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[00:00:00] Lenny Rachitsky
English:

I think it's so underappreciated, the turnaround that has happened within LinkedIn. | check it at least 10
times a day. What was the strategy behind it?

FRSCENIE:
FHIAA Linkedin REPEEMEMESHTER/ELT. REXELEE 108, XEENHEEIMHA?

[00:00:06] Tomer Cohen
English:

| start backwards. It's like what is the potential here? If you start from the premise that LinkedIn
ultimately is a platform for economic opportunity that sits on top of a very strong social graph. Almost
every aspect of economic transaction is possible.

FRZERIE:

EIMEEHES. Ban: XBENBNERAA? IRIFMXEFE—1EIRFE—E8D LinkedIn &REAR—MEILTE
HeattRXEE (Social Graph) Z FHEFHNEFE, BAJLFERBEERENEFRZEEAEN.

[00:00:20] Lenny Rachitsky
English:

Is there anything tactically that would just like, wow, that really made a big dent in people wanting to
come here and post, share interesting content?

FROCERIR:

EHARE L, BREFTAEEILMES “H, XENRAMIZETEE” , LANBERIXELHNOE
BBHRNE?

[00:00:25] Tomer Cohen
English:

To really set the new purpose for it, which was this is not a springboard for other products. This is not a
traffic jumpstart, it's not an upsell feed. It's really about people that matter, talking about things that |



care about professionally. The first thing we did was really making Al first.
FRZERIE:

XEETHEIGENNER: EFABRAEMTmIBHMR, F2AENHES, WAZANTEMHENERR.
ERENZOET “EBMNAEKIECRXONRIER" . BIMBENE—HEmEMWL “Al k" (Alfirst) B9
J=Mo

[00:00:39] Lenny Rachitsky

English:

How do you actually on the ground help people shift their perspective and think Al first?
R EE:

TERFMRIER, RNEIFBIEPAFRENE, iLMITEEMEILL “Al %L NAERBE?

[00:00:43] Tomer Cohen
English:

So it wasn't like, "Oh, we have this cool technology, what can we do with it?" It was like, "Let go of what
you've built. Go back to the objectives you were trying to solve and now with this technology, how can
you do that objective better?"

FRCERIR:

FRUARHAZR, “MB, RITEXTEZIRAR, BEEMRMHA? 7 MR, “BWHRELWENAKRE. O
ARSI EFANBER L, BERTXIURA, (RINAEEEFSIIBIER? ”

[00:00:52] Lenny Rachitsky
English:

There's so much | want to dig into here. Is there anything else that you think would be interesting or
useful for folks?

AR ERIE:
XBEERZBERINERIANS. XTX—R, RESEEHANARKIREBE HIE?

[00:00:57] Tomer Cohen

English:

Al is the ultimate matchmaker. It's underutilized, it's misunderstood, it's really about...
R EE:

Al BERE “IIR” (LECE). EREMET, KRBT, EREERNZOET

[00:01:07] Lenny Rachitsky

English:



Today my guest is Tomer Cohen. Tomer is chief product officer at LinkedIn overseeing all teams
responsible for building and creating LinkedIn products and experiences, including product
development, design, business development, content creation, and customer operations. During his
tenure at LinkedIn, Tomer was head of the mobile team, led the effort to revamp the LinkedIn feed and to
many people surprised, made it extremely interesting in a place | check regularly. And he was also at the
center of shifting LinkedIn to an Al first mindset, which started way before Al became cool. In our
conversation, Tomer goes inside the strategy behind the transformation of LinkedIn's feed and how they

approached making it a place that people wanted to check and make it much more social.
FRERIE:

SXWEER Tomer Cohen, Tomer & Linkedin WEE~&E (CPO), ARBEMARSIZHWEMEIE
LinkedIn F= @5 @EHEPRA, BIFEFRAL. &It ISEE. RBREHWENEFIEE, £ Linkedin £ERHA[E],
Tomer BHEEBMHEPNATA, T 7T LinkedIn 2iSEE (Feed) WIBLETE, @EZANIRTNE, FH
TEMEER, T REFEENMS, MIXRHD) LinkedIn @ “Al AL BHEMNIZOAY), MX—HER
7 AURITZRIFAFIA T o ERNBXSIER, Tomer FARITT LinkedIn SIS BB L GRS, LK At]
MEABEITEN— P ANERE EhEE BEALREMRIIHFR.

English:

(00:01:49): We also get into the one mindset that Tomer credits for helping him rise so quickly within
LinkedIn. Also, why Tomer's most repeated mantra is, "We might be wrong, but we are not confused.”
And so much more. This episode is for anyone wanting to see what great product leadership looks like
and wants to be inspired to think bigger. A big thank you to Shira Gasarch, Dan Roth, Josh Redfern, and
Sparsh Argawal for question suggestions that made this episode so interesting. With that, | bring you
Tomer Cohen.

FROCERIR:

(00:01:49): FAVEIFIRIT Tomer INAEEBIMTE Linkedin AEBRR B A —FOE. LI, EWEIRHTA
Tomer RBEEEMOLEE: “KilTkEE, BRNHFTRE (BREH).” TEEZHEEXAR. X—KiE
BEFEETREENERASHETAE, HRERIBAEBREERABIRN A, FEERKXH Shira
Gasarch. Dan Roth. Josh Redfern # Sparsh Argawal {2 f#ER AR, it X—ETRFtkE®, Tm, ik
FA I Tomer Cohen,

[00:02:24] Lenny Rachitsky

English:

Tomer, thank you so much for being here and welcome to the podcast.
R EE:

Tomer, JEERGPRERIIXE, JEREEE.

[00:02:27] Tomer Cohen
English:

Thank you for having me.
FRCERIE:

EHEREYER 1B



[00:02:28] Lenny Rachitsky
English:

Absolutely, my pleasure. So as | was preparing for this podcast, | reached out to a bunch of people that
have worked with you and asked them what | should ask you on this podcast, and interestingly, every
single one of them said this one thing that | need to ask you, which is about this phrase that apparently

you use all the time. So first of all, can you guess what this phrase might be?
FRCERIE:

B BHMRE, TEEXPRRFN, RERT -HESMESFINA, BBNERZEMRT4. GBHNZE,
MNE—TARRE T —#E, HHR—ERNRMR, BPUEBMEALEEREAN—aE, B, MERIXAE
eftarg?

[00:02:47] Tomer Cohen

English:

| have a few. Sometimes people call them Tomerisms.
FRCEIE:

BEF/ LA, BIHEATEENM “Tomer £X” (Tomerisms),

[00:02:49] Lenny Rachitsky
English:

Tomerisms.

FRCERIR:

Tomer £X,

[00:02:50] Tomer Cohen

English:

But probably I might be wrong but not confused.
FRCEIE:

BREE “HATERE, ERINATREL (BBBEM)” .

[00:02:54] Lenny Rachitsky

English:

That's the one. Amazing. Okay, so let's talk about this phrase.
R EE:

MBXA. KIFT. 4, RNRMEXDIE,



[00:02:58] Tomer Cohen

English:

| don't say it so much anymore. | think it's ingrained into the cultures.
R EE:

BUEREAR T, KRB EESLRRNERTFTXUF T,

[00:03:02] Lenny Rachitsky
English:

| was going to say that.

FRCEIE:

HIEBX AR,

[00:03:03] Tomer Cohen

English:

When they think of me, they think of this sentence already.
FpERIE:

S TAEEIERN, RBEELFMEXAIET,

[00:03:04] Lenny Rachitsky
English:

Those are the ultimate things where you don't need to say them as much anymore. Okay, so the phrase
again is, "We might be wrong but we're not confused."

FROCERIR:
XERRBRF —IMABREMEREC, §f, BRi—EXE: “RiITgIE, BRENHFARE”

[00:03:10] Tomer Cohen
English:

Exactly.

R EE:

o

[00:03:11] Lenny Rachitsky
English:

Let's talk about this. So what does this phrase mean and why do you find it so powerful and important to
say often?



FRSCERIE:
AV, XAERAALER? AtAMRESENE N, UETELERECREE?

[00:03:17] Tomer Cohen
English:

Yeah, by the way, it's a simple phrase, but it has in my opinion, so much depth into that and ultimately
something | really believe in. It's rooted in clarity and principles that ultimately lead to leadership. And
the first time | got the inspiration from it was from a startup founder | met many, many years ago. Their
company was on the brink of failure. They had their last attempt and they decided on a path forward and
after they decided on a path forward, he was still seeing people hedging in different directions and it led
into this confusion in the system where we decided people are still hedging, they're still trying out things
they thought could work, and he realized that unless they basically all pull through in the same direction,
there is no chance they'll be able to be successful.

FROCERIR:

2HY, IRER—T, XR— 1 ESENEE, BERER, CREERANEN, BRFREFRNATE. ©HE
R BB BRAMEN, MXERASKENART. B AMNFRERBERSEMNBEIN—ULILAT
glia Ao SN AEMIRER, EEMKENRH. MITRET —FaHEMER, BEREZGE, MHA
BINMIERENAELEERE (hedging) e KSR T RANIHVEE: BAARET AR, AKANEEN
2, ®EZHBEINNABRERNARTE, tEIRE, RIFFMEAERLHABR—NAEAS, SNIELEE
RRINBYRTEE,

English:

(00:04:04): Now, pulling through in the same direction doesn't mean you're going to be successful, but
this gives you a chance of success and that confusion, the system only luck and save you. So that was
when he shared that, that was very impactful for me. | think it's a good one for life as well. And for me it
comes down to two main parts. One is clarity of thought and clarity of execution, and they're both
equally important.

AR ERIE:

(00:04:04): iR, HER—NHRABAHFEREM—ESIML, EXLTRAININE; MNRALLTE
LA, BRMREESERIRT . FIUEMDEX—REY, WEEMRA. HINNXMEZFBREFRER. HK
Fin, XIFLEANRNEEED . —2BEREH, —E2HRITREH, RERREE.

[00:04:29] Lenny Rachitsky (Ad Break)
English:

This episode is brought to you by Gamma, an entirely new way to present your ideas powered by Al. If you
hate designing slides and dread that feeling of staring at a blank slide, Gamma is here to help. Just upload
your PRD and turn it into a beautiful ready-to-present presentation in seconds. Gamma works with all
types of formats from Google Docs, PDFs to PowerPoint. You can even drop in a link to your favorite
Lenny's newsletter post and turn it into a presentation for your team. Gamma has become one of the
fastest growing Al web products in the world, adding 20 million new users just this past year and is setting
its sights on becoming the modern alternative to PowerPoint. Whether you have design skills or not,



Gamma can save you hours of time synthesizing your ideas and shaping your content. Visit Gamma.app

and use promo code Lenny to get a free month of Gamma Pro. That's G-A-M-M-A dot app.
FRERIE:

AETEH Gamma ZEIEH, XE2—MH Al R BERIENEHAR. NRFEIRITLINTHE, EHITE

THETAR, Gamma AIUEER, RFELEZ(RH PRD (F@mBRXAY), IAHRMERERWAEEETE
EERILITE. Gamma &, M Google Docs. PDF % PowerPoint, {REZERIUMNIRREIRH
Lenny @ ERE, NRMNEIAERETRXTE. Gamma ERASIKIE KRR Al MAF~mZ—, XEEHR
HNT 2000 AR, HEBiREMK S PowerPoint NI E M. TILIMREREELITREE, Gamma ZBEEAR
TE PN ERRENEERBHEYE], 3518 Gamma.app HERRHEMH Lenny Bl XS — 1B B R 2
Gamma Pro &5, Bl G-A-M-M-A dot app.

[00:05:28] Lenny Rachitsky (Ad Break)
English:

This episode is brought to you by WorkOS. If you're building a SaaS app, at some point your customers
will start asking for enterprise features like SAML authentication and SCIM provisioning. That's where
WorkOS comes in, making it fast and painless to add enterprise features to your app. Their APIs are easy
to understand so that you can ship quickly and get back to building other features. Today, hundreds of
companies are already powered by WorkOS, including ones you probably know like Vercell, Webflow and
Loom. WorkOS also recently acquired Warrant, the fine-grained authorization service. Warrant's product
is based on a groundbreaking authorization system called Zanzibar, which was originally designed for
Google to power Google Docs and YouTube. This enables fast authorization checks at enormous scale
while maintaining a flexible model that can be adapted to even the most complex use cases. If you're
currently looking to build role-based access control or other enterprise features like single sign-on SCIM
or user management, you should consider WorkOS, it's a drop-in replacement for Auth0 and supports up
to one million monthly active users for free. Check it out at WorkOS.com to learn more, that's
WorkOS.com.

FRCERIR:

AET BHE WorkOS 2B, SNRIRIEEIIRE SaaS A, REMNEFFR SERBMEEIHKINEE, 20 SAML
BAIIER SCIM BB, XFLZE WorkOS FIRER Z#, EREILIRIRIR,. TRt AN ARMELIhEE. M1 API
STIERE, LREERREMH BB HMINENF L. WS, HERATEH Work0S 1BHszH, GIE(RAIEE
KM Vercell. Webflow #1 Loom, WorkOS &gy 7 4 AR SS Warrant, Warrant 9= @mE T
79 Zanzibar RN ARS, ZRAFRVEN Google i%itHY, ATFH#F Google Docs # YouTube, Xf#FE
FEAMEIFE TR TREENOER N EE, FNFRETRBENREXBHNIEEL, MRIRERIEEST
KRR FHRENIARES (RBAC) sEMBIWINEE (MERER SSO. SCIM AR EIER), REZEE
WorkOS. B AuthO WENMEENAENR AR, HEZESZRZIA 100 HFAEKAF. A8 WorkOS.com THE%

=18

[00:06:46] Tomer Cohen
English:

On the clarity of thought. What | find people to be attached to, especially when you build an environment
with a lot of alpha types is that they get attached to being right or wrong and that really creates a lot of
lingering in the system, a lot of confusion and they're still stuck to their ideas. And for me, | get attached
to clarity and focus. | think that's much more important. That's why I think when | say | don't mind being
wrong, it really comes from a humble place. | would rather go forward with everybody in the same



direction than necessarily try to hedge all the time, which will give me no chance of success. The way we
start, we do this in our product gens right now, is we actually spend some significant time on what is the
problem we're trying to solve for, but not high level, not like, hey, we want to launch this product, we
want to launch a video product.

