, my guest is Sarah Tavel. Sarah is a partner at Benchmark, one of the most preeminent venture
capital funds in the world, where she focuses on investing in consumer and marketplace startups. Prior to
Benchmark, Sarah was the first product manager at Pinterest. And though | normally have a policy
against VCs on the podcast, as you'll see, Sarah thinks very much like a product and growth leader. And |
always learn a ton talking to Sarah about startups and marketplaces.
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[00:04:02] Sarah Tavel



English:

| think one thing you'll notice about me is that | have an allergic reaction to vanity metrics. When | made
the transition from Pinterest... | started to meet with all these really talented consumer founders... this
was during a time when everybody was getting excited about growth hacking. What you would see is that
you would see all these founders coming in, and they all had these up and to the right graphs, whether it
was sign-ups, or downloads, or MAUs. It felt to me like it wasn't obvious that those metrics that they were
all getting very attached to... was the wrong thing to focus on. It didn't get to the heart of whether they
were on the path to building an enduring consumer social product. They were missing, at the core, the
criticality of engagement.
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[00:06:15] Sarah Tavel (Level 1: The Core Action)
English:

What you realize when you look at social products is that there's almost this action which I call the "core
action" of that product that forms the foundation of the product. When a user completes this action, it's
clear that they both understand the utility of the product... and it's an action that, if they perform the
action, they're very likely to come back. So for Facebook, the obvious action is friending, in the beginning
days. For Pinterest, it's pinning. For Evernote, it's writing a note. When you perform that action, that
means you're an engaged user. That's why the MAU thing doesn't really mean anything. It's really looking

at users completing the core action.
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[00:08:24] Sarah Tavel (Clarity of Purpose)
English:

There's something that's really, really important about having that clarity of "this is the action that is
most important for our product.”" All things, our NUX (New User Experience) has to lead to this. If a user
isn't doing this, then there's something missing from their experience of the product. It's super important
to get real clarity and know exactly the one that you're going to be picking to go forward.
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[00:11:03] Sarah Tavel (Level 2: Retention)
English:

The test for me, of whether you're building a product that has the ingredients to create a retentive
product on a micro level... is that the product should get better the more you use it, and you'll have more
to lose by leaving it. I'll give you a couple examples... Pinterest: the more you pinned, the more
personalized your home feed got for you. Then, the more you pinned, you also had more to lose by
leaving Pinterest because, all of a sudden, you had all your favorite books, articles you wanted to
remember, the recipes... you wouldn't abandon Pinterest because Pinterest was this repository for these

different expressions of your identity.
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