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This bilingual document captures the key insights from Lenny Rachitsky's interview with Sean Ellis, the
creator of the "Sean Ellis Test" and the person who coined the term "Growth Hacking."

[00:00:00] Lenny Rachitsky

English:

The Sean Ellis test, such a seemingly simple idea that has had such a profound impact on the startup
world.

FRZERiE:

HE - RFETINR (Sean Ellis Test) , XMNEMERAVAEE, ANX LT =4 7 INHRTAIRM,

[00:00:07] Sean Ellis
English:

The question is, how would you feel if you could no longer use this product? Once you got a high enough
percentage of users saying they'd be very disappointed, most of those products did pretty well. If you felt
too low, those products tended to suffer.

FRZERIE:

ZOREZ: “MRAEFEBERAXINTm, MIBARR? " —BERBSLUANAFRRRMIIZ “FE
KE , REJMXEFmIMRMGRE. MBXPNEFHIRR, XEFREEFSEIGREER.

[00:00:25] Sean Ellis
English:

Just ignore the people who say they'd be somewhat disappointed. They're telling you it's a "nice to
have." If you start paying attention to what your somewhat disappointed users are telling you and then
you start tweaking onboarding and product based on their feedback, maybe you're going to dilute it for
your "must have" users.

FRZERIE:

BEREBRILY “BRKE” WA, NEXEESFE, MN~RRE “BUEL (niceto have), FIR{R
FARERE “BRRE” WAPRE, FRIEMINERFEZFAFSIS (onboarding) M~=mIhEE, fRA]
BESHISEF MM L “ivb&” (must have) AFRIKSIFT,

[00:00:45] Sean Ellis

English:



It's usually much more function of onboarding to the right user experience than it is about the kind of the

tactical things that people try to do to improve retention.
FRERIE:

RABEFZER (retention) BEEZMEVATIAMEIFHAFSIS (onboarding) H4AAF IEMRIALE, MAZ
MTEEZ IR BB LE ZHEEIIE KA,

[00:01:03] Lenny Rachitsky
English:

Today, my guest is Sean Ellis. Sean is one of the earliest and most influential thinkers and operators in the
world of growth. He coined the term growth hacking, invented the ICE prioritization framework, was one
of the earliest people to use freemium as a growth strategy, and maybe most famously developed the

Sean Ellis test to help you understand if you have product market fit (PMF).
R EIE:

SKNEEEHR - B, HEREKIMERE. URAFMAONBERMEREZ— tigdT “HKE
&” (growth hacking) —if, %BE7 ICE {E4RIELR (MEMMA Impact. {510 Confidence. @514 Ease =
NMEEHF), 2R “REIEE" (freemium) (EAGKKRIBINEIRZ — HA, MRHBNKRMERT X
T “HRE - RAEINE , BFEReEHESIAE T FamhinREas (Product Market Fit, f&#K PMF)o

[00:03:19] Sean Ellis
English:

It's a simple question that helps you figure out, does anyone consider your product a must-have? And so
the question is, how would you feel if you could no longer use this product? And | give them the choice:
very disappointed, somewhat disappointed, or not disappointed. What I'm trying to find are those people
who say, "l would be very disappointed,” then that's a really powerful vein to dig into.

FRCERIR:

XE—NERENREE, ERERMFEE: BEAANAANGHNTRE2LAALN? BER: “NRMETEBER
XN, MEBHTARR? 7 RAHRETEE: FERE. ArKE. HEFKE, REEHHZILER
‘BH2EBRE” WA, BANRZESESRNSENREE DR P EHK,

[00:06:40] Sean Ellis
English:

| would say it's a leading indicator of product market fit. The lagging indicator is, do they actually keep
using it? So probably retention cohorts are more accurate, but the problem is, how long do you have to
look at a retention cohort before you know that you've actually long-term retained someone?

FROCERIR:

2R XNMAE=RmIARE S (PMF) B—5tiElr (leading indicator) . Miw/EEHMR (lagging
indicator) ME: AFREEMNTEFEFEHETE? FMUBERZEELAE (retention cohorts) DITAIEEE EHa, B
BEETF, MMEEMBEFHIEZKEE, FEREMENKIEETENRP?



[00:09:53] Sean Ellis (Case Study: Lookout)
English:

The company called Lookout, it's a mobile security company. When we ran this initial survey, | dug into
the 7% who said they'd be very disappointed and found that most of them were focused on the antivirus
functionality. So step one was just reposition the product on antivirus. Step two was we streamlined
onboarding so that the first thing that they did after signing up was to set up the antivirus and then get a
message "you're now protected."

AR ERIE:

B Lookout 2BJAMI, XB—RBHELEAF. HINETOLZEER, FRNARTI 7% TR “FERE"
AR, RMMNAZKERSIE. FIUE—IMER™mENEM (reposition) ARFNM. E-HZE
EFMAPSISRE, ILAPIMENE—HERNZRERSIE, HKE—F “CHEERRFF KEE.

[00:12:11] Sean Ellis
English:

That literally took two weeks to make those changes. Six months later, it was 60% on the score. And then |
think they hit the billion dollar valuation four or five years later. Having that kind of finger on the pulse
early in the business was important to build the muscle in the business to be really responsive as the
market changed.

FRCERIR:

XL TERETRNER. <~ AE, AR5 EE T 60%, HAMINITENEFEHMERT 10 ZETHE
Bo EUSFHARMAEXFLEKE, MTFEFEWH “PARIEIZ” EXEE, FHEHHENREERERM LR
o

[00:13:33] Lenny Rachitsky
English:

And just hearing that you can move this score so quickly without even changing the product
substantially... | imagine what surprised a lot of people when you think about moving retention often is
really hard.

FRCERIR:

I ZIRFE IR B RIBCA BN mEVIE R TRAE ML MRS E 57 - AKX Z UL REAREIRT, ANBEAR
AR ABERZIFE EHER,

[00:13:57] Sean Ellis
English:

Right. And then that ultimately moving retention is really hard, but it's usually much more function of
onboarding to the right user experience than it is about the kind of the tactical things that people try to
do to improve retention.

FRCERIR:



K. RABFWIRYE, BEEFEEZMEUAT @IS FRIE (onboarding) it ALEIEMAIMN
8, MAREBEAMIATIREEBEMRIHBSZMHBEELEAR,