FRCERIR:

KT RBENEM. REAMANEERETHHE, LERE—I7H “BEERAR (alphatypes) HIIFIRH,
tHIEEEEACENEE, XESHAGAMBHIAKENEHIEE, AKMAETE KA, MEE
W, WRET “BHT M TE o WUNNXEERZ. XMBAFTARERKANTTICHE, SHKFET MR
B HZTRMFAIBEA—ERER—NHEFNE, EARE2HEN XL (hedge), HNEEZILZETMAL
M=, BITREEFRIITHRRANANZE, TAENERHEIERRNDAZMTA, MEFESEEN
EoHER, A2R TR, BMNERHBXINTE ; BNEAS— M~ m o

English:

(00:07:35): It's exactly what type of video you're trying to launch for which audience, what is your unique
criteria, what are you trying, what is very nuanced about what you're trying to solve for? Ideally, once the
time you see the problem, you know exactly the problem you're trying, you actually can imagine that
mountain. It's not just a mountain, you can see exactly the road, you can see exactly the end of the base
camp. But then when you move to solution, | love solutions that are based on first principles. That they
have, there's a principle thinking about it, there's opinions about it. If you talk to folks who work with me,
they'll tell you, | push a lot for what is actually your opinion, what is your potentially controversial opinion
and the best principles have teeth.

AR ERIE:

(00:07:35): M A EERERNMEZ R A GWIFLEEPMIA, REVRIFIIERTA, REAFERHYRAHRL
EERUNATRAL? BREBERT, —BIREETINM, FRAYItEER SEkSTA, MEZEERY
BEL—FRRZ—EELL, REEEEK, BAALENER, MAMEBEMBRRSRN, RERETF “F—4FE
12" (first principles) AR, XLEFREEEENEHNEE, BHEHHOMS. WRMREMBEHIEHOA, H1(]
SEIRMR, REEENR: “MTELINNREMTA? HRHRLETEEENHIMARTA? 7 KREFNENRE “FRH
(have teeth, BIE£9% 1 HEBHIY).

English:

(00:08:18): So saying that we should build a simple product for me is useless. Who doesn't want to build a
simple product? But saying that I'm willing to sacrifice or trade off this, that's where | get excited. I'm like,
okay, that's a very strong opinion. Let's go into that. Why were you willing to trade off those type of
vectors to make it happen? And one thing that | saw also in clarity of thought was this, is | came to the US
in 2008, | came from Israel. Our hobby in Israel is to argue. So we argue a lot, it's our love language in
many ways. And | come to the US and | notice people say a lot like | don't exactly understand or I'm not
exactly clear on this, and it took me a long time to realize they're actually disagreeing.

AR ERIE:

(00:08:18): tbyl, 3K “HAINMIZITE—MEENTm” AN, WABME R~ miE? BMRMT
‘HREBIRHSNEIEX NI , BREMHE T, RIRRT, i, XB—TIEEBRENHMS. EHITRAN
BIT—T: AARBEA TSI EmMmAR SR XEAEE? KT B4EM, HEWRE—=: T2 2008 FMIUU
BYIREEERN. EURTY], BIHNRIFMESIL. RNFILRS, ERZSSEPERINN “BZiE” . BFK
KEEXERE, KMANEBR “HAKEH HE “BHEAKER , ITRAZATIRE, IIHLRE
TirR 3o



English:

(00:09:03): They're just masking it with a layer of misunderstanding and a good mentor of mine said,
"Hey, just push back. Are you disagreeing or misunderstanding? If you're misunderstanding, let's spend
the night. Let's get to a point where you can articulate my point of view in your words and | can do the
same, but if we're disagreeing, let's stop. Why are we spending? Why wasting time just arguing it
through?" So those became really powerful. That's on the clarity of thought, clarity of execution is even
more important because many organizations actually reach a decision, they don't act on it, which it's one
of those shocking things. They decide this is a top priority, but it doesn't make its way into the
organization. And I'll give you an example. Somebody will say, "Hey, my top priority for my business is
this initiative." And then I'll say, "But most of your engineers are working on this migration." And they'll
say, 'Yeah, we have to finish that." I'm like, "So why don't you say the migration is my number one
priority?" It's like, "Yeah."

AR ERIE:

(00:09:03): TR 2R “IXfF” XBINRHET “FRAR" . RN —(MIRMaKENHKR: IR, HENE
%o REERMNEZSIAE? NRIRERIAE, BHRNTUWMEE, BRIFERAIMIIEEREIMNR, i
REERRE; BUMRBNEBURAE, BUEFETHR AFTABRRBNE-EFRLE? " XEFEETEEE
Mo UERXTRLLRFM, MHUTHEMBEEEEE, FNTSHRAL R LA TRRE, A TETEH, X
RLAER. MITREXZBREMAR, EXTRARHLKEEBIARR, ENMFF, BARR: 17, Fil
SHREMAREX NN RARFEZY: “EBRRED TRMBEHBIREEIS.” MxH: “E8,
BINIBATRID.” B “BIRATATERER RAIBEHNE-—MEL ? ” #iIms:

English:

(00:10:09): It's like, but that's exactly what you're doing. You have to make sure that what you're sharing
as a priority is actually manifested in your resourcing. Then I'm like, "Hey, this is your top talent. Why is
your top talent working on some moonshots that are not in your number one priority?" And they're like,
"Yeah." This is where you start finding that really it doesn't really translate into execution as well and you
can solve so much by just making that sure that focus is there.

FRCERIR:

(00:10:09): EEFE, A RIREEEMNE, (RUTBRIROFHRAREEFREMNVFRDEL. AR
=) IR, XBIRMIRRAT, AT AMRNIRAA EM—EREME—MAREN BRI 27 i
MNXz: “MB-" XMEBMIAKMBTHESEEERCARITHMS, MRABE®BR T 2, RREHE

RIRZ R,

[00:10:36] Lenny Rachitsky
English:

So the big lesson here is to push for clarity and push out anything that is unclear, confusion either in
thought and also in execution. One of the folks that | talked to that worked with you about this phrase,
Josh Redfern, he said that this phrase became really liberating for him, which is really interesting to hear
because it forces you to make a call and to be aligned and make sure everyone is on the same page. |
guess thoughts on just why this concept is so liberating.

AR ERIE:



FR A BZOBONIZIEREM, HIEREMASRER. REABEMNIT. HRITI—IESMREER Josh
Redfern, fthidX@iExtRGIFE “ARL” (liberating) , XITEFRRER, HNERBIRMMEIRTEHIAKL—
¥, MREMABERSE L, REFATAXMIZZIL ARG AR ?

[00:11:04] Tomer Cohen
English:

It goes back to little alpha types or type A folks who are just so attached to not getting it wrong. When you
need to move forward and it's not about being right or wrong, it's really about not being confused and
making sure everybody's pulling in the same direction. That is actually really liberating. And when you
know that the whole idea is to have a Socratic conversation about what you're trying to do, then coming
to the table with some kind of half-baked ideas or actually not an opinion, | think actually brings into a
conversation of feedback.

FROCERIR:

EXX[EE T BLRAF ABRARHOAZ L, NKHET “FEHE" 7. ARFEMHE, ERFETH
&, METARE, HARENABE—IHEES . XEWTIEARE. SIRBAEMLORMIREEMIE
BHIT 17 “DRARIAMNE B, H& - EARANREINEETLARHMNRREISER, FiIANRMEES]
R RIGHBIISIE,

English:

(00:11:39): But you have to manifest it through, if you just play this through but then you potentially
playing the right or wrong game, that's really poor. | also think it's the best way to learn. If you don't know
exactly what you're doing, how can you learn back from why you made that decision? So if you had a
clear understanding, ultimately it's a growing organization. This is not a one-off project. We're going to
build many projects in the future. So if you're not sure about what we're trying to accomplish, how can
you know what you learned from it?

FROCERIR:

(00:11:39): BfRHARMZEIR. WMRIMRABREMNAL, ROEETT “WHEEXR" , BAKERT . HBINAX
BREFNFIHFN. MRRFHIANEE SEMT A, MEARBMRRREZFINE? WRINE BMHIERR,
RAXZHA—THKIAR, XAB—EFESE, RNRRKEEMBRZIE, FRUANRMAHERKIIESE
WA, (REAFERMAFEIZT HA?

[00:12:09] Lenny Rachitsky
English:

| love that. So the idea here is make it very okay to be wrong, but make it not okay to be confused and not
clear about here's what we're doing, here's why we're doing it. Everyone's aligned exactly on the same

idea.
FRSCERIE:
HERNX MR, FTUXBENZOE: REEXR, BERAFEL, AR “BMNEMATL” 1 “AHta

XA BEAE. 8T ABATENTR— %

[00:12:19] Tomer Cohen



English:

How can | have a product conversation if I'm not sure what you stand for? It's really hard to have a
Socratic conversation, really hard to have. If you ask folks how many time you left a meeting in corporate,
it could be a startup or larger companies and you are not sure exactly what was the problem discussed or
what are next steps. More often than not, they'll raise their hand. That for me is a waste of building time.
So actually that agitates me in another great way, but when | come in and I'm proven wrong or there's a
strong challenge or argument, again that's a little bit my love language, | actually enjoy those. | think we
leave the conversation much better.

AR ERIE:

RBAHEMRBIILT, FEARHTmIE? REHAITARARINIE. WRIFPAR, BZDRERQ
AARE (BEREWARERALHR), FAFHENENAKITZRMA, HET—TEMHA? KEHA
H=EEF, WHRR, BENWENBEINRARE, XWBLILFEREIERE, BORFIMANIEHBIEAZE
B9, HEBE TERBENNREEFIE—BR—K, BERMN “BZIE —HELRER, RIANXEFLES
XHERY, FIPREZEL.

[00:13:09] Lenny Rachitsky

English:

You said there's some other Tomerisms, what are some others just that you can share?
FREiE:

RREEEMI “Tomer EX” , BB E—LNZ?

[00:13:14] Tomer Cohen
English:

This is, again, this is classic to building large organizations, but | actually believe in, especially when it
comes to products, to really set ambitious goals but then try to over-deliver on them, really set what are
you trying to, there's almost like the opposite where people are underplaying it and over delivering, |
don't understand what you're trying to do. For me it's like we are here to make an impact. We're here to
really set our goals to something really massive. And when I'm trying to visualize this, | see a mountain,
you see the peak and the peak exactly how it looks like, you see base camp, you know how to start and
maybe the middle of the mountain is kind of blurry, but you'll figure this out. But at least you know the
peak you're trying to share, share the peak, share where you're headed to and | think it's just a much
more exciting way to build product. It's a much more inspirational way for folks to be part of the product
process kind of thing.

AR ERIE:

XX ZWRAMBLANEZHEEE, BIRRE, FIRETRAE, BRERZANER, AREH “BaH”
(over-deliver) BEASRRBERFTABBIRN, RAEBIMEE WEFKER, RIIBATFERM
MK, BMNBIEEMKEFEREAR. SHRAEGHAIRLEN, REINE—EWL, rEERLE, &5
ERFTF; REEREIAEE, MENAFIE; WIFLUERSSE R, EFIBEN. EEMINERESZE
FILLIETEMRE, DEBIEE, DEMHER, RUNAXZ—HELAXNENT @RS, BRI
MARRS 52 mimiz+o



[00:14:35] Lenny Rachitsky
English:

I was just chatting with Vlad who worked at Airbnb for many years. He was actually my former manager at
Airbnb and he reported to Brian for a long time and we talked about this trait that Brian also is really
good at, is just setting crazy high goals. 10 X the goal that you thought you had and what would it take
and it worked really well for Airbnb. So | love that you're doubling down on the same idea. Is there an
example that comes to mind of one that you, some ambitious goal you set internally at LinkedIn that
people are like, "No way," and then it ended up being effective?

AR ERIE:

FMIFDFE Airbnb TYEZER Vlad Bilid, S 27T Airbnb BI2I8, KHBM Brian (Airbnb CEO) Lk, i)
B2 Brian tLIFEEKIZEMNIENES Bin—BMFRIAANERT K 10 5, AEBEFTEMEHMTA. X3t Airbnb
EEEM FIURBREMHEEFRENIES. REEREI—NFIFIZ? LbIIfRTE LinkedIn AEMEE T — N
PEHEMR, SRANSEE “fose” , EREIEEEER?

[00:14:35] Tomer Cohen
English:

Actually there's a lot, when | think about our LinkedIn feed and thinking about when you started off, it
was hard to imagine what that product could be because it was more of a promotional in nature product
and | was like, no, is going to be a place where millions of people and not just tens of millions will come
daily. And that's insane. That makes no sense based on the numbers today, but | don't start building from
the numbers today. | start from [inaudible 00:15:04] | start backwards. I'm like, what this could be, what is
the potential here? So how many professionals exist in their role? How many of them would love to find a
place to share and engage with content? And this is my starting point. | start from there. So | don't start
from the existence to set my ambition. | start from what this could be like based on really inspiration and
excitement.

