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THE STARTUP AS AN
EXPERIMENT



A startup Is not a small version of a
larger company. It 1s en entirely different
kind of organization, driven by different

ooals and different needs.
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STARTUP = LARGE COMPANY




search for a repeatable and scalable
business model
(is essentially an experiment)

STARTUP = LARGE COMPANