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#1 Reason Why Products Fall
We waste needless time, money, and

effort building something nobody
wants.
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My Solution
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Existing Solution
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What problems can | solve? What problems are worth solving?

The Innovator’s Bias The Innovator’s Gift



THE INNOVATOR'’S GIFT

New problems worth solving are
created as byproducts of old solutions.



STARTING WITH A SOLUTION IS
LIKE BUILDING A KEY WITHOUT A
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FOCUS ON DOORS OR
PROBLEMS WORTH SOLVING
INSTEAD....
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A KEY MINDSET SHIFT
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LOVEAFRE PROBLEM
NOT YOUR SOLUTION
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A 1-page diagram of your
business idea.
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SPEED OF LEARNING IS
THE NEW UNFAIR
ADVANT
= i e

Out-learn the Build what Stay relevant Grow your
competition customers want to customers business model

AGE
h
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OUR THESIS:
What separates successful entrepreneurs is

differing mindsets, not differing skillsets.
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Differing mindsets vs. differing
skillsets.

STEVE
Artist Innovator
Build-first Customer first
Takes big risks Removes biggest risks
Loves their solution Loves customer’s problem

Solution is the product Business model Is the product
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THE ENTREPRENEURIAL METHOD

MODEL PRIORITIZE TEST

HH = B = &
Start with a Identlfy what's Test & refine
business model riskiest the model
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THE ENTREPRENEURIAL METHOD

al

Start with a
business model
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PROBLEM a SOLUTION m UNIQUE VALUE UNFAIR CUSTOMER
List your top 1-3 Outline a possible solution PROPOSITION ADVANTAGE { SEGCMENTS

problems. for each problem. Single, clear, compelling Something that cannot List your target and users.
message that states why you easily be bought or copied
are different and worth paying
attetion.

KEY METRICS CHANNELS
List the key numbers List your path to

that tell you how customer (inbound or

EXISTING your HIGH LEVEL - EARLY
ALTERNATIVES CONCEPT . ADOPTERS

List how these problems List your X for Y analogy List the characteristics
are solved today (e.g. YouTube = Flickr for videos) of your ideal customers

COST STRUCTURE % REVENUE STREAMS b

List your fixed and variable costs List your sources of revenue

Lean Canvas is adapted from The Business Model Canvas and is licensed
under the Creative Commons Attribution-Share Alike 3.0 Un-ported License. L EA N ( A N VAS
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PROBLEM SOLUTION UNIQUE VALUE

PROPOSITION

3

KEY METRICS

3

EXISTING
ALTERNATIVES

HIGH-LEVEL
CONCEPT

COST STRUCTURE

UNFAIR
ADVANTAGE

>

CHANNELS

>

REVENUE STREAMS

CUSTOMER
SEGMENTS

1

EARLY
ADOPTERS
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AirBed&Breakfast
PROBLEM SOLUTION UNIQUE VALUE UNFAIR CUSTOMER
PROPOSITION ADVANTAGE SEGMENTS
- Hard to find - An online - Travelers can - Any - Travellers
cheap/affordable ~ service where get authentic homeowner can looking for an
accomodation travelers can experience of rent out space adequate
options when rent an local area - Trust building: accommodation
travelling affordable local - Extra bi-directional experience for
- Staying in apartment, and monetization of rating system of a low price
hotels travellers homeowner.:, vacant areas for  hosts and visitors - People having
cannot get =00 eorlr; s homeowners - Insurance by some
authentic roney oy default for hosts ~ accomodation
R renting out options to
PESISNEES vacant areas on
of a location a day-by-day become a host
- It's not easy basis
for a
homeowner to
monetize vacant  KEY METRICS HIGH-LEVEL CHANNELS EARLY ADOPTERS
areas on a CONCEPT
day-by-fiay basis  _ Number of Everyone can - Referrals People ready
® ;3;:";:‘::::" views-to- become a host - Recommen- to share their
9 bookings Sharing dations residence and
| r n culture per host economy - Advertising earn money
- Number of (both online as hosts
EXISTING a0sts dppliee and offline)
ALTERNATIVES - NPS
- DAU/MAU

Booking.com
Hotels.com
COST STRUCTURE REVENUE STREAMS
Development Fees for travellers
Hosting
Marketing
Payroll
Insurance
Photography




THE ENTREPRENEURIAL METHOD

HE ~ _EH
Start with a ldentify what's
business model riskiest
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Can we monetize
this?

The Innovation Trinity

Can we build
this?

Do customers want
this?




#1 Reason Why Products Fall
We waste needless time, money, and

effort building something nobody
wants.



2

Can we monetize
this?

The Innovation Trinity

1

Do customers want
this?

3

Can we build
this?




Lean Canvas

FROBLEM SOLUTICN LINIQUE VALUE PROPCOSITICHN LINFAIR ADVANTAGE CUSTOMER SEGMEMNTS

KEY METRICS CHANNMNELS

Existing Alternatives
Early Adopters

COST STRUCTURE REVEMUE STREAMS



premature optimization premature optimization

Addressing the weakest link Is
the only thing the matters.