FRCERIR:

HIHRS, HHEBFFND Linkedin ZHE (Feed) BY, EIRERIFIARIBIIR, REBRXF=meeLaift
2w, ARNEERLEEGR—MEN ERENTm. BHRYRA, X, EFRA—TESREHIZA (MFRNE
BTH) pRptsE. XESRIFERRKRE, RESNNBFREZELEE. ERNETRIENS R
FHEN, RRESHSHN. HEB CRERMFAE? XENBHEMFA? 2EZLRYAL? HEFES
DAREHRE - OENSE5RATHMTS? IREHHER. HARRBIVKFILERD, MIIRYER M
BRI E R RERIEE T

English:

(00:15:30): Again, it's not detached from reality completely, but it's also not hooked to it. But then
Basecamp could be a good start. You're not asking you to make it the next day, but if you don't have that
ambition, there's no way you're going to hit that. There's just no way. And there's so many products
across LinkedIn. LinkedIn is a 20 plus year old company that many folks did not give it a chance in almost
every phase of it. And | think if anything, it's one of those that just keeps getting better and better every
year. And part of it is you keep the landmark on. This really has the potential to do so much for so many
people. It's really an economic platform. So if you play from that, one billion members, that's actually

pretty small where we can actually go.

FRCERIR:



(00:15:30): ¥, XHIFTELMERE, BHFWNERE, KAXE (Basecamp) AJUR—NFHFHLE, R
AHREF_RMEM, BNRIRLBEBNHELD, (REFAREEEIE, £EA8E, Linkedin BRZ™ Mo
Linkedin @—Z#88 20 ZEHENNE, REATEN/LFETNNEREAIEFE. BFIAN, Linkedin 27
MEFHAERSERETHNAR. B0 RERIRBLZITERB MR, EENEENIZAZAMXAZE. E
E—TEENEFFES. IRMMAXIMAEL., 10 Z2REEREHNEXTINIIERR/NHN—ERT.

[00:16:17] Lenny Rachitsky
English:

I'm so happy you went to this example. This is exactly where | wanted to take the conversation. | was very
much in the camp you described of LinkedIn, how could LinkedIn possibly become a place that | want to
go and browse a feed and post content? As you probably know, for the longest time it was felt like this
cringey place as you said, where everyone comes and promotes themselves, "Hey, | got a promotion or
here's my company's new launch." And | think it's so underappreciated the turnaround that has
happened within LinkedIn. I use it, I'm a multi-day, multi-Dow user. | check it at least 10 times a day. Most
of my traffic to my newsletter comes from LinkedIn, not Twitter where people think, it's absurdly
underappreciated and it's | think underappreciated what it took to make this happen.

FRCERIR:

FRESHMAETXMF. XIERKBESISMIENGR. FKLURITEETRERRIMEE LinkedIn B4
AIBER A — B EN RS HEAEABHMG? EWFRFAF, REK—EBNEE, BEiLARTER “EBY”
(cringey), ARRERIMEHBES, “IR, HART” HE "XZHNQBEIHARH" o FiIAM Linkedin K%
MRTHTERGET. RAERCHEEARR, 8XRELVE 108 HEBANAIDREKRKE Linkedin, TFE
MTEEINAB Twitter, XRERME T, MEFIANERX TR HISEHBRIRGET

English:

(00:17:02): And when | saw you guys starting to try to make it a place people post content, | was like, no
way, this is not going to work. Why would people want to share stuff on LinkedIn? And it's working, it's
amazing. So | want to spend some time here and just try to go inside the strategy that you guys put
together to here's how we're going to make this happen. Come, we've shared, you have this peak of
here's what we could become. How did you actually turn this around? What was the strategy behind it?

FRCERIR:

(00:17:02): HFHEBERMNABZHILERAANKBRBHIMGE, HA, FaJ8E, XTHE, AtaAl=
187E LinkedIin EDZEFRA? BERI T, XX 7o FMUABRBEXEEREE, RNTB—TRIEENR
B%, ERAMMELDZ T “@lE” BF, BARMNEERNAHEEEN? EEMNHBEMTA?

[00:17:26] Tomer Cohen
English:

Yeah, by the way, I'm glad you're finding great audience and traffic on LinkedIn. | think your content,
actually, your content is exactly what we're trying to build for, it's expertise, it's advice, it's people you
can learn from and it's also the views that really matter, not just the volume that matters. | think if we take
a step back, there's so much conversation about zero to one products or scaling products, but you don't
have much conversations about minus one to one products, like turnaround products. And | think there's

obviously the perception of the market you have to deal with, but people I think in minus to one



products, at least from my experience and we had a few at LinkedlIn, pages is another one, helping
businesses build their presence on LinkedIn. What you find is it's actually, most of the time it's internally
harder to do because there's so much entrenched flows and processes and metrics that people are using
on that specific area.

FRCERIR:

2R, IMER—T, RS LinkedIn L3E T FHRANRE. FIANRHNRABERRINS IHER
Bir: TR B, EEFINA, MERESENZERE “BNENNE" , MANXEERE. WOR
BITB—FF, XF “MOE 1" 5 “MENK ~@iTieRSE, BXF “MN-131" Bv~=m (BNEE~m)
BIEHAZ, EAMBBNUNTZNIAM, BEREFR, LE “M-121" 897 m——=D7E LinkedIn B
Jorh, tbin “REEW” (Pages) HEB—MHIF—MRIAM, ASHEHRAIMENEKR, RAERMFEDR
&, MIEZLIMTXSRAFREBRE. BFMETR.

English:

(00:18:21): So you almost have to change the inner workings of the system to make it work. Going back to
the analogy of the mountain, if you start from the premise that | deeply believe in is that LinkedIn
ultimately is a platform for economic opportunity that sits on top of a very strong social graph. Then
really almost every aspect of economic transaction is possible and knowledge transaction is one of the
most powerful economic transactions you can have. It's the biggest accelerant for an experience and we
were always very strong at helping people get a job. We have seven hires per minute, but as we were
building more and more knowledge and part of it was we bought LinkedIn, we bought Lynda to make it
LinkedIn Learning a while back. Today we had 140 hours of learning every minute on LinkedIn happening
across the feed and LinkedIn Learning, it's pretty powerful.

FRCERIR:

(00:18:21): FR MR F A e ZE R LRI N ERIEIEA XA BER M. BRI ARWAIELL, MNRMERENFIRFR
— Bl LinkedIn RAR—MEILERAMREIEZ LNEFNETE, BANFFRERENE TR Z B2 HE
B, M “MIRR %" BMEHRENRBANSTRSZ— EREZRMENRAMES, RIT—EEKEARK
IE, BESSHE 7T AHRH. BRERITEBEEREZNAIRAST — B2 EEZHINBA UGG T
Lynda H¥EEET A LinkedIn Learning, 1%, Linkedin L& S5 140 NI EINK, DHEDS
JEER LinkedIn Learning &, XIFEREK,

English:

(00:19:13): And the transformation to the LinkedIn feed was exactly like you said. We actually were the
first company to have a social feed, but | think we started wrong. So we started with basically activity
feed. So it was like who changed what, who changed the job, who connected to who. It was more of like a
tracking your network feed and it became more promotional in nature. So in a way just letting that be just
naturally just moved into more of a promotional type of feed. And what we've done is we've shifted
dramatically into building, actually this was one of the things | was excited about. So after | was leading
the mobile team, there was no feed team, there was no unified feed team, there was no feed PM to an

extent, | asked to do this role, nobody cared about it. | really believed in it.
FRZERiE:

(00:19:13): LinkedIn £hZ5iH BBV BIEMNIRFT. HNELRFE —RBBARMSHAFE, EFIANARINTED
7. BNRMBZ “EshEA&” (Activity Feed), LEINMERRT H4, #WHRT I, #MERITER, €
BHRE—NEERARMOSE, *RLEEEEAKET M. U, EEBRARE, EMER T —MHE 25
o BAFIPNZRIZIHEEME —XKF LRHEHENZEEZ— AHRASEMENZE, HHERE



LTINS ERE, 2BS—H, BEEEEMEE LB TNHEHESE PM. RERERIBEXTA
&, SIHEAXROXT, BRRECHIE.

English:

(00:20:07): | have strong conviction about what | could do there. And | asked to do this role and we
assembled the team around it and one of the main things we've done was to really set the new purpose
for it, which was this is not a springboard for other products, this is not a traffic jumpstart for, it's not an
app self feed, it's really about people that matter talking about things that | care about professionally. It's
about knowledge exchange. It's about how can | get the right views to the right experts in a way that
actually helps them build a reputation and build their business. And then we started from there
backwards. So it was basically setting that ground for that mountain peak that was nowhere to be

imagined at the beginning and making our way backwards.
FZERiE:

(00:20:07): #3f B SRETEABEMMBIFERREBNES. RPBFTXNIRL, HESKCEHRTHN. HRIMHR
FENEBZ—MENCRERNER: EFBEMTmAIBIR, FE2REEHER, BAEBNARNKET
8, CHEEXTF “EBHATRERROVRIIER" . EBXTHIARKR, XTNMEEROMNEES IS4
EMNER, MMEEAMMITRIEEN S, ARKNMBEFHREHE, XEX ERABIRIODTEER
AL ERM, F—PPEME,

English:

(00:20:55): The first thing we did was really making Al first. So the Al team back then was completely
centralized. It was not part of any product team and we brought it together with one unified Al first team.
And the belief | had was ultimately the engine of the car was Al and that was almost like de-prioritized or
delegated to a team that was not unified in objectives. So bring that in. And then | spent most of my time
on objectives and algorithm features and data training, which led me into my passion about training
product people to be a first product people. And that was a big transformation there, really shifting and
we had incredible Al team, but they were completely, actually, it was a confused operation. They were
building something for a whole different purpose and we were trying to aim to that mountain peak and

they were putting in a different direction. No bad intent, that's what they were told to do.
FEiE:

(00:20:55): FNVMEIE—HFEMERI “ALE" o SN AIFANZRTZEHFOHE, FEFEE~mEM.
TSN EH—IE—K “AIRE" Hf. BRPESE: AENSIERAR AL, MEAIJIFHELELT,
HEWREIL T — P BERAR—ER. FTURMHIEERBGHK, ARHIEARBOREREBIMKE. BIEE
fEMEIRINE L, X5ISHEABEARTEHIIFREERN “AlREL” BFmA. BRE-—TERBEE, H(H
RAIFEHER AR, B ERESREL —MIEA— T2 ENENWERA, MIEIEXE
BEAR L, tiIEEES— ARk, KEEE, RRMIESMEIRFS.

English:

(00:21:56): So bringing it together into this SWAT team was the first thing that actually was extremely
powerful, but then became the hard work. You have a product that works in a certain way and you almost
want to change its DNA altogether. And it was very hard because whenever we were trying to run
experiments that were mass in scale, | told you everybody was relying on the feed for their traffic. It just
scared the whole system because numbers were shifting up and down and teams were freaking out
about meeting their goals. And then | realized that was just spending my time in escalations instead of



actually building a great product. So what | did was | carved out two million members and | said, "Those

are my members. I'm going to focus on building that mountain peak. I'm going to build for them."
R EIE:

(00:21:56): FRLA, ISR EHXD “WFFEE” (SWAT team) BE—%, XIEEE S, BETROIERR
Bo fME—1MUEMANIETHm, MIR/LFRBYIERAZER DNA, XIEEEME, RASIHNZHAMER
SRIOR — IEMNFGE, FAEASERMSSHEERIAE —XMTHTENRSE, RAKIEL TR, &H
FAERTE N RETS AR BARMIHIE. ARREIRE, RIEMEHMAEELIERIFMAL (escalations) £7, MA=ZE
EITEF M. TREAMT —HF: RIWET 2005257, Hif: “XEZHRHNZRS. REZTEZTHMINTE
B EE K3,

English:

(00:22:45): Full liberty and doing whatever, it doesn't hurt numbers, giving the scale and really focus on
building a great experience for them. And it wasn't overnight and it wasn't over a week, but over the
course of months we've seen dramatic behavior change for those members, almost like secluded, like a
country of people that were seeing a different experience of LinkedIn. And once we saw that you actually
had strong evidence that wow, if | bring this in, we don't need to spend time talking about how this pie
gets slotted between different teams. We can actually grow the pie. The experience just manifests itself in
a whole different way and that was a big change internally. It wasn't overnight, but it was really powerful
in getting everybody around to see, wow, we have this cohort that is doing extremely well, which was a

randomized cohort and then how we can bring it out.
R EIE:

(00:22:45): B TEHNBEHEMEME, XFSHMAREIE, HAUTETHMIHTEREIEIE, XA
B—RZEEERN, BAE2—ArmeETM, BE/LTMANNEE, HMNBAXEZRNITARETRZE, it
MM GEFE— N SHRENEE, FRETLREM Linkedine —BENBITX—=, MBETRENNIE
72, MRBEXMREE, RIUFFTEBNCNAEIRGEDSERT, RIATLUBHHEAKR. XMk
BU—MT2FfENARA2NHK, XERBE2—TNEANET, BAFE—BMM, BEFEFRRS, it
FREAEBE: &, BB TRIRMERNRENIFAAE, FTRBNNZWMEE S,

English:

(00:23:39): I've also done some crazy things. We've done some negative tests to prove some stuff out, test
for the sake of learning. When you run something that you can show that if it's just a promotional feed
and you played it out organically over time, engage with the tier rates. We ran some really important ad
tests as well, but we're really shown separate, almost like we carved out the different product and we
showed that this could work and then we brought it out to the main experience for everybody else. And
then that was, | would say the inner workings of minus one to one. Then the scanning part really became
when we started to focus on professional opportunities. So when people actually share, how do they get
the right views into the experience?

AR ERIE:

(00:23:39): Tk 7 —ERIEMIE, UM T —LAENIHKIERAREM R, AT FIMML. HIRETT
—Le5008, IERRMNRRAB—ME EE, EENEHER, S5XRIMATN. BITEMT —EIEEERH
Fi, ERMNZRAFARTE, LFMERHNYNE T NI REN~6m, ERTERTT, ARTBEFTANER
. XFEFHFMRE “M-1211" BIREREIEAIN. FTIRMRLMNER, BERTIRHRNARIERUINZ,
FRAE D ZERERY, iR ERIRERR?



