


Rule #1: The primary job of a 
startup is to search for a 
scalable & repeatable business 
model that delivers value. 



“Successful 
startups are the 
ones who have 
enough money 
left over to try 
their second 
idea.” 

--Clayton Christensen 
author/professor 



Rule #2: On day one, startups 
only have guesses, no facts.  
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Business Assumptions Worksheet 



Rule #3: As quickly and efficiently 
as possible you want to validate 
or invalidate your assumptions. 





It’s a big mistake to theorize before 
one has data because one begins to 
twist facts to suit theories instead of 
theories to suit facts. 

“ 
” --Sherlock Holmes 



Product risk is not the 
biggest risk startups face; 
it’s market risk. The risk 
that not enough people will 
buy and/or adopt.  



Customer Development Process 
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Steps 

Identify an Opportunity   

Test the Problem 
(who cares?) 

Test the Solution  
(what wows?) 

Pivot or Proceed?  
(what next?) 

CUSTOMER DISCOVERY 



Doesn’t mean asking 
customers what they want 
and building that.  









Pivot #1:  

To be Seamless  
for Food Trucks 





Pivot #2:  

To be Groupon  
for Food Trucks 



Industry Research 

Primary: 
 

• David Weber  
– NYFTA 

• Helena Tubis  
– Vendy Awards 

• Sean Banksini –  
– Street Vendor Project 

• Cindy VandenBosch  
– Turnstile Tours 

• Eight Food Truck Owners 
–  Coolhaus, Wafels and Dinges, 

Mud, Domo Taco, etc. 

Secondary: 
 
• Food Truck Handbook 

– NYFTA 

• Peddling Upwards 
– Street Vendor Project 

• Patty’s Tacos vs. NYPD 
– Court Case 















Build an empathetic 
connection with your 
customers. 





Has a problem. 



Knows they have 
a problem. 



Actively searching 
for a better way. 



Hacked together a 
solution. 



Willing and able to 
pay for a better way. 



Has a problem. 

Knows they have a 
problem. 

Actively searching for 
a better way. 

Hacked together a 
solution. 

Willing and able to pay 
for a better way. 



Woohoo! 
Your target 
customer! 
(homo earlyevangelistus) 





Primary 

Reasons 

#1 Determine most-likely 
customers. 

#2 Understand their needs, 
desires, & wants. 

#3 Explore current behavior & 
motivations. 

#4 Discover possible ways to 
increase gain or relieve pain. 

Talking to Customers 

#5 Assess your solution’s 
potential value. 





Business Model Canvas 

Value Delivery/ 
Customer Facing 

Operations/ 
Efficiency 

Financial Viability 



Business Model Canvas 

Desirability  Feasibility 

Viability/Sustainability 



Business Assumptions Worksheet 

My target 
customer will be…  

I believe there are 
people who have 
a need for___ 
because of___. 

Our most important 
customers will be… 

People who will 
derive the greatest 
benefit from my 
product are… 

I believe my 
customers’ needs can 
be fulfilled by… 

The #1 value 
customers will derive 
from my  product  is … 

They will also delight 
in these additional 
benefits: ___ and ___. 

Customers will prefer 
us to the status quo or 
existing alternatives 
because… 



Go on a listening tour 

Talk to People: 

Potential customers 

Competitors 

Suppliers 

Industry experts/watchers 

Media/authors 



Where to find them 

Talk to People: 

Immediate circle 

Out-and-about 

Online 

Industry events 

Landing page 







<director, paleontology>, <u.s.> site:linkedin.com/in/ OR site:linkedin.com/pub/ -site:linkedin.com/pub/dir/ 

How to search LinkedIn from Google: 
 
<title, interest, keywords, etc>, <geography> site:linkedin.com/in/ OR 
site:linkedin.com/pub/ -site:linkedin.com/pub/dir/ 
 
Change text within the brackets to suit your needs. 

http://linkedin.com/in/
http://linkedin.com/in/
http://linkedin.com/pub/
http://linkedin.com/pub/
http://linkedin.com/pub/dir/
http://linkedin.com/pub/dir/




http://youtu.be/K7ahIGLNNwo?list=PLkepwZb08eoMiJda3-YpH4eUidoYDSuLX 





Opening Questions 

• Tell me about the last time you____________. 

• Share with me a story about ____________. 

• Describe a typical day. 

Purpose: Invites them to talk expansively about the topic. 
Gives them the freedom to bring up issues most 
important to them. Tends to relax the interviewee. 



Deeper Dive 

• If you could change one thing 
about____________, what would it be? 

• When it comes to______________ what keeps 
you up at night? 

• What do you like most/least about 
______________? 

Purpose: Encourages elaboration. Leads to clarification 
and additional details. 



Do They Really, Really Care 

• How often have you ______________? 

• When was the last time you experienced 
______________? 

• What steps have you taken to address this need? 

• How happy are you with existing options? 

• How much is ____________costing you? 

• What are you spending for __________? 

Purpose: Measures intensity and frequency. Provides 
insight into receptivity and propensity to buy. 



Customer Interviews: 
Do’s & Don’ts 















Research 

Plan 

Set clear learning objectives. 
 

Decide who best to talk to & 
how you’ll reach them. 

 
Develop a questions and 
practice. 

 
Interview in pairs. 

 
Create a data collection & 
management system. 

 
Determine pass/fail criteria. 
 
 

Best Practices 





Things to Note 

• Things that validate your hypotheses. 

• Things that do not validate your hypotheses. 

• Anything that takes you by surprise. 

• Anything full of emotion. 

• Areas to explore further, any ambiguities.  





Running Tests & Experiments: 
MVPs 





What is an MVP? 

• An MVP is an experiment you can run that will 
provide maximum learning yet require 
minimal effort. 

• It does not have to be a version of the actual 
product.  

• MVPs should test your riskiest assumptions. 

 



Purpose of MVPs 

• Avoid building products nobody wants. 

• Maximize the learning per dollar spent. 

• Answer specific questions; do not test the 

whole business. 

 

 



Types of MVPs 

1. Pre-Sell: measures commitment vs interest. 
e.g., Kickstarter campaign 

2. Concierge MVP: manually provide with 
customer knowing and agreeing to provide 
extensive feedback. 

3. Wizard of Oz: manually provide without 
customer’s knowledge. 

 



Types of MVPs 

4. Single Feature: do one thing and only one 
thing well before developing features. 

5. Other People’s Products: piggyback off of 
existing products/services from competitors 
to validate your idea. 

6. Piecemeal: Hack together existing tools. 

 



Which MVP to Use 

Depends upon what you’re testing 

• Interest 

• Process 

• Commitment/Sales 

• Ability to reach/Channel communications 



Landing Page Components 

• Value proposition 

• Supporting visual (image, screen shot or 
video) 

• Call to action (sign-up, RSVP, order, etc.) 

• Invitation to learn more (for those who need 
more convincing) 

• Testimonials  



QuickMVP 
http://youtu.be/r57UtdjIcMc 



Explainer Videos 



Explainer Video Components 

• User scenario/Frame the situation or problem 

• Value proposition 

• Paints picture of how life would be better with 
your product 

• Call to action 

• Interesting visuals 

• Less than 2-minutes 



Explainer Video 

Dollar Shave Club - http://youtu.be/ZUG9qYTJMsI 

Drop Box: -  http://youtu.be/OFb0NaeRmdg 



Pre-Sell 

• Crowd funding 

• “As seen on TV” 

• Crowd sourced 





Wizard of Oz 

“Pay no attention to the man 
behind the curtain.” 



Wizard Of Oz 

Looks like a working product;  

but you’re faking it on the back end. 




