


3 STAGES OF ASTARTUP

Problem/Solution Fit Product/Market Fit Scale

FOCUS: Validated Learning FOCUS: Growth
EXPERIMENTS > Pivots EXPERIMENTS > Optimization

DO | HAVE A PROBLEM HAVE | BUILT SOMETHING HOW DO | ACCELERATE
WORTH SOLVING? PEOPLE WANT? GROWTH?



KEY QUESTIONS

e Is it something customers

want?
e Does it address an actual
DESIRABLE customer need?
* Will customers pay for it?
e What is the size of the
addressable market?
VIABLE FEASIBLE e (Can the problem be
solved?

e (Can the product be
built/will the
technology work?

DO I HAVE A PROBLEM WORTH SOLVING?




KEY QUESTIONS

? WHAT ARE YOU SOLVING?

WHO IS THE COMPETITION? ?

? WHO HAS THE PAIN?

HAVE | BUILT SOMETHING PEOPLE WANT? WHAT'S MY UNIQUE VALUE PROPOSITION?

WHAT'S THE REVENUE MODEL? WILL CUSTOMERS PAY?



CREATING A LEARNING PLAN

' . STARTWITH CRITICAL ASSUMPTIONS

STATEMENT: PROVE/DISPROVE

003 "WHAT MUST BE TRUE"

PRIORITIZE

Q TACKLE IN ORDER
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DESK RESEARCH

MARKET SIZE/GROWTH CUSTOMER DEMO/STAT TRENDS

Market
i § Research.com
Knowledge. Identified & Delivered.

United States”

Lensys /77| EUROMONITOR
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INTERNATIONAL
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INTERVIEWS

FRIENDS & FAMILY EXTENDED NETWORK B2B
U~ | Meet in a neutral location A small thank-you gift
*:* or if possible, in a relevant O (e.g. gift card) is a nice
|\~ ] context (e.g. their home) touch, particularly for

extended networks.
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OBSERVATION

GO WHERE YOUR POTENTIAL CUSTOMERS ARE
o T '
m Q

PART OF A CUSTOMER INTERVIEW "FLY ON THE WALL"




SURVEYS
FREE ONLINE LOW-COST ONLINE USER TESTING
Google il (&3 Testing cor
z
SurveyMonkey

e What? Who? When?
e How many? How much?




PLATF2RME| CASE STUDY

A COWORKING COMMUNITY

DESK RESEARCH

e Annual Co-working Survey
(syndicated research)

INTERVIEWS

e Localentrepreneurs &
freelance workers

e LinkedIn keyword searches e Extended network/referrals

e Chamber of Commerce e Co-working space ownersin

other cities

SURVEYS

e Sentto co-working event
participants

EXPERIMENTS

e Test&learnpop-up
co-working events

e Observation, polling * E\éilcusr:guerﬁgf[;enncfé beenefits,
& focus group 9 guag

e Identify early e Feedbackon pricing models
adopters



Stay in touch

Sarah Faulkner

Sarah@FaulknerStrategicConsulting.com

AFAULKNER

www.FaulknerStrategicConsulting.com CISTRATEGIC CONSULTING
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