English:

(00:24:19): We don't compete for volume, we're not in the same category of Meta in terms of the skill
there, but we will compete all day long for the right people seeing your content. In fact, | think in many
ways that's the most powerful part of LinkedIn. How do we make sure that it's professionally productive
and safe conversations? How do we trade off bad engagement all day long? In fact, when we started
shifting the Al objective from click through into more downstream conversations, spammers actually
took notice as well. So they were jumping over the LinkedIn bandwagon, so we had to spend a lot of time
removing bad activity from LinkedIn, but that's been the evolution of this process.

AR ERIE:

(00:24:19): ZANAREREMNE, TR LIATA Meta RE—MER, BRI NHEF “ULERMABIIR
HAR" o XL, WINAXERZHERE LinkedIn &RIBAIIE D HAMAHEMNEZRIL. SRERE
B9? RV RA G AR EAERENER? FL L, SBAIFRE A BIAM "X REEREN T
BN, MRESAREWIRET, MI1FEEME Linkedin, FRAFEAIFEREAEETEIER LinkedIn Y
FRER, XMEX T IENEE.

[00:25:02] Lenny Rachitsky
English:

That is amazing. There's so much | want to dig into here. Okay, so this two million user carve out that you
did, basically everyone was just like, what the hell are you doing to our metrics and goals? You're causing
all this trouble for the business. Why is this team hurting our metrics? So that was basically a group that
those two million users are the only ones that saw this new updated feed and were they removed from
everyone else's metrics so they weren't fluctuated as much or was it just?

FROCERIR:

AiET. XEERZSHBEROIAS. i, XTGBT 200 CAFNREX, SRAXKERZ2EHER:
“IRENRIEXNFATRIETRHM B A7 RAGUSHERTXAZHM. AT AXPMEAEREHANVIER? ~
FRAEAE, RBEX 200 FAFEETERRNISHEE, RS MEMABERSETFRRT, URIEMR

RARKEN?

[00:25:26] Tomer Cohen

English:

They could be kept in the overall because it wasn't as important.
R EE:

IR MREERREIEE, RLLHIEIBAK,

[00:25:29] Lenny Rachitsky
English:

It was a small percent?

FRCEIE:

EEBITR/N?



[00:25:30] Tomer Cohen
English:

Exactly.

FSCERiE:

Ao

[00:25:30] Lenny Rachitsky
English:

Okay. Got it.

FEiE:

%, BAE T

[00:25:30] Tomer Cohen

English:

But for us, they were like the world we were basically able to prove with them.
R EiE:

BT, WIS MER, HITER ERMIIRIERAITHE.

[00:25:34] Lenny Rachitsky
English:

Got it. Okay. That's so smart. Okay, so basically you just decided we're only going to move your metrics a
little bit, worst case if we stick to it.

FROCERIR:
BET. XXEERT. PAUERLIFRET , RFNBERERERMFIN—RAKEVIET.

[00:25:41] Tomer Cohen
English:

| felt that | tried for a few months to play on the overall experience with everybody, but it was really hard,
almost like impossible because you have an organization that is so tied into how things work that | was
just hitting walls after walls after escalations and it was just unproductive.

FRCERIR:

HERRZRT L TAELEFE EMXE, BXET, JLFFAE. BNBMEASHENEELREET
KEET, RRBEAX—RERIFNARPREE, BRRIR,

[00:26:00] Lenny Rachitsky



English:

And this is before you were a chief product officer where you could have just said, "We will take this bet.
We know this might hurt metrics short-term"?

FRZERIE:

XREMRABRETME ZAD? BEREREERR: “HMNBITXNHE, HMTNEXAEREHRERS
=2

[00:26:06] Tomer Cohen
English:
Yes.

FROCERIR:

[00:26:07] Lenny Rachitsky
English:

Okay, got it. That makes sense. Okay, the other piece, so just like lessons I'm taking away from trying
something like this that's an ambitious bet within a company, is put a PM and a team on it with a goal
that feels like a core part of the success of just like somebody's ass is on the line to doing this thing.

RSz ERIE:

9%, BBET. XRAEEE, XTREAFDAMHITIMB ORI, REEHNBIINZ: ER—= PMA—
PEIRA, RE—MREREGZMINZ OB, MERUINE AN TER.

[00:26:24] Tomer Cohen
English:

Always.

FRCEIE:

— @itk

[00:26:24] Lenny Rachitsky
English:

Always, with focus on this one problem. And then there's the way you described there's this goal for this
feed, but how did you actually try to turn that into a goal or metric or a KPI, what was that in the end, was
there something there?

FROCERIR:

AT ETFX—PRE. AE, MERTHSEEHNER, BRRAZNARKEKZLENEEER. 51R5 KPI
BY? &EBNMEmEHA?



[00:26:35] Tomer Cohen
English:

Yeah, this is an interesting one, one thing we've done actually because the feed is the first thing you land
on. | can't just count how many folks engage with the feed because then I'm counting bypassers kind of
thing and bystanders that are actually coming into the experience. So we actually started to look at the
more, we go a lot into active, engaged and high value engagement. So we go downstream, we kind of put
the onus on looking at more downstream engagement there and we build that as the feed engagement.
So really trying to show that we're not just counting some overall whatever it is [inaudible 00:27:09] or
sessions at the top level. That's not really helpful because any shifts can help there, but really setting
targets for that. There's obviously it's a marketplace, so there's the creation side, there's the consumption
side's, there's making sure that's healthy and engaging.

FROCERIR:

2, XRE®R. KELEMNEN—GFE, RASSERRIFRMNE—1E, RFEIHEEZDOAS
S5T7HEER, BAPFEHEMEERITRINAMZNE. FAURNABXIERENER, KITFEEEE
CERBE5” M “BMESS” . HNXETH (downstream), BESMEMRESH NKEEN L, FHRE
EXH “ChSHEBEE5E” o FIURNEIER, RNARZESRITTNERNIEHEEMIET. LA, BN
EAEEEREIOBLER T RITNWRBREMRE T Bir. EAXE— 1117, Belffln, BHER, HKE
BRERREESI AN,

English:

(00:27:23): There was so much we went into that, but | think the best thing was it's almost like you carve
out. | think when you do minus one to one, it's really hard unless the CEO says | don't care about how the
company performs for the next two years, we're going to go for it. If you want to keep the site keep
growing and the experience keep growing, carving out and almost like sending very specific unique

metrics but then could easily be extended out once you show it was in retrospect the right way to do it.
R EIE:

(00:27:23): HMERXFERATRZ. ERINAREFHOMCERZZM TRE o HINNHME “M-151" B9
F158Y, FRIECEO I "BATEFABRKMENKRI, HNEBRF—F" , SURM, MRIRELLMEFALL
RS, RBEH—RXE, REFERERIRFHER, —BIRIERTXZERER, Sa) USRI 7
*o

[00:27:52] Lenny Rachitsky
English:

And to give people a glimpse into the way your brain works to identify this is a big opportunity. So you
talk about just like | see there's a lever that we're not investing enough in and | see this big opportunity to
grow of LinkedIn. How did you decide | need to go and bet on this thing and lead this team and | think
feed is a huge opportunity?

FRCERIR:

ATIUERRT BRR MR ANEE . RREMRE R — P RARANF BRI, BE LinkedIn KA BE A
o RRIMARE “HWEFBEZWX—BHASXMEK" , HFEUNNGSEER—TEXNZET?



[00:28:10] Tomer Cohen
English:

| start from beliefs a lot. So | start from what do | believe this could be or where | actually came to
LinkedIn this way. In fact my biggest change in my career was when | moved here and | shifted to more
like what do | care about? What am | excited about? What do | have conviction on? | think it's really hard
to be a strong product leader without having strong conviction about something. So | start there and in
fact coming to Linkedln as an example, when | came into lead mobile, LinkedIn was a desktop first
company, then mobile team was an offshoot of entrepreneurs. | came from a startup that | ran and it
wasn't a big, it wasn't, it was like, okay, | want to do mobile, | guess fine. It's like noise at this point. Same
with feed. And same when | shifted into ads, | felt really strong about the ability to flip that into a great

way for companies to grow.
FRSCERE:

HEBEN B bR, HZM “FBEEXELEMAAE" Fin. FXE, RRUVEERANEERENRKE
2, RABE: BAXRXOMFA? FAltFHE? R ABRENER? ik, m%&ﬁémmhu,ﬁﬁ&
HN—BBANFTRMFSE. FMUAFRMIBEF IR, LA LinkedIn 76, HBFRMSHEENIHR, Linkedin ER2—
P~ RERK” BAE, BEENIRREWETNN—ND%. ZREEBSKEN—REILQE, HRBRRHF
TREE, ARREE W98, rEMEshn, BRE , SNPRGEEERES. ISEEHEMIt, HHE
| SkssEY, HithRIVRTEEERIEERTNRAEIERIBES .

English:

(00:29:04): For me it starts with a conviction of where things could go, what do | believe in? | believe
LinkedIn can be an incredible superpower and daily use case for every professional in the world. | believe
knowledge sharing and knowledge exchange is the most amazing way to grow your career and to grow
your business. So that needs to be a strong pillar of the experience, what didn't exist before and what is
better than the feed experience, the home [inaudible 00:29:32] to actually build it. So | don't get attached
to what did not work in the past. That's not, | don't know, maybe it's a mistake sometimes, but that
doesn't stop me from thinking about the future.

FRCERIR:

(00:29:04): IR, —IATFHEMERRIER. HIBEMHA? KBS LinkedIn B ASIXE—URIZA
TR RNEBRENMBEE LR, HABGEMIRDZEMMBIRU KM SIEKEHEFNA N PRUX AR
NEBHN—PNIBAZE, MRXEUNRAFEN. EEFALDISER AR, BNEESSHRERNMGR? i
UBARUETIETRENRA, ZANE, BIFERXENER, BEXHAHREDERK,

[00:29:44] Lenny Rachitsky
English:

How do you actually make time to think like this? A lot of people are listening. They're just like, "Okay, |
want to think about what could this become?" Is this just the way brain works? You're always thinking
what could this be? Do you set time aside to think quarterly or yearly, what could this be if we really made

this amazing?
FRsCERF:

RSP LR AIB LA EXFEERN? REAER, MIISA: “9F, ZBBRE XEEMFAHF 7 X
RAMBEEAG? RERRE “XEEBMM A" 13? RRLNBHEENFENERE “ﬁﬂ%ﬁaﬂlﬁ



FBEMIFRE, EITMtAE" 13?

[00:30:02] Tomer Cohen
English:

It's a good question. | haven't thought about it. It's like a process | do. | don't sit time aside for this, but
I'm very reflective. | try to focus, love the conversations on the dream, what ultimately are we trying to
achieve? | think LinkedIn has a great process called vision to values that started from our former CEO, Jeff
Winner, which is like if you said this is for company or for a product, which is if you're successful, what
change would happen in the world? Which I love. It's just a great phrase. It's just a great empowering
phrase. So | actually tend to spend a lot of my time there. I'm also very optimistic in nature. Again,
sometimes it's probably, I'm not best for any role perspective. You want somebody a bit more pessimistic
about the future, but | tend to lead with beliefs versus evidence. | try to prove my beliefs with evidence,
but I don't lead with evidence.

AR ERIE:

FiaE, HREL, XMERRN—FIB. HASZIIALELRE, BHRIFEERRD. HHAEZTETX
F 2R BE: RINRLBEXMMAA? Linkedin BE—MREAREZL “MEZFMNE” (Vision to
Values) , HFIfE CEO Jeff Weiner &if2. ERIE: MRIRANT, HASKEFLATN? HFEFIRX T X
B TMFEENENGEE. FrUISEF LR T BRSMERER L. BRERIERERML. HA, BRME
LRBNAERE, RAURFTERENE, AAMATEFE-—ITHRRELERN—SBA, ERERTAH 27
MmAR “EHE RAF. RZXMIHERIRRNES, ERFIRIHEEESFE,

[00:31:21] Lenny Rachitsky
English:

I think the lesson would be, for me that was the biggest learning going into Al first that gave me the why is
Al so core and why | got to make it a priority all the way to my role today to make sure the rest of the
organization thinks Al first. The understanding is is that in a marketplace, if I'm able to satisfy your need
on the other side, then it's magic. So ultimately it came down to Al is the ultimate matchmaker. It's
underutilized, it's misunderstood, it's run separate from the team. And in a marketplace it's all about
value exchange. And if I'm able to do value exchange really well, then people will come back and they do
and they engage and actually they come back even more and they spend more time. So for me it was that
depth into Al first as the engine that moves the whole organization forward.

AR ERIE:

FIANBONET —XFHKER, @ “Al k" RARNPGRZILEBEB T A A Al bz, URAT AT
FRHEAMRSESR, BERRSKRIRMG, HEREDHEREMU AL WAXRE, BENZOET: 1
miH, MRKERBEMRS—IHHOFR, BREFL. PAARKIEN: Al ZERE “OR . EREMGE. ®
=i, BESHENBT,. EhHH, —IEXFNERR. MRFELBNEIVEERE, AMIMIEXR, #
MNRERT, #ESS5HP, EEORSENE, FENEER. FIUNERR, RN “AILEL" mEHDD

BMARRHNEIZE,

[00:32:21] Tomer Cohen

English:



On both sides. If you are the creator, if you're the person sharing, remember this was a while back, | think
it was about the former Olympics and person shared an article on LinkedIn about how they should not
call it Olympics, they should call it the commercial Olympics because it's all about commercials and less
Olympics. And then they sent me this amazing screenshot about how NBC execs who were covering the
Olympics were rearing the post, this first to them was gold. It was like, "Oh my god, my content is
influencing, people are seeing it, people that matter." So that was really key. Making sure that when you
share something, you share your expertise. The right people on the other side are relevant to your
content and they see it. That could make your day or your week or actually it could make your living in
many ways. And then on the receiving side, when | come in, it's the things I'm excited about seeing.

