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What is the
necessary and
most important
condition for a
company to
exist?
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See the world See the world
through the VS from the
customer’s company'’s

eyes point of view
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Executes a earch of an
known business scalable
model business model












deliver value

Product orservice

Who buy/use it?
What does he need?
Where does he find ite
Why does he buy ite

how does he
pay for this
product or
servicee¢
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BUSINESS MODEL CANVAS

ALIANZAS
ESTRATEGICAS

CANALES DE
DISTRIBUCION

RECURSOS
CLAVE
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EFFICIENCY VALUE
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GAIN CREATORS

PRODUCTS
@ SERVICES

Customer discovery is not about selling something. When you commit this

mistake, you’re framing the conversation around what you’re interested in, and
not what matters to the customer
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Why nobody
ask me what
| need?







ympany

When you sell to a company, you sell to people. Those people can be

categorized into different customer types with different jobs, pains, and
gains



The empathy map

WHAT DOES SHE

HEAR?

What are friends, family and other influencers
saying to her that impacts her thinking?

PAIN

What fears, frustrations or obstacles is she facing?

WHAT DOES SHE

THINK AND FEEL?

What really matters to her?
What occupies her thinking?

What worries and aspirations does she have?

WHAT DOES SHE
SEE?

What things her environment influence her?
What competitors is she seeing?
What is she seeing friends do?

WHAT DOES SHE

SAY AND DO?

What is her attitude towards others?
What does she do in public?
How has her behaviour changed?

GAIN

What is she hoping to get? What does success look like?
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Traditional Revenue model

Product orservice selling

Grocery
hairdresser
Notary
Consulting
Lawyers
Attorneys
bakery ...




Subscription Revenue model

customers pay a monthly fee to get the produt

o
AN CAC @ o3
Loyalty otN®
. . .  ©
Betfter margin (provider negotiation) 6“6\ 063\
Lower risk Q‘o “\o
FON < 0 better liquid assets o\“ \\o“

NETELIX

USTOMER
IFETIME

V/ALUE
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DOLLARSHAVECLUB.COM
SHAVE TIME. SHAVE MONEY.




Bait & hook Revenue model

offering a basic product or service at a very low
price (the bait), and then taking profit on
recurrent sales of refills or associated products
or services (the hook).

"NESPRESSO




Free Revenue model ?7?7?




Freemium Revenue model

free + premium = Freemium

functionality

Time

W Capacity

Use

Dropbox

Customertype

Advertisements

Spotify:



long tail Revenue model

20% of products generate 80% of revenues

sssss

Long Tail -> Sell less of more

Most popular products i,
. AT g
(offered by most retailers) L S

The long tail
(demand exists, even though products
aren’t popular enough for stores to carry them)

Unit Sales

Products Offered
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Nespresso Business Model

STRATEGIC | KEY VALUE CUSTOMER CUSTOMER
PARTNERS ACTIVITIES PROPOSITION RELATIONSHIP SEGMENT
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ACCESS TO MUSIC VIA
STREAMING AND
DOWNLOAD SERVICE

global
music fans
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BUSINESS MODEL CANVAS

KEY
PARTNERS:

+» Drivers with their Cars
«» Payment Processors
«» Map API Providers

+» Investors

KEY
ACTIVITIES:

«» Product Development &
Management

+» Marketing & Custumer
Acquisition

+» Hiring Drivers
+» Managing Driver Payouts
«» Customer Support

KEY
RESOURCES:

«» Technological Platform
«» Skilled Drivers

VALUE

PROPOSITION:

CUSTOMERS:

«» Minimum Waiting Time.

«» Prices Lesser than the
Normal Taxi Fares.

«» Cashless Ride.

+» Can see The ETA and Track
The Cab on Map.

DRIVERS:

CUTOMER

RELATIONSHIP:

+» Social Media
+» Customer Support

«» Review, Rating & Feedback
System

«» Additional Source of Income.

+* Flexible Working Schedules
and can Work Part Time.

+» Easy Payment Procedure.

«» Drivers get Paid to be Online,

even without can Requests.

CHANNELS:

«» Websites
+» Mobile App for Android
+» Mobile App for i0S

CUSTOMER
SEGMENTS:

USERS:

+» Those who do not own
a Car

+» Those who do not want to
drive themselves to a Party
or Function.

«» People who like to Travel in
Style and want to be Treated
as a VIP.

«» Those who want a Cost-Effi-
cient Cab at their Doorstep.

DRIVERS:

«» People who own a Car and
want to Earn Money.

«» People who Love to Drive.

«» Those who Wish to be called
Partners Instead of Drivers.

COST STRUCTURE:

«» Technological Infrastructure

«» Salaries to Permanent Employees

«» Launch Events & Marketing Expenditure

REVENUE STREAMS:

«» Car Rides on per Km/Mile basis.

«» Surge Pricing

«» UberX, Uber Taxi, Uber Black, Uber SUV etc.

«» Uber Cargo, Uber Rideshare etc.
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The Lean Starfup provides
a scientific approachto
creating and managing
startups and get a desired

product to customers’
hands faster.
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From Business Model Canvas to LEAN CANVAS

o—
Key W Key a3 Value o by Customer == Customer A
Partrers > Activietes e Proposition o ' Relatiorships 3L Segments n
. Unfair
Problem Solution
Advantage
Key _ ) Channels 77
Resowrces” p‘.l,_ I\
1 Sl
Key Metrics
Cost / ~ Revenue
Structure n , Streams
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Iterate from Plan A to a Plan That Works

O'REILLY” vetnan 11 Ries, Series ditor




Problem Solution Unique Value Unfair Advantage |Customer
Proposmon Segments
Top 3 problems Top 3 features Can't be easily
Single, clear, copied oht | Target customers
compellind message
that statesswhy you
are differeht and
, worth
Key Metrics mpﬁyhg Channels
1
Key activities you ! Path to customers
+ alternatives m ' +early adopters
1
1
1
Cost Structure Revenue Streams
Customer Acquisition Costs Revenue Model
Distribution Costs Life Time Value
Hosting Revenue
People, etc. Gross Margin

PRODUCTO

Lean Canvas is adapted from The Business Model Canvas (http//sww

MERCADO

lon.com) and is licensed under the Creative Commons

Attributicn-Share Alike 3.0 Un-ported License.




HUSTLE + GRIND




THANK YOW !!

Oscar Morant Martinez

@ omorant@ideas.upv.es
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