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John Collison, co-founder and president of the
“developer-friendly” payment system Stripe, says
the company realized that its product had
potential for greater success after seeing the
intense passion of early customers. He explains
how that level of attachment became a better
measure of success than more traditional, lagging
metrics such as revenue or user numbers.

Transcript

     I think the thing that really convinced us in the early days was and this might be specific to more developer or business
focused companies rather than consumer, which can get to scale really quickly, but I think in the - in our case what really
convinced us was the fact that the users we had were so passionate.. This was not just for them, something marginally better,
but they thought that it was life changing and revolutionary and they wanted to tell all their friends and they wanted us to
build a way for them to invite their friends to it, that seemed to really get - that got our attention.. And so I guess, most of the
metrics that people talk about day-to-day like revenue or user numbers, those are all lagging metrics and you as the person
actually working on the product, you have access to leading metrics.. And so apparently with Snapchat, one of the earliest -
one of the most compelling metrics in the early days was the number of times per day each person used it in that even if this
wasn't really big yet, it was growing very quickly and it seemed to have a really deep connection with each of its users and
similarly for us I think the passion that the early users had about the product was that leading metric that, that indicated to
us that something was there.. But I think in each case that leading metric is going to be different, but you want to find what
that leading metric is to be able to judge whether this is going to take off or not...

https://stvp.stanford.edu/clips/user-passion-as-metric