AR ERIE:

EHFERRBI2WL. MRFELEE, BOERBTHA—IERIBERALUE, AEHZF/LERE=HIE,
B A Linkedin EAET—RXE, RANZMERER, Wiz “BULRER" , AR & ARGt
BERLT—KMTHNEE, ETARIREBEIZZMN NBC SEIEEMRXFETF. MEOEERY, XEEREE
Mhz=E. E%RF: “XW, RPWRABTEETERM, AMEEE, MAREENATESR.” FMUXEXE:
BRGRDZEL WA, ZS—IRERBBAXHIARETE. XELFAOL—BXEEZE—RF, EEAERZHE
REAERFREVETT, AR, JEHENNAN, FEFNERBEHIRA,

English:

(00:33:17): It's the things that are relevant, the reason your content resonates so much with other people,
| can actually take your podcasts and | can apply them at work. What could be a better way to learn? I'll
give you another example, which was very, very recent. | met with a known professor in this field and he
shared with me how over the last year and a half he started using LinkedIn because somebody told him,
"You have a great content, why don't you just post it?" | was like, "I don't want to post on social media."
I'm like, "Oh, LinkedIn is different, share on LinkedIn." And he was like, "I post daily. | have so much
content over the years, | post daily."

AR ERIE:

(00:33:17): ARLEABXRRIZRFA, IERIREIABTRESEMARBHRE, KA UEERIRAESHNAEITER,
ERLEXEFNFIHFANG? BENRENGF: FBE T —IZJURNNRER, toEREIE—FFE
ftFFafER Linkedin, RABASFM: “MEXAENAR, AtafRh®R? 7 it “FTABED
RIEAEERFRA.” BABL: M8, Linkedin A—#¥, 7£ LinkedIin EXZME,” FEMY: “HWREEXREX.
BT ZENNS, UAESRA—F.

English:

(00:33:51): And he was like, he basically told me this is unbelievable in terms of economic opportunity I'm
getting. He's like, "I'm getting speaking engagements that are roughly half the salary | make in a year here
at the university. Just by people seeing this content and getting to the right people. | was invited to advise
prime ministers on their investment strategy for the country and I've been teaching for 20 years, but this
platform just completely elevated my ability to reach and influence people." That's the magic and that's

the value exchange and that's the kind of matchmaking at scale.
FRZERiE:

(00:33:51): 15 IFF, FMRIBHLFNEME, XEERTEN. fthii: “HEEFVEHEBLIWAKRLIES
FRAERF—FFHFKE—F. XNBRAAANEETXERS, FAEGRETERBOAFR, HRBIFTAZE
SIEREESRIREMEEN, RET 20FH, EXNFAMREAT REEIMTZ0tAREN.” XMEE
71, XELRMERR, XMEMELRN AR T,



[00:34:29] Lenny Rachitsky (Ad Break)
English:

This episode is brought to you by Merge, product leaders. Yes, like you, cringe when they hear the word
integration, they're not fun for you to scope, build, launch or maintain, and integrations probably aren't
what led you to product work in the first place. Lucky for you, the folks at Merge are obsessed with
integrations. Their single APl helps SaaS companies launch over 200 product integrations in weeks, not
quarters. Think of Merge like Plaid, but for everything B2B SaaS, organizations like Ramp, Dorada and
Electric use Merge to access their customer's accounting data to reconcile bill payments, file storage data
to create searchable databases in their product or HRIS data to auto-provision and deprovision access for
their customer's employees. And yes, if you need Al ready data for your Saa$S product, then Merge is the
fastest way to get it. So want to solve your organization's integration dilemma once and for all? Book and
attend a meeting at merge.dev/lenny and receive a $50 Amazon gift card. That's merge.dev/lenny.

FRCERIR:

AETEHH Merge BB, m=mMSEN], 0, MEIMRIT—#, FE “&€L” (integration) XMAMERE!
KK WETEE. WE. ROHEIFER—REBA T, MESHAIERERZREIME~mITENTR.

FIEMRE, Merge MHEIAMERIEEFIX, 1% — API #3B) SaaS ABE/LAN (MAR/LINEE) &%
200 ZFEmEM. B Merge BB} B2B SaaS 4159 Plaid. f& Ramp. Dorada # Electric X#¥HI4HLR {5
Merge KifiA1E P RS ITEIR A, THIa XHFEEUECIZPTIREUER, ihE HRIS #IBLIBEhARF
RIRENR. B8, WNRIRW SaaS =mEBEE Al SLEREIE, Merge ERIRIANEM AR, B—HKIERMAR
RBLEREIG? £ merge.dev/lenny FRAH S M, BIAIKRE 50 ZE LS BIL@m K. B
merge.dev/lenny,

[00:35:38] Lenny Rachitsky
English:

| want to shift a little bit in talking about this Al first mindset that you've touched on a lot. So you talked
about how at the beginning of this investment, you've already been focused on Al before it was as hot as
it is today, and I've heard from many people that you're really big on getting people to shift to this
mindset of being very Al first. Clearly it's worked really well at LinkedIn. I'm curious just what that actually
looks like. | know you could be like, "Hey guys, we got to be Al first, Al, Al, AL." But it's different to actually
make people really think differently. How do you actually on the ground help people shift their
perspective and think Al first?

AR ERIE:

BAEHME IR ZRBEIN AL B, MKEITE A GOSRXFEANRZH, MMEBEFIBXEET.
HIFRZ AN, RIFEAERETIEAREZEXM “Al k" BRB%, BAXTE LinkedIn RRIF, HRFFXA
RRAAEFE, RAEMRAIURZEOS: TR, FHMNE ALK, Al, Al, Al” ERIEIEA{ITRZER
EZHARF—EFE. RINAESKERIEPEBANRERERE, #ME Al fLk?

[00:36:14] Tomer Cohen
English:

| can spend days on this. This is so important. It's actually so important for me, it's a key focus for me.
Actually to your point, long before it became cool to talk about Al in the last two years, and in fact | think
I've learned this on myself. So when it comes to the feed, | took the role of the Al product leader, it didn't



exist in the company. There was no person that was ever from a product perspective thinking about Al. |
think it start with the belief, like we talked about before, I think every technological revolution has
dramatically changed the way we build. And Al arguably is the biggest one in our lifetimes. And when | say
Al first, it's not about a tech, it's a mindset. It's a start with strategy. It is rare. Maybe now you'll see it, but
it was rare two years ago to see anybody in their strategy talk about the role of Al and how they build with
Al

FROCERIR:

EXMEBHAT A L7 LR, XRBET, MWHERREBZLOKER. FLE, ENRFR, FEIERFEALR
FRiTZaE, AMEREXNT. HEREMNBCE LFEN, AohSERLE, HEAET Al FalSENA
&, MEPRUSNELBEHTFE. UAIBEERANTRINAEERRE Al, WIAAXBTES, MER
MNZaihdsy, S—REARERERAMIE T HNVEESG . M Al AIEEERIIXEFLIHNERABI—R.
HHEKIE ALK B, EFRBRTEA, ME—MOE. SETHK. XRER, HIFREMERE, ER
FIRDE ATEHEERIEIE Al (VA& UIRINERIA Al /92 5o

English:

(00:37:02): Then it goes to the product and then the talent itself you hire, do they actually think this way?
The analogy | would give to people is imagine a river rafting boat and you have everybody on the sides
holding the pedals and adding accuracy, adding speed, but there's the guide on the back and they're
holding those two pedals. Those two pedals navigate pretty much the boat and those pedals are Al and
the guide better be you. And in most cases in companies the guide was somebody else, it wasn't the
product leader. So then the question is, if Al actually is directing your product or success and it's the
biggest factor and you as the product leader is not the one holding those two pedals, what are you doing?
And then | realized that it was a bit of a lack of education in that, there was actually most product users
used to think of Al as this black box, magic spells that they don't know how it's working so they're

delegating.
HRERIE:
(00:37:02): Ale@r=dm, BERMERNAA, MNEEENXFERE? BEARITINMEE: BR—KER

B, MUORIAZBRELIR, BIVERENZEE, EMEE—TRS, FREEERMEW. XM MERZH S
AE, MXMTERE AL, BIrRASEFEM. BEERSHUAEE, BFEHA, MARTRAFTE. B4
PR T © MR Al Lf5 EES ISR mEERY], ERERANFEMAER, MIREATRASENLKEESERH
MEM, RETFHA? RBIREXSFERZHE, ASHTRASEZRAIEF-—NEREF, —MHFMERE
HIBER, PRIAMRAITIERR T RAE 5 Ao

English:

(00:38:01): And obviously that's as far from the truth as possible, but there's so many ways to unpack it.
When it came to the feed where | push for example, more specifically for the teams, he doesn't stay as an
Al first, there's the objective. | would ask him, "What is the objective of the algorithm?" | would challenge
you to ask folks more in the folks who are leading products specifically with algorithms inherited built
into them, what is the objective of the algorithm and can you write it down for me on a board? They
should be able to do so, ultimately it's a mathematical formula and then it's like what features have you
added to the algorithm? And this is not user features, this is specifically what parameters to learn on and
then what investment do you have in data collections and fine-tuning?

FROCERIR:



(00:38:01): B, X5FKMBEEIL, EERSHETLUREE. UhSHEENAF, REAKEXRAN: FER
FEE “AEL” WOSE, BEBMR. BaR: "BENBRENA? 7 RBEWRERRBLEASRNERE
FmiAL “BIENEREAA? MEEESERRLEDE? 7 MIIiZaEHME, BEARKRER—TMHFEAR.
RIEE:. “MMABERINTWLERE (features) ? 7 XAZIEAF A, MEREKNEISH, BER:
“UREBURINENRUA (fine-tuning) ERATZA? 7

English:

(00:38:49): Now everybody talks a big game about fine-tuning but again, two years ago, fine-tuning was
something that the product folks thought the engineering team was supposed to do. No, it's the whole
organization. In fact, you can build a whole strategy just on data collection and fine-tuning and your
product will see tremendous success or you can delegate it and it will never happen. So in many ways
that was bringing into the fold, in our phase one, which really started around 2016 for me and every team
| went to, the Al component was the area | spent most of my time on. | hired people for that. Product
leaders, | spent most of my, back to how do | spend my resources, most of my resources there. And it was
my top priority all the way from strategy to talent. And ultimately with the last couple of years we've seen
this metamorphosis of Al and this incredible new wave and we've done a pretty big change there as well

over the last two years.
FEiE:

(00:38:49): MAS/ P AEBERKIFRHNE, EMEF, T ASNAMEAR IRZEMNE, &, BEBEIMER
ME, FXLE, RAUNESBUERENHIARIE —BEHE, MO~ SMIRI[ERIMLL; HEMRALGE
EEIREE, BRHFEXKERERE. I, FREZAE, ZMEBFHANZD. ERITVE-ME (WFK
WIATF 2016 F£EH), TILHKEMNEL, Al ZoMBERERMERZHMNEH. HALEAN. (FAFRAT
%, BEIFREFEDEREL, FBRBDEZFRBIKETBE. MERBBEIAS, IHBE2HRORSMNER. &L, &
SENLVEE, HIERT AR ENXRAABINIORE, FITEIEREBME T BRI,

[00:40:13] Lenny Rachitsky
English:

I love this. So | took some notes on what you're talking about. So the big message that I'm taking away so
far is as a product leader, you need to think about things that you thought the engineering leader had to
think about or the ML engineer was thinking about things like what is the objective of our algorithm?
What are the features that we're building into it? What is the data collection strategy? How are we fine-
tuning it? As a PM, you should be asking these questions.

FRZERIE:

BAENXER T, HIET—EEid, FEFNLE, REINERERRE: FAIFRNSE, MBEEREMER
WEHARNZBTIRASTASNEFS (ML) ITRMBENES, thil: RNEENEREMFA? RITEEEE
WRLEASIE? HIREURERERBE R A? Bl VA& THA? R PM, fRRZIX[RX LR,

[00:40:13] Tomer Cohen
English:

In fact, you should go all the way to infrastructure. You can have massive lifts in your product outcomes
and goals if you probably enhance your infrastructure. How many product people talk about the
infrastructure they have? Not many. Influencers, those are things ultimately your goal is to win with your



products and build a much more experience to your members and customers. Literally just changing the
infrastructure on top of what you build. That could be the biggest lever than you building another button
or experience for your members on the top of it.

AR ERIE:

EXLE, RNZ—ERNFEMIGEEE. WMRIMEEREMIZE, (RE~RERMNBERAIEZRSEKRIRE
o BZLOFRASKIEMITNEMIRIE? A%, ERAMNERSILTRRY, AZRMEFITEEFHN
K08, {NCAZEIRFAZRARAZ ERVEMIHE, FIRELLIRTE EESM— MR — M IIREER K.

[00:40:57] Lenny Rachitsky
English:

So say the PMs at LinkedIn, are you encouraging them all to, how is Al integrating into what you're doing?

How do you just set this up so that teams do this well within LinkedIn?
R EIE:

AT Linkedin By PM {1, fRREEEFMIIFAEARE: Al 2B ESEFITIERHN? (RI0AE X
M, 1EFIBATE LinkedIn PIEBHEFIX4E?

[00:40:57] Tomer Cohen
English:

Yeah. So coming into this role in early 2020, we basically established an Al academy. Every PM had to go
through training just like we did mobile in 2014, we moved the whole organization to be mobile first, so
everybody had to go through this process. | spent a lot of time in my reviews on the Al strategy, the
objectives. We make sure there's actually Al practitioners on the product side who are strong, who can
teach. So we in waves started to build more of expertise and distinguished leaders across that can
actually bring this learning across the board. And then in fall 2022, when we all know what happened, at
least a few months after, but we started early, we completely changed our entire almost product
operations and portfolio so we can focus on this new wave of Al with LLMs in the front.