PROBLEM a SOLUTION m UNIQUE VALUE UNFAIR CUSTOMER
List your top 1-3 Outline a possible solution PROPOSITION ADVANTAGE { SEGCMENTS

problems. for each problem. Single, clear, compelling Something that cannot List your target and users.
message that states why you easily be bought or copied
are different and worth paying
attetion.

KEY METRICS CHANNELS
List the key numbers List your path to

that tell you how customer (inbound or

EXISTING your HIGH LEVEL - EARLY
ALTERNATIVES CONCEPT . ADOPTERS

List how these problems List your X for Y analogy List the characteristics
are solved today (e.g. YouTube = Flickr for videos) of your ideal customers

COST STRUCTURE % REVENUE STREAMS b

List your fixed and variable costs List your sources of revenue

Lean Canvas is adapted from The Business Model Canvas and is licensed
under the Creative Commons Attribution-Share Alike 3.0 Un-ported License. L EA N ( A N VAS



Lean(er) Canvas

PROBLEM CUSTOMER SEGMENTS

What are your early adopter’s Who is the
top 3 problems? customer?
How do they How will you
solve the problem qualify/identify

tod E}'? EXES TING ALTERNATIWES EARLY ADDPTERS Eﬂﬂ}' Eldﬂp'[EFS?




FROBLEM

There's no

hosting video
as a service

EXISTING
ALTERNATIVES

- 5hareYourWorld
- Vimeo

- oogle Video

CUSTOMER
SEGMENTS

- Maoss market

users
- Amateur video

bloggers
- Advertisers

EARLY ADDPTERS

- Teenagers

- College

students

- Video
hobbyists

= Film-makers
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How do we find the problems worth solving?



THE INNOVATOR'’S GIFT

New problems worth solving can be discovered
by studying how customers use old solutions.



Point B

A better future reality

| Desired
ome

Point A

Current Realit

A Job-to-be-done



Functional Emotional  Social

JOB TO BE DONE \ / /

The instantiation of an unmet need or want
IN response to a trigger.



CUSTOMER FORCES

Desired Outcome
Job-to-be-done

The promise of

the offer \
Motivation for
desired outcomi &

Expectation\ y

New way

?
violation

Old way The resistance of

The comfort of (N€ nNew way
the old way



The job of listening to music

p
| [ iPad )
[Artists >
Songs >‘
contacts ) PANDORA
Settings >




THE ENTREPRENEURIAL METHOD

MODEL PRIORITIZE TEST

HH = B = &
Start with a Identlfy what's Test & refine
business model riskiest the model
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The Experiment Loop
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TRACTION matters above everything else




FOCUSING ON THE WRONG THINGS
AT THE WRONG TIME.

You can’t get
here

Without first going
through here

Or here \
\

PRODUCT/MARKET FIT



. The story continues from on....
—

10x

Product/Market Fit

* Problem/Solution Fit

0 s

3 mos 24 mos 36 mos
Time



Build a traction roadmap vs. a product roadmap

SCALE
A3334 Customers

Minimum Success Criteria: $10M revenue in 3 years

Growth Model
10X &

Customers

PRODUCT/MARKET FIT
3334 Customers

PROBLEM/SOLUTION FIT YEAR 1 \
3710 leads/mo 334 Customers

\, \

3 mos & 12 mos 24 mos 36 mos

Time



MODEL PRIORITIZE TEST

ldeation Prioritization Customer/Problem Problem/Solution Product/Market
Fit Fit Fit

Scale
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MVP
DON'T START WITH

AN MVP
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PROBLEM/SOLUTION FIT

Decanslruct Underatand |:|'El1i|.|lil Crafl an Aefine Huild
ldea Froblem Sulution Cfer Business Model MVP
= L ¥ - 3= _, i
‘o E .|
- 1 —
BUSINESS MODEL INSIGHTS THE SOLUTION THE OFFER BUSINESS MDDEL THE WY F

u*

Where the rubber hits the road




Experiment

A cycle around the
Build/Measure/Learn
loop.

Offer

A stand-in for your solution
that helps you define your UVP
and MVP.

The smallest solution that creates,
delivers, and captures monetizable
value from your customers.



A KEY MINDSET SHIFT
nn
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LOVEAFRE PROBLEM
NOT YOUR SOLUTION
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Coaching & Resources

* Sac State Carlsen Center for Innovation & Entrepreneurship
* https://www.csus.edu/center/carlsen/virtual-toolkit-series.html

CARLSEN CENTER
INNOVATION & ENTREPRENEURSHIP

. . SACRAMENTO STATE
* Strategy & Innovation Institute
e www.si2blue.com b
* Startup coaching I
Strate &
* https://www.linkedin.com/in/bkgladd 'gtggz'g?f"

* LeanStack.com
* 90 day startup program — Ash Maurya _m ASH MAURYA
» ash@leanstack.com RUNN'NG |

* Mention Brian Gladden sent you [A SCA“NG |
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https://www.csus.edu/center/carlsen/virtual-toolkit-series.html
http://www.si2blue.com/
https://www.linkedin.com/in/bkgladden/
mailto:ash@leanstack.com
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ThankYou

Dr. Brian Gladden g3
(916) 250.9124 |
bkgladden(@si2blue.com =

Strategy & Innovation S
Institute




