Lean Start-Up

Very early customer/user
Business Model visits

Minimum Viable
Prototype

,L,H

What is lean Start up?
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Why is this
important?
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Why Is Lean Startup
different in large
enterprises?




Startups are searching for
a business model - large
enterprises already have

one

Transformational
Innovations often requires
a change in the Business

Model




Startups don’t have a
process - large enterprises
already have a process for

sustaining

Search of transformational
Innovations is not an
expanded version of the
traditional stage gate
process




“Heavier than air flying machines are
impossible’ Lord Kelvin,
President, Royal Society,c. 1895

When the situation
or phenomena is new
— there is too little
experience to
provide reliable
patterns

Can’t Use Stage Gate to
manage transformational
innovation




Startups begin with no
organizational structure

Large organizations
already have a large
organization optimized for
sustaining innovations




Lean Start-Up

Very early customer/user
Business Model visits

Minimum Viable
Prototype

Uses the business model
as a converging tool for
brainstorming for
transformational business
hypothesis




2. Early and abundant
customer visits

3. VERY EARLY, fast low
fidelity prototyping




4. Rapid Learning

Why focus on a
business model?




The business model is often
the difference between
success and failure for the
same product

Many transformational and disruptive
innovations fail not because of a fatal
flaw in the solution, but because the
company fails to understand key aspects
of the business model that the
innovation is embedded in

Newton Segway Beta

Enamored by technology. Transportation for EVERYONE Superior quality. Did not
PC in your pocket. Not the not for SOMEONE. Did not understand that the early
functions needed by the determine which users have a adopters needed to record

mobile user problem a 2 hr. football game




Business plans are valuable in
sustaining businesses — when
you can execute on the plan




Sustaining businesses execute a
business model, transformational
and disruptive innovations search

for one

Some facts from start-ups
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And the ones that
succeed change their
original plans 66% of

the time

......... Quoted from Ash Maurya




90% of transformational
Innovation projects
change their business
models 4 times before
they “get it right”

Sustaining businesses execute a
business model, transformational
iInnovations to search for one




The true product of a

transformational
Innovation effort is the

business model

NOT the

solution




CUSTOMER VALUE PROPOSITION (CVP) OPERATING MODEL

PROBLEM CUSTOMER/ SOLUTION SOLUTION KEY RESOURCES

FORMULATED AS CONSUMER ATTRIBUTES What i the devised \What are the key resources
A POV CIRCUMSTANCE \What attributes do we need  Product andior service ndodtﬂdaiw the CVP -
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= business hypothesis .

What are the top three risks and assumptions?

5%

Creates a SHARED
Language




Workshop Focus

1. Business Model \ 3. Early Prototyping

T CUSTOMER VALUE FROFOSITION (7 iF) OPERATING MODEL

CUSTOMER/
CONSUMER

’ - ners h x i -

- m""'“"d;”" What are the unique rescurces
o' 4. Rapid Learning e
personas E—— channels the company

uses fo reach its KEY PROCESSES

customers? What are the key processes
COMPETITION AND PAYMENT needed i deliver the CUP -

BARRIERS STRUCTURE marketing, sales, |T, R&D/PD,
manufacturing

What are the competitive What is the pric.e and

‘What are the unique processes
altematives to getting the mwmesme‘ﬂs‘nf;mr e e St

ihe soiton advantage?
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getting it done well?

2. Early Customer Visits GECHTIEDRMULE

REVENUES NS A ADOPTIOR COST STRUCTURE

How does the company generate cash from each customer segment when considering payment * volume? What are the costs (direct and

How do adoption dynamics impact the revenue stream? owerhead) incurred 1o operate the
business model?

RISKS AND ASSUMPTIONS

What are the top three risks and assumptions?




Problem
Formulated as POV

What is the customer problem or “Job” you are solving

PROBLEM
FORMULATED AS

A FOV Start with the problem

What is the customer/
consumer problem or
“Job™ you are solving?




Customer/
Consumer Circumstance

How can we define the customer/ consumers in terms
of who they are and their circumstances in the form of
personas

CUSTOMER/
CONSUMER
CIRCUMSTANCE

How can we define
customer/ cen

Customer Centric
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PROBLEM

FORMULATED AS EgsNTSOLR\EERR/
APOV CIRCUMSTANCE
What is the customer/ How canwe define

consumer prabler: customer/ consumers.~ - =
Job™ you lerms ofwh~ ‘V_ﬂ
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personas

Pairxal Practicsl

Solution Attributes

What attributes do we need to deliver to the customer?
Which of our customer problems are we solving with

PROBLEM
FORMULATED AS
A POV

What is the customer/
consumer problem or
“Job" you are solving?

Problem is formulated
fram the Point of View
(POV) of the user.
Same concept as
“Jobs to be done”

these attributes?

SOLUTION

|ATTRIBUTES
What = 0

CUSTOMER/
CONSUMER
CIRCUMSTANCE

How can we define
customer/ consumers i
terms of who they are
and their circumstance
and in the form of
personas?




Solution Attributes Map

Coffee Taste

Ready to drink

Time to clean

Easy to use

o Importance
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Seamless

Complicated

Solution

What is the devised product and/or service that delivers

PROBLEM
FORMULATED AS
A POV

What is the customer/
consumer problem or
“Job” you are salving?

Problem is formulated
from the Point of View
(POV) of the user.
Same concept as
“Jobs to be done”

on the key customer attributes?

CUSTOMER/ SOLUTION SOLUTION
CONSUMER ATTRIBUTES Whatis the devised
CIRCUMSTANCE What attributes do we et andlor service

to deliver to the custor
Which of our custome
problems are we solvit
with these attributes?

How can we define
customer/ consumers in
terms of who they are
and their circumstance
and in the form of
personas?
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Risks and Assumptions

part of the FUI canvas. Ay FL Droject has many risks #nd assumption:
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“[n“l.n by Jim Unger

Learning
by Doing

“They don't give us time to learn anything in
school; we have to listen 1o the teacher all day.”




Problem

Increasing the knowledge and
awareness of “best practices” in
innovation in your company