AR ERIE:

EH. 7E 2020 FAMBEXMRAGE, HMNBEXLERBILT— “AIFR o 1 PMESLFURZRE, #EHA)
£ 2014 BRI —1F, FINPFBIEREE Bapilk” , FRUSIASBBAEHX IR, EHE
R, BT RZBMEE Al SBEMNBIR L. Bl IHRR” mRHIERARN Al SKEE R LUHTHE. Eit, &
MM EFIREFRESNTWAIRMEBNGASE, ILMERemE XEFIMR. ARE 2022 FUX
— RAKERERET T4 (18 ChatGPT %), BABE/LTAGNE, ERINESRE —IHNWRAZ
TNFFHRENFREENAS, UEZTETUKNESRE (LLMs) AZOBIHET—IR AR,

English:

(00:42:35): LinkedIn has been working with Al very closely since the early days, but mostly as a
matchmaker. So it was the matchmaker for our marketplaces. Somebody looks to hire this dream
candidate and then you have a candidate looking for the dream job and Al would be the one doing the
matchmaking. We talked about the knowledge sharing on the feed. It happens in our commerce platform
as well. But Al, | was in the background so | never saw it, it was making those matches. And then with the
new level of Al, we actually brought Al from the back of our marketplaces really as the matchmaker to the



front. And one of the things we've done there was really asking the teams to completely revisit their

entire roadmap.
FRERIE:

(00:42:35): LinkedIn MR EAFFIATLS Al EREE, EXBFN MR . ERFANHIIHNLEE: EALBRE
ERRRIEAN, EEABREBITIE, Al AREE, HINKETEHEE LIRS R, XTERNBEL T
aftEEEE. EAILUFRERS, FEFRILE, EREEME. MEEH—KAIBHIL, HIIEFFLE
AN HNEEHERTH G, RMNENEF—GEREERANYREMERMBINNENREE

(roadmap).

English:

(00:43:03): This is fall of 2022, the world will learn about ChatGPT for several in March 2023. So we had a
nice beginning there in terms of getting started. And the goal there was let go of what you've built, let go
of your roadmap, go back to the drawing board with what are you trying to solve for, back to that idea of

clarity on your problem statement and now tell me what's the solution. That's very much Al first.
FEiE:

(00:43:03): AR:Z 2022 FFFAKR, H5FR7E 2023 & 3 BAHIET## ChatGPT, FRUFRATTEED MERE —MRIFRIFF
i, HWBEIRE: M TRELWENKRA, M TRIVRAE, O2ILERE, BEMRERBBRTARR
—EIZIEME X n @R B E—ARSIFRIMERNBRAREZ 4. XIERIFFHER “AIEEL" o

[00:43:27] Lenny Rachitsky
English:

It reminds me, so one of the folks | pinged about you, Shira Gasarch, she used this quote about you,
"Maybe you were made for such a time as this." And it connects to a lot what you're talking about where
you've been thinking a lot about. And back then it was called machine learning. It wasn't called Al for a
long time and now it's Al. The fact that you've been on this so long is just a perfect synergy for now. It's
working its way into everything.

FRCERIR:

XL HRAREREX R I RI—(1L Shira Gasarch, AT —mAIEREAMR: “BIFFMEN T XE—TIRMER.”
XS5M—EERENABTEERE, BEERCEM “NBEFES" , RAZEAM Al, {REXDFECRHHE A
A, SMENRHTERS, EEESEH—T,

[00:43:27] Tomer Cohen
English:

Here's an example that | think sometimes to bring it to people in a more visceral way if you've been
building products, product leaders are used to very much dictate the experience they're building. | want
this experience to be exactly like this. | want the member to come from here and this is the options they
have and | want them to be able to select this and this will be my default and | want the onboarding to
progress this way. And | think this is one of the biggest shifts with this when you become an Al first leader,
is that there's a realization that you don't control the experience anymore, you control the ingredients.
It's almost like being a chef at the restaurant and you're used to deciding every part of the dish. You're
deciding everything from the ambiance to the temperature of the broccoli and then this new technology



comes in and say, just give me the ingredients, give me the guidelines of how you cook and now I'll take
care of it. I'll take care of it for you.

AR ERIE:

ENEF, ATLEFRABEENNER . FadSEIRTE=MNEENGEE, RRERLTERXF
B, BRARESOMXEHEN, XZMITENED, HHEZMITEEXT, XBRRNAIARE, BRFEANRSS
(onboarding) Xt¥#1T. FINNHEMMA “Al LKL NASEN, RANEREZ —HMERIRE: RABEH
K58, RIZRINE “BM” . XREERETEEN, RIBFRERENE—1ED, NREEIBE=ENE
B, ARXTHRASERG: “ERMGH, LITEER, M THERBE. RINRLEEF—].”

English:

(00:44:24): For many folks, this is a very scary feeling, they're not used to letting go of the control.
Obviously you build safety guards and responsible Al around it and that's super critical. But at the
essence of it, Al is not deterministic. So giving it the rope to learn and do that experience for you
ultimately would become much, much better. You have to have that belief going into it.

AR ERIE:

(00:44:24): WRZAFKR, XB—MIEFEATHBRERE, HNAIRBN. BA, MEERRCEIREIFE=N
AREAL, XEXBE, BFFKRLE, Al ZIFHEMER. FILl, SEFINTE, LEAFTERE, KREL
STR/FRZ. MBTHEXMESEM.

[00:45:11] Lenny Rachitsky
English:

Along those lines, I'm curious if there's anything you do to avoid, everyone's like, cool Al into everything
and then all these stupid things ship, then no one wants. | saw this hilarious meme of like, oh wait, we
built a kind of dumb artificial person. Let's integrate it into everything. Now it's everywhere. Is there
anything you've learned about just how not to ship stuff that isn't great?

AR ERIE:

IiE X RE, HRGFEFIMMOABEXMER: ARMER “F, LAIMHARERA" , ARAH T IHEEA
RENBRIEE. BEII—NMEXRER: BEFE, BITET—TMEREBAEA, LR CEEHHAE
REE, MECLTARE. RTFMARLARBEIERNRE, REETHA?

[00:45:11] Tomer Cohen
English:

| can tell you what we've done here and we've failed a lot, but we learned so much along the way. When
we started it in fall 2022, literally started with me calling the leaders coming to the room and we talked
about, okay, let go of your roadmaps, like what we've done, great, but | want to let go of the roadmaps
and | want to instead go back to what you're trying to solve for and let's meet in a couple of weeks and
tell me how you're thinking differently about what you're trying to solve for knowing we have this
technology in a role for us. So that was a starting point around just setting out some ground and
principles around it. But we didn't start with new objectives to solve. So it wasn't like, "Oh, we have this
cool technology, what can we do with it?" It was like go back to the objectives you were trying to solve
and now with this technology, how can you do that objective better?



AR ERIE:
&

HAIUEIRIRIRAZ EAMET. HNNKMTRZR, BHFERETRS, 2022 FHXRFIEN, HIBASEEEE
FBEE, KR oF, BTRIIABLE, HNDIEMEVESE, BRFERTREE, BEIRIIIERRE
A L. MERBKMNBL, SFREAETXTEAR, FINERRNNEEHTATENERE. FAUBRIRE
EuMRNNER. BERMNHFTEN “FHHER FHEH. A2 B, HNNEXTERK, E2ETFH? ”
meER “EERRAZFERNENR, WEE T XIEA, (RINAEEEFKLRE? ”

English:

(00:46:00): The second part is we actually allowed teams to run to really inspire creativity. | didn't want to
contain them. | wanted to get them really excited about the potential here. And even some things we're
building duplicates for a while of similar ideas but done differently because part of it was | was learning. |
was very excited to see what people would come up with and see how they can do it. And there was no
playbook for building this really, really well. And in many ways we were writing the playbook. Prompt
engineering became a playbook internally for us, which every day was amazing. How do you cognitively
reverse engineer the brain a little bit? That was incredible. In fact, a lot of things we've learned so much
ahead of the market and even shared with OpenAl and shared with Microsoft. But then after that period
of just everybody getting excited and building, we basically brought it down and we did top-down got it.

FROCERIR:

(00:46:00): 3 — MR BHAVARIFHAPNRFER, LUHRENEN. HRABREIM], HBLLMWITNXERENR
ME, BEER—REE, HsRMUEENETESNIEE, EXIUARFR, BAMIREEHBEE
F3, HEAXKEBIAMNSBEM2, URMITMESKEIH. SRALENEEXGEMFNIAFR. TRS
FE, RINBRELMIASEFM. AT (Promptengineering) BT &ITAEHFM, SXREILAIR,
RIMEIMINF EX R IT—REALE? XARABINT . FEE, HNZINRZRERTENG, BEE
5 OpenAl I DZET . BEIERAKEAHEWENNIZE, HMNEXRLWHRT, HHBE LM TFHEE,

English:

(00:46:53): So we basically picked back to the objectives we had out of everything that we've seen, those
for us look like the best four biggest best we want to want to aim for and we want to converge resourcing
across it. So no more everybody's building whatever they want. We also, capacity is also constraint. Cost
is a constraint. We want to start bringing them together. So we really much allowed people to, | would say
in many words, diverge. But then | would say several weeks after converge, but we had a lot more
excitement and understanding about how this thing works and what we can actually do with it.

AR ERIE:

(00:46:53): FfNIEA EMFrRBY—IREFPIET BAR, S T RIMNEEREENN M RANEE, FHRES
AR, FEEESMARBRERAMEF2. RITEERERS, HABERE, RIMNBFBES. P, R
AR “BREC (diverge), REE/VER “WKEC (converge), BEIXMETR, HITMXTURANTIERIE
UKEEREMMTAH TEZHE RANIER,

[00:47:30] Lenny Rachitsky
English:

Love that advice. Basically give people a bunch of time and space to explore and experiment R and D and
then as a top-down strategy, pick through this.



AR ERIE:

FEENEN. BRLRAANKENNENTEERR. KEMMAL, ARFENE LM T, MFHT
fifito

[00:47:40] Tomer Cohen
English:

The top-down, we were like, there was literally, usually | do product jams for every multiple topics we
have throughout the quarter. | just did every week. | just reviewed the five bets we had on a reputed basis,
nothing else. Because it was so important for them to understand that this is what | care about and we
had to be focused about it.

AR ERIE:

XFELEMT, BEREZTESHMNZSNEEHIT @AY (productjams). BAREREEIZRESAHM, I2E
EHEERENEE, K3 RAILAMBEEXMEERRONER, HFERMOAFREEE, XFEFEE,

[00:48:00] Lenny Rachitsky
English:

It feels like that space to explore and go crazy is important because otherwise people at the company are
going to be like, "Oh, | wish, there's so many, this thing | want to try with Al, we should try it." And they'll
just be pissed because they don't have time to work on it.

FRZERIE:

RUEBMHREMN NI NTEREE, SWATENASE: ‘M|, REFE - AXAZHEM A ZHN
A, BNz WRMILLISEEM, mIREIRmA.

[00:48:11] Tomer Cohen
English:

It's a great point. It wasn't my intention, but | love that you're saying it. It's a great point because | think it
gives them that. | was actually, for me sometimes almost in a, maybe too much, but I try to focus on
learning. | was trying. | knew just going like this, we weren't going to learn a lot, but having people come
back and trying different things and slightly going crazy and pushing the boundaries, we would learn so

much. So for me it was learning, but | love the motivation around, also allowing them to have the energy.
FRZERiE:

WIFEART . BAXFZEINE, BRESNMXAR. XHBELTMI=E, HEEKGR, BIRTELT
KEFIT . FABMRIAZIZEAMYE, HNFAEKZ; BiLAMNERIAREORE, BHRE—R, %
BARIR, FNSFERS. PAUMNEREBEANTFS, EHRRERNIMHEEA. ILNREFEENHECE.

[00:48:39] Lenny Rachitsky
English:

It relates to another point that a recent podcast episode | had with Brian Chesky where he introduces
chaos sometimes when things are feeling too comfortable, when roadmaps, everything's calm,



everything's on schedule. He's just like, "How do we do this in one day versus in two weeks? Let's just see
what happens."

AR ERIE:

XitHBEERITS Brian Chesky REIF—&EE, MRS FBREKRETR. BEAEKRR. —IERITR#HT
B, fERISIAN—LE SREL” . bz “BATMAA—RXMAZRATHXGE? LRKNEBEIRKEM
Ao

[00:48:56] Tomer Cohen
English:

Yeah, because | think people get, there is just inertia, people get into their, it's human behavior, people
get into their lanes, they start to feel really comfortable within the lanes, and then they don't know that

there's a different way to do things and you have to almost externally invoke that or trigger that.
R EIE:

20, ABATRIANAMNZERME. XBAXTH, AMISHENBSHNE, HENERREIFEETE, ARt
MTAAREEE S —MEES, ROGTLFMIMNEDEMREES i & X TR

[00:49:13] Lenny Rachitsky
English:

If we think about just your career arc, I'm zooming out a little bit. You helped create the mobile
experience on LinkedIn. You built the feed initially and now you're in front of Al. | could see why you're so
successful at LinkedIn. | was talking to folks about your career arc at LinkedIn and you basically went
from senior PM to senior PM number two, to group PM to director, to senior director to VP, to CPO in not
that many years, it's a pretty meteoric rise. | wanted to spend a little time here and | want to maybe start
with the question of just if you could give one specific piece of advice for someone looking to advance in
their career based on what you found to be really effective, what would that be?

FROCERIR:

NRIANEIARBVERL AEINL, MAKE: (REBIEIRT LinkedIn M mNIRALK, RAMETIHES, M
TENIETET Al B9AEIR. FKEEFWHIRAMATE LinkedIn SILLERTH. FA—L ABDI RPE LinkedIn B9EFH 2 8%,
REAR LESZVENNEE, NE%PMEIEE PM Z4, % Group PM, F2M, ISR, BIVP, &
[5%) CPO, XEHRANFRNEH. FHBEXEEREE, WIFAMXNREBEIR: NRILIRAIBLERETR
WEEPEANA—FETIRNAIFEERNEFEYN, BPIEMFA?

