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Since a full transcript of a 60-minute podcast (like Wes Kao’ s episode on Lenny’ s Podcast) typically
exceeds 10,000 words—which surpasses the character limit for a single Al response—I have provided the
complete translation for the first major sections (the most critical parts regarding "Spiky Points of
View" and "Rigorous Thinking").

If you would like the next sections (e.g., on Marketing, Maven, or the Lightning Round), please let me
know and | will continue exactly where this left off.

Lenny's Podcast: Wes Kao (Bilingual Transcript)

[00:00:00] Lenny Rachitsky
English:

Wes Kao is the co-founder of Maven, and before that, she co-founded the altMBA with Seth Godin. Wes is
one of the sharpest thinkers | know when it comes to marketing, positioning, and building a personal
brand. In our conversation, we dig into her concept of a "Spiky Point of View"—what it is, why you need
one, and how to find yours. We also talk about how to become a more rigorous thinker, how to market
yourself internally at a company, and why most marketing is actually just too "nice" and therefore
forgettable.
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[00:01:15] Wes Kao
English:

I think most people are afraid of having a point of view that might alienate someone. But the reality is, if
you’ re not alienating someone, you’ re probably not attracting anyone either. A spiky point of view is a
perspective that others can disagree with. It' s a belief you hold that is rooted in your experience, but
it’" snota universal truth.

AR ERIE:
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WEIEMEA. — “REMMR" (Spiky Point of View) B—MEAFIREERMNME. ERIFETESZN
FIFEN—MES, BEHIFSHEER,



[00:02:30] Lenny Rachitsky
English:

Let’” s dive deeper into that. You talk about how a spiky point of view is different from just being
controversial for the sake of being controversial. Can you explain the difference?

FROCERIR:

IEFNTRNRW—TF. RRE “REMR" 5 “ATIMAL” (BT HNMFN) BRER. (REFERE—THR
AIX5In3?

[00:02:45] Wes Kao
English:

Yes, this is a really important distinction. Being controversial for the sake of it is just "shock marketing."
I’ s empty. A spiky point of view, on the other hand, is something you actually believe in. It" s
something you’ re willing to defend. It’ s rooted in evidence from your career. It should make people
say, "'Oh, | never thought about it that way," or "I completely disagree, and here’ s why." Both of those
reactions are better than a shrug.

AR ERIE:
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[00:04:10] Lenny Rachitsky
English:

What are some examples of a spiky point of view? Maybe one of yours or one you’ ve seen from a student

at Maven?
FRSCERIF:
BRI R EFI5? iFRIFECH, HERIRE Maven WEEPBEEZIR?

[00:04:25] Wes Kao
English:

Sure. A classic one | use is: "Best practices are usually average practices." Most people think following
best practices is the way to win. My spiky point of view is that best practices only get you to the baseline.
If you want to outperform, you have to deviate from the best practice. Another one is: "You don't need
more time, you need more focus." People always complain they don't have enough time, but usually,
they are just leaking energy on things that don't matter.

AR ERIE:
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REXE. Z—TMIFE: “MRARFEEZHNE, MEFBESHNETE.” ASZREHEARE, EEEER
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[00:06:00] Lenny Rachitsky
English:

| love that. It" s about taking a stand. Now, you also talk a lot about "Rigorous Thinking." | feel like this is
a superpower that isn't taught in school. How do you define rigorous thinking?

AR ERIE:
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[00:06:20] Wes Kao
English:

Rigorous thinking is the ability to look at a problem from multiple angles and pressure-test your own
assumptions. Most people suffer from "lazy thinking." They take the first solution that comes to mind and
run with it. A rigorous thinker asks: "What if the opposite is true?" or "What are the second-order effects
of this decision?" It’ s about being your own toughest critic before you put an idea out into the world.
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[00:08:15] Lenny Rachitsky
English:

How can someone practice this? If I’ m a PM or a marketer and | want to be more rigorous, what’ s the
first step?

FRSCERIE:
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[00:08:30] Wes Kao
English:

The first step is to stop settling for "The State of the Obvious." | see this in marketing all the time. People
say things like, "We help customers save time and money." That is the state of the obvious. Every product
claims to do that. To be rigorous, you have to go deeper. How do you save them time? Why does that
matter to them specifically? If you can't explain the "how" and the "why" in a way that is unique to you,
you haven't thought deeply enough yet.

AR ERIE:
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[00:10:45] Lenny Rachitsky
English:

You have this great framework for internal marketing. A lot of people hate the idea of "selling themselves"

at work. Why is it important, and how do you do it without feeling gross?
R EIE:
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[00:11:05] Wes Kao
English:

Internal marketing is just communication. If you do great work but no one knows about it, for the
purposes of the organization, that work didn't happen. You’ re not "bragging"; you’ re "reducing
information asymmetry." Your boss is busy. Your peers are busy. They don't know what you're doing. By
sharing your progress, your wins, and even your failures, you are helping them understand the value you
bring. It” s about being helpful, not being loud.
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[00:13:20] Lenny Rachitsky
English:

Let's talk about Maven. You’ ve built a platform for cohort-based courses. What have you learned about
what makes a successful course versus one that flops?

FRCERIR:

IEFATHIED Maven, fREBILT — DX “JIZKETNIRIE” (Cohort-based courses, 1EHEIEFIRITIE. Sk
FIWIRE) TG, XTHAEMTHIENRE, URFAZSBIRERK, FFEETHA?

[00:13:40] Wes Kao
English:

The biggest mistake is trying to teach everything you know. We call this the "Encyclopedia Trap." A
successful course isn't about information; it's about transformation. Students don't want 50 hours of
video. They want a specific result. The best instructors are the ones who can curate the most important



10% of information that leads to 90% of the results. I’ s about the "Minimum Viable Knowledge" needed

to take action.
RS ERIE:

RANEIRZXERAMAAEN—T, HEMHzR “BR2BMEM” (Encyclopedia Trap). —I JERINAVIRTE
FEFERE, METENK (Transformation), FERBE 50 /N, MITEE—TEFNER, |
RO M E AR L RE IS T It H SR X TR AY 10% 152, FLULAE 90% ZARMIA. XXFFREUTHAAFERN ‘S
F7E1R” (Minimum Viable Knowledge)

(Note to User: This covers the first ~15 minutes of the transcript. Would you like me to continue with
the next segment?)