[00:49:53] Tomer Cohen
English:

| realized everybody's in every stage in their career and they have different ways to think about the role
then what they need. Maybe I'll just share about my journey, what worked for me instead of giving more
of a general advice. First of all, | feel super fortunate I'm building. That's what | love doing. | love building,
| love working with builders. Sometimes I'm like, | get paid for this, this is insane. But | love my craft and |
love getting deep into it. So in many ways | think the things I'm excited about is the things I'm doing.
When people are starting off, | usually really focus on learning from great people. People you talk to or

have amazing mentors and managers. Some of them don't even know there were every mentors. It's not



like a mentor officially. | try to pick up things from people all the time, and that's been just a remarkable

experience working with great people.
FRERIE:

FIREIS DAL TRIVEENFRME, WIXNABMNERNEBEELAEFR, BFHRRIE—THRHN
P12, DENFHERNGZE, MABLE—TERNEN. Bk, RREBLFE, AAKZ—HE “WE" .
XERAENE. RENNE, ENNHERE—ELF. ANESE, REXTMEATELEZE, XXRE
T BRARENFZ, EWRNEN. FUNRSHFERR, ILFHENEMEHEETMHE. SANNE
T, RBEERWEZTETRAFHOAFES, BEMIKIVA, RERFNSMNZIE, BEAEEFTNEM
MNE2HHRIN, FERMERNFIN. F—EHEZEMEAS LERFD, SHENALZE—RIEANZ
Ao

English:

(00:50:50): And in many ways, a lot of those great people actually allowed me or empowered me to take
on some bigger challenges. So | can see forks in the road where if it wasn't for that person saying
something very specific, probably would've done something differently. And it just made me think a lot.
So | really tried to absorb learning from great people. But by far, for me personally, again, this is very
personal versus generic advice, it was when | moved here, | was an engineer for many years before |
moved here for graduate school in 2008. And | always loved building, that was there from a young age but
when | moved here, | realized my career path was very much dictated by one thing. It was like, what's

most in demand? What's most challenging? And how do | do that? It was very childish in many ways.
R EIE:

(00:50:50): ERZFHE, XEMFHALRRLAFHIRNKRERZR —LEERBIB . HEFIIALEER LD
XA, WRAZMNART RLEIFEREE, RAUERIMERERER. XLHEBETRS, FIUKENS
IMRBHABERKF S, BEIBFIALE, WEMIAME —BR—RK, XRFEEDPANRIN, F2ERH
— B HRMREIXER, 72008 ERXEBRMZAT, KM TRSEIREM. FMNRAEEE, EHFRREX
i, FEIRFFPVRUBEERAREELRA—HFREN: AARERERKN? FABHMIERKRR?
HzafEME? ERZSE, XEKRRLM,

English:

(00:51:42): It was not dictated by me, it was in a way dictated by society. So what's the toughest
engineering role? What's the best company to go into? What's the best army unit to serve in? And | fell a
lot along the way, but | always kept going. And then when | came here, there was a really big challenging
for me personally around what do | care about? What matters most to me? And that was, again, it's very
personal in many ways. It was very much for me, an impact on learning and actually how do | create
impact more broadly? And | shifted 180 in how my thought process used to go. It was less about what was
out there and exciting and in demand and challenging and it was more about where did | have strong
conviction on, what was | passionate about and where did | feel | could make a dent and learn?

AR ERIE:

(00:51:42): IR BHBOREN, MEEEMEE LHMSIREN, thil: RENITERRUIEMTA? KREFHWAF
EMR? RFVBIARHZ? —BEBETRZE, BRAZER, YEFIXEN, EPATR—EXRH
Pl BROMAA? HERRKREENETA? XERZAEXBIEENAN WHRER, BRXFHFEIN
2, UREIMAE 2= Efnm, ZFNBLETRELRET 180 EARE, EABXIIATARMEN. B
TREY. BUGR, MEEZMT: BUTABRENER? BMNTARBERE? BUSEEWNEI LB
ER (make adent) HFEIHRA?



English:

(00:52:35): And that was my path forward. So after school with a student visa and massive school debt, |
decided to start a company which was not a very intelligent decision based on my economic
circumstances, but | didn't care. | was like, this is my new path. And then | got into LinkedIn. | didn't apply
for a job. | met with who was in my role today, Deep Nishar, at that time and we talked and | said, "This is
how I think this is how LinkedIn mobile should be built." And he was like, "Okay, how about you come
and build it?" | was like, "Amazing." So | didn't apply to LinkedIn and then at LinkedIn | was always like,
this is what | want to do, this is what's exciting for me and this is the dent | think | can make and this is my
plan for it.

FRCERIR:

(00:52:35): XL = HMAIHE Z B, PRUELE, EEFERIE, BHEEMFERSR, BRAEIDH—KLE. RIE
BTN, EHAR—TRATHNRE, BRFAEF. HE, XEHROME. AFHHENT Linkedin, F&
BEIBFIE, HID T UBEERS KX MNIIA Deep Nishar, AT TE, FHix: “FKiAX Linkedin 1975
IR IZX AR it “OF, BRRRITEREEARE? 7 Fid: “KET.” FrLIFKEBEHIE Linkedin,
M7E LinkedIn WEF, HEERME: XEHEAMH, XZILHENMEN, XBRHINAKAUGFREANMS, X
=T

English:

(00:53:21): | don't know if this is a recommendation for everybody, but for me it's worked really, really
well. It was really pursuing the conviction | had and my excitement and bring that to the fold with people.
| do think that in products, in building product, if you're not genuinely excited about what you want to
build, you don't have conviction about it, it's going to be very hard for you to make a big impact.

FRCERIR:

(00:53:21): HAMEX BT EEGFAAN, EXNHERFHEEEN. PUBERZNESTHER, HIEHEFH M
Ao FHASEINA, EF- @, TR~ R, NRANESEMENAEIELXBRALINER, KERE
MES, RRMEFEEARBIRIE,

[00:53:45] Lenny Rachitsky
English:

That's also a similar theme from my most recent podcast with Vlad of just, if you don't actually buy into
the mission of the place you're working on, you're not going to have a good time.

FRCERIR:

EBRRRES Viad RHEFBEPH—PEMER: ORFFEENBMRIEMSRES, FRASIFRE
o

[00:53:54] Tomer Cohen
English:

Yeah. Say for product people, it's a very fortunate position. | always tell people, if you're in one of the
most fortunate positions you can have, because if you just measure thing, for you, just measure based on
your career and so on, people are going to evaluate you based on your actual work. It's a very special



place. Nobody cares about your title, who cares? It's not. Maybe the company name for some people
matters, but for the most part, it's about the impact you created with the products you've built. If | think
about somebody's resume, | think if it was a product resume, it would be the products you built and the
impact you had with it. | don't care about the companies you worked at, | don't care about the logos, |
don't care about the titles. Slightly, again, not to overextend, but somebody, it's almost like an artist,
right? It's like whatever, a musician, it's the albums you took out and how well they did. And | think for
product people, it's a very fortunate place to be that you get measured based on the impact you had.

AR ERIE:

B, WFFmARY, XR—TIFEZENRA. HEREFAN], FATHRFTHUEZ—, BANRMR
SEEBRVEEZRNER, AMIRBMRIERFRIERTGR. XM IEERHFRNMTG RAXOIMBYX
1, EEFR? BIFARRMHELEAREE, BEXRSHRERT, EENZREIWEN P ERNR
Mo WIRFEEEANER, HANNMREB—D=REH, ENIZEIMER™mURIRFEENTIE, JAE
FARIEINATE, FEFILE Logo, BAREFKAE. HHEK—RR, XLFMEZAR, WIE? BMES/R
xR, EEMNRMRENTEURENNERR. FANNTFERARE, ERIEFFENEZMRRGEZIFE=E
B9

[00:54:53] Lenny Rachitsky
English:

It sounds like a LinkedIn feature idea right there. | feel like if there's any company that could make that
happen, it'd be you guys. So some of the takeaways here essentially is try to index towards what are you
actually excited about and motivated to work on and driven by versus where it's the most amazing
company to work at are the most challenging problem.

FRSCERIF:
XIFEERFEE— LinkedIn BUIHEESIE., HEBMREMRAFELMX—m=, B—ESMFIT. FILUXER

ZoWRE: SRAMEEXS. BeNETEMKIREINARER, MARXEMR QB &EHE=
EREHRAR .

[00:55:17] Tomer Cohen
English:

Yeah, | think sometimes great companies have great opportunities for you to have dent at scale, but you
need to be the one doing it. If you are thinking about, | don't know, a title or that did not, once I did the
change into my excitement around impact, that's been at least my yardstick. When | look at people that |
talk to or interview internally, the first thing to my mind to me is like, "What did you build and what did
you learn and how well did they do?" That's what | care about.

AR ERIE:

2, WANERGERNATRRLMEEAMERRS LIS, BROARRINFEEDFHA. WRIREE
BUBKRIZ KR, AR, —BRFEMXTE "TMAHFREHER" , BEDHTHROGETE SRR
LR ABAEEIABIAR, ZREPFANE—HERZ: “MHUETHA? RERTHA? EMNERRN
m? 7 XREHERDH.

[00:55:50] Lenny Rachitsky



English:

| imagine there's also people on the other side where all they do is work on things that really exciting to
them and they could use a little pushing towards the other direction of what's actually important in the

world.

RS ERIE:

B ES—EA, MNIHESHEHNENE, tUTEEERERS—1 AR BIttR FEFSEEMNSE
1B

[00:55:59] Tomer Cohen
English:

100%. If you tell me, again, everybody has their different, if you tell me, "Hey, you can work on something
super exciting, but it's on the fringes of the company or you can work on something which is a bit more

grindy, but it's on the core of the company." The latter, no doubt, for me, impact first.
FR3ZEIE:
100%, WMRMFEHFFE —BTATEFRENEE—NRMFH: IR, FEIMUE—NMEALS AKEELTAF

BN, HEMRATUM— M SERELTFRTERONTIR.” Z2X&R, ReEEE. WK, FnH
gﬁ_o

[00:56:19] Lenny Rachitsky
English:

And just listening to the story you've told of the things you decided to focus on as a clear example that
you saw, hey, there's this huge opportunity in the feed, I'm going to go tackle that or mobile. So I think
there's a lot of, it's kind of this Venn diagram is what I'm taking away of just what's important, what am |

excited about?

AR ERIE:

I 7 IRRERENILEFB/HNE, XE—NEMNGF. MEIDSESIBHEEARNNS, FRIFE
BRE. MUBRSEEXERGE—MERE (Venndiagram): HFAREEN, FHARBILEHER?

[00:56:52] Tomer Cohen
English:

Yeah. One thing that actually I've now built it into a podcast, but something I'm really excited about is |
don't think there's one way of building. Remember when the Steve Jobs biography came out, everybody
read it. Oh, that's the way to build and that was unique to him. And one of the things | love a lot is when |
look at great builders, they're all very distinct, they're all different. And | used to do this thing internally, |
used to invite product builders of different disciplines and have a fireside chat with them. And | saw
people across the company join not just PMs or designers, but folks across and | build that into a podcast.

FROCERIR:

B, B—HERICCTHMET —TEE, AXLIFEXNE BPUNMEFRRBE—HAN. BEEEX - 7
TR AR, B PABER, BF B, IMEWEFRNSGE , EREMREN. HIFEERN—
R, SRMBFEANWEERN, MIEHEERE, SFERE. RUMERBEZEH—HE: BBEFEFERA



FmiaEE, SHIETFA%RE. ZEER/RNAGSKSM, FR2Z PMEIRIHH, EEZTZLHA.
F B M T —MER

English:

(00:57:34): | love your podcast. Mine is very different. It's more around what is their edge a little bit. This is
from the co-founder of Pixar, Ed Catmull, to the CPO of Canva or Spotify, Roblox, but all the way to a chef,
Dan Barber, who's the number one chef in the US for many years. And it's just everybody has their craft
and they do it differently. It's called BuildingOne, I'm excited about it. It's a little bit of a plug right now,
Lenny.

FROCERIR:

(00:57:34): HEEMFHEE. ENBEEFEERE, EEZEXT “MINABENAL" . EEMERHTAIE
&8l A Ed Catmull, E| Canva. Spotify. Roblox #§ CPO, EEXEZEWEXEE % — KFEM Dan
Barber, 8MABBEECEHFZ, BARXER. EM (BuildingOne), HEXILRME, Lenny, XEE—/)
&

[00:58:03] Lenny Rachitsky

English:

Please. Yeah. Where do people find it? Let's blow it up. It's called BuildingOne?
R EE:

BE. AXEMEREKIE? ILFNFEEAER, I (BuildingOne) ?

[00:58:07] Tomer Cohen
English:

BuildingOne on Apple or Spotify.
FRCEIE:

£ Apple 5 Spotify £#Z (BuildingOne).

[00:58:11] Tomer Cohen
English:

It's short and it's really about showing you different disciplines from a chef to an animation director. And
really the main learning there is everybody builds differently and you can be very successful, but it's very
authentic to how they are personally, and it's how they push their craft to the limit. It's how well they've
done their craft.

AR ERIE:

EffE, EERMBTIMNENIHESENFARZER, ZOBIZ: 8TANMESXERE, REATLIER
BT, EXGATFEMEME, URIFINEARFZHERR. IXFMIHEFZHEE S5,

[00:58:29] Lenny Rachitsky



English:

I love that. And something | super believe is just the power of focusing on your strengths and the things
that make you a little different versus trying to become good at everything.

AR ERIE:

HERXD. HREN—RZ: TETHRNRBULILRSRAFRENMG, ENERATRHEEFMBEEE LA
ISR

[00:58:43] Lenny Rachitsky
English:

BuildingOne. BuildingOne. Okay. Amazing. And it's on all the podcasting platforms. Okay, great. With
that, we've reached a very exciting lightning round. Are you ready?

FROCENIR:
(BuildingOne). 4F, X7, EABETOHE. &, BETRENFEAOBRNBIRRAIAT, HEEFTE?

[00:58:50] Tomer Cohen
English:

Yes.

FASCEE:

BEFT .

[00:58:51] Lenny Rachitsky

English:

All right. First question is, what are two or three books that you recommended most to other people?
R EE:

o BN MR ABRERSHNR=ABEMFA?

[00:58:57] Tomer Cohen
English:

So | have this [inaudible 00:58:58] continuously, actually it's these three. | love fundamentals. I love
studying from fundamentals. So if you're somebody who starts in your career, my fundamental books is
One Mindset. It's about growth mindset. It's about basically the ability to continuously grow over time in
one sentence is the whole idea is our skills, our abilities are malleable, we can completely develop them,
we can build expertise and craft and mastery and it's really a mindset change. And Carol Dweck wrote the
book, was also my wife's manager, and that's how we got into that.

FROCENIR:

HFXR—EAEX=F, HENRELM, ERMEMARFES, NRMINABRWEENA, HREEMIEYE—
xZE (BEMK) (Mindset)s ERXTRKEBAEN, B—aEHEmE: RiAEENENDZTERN, i)



AUEEAREN, BT IWANR. FENEE, XERER—MOSHHRE, {FE Carol Dweck BRFZEF
BRI, Xl AR X ABRE.

English:

(00:59:38): So that's like our second religion at home. Second book is Thinking, Fast and Slow by Daniel
Kahneman. | love behavioral economics. When | think about products, | think | always start from people,
what is the member expectation? What are they trying to do? And this is the Bible for behavior. So if
you're building front end products or even you're thinking about how you rally organization, it's an
incredible book. Every page is like a stopper. You have to stop and think. And then lastly, and on the
fundamental side is High Output Management by Andy Grove. It's like there's so much basics to doing
good manager. It's like | think after you read this book, your managerial skills should start from a B. and
then you can over time become an A. But beginning to a B is just a level of putting the effort in and
knowing the best practices. So | think those are all fundamentally great books that I really like to give to
people.

FRCERIR:

(00:59:38): XMEGHKNRIE R F_EBEAER - FREW (BF, R518). BRREITHEFF. 4
HREZFE, REEMATG: SRNBAERMFA? MITRMAA? XBITAFNEE, WNRIREWER R
o, HEEBZWMAEAR, XR—FFARNNE, B—HEREFETIREZ, &5, AEMEES
H, BRid - BEXHN (FFHEE), H—BRNFNFEERSEMMIR. RIANEEXARE, MHNEER
RENIZBEM B itesy, AISREEREIHBEMN AR, BiRE| B RRF[EMEEHHTHERELE. HIAAXLE
HME2IFEFHEMBEE, HIFEERNEDH A

[01:00:41] Lenny Rachitsky
English:

That's awesome. | love that they're right there behind you. Is there a favorite recent movie or TV show
you've really enjoyed?

FRSCERIF:
KHET, BENENTMEREG. BOESETARIEEENA BB

[01:00:47] Tomer Cohen
English:

Yesterday | saw Bluey, you know Bluey? | love Bluey. So Bluey is this animation series from Australia and
what's beautiful about it's, | can watch it with my six-year-old, nine-year-old and 12-year-old, and we're
all going to enjoy it. We're all going to laugh at the same point but at the nuance of the jokes. It's like
when | think about a product, the way Bluey is built, it's built for the whole family, but it's built as layers.
There's layers of dialogue and points that they're trying to get across, and it's all packaged together into
one experience. So for me, it's amazing that | could sit next to my six-year-old daughter, we would both
laugh at this, it's a sweet animation kind of thing, it's like a family of dogs. And she would laugh at the
nuance of the point, at a different nuance. For me it's like that's a genius creation of how you build a
product.

FROCENIR:



EXHET (FEMR) (Bluey), fIAIEMR? HEBE (FEMR). XBE—MREBRFLINERT], EHIEY
ZRFET, AL 6 5. 9 M 12 SMEF—EEE, KNEBIREHEHP. HNSEB—TRAK, EXHNE
KIEPAENFMY 2L, YHBE=RE, (FER) NERAXMEGRESEN. EEFRRRNIENBERL
B, SEFTER—MEK, WHRH, feM 6 FRIK)LLE—E, BRITBREXNTXTFHH—REVEE
HBAK, XAME T, EXNE—TR, BRXNES—TEENHYZ4, WHEFKR, XEWAHESm
HIRA Z 1%,

[01:02:10] Lenny Rachitsky
English:

Do you have a favorite product that you've recently discovered that you really love, whether it's physical
orin digital?

FRCERIR:
R RE LM AFFEERER LT m?

[01:02:17] Tomer Cohen
English:

So | like playing guitar. It's amateur, I'm not that good, but I love playing it. And there is a combination I've
done recently | really like, there's a Spark Amp | have, which allows me to play with effects easily, but
that's not what | use it for. | can tune my guitar based on the specific song | like. See, if | want to do Pink
Floyd or Metallica or Nirvana or David Bowie, | can get that tune easily. | don't have to be an expert. | can
just download the tune to my guitar, which is so great. And then | couple that with the, it's called the
Ultimate Guitar app, and basically it doesn't give me the chords and the tabs, it gives me the other
instruments, so | can get the drums going. | can get the, it's a violin going, whatever that is that's going in
the band. As somebody who does not play so well and plays for itself and nobody's supposed to listen to
how I'm playing because it's really just a way for me to enjoy my time. It's just an amazing, | would never
get into any band, so this is the closest | can get to get to a band. So | love that combination.

FRCERIR:

REWESM, HRWRE, BEFELT, BRRER. RERZHT —NMIEFEERHASG: FHE 1 Spark
% (Amp), BUHKERMERASHEN, ERETBEFERERFER. KA URERSR EREHKIE
Ho LMIFBET T - HRFERE. BRI ERFAIAT - BFE, HAUBRREBHEE. RFFEN
NER, AFLEETHESME, XX&ET. ARFICEM (Ultimate Guitar) App L&A, EFRATK
MSZANEE, TREEMRBIHE, FIUKAUESER. MEE, HERKENEARSE. FA—1ET
—fR. AEBKRBERHAN, XXHE T FOKIEZHATHIERKRI, FrAXEREEAINE B RIZT R
o HAFEERXTAHS,

[01:03:38] Lenny Rachitsky
English:

Do you have a favorite life motto that you often repeat yourself, find really useful in work or in life, share
with folks?

FRZERIE:
FESEHAZEWNECES.

T

CSTELFREEPIFETANELT?

\5



[01:03:38] Tomer Cohen
English:

From growth mindset there's a motto that | really like. It's called becoming is better than being. It's like
the moment you think you achieved something is the moment you start to deteriorate down. It's like
we're really trying to grow as human beings. We're trying to learn, we're trying to evolve. Product is a
good example. | think the moment you think you actually mastered it is the moment that you become
obsolete. So | love the idea that becoming is a better goal than continuously trying to reach some kind of

level.
RSz ERIE:

ERKETBHR, B—ARIFBEENNELE: “BHEKMTHR” (Becomingis better than being) . RLERIR
INNECELBREMMIA—%, MEMFBE FREBHNE—Zl, BIMEAALX—EEBHAK. EIM#H
o FREE—MRIEFNGIF: HIANEMUBECEERTEERTHNH—Z, MBMEFIREE, Frl
BERXNER: R KR — AR ER B E MK BT B 15,

[01:04:19] Lenny Rachitsky
English:

Final question, just to come back to LinkedIn. Is there a fun feature of LinkedIn people don't know about
or should check out? Is there anything new that's like, oh, that's something you should try or that's
something that might surprise you about LinkedIn these days?

AR ERIE:

EE—1E, EF Linkedine BEEMHAANFAIE
/
4

HENZEZFENEEINEE? BB AMRAILARR
T M, REZRAXD , HEIE Linkedin Bt %

I AREF R TT?

[01:04:19] Tomer Cohen
English:

Maybe I'll give a couple so | don't have to pick the best right off the bat. But one right now, we're heavily
invested in video and it's doing so well for those creators. We talked about it like immersive video we can
actually come in. We talked about for us, video is obviously a best practice right now in the industry, but
on LinkedIn, the right views really matter. So highly encourage creators to think about their video play at
LinkedIn. And then | think what we call our coach experience in some cases is so powerful. For job seekers
out there, we have people hired on LinkedIn, there's like seven folks hired every minute. Job seeking is a
lonely journey.

FRSERIE:

WFRZUD, XEBMFARIEFEE— I REFN. B, BINNEEMUTRAEKX, XX EIEE R
MRS, BATKB TR, MENRE, WMEAZBFTTIHRERLE, BT LinkedIn £, “IE
HBEME” EEEE, FrUFERZIBINEIEEZ R Linkedin ERHSH. HX, HIAABRINIFMBEN “BiriE
18" (Coach experience) EFRELERTIERREK, WHFRIERW —Linkedin EBOHE 7T ABRA—
RERZ— R IRAY RS,

English:



(01:05:02): | was actually in a session recently meeting with job seekers and | was talking to them and one
started crying midway into the session because they said, "I cannot share my journey with anybody
because | feel like I'm alone in this. People don't get how hard it is. | feel very accomplished, but | can't
get the job. And | wish there was a buddy, | wish there was something that | could talk to brainstorm with
who wouldn't judge me, who would just be trying to help me without paying hundreds of dollars to a
coach of some sort. | don't have that money."

FROCERIR:

(01:05:02): HEEZBMT — M RIREFEUES, ARXAP, —TAFERTIER, BAAMINR: “HEERER
ADERRIOEAE, AAREERIER—TATLS}. AMAERBXESZH., HRSESREM, B
EBHRAE IR BRR/REE M, —PALKA. KRAZREARIITATBIA, RIAZEBERK, MAFERK
XSTVBETEER . HEBLZH”

English:

(01:05:38): And in many ways, when we walked him through the job seeking experience, the coach
experience, we build this coach aspect where you can go to any job and you can riff on the job with this
really new realities LLM that is tailored to you, personalized to you, private to you, everything from your
fit to how to best apply, to consulting about different opportunities, to comparing this to others, to
feeling supported. So when we talk to people around, we always, | love to measure the impact of our
work by emotion, when we talk to job seekers after that, it was basically the sense of | felt supported. In
many ways, getting to that ability to remove the loneliness is amazing. It's a little bit like people need to,
we're making it more and more visible and more and more ramped to everybody to a certain point. But
that's a really powerful way to just humanize the job seeking experience for everybody.

FRCERIR:

(01:05:38): ERZHE, HINTHMAKREVRIZN “BAERE" B, HNWETXDELINE: MEIUEER
R, HFBAXNAMESES. MECELBENE2HRIESEE (LLM) REIHZERL. MIRRILEE
FINARERIE, NESAFENSEISEMIRMLEITIER, ILRREEZE. SHMNSARNARKEY, XS
RARRREETFIIRM, EARZESREERRE, MINEEANRERER “HWREETZH . #RZH
H, BEBHRIURRENTAENE, HMNEELX MR SERMEAIR, FEPHE GPIEA. X2
ISP ABKERFIEE A NIRRT o

[01:06:37] Lenny Rachitsky

English:

Awesome. And to find that it's just, is it called LinkedIn Coach or?
R EE:

XiET. EHEIE, ©B2M “Linkedin Coach” 13?

[01:06:40] Tomer Cohen
English:

It's in the job. So if you go to the job tab on LinkedIn, actually just a few weeks ago, we just put it on the

top. So you don't have to go to the specific job and find it, you can just start there and engage with it.

AR ERIE:



EMERMINEE, MRIRZE Linkedin 89 “BR” &M+, SEFREJUARIENINBERETE. PRUMAEER
ERENRMNEKRE, BEEEREMAIUFIRER,

[01:07:01] Tomer Cohen
English:

Yeah. When | think about the future of Al in the sense of belief, that relationship is going to be sacred, the
relationship between Al and the human is going to be [inaudible 01:07:10]. Do you know what
Nomophobia means? It's the anxiety of being away from your phone. | think we all. | think we're in for Al-
nophobia at that point, where you're going to get to a point where Al is going to feel so intimate, so
personal that it would actually feel concerning to you to be away from it.

FRCERIR:

Bl HEBE AINKREIH, BHXARKEHEN, AISALXZENXARKE - FHE “TFHNE
fE” (Nomophobia) BHAERERL? MEBAFIS-ENER. HERIEE. FIANZIPHEIIZEIE T
ATRIRSE” , Al SILRRREIIAMFEE. M MEK, UETFEAERULMREFR,

[01:08:07] Tomer Cohen
English:

Awesome. So obviously I'm on LinkedIn, reach out anytime. | read everything people send to me. | don't
always reply to everything, but | read everything sent to me. And then if you want to go deep on Al first, |
have two courses, they're free. | think it's a phenomenal way for you to build or starting to build your
expertise, especially if you're in product. It's a great way to go deeper and not just stay on the high level
parts of things.

FROCENIR:

A#ET. BAFK—HET Linkedin L, FEREKR, RIFBZANKALAROPIEARNST. BA—ESFKEMD, B
=B, MRIMMERNTER ALK , ZFERNERRE. HANNXBRUFABRILZWAIRAEES,
FRIRMBMMETmIIFe XBR—MRAMAMAMUEBEREEENIGT 575,

[01:08:36] Lenny Rachitsky

English:

Amazing. We'll link to all those things in the show notes. Tomer, thank you so much for being here.
R EE:

XiET. HNSETENEPH LA, Tomer, IFERSRER.

[01:08:40] Tomer Cohen
English:

Lenny. Thank you. It's our pleasure.
HRCERIE:

Lenny, #1ifl. XR2IXATHIR,



[01:08:42] Lenny Rachitsky
English:

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

learn more about the show at Lennyspodcasts.com. See you in the next episode.

FRCERIR:

AREN. IFBRHKIT. MRS XEATEEMNE, AILUTE Apple Podcasts. Spotify SIREIRAIREZ R
FiTHE. bbb, BERAKININTFLHABTITIE, XEEEHEPHMARLIAXNEER. RAUE
Lennyspodcasts.com X ZIFMBFEHATER THREZER. THTHEL.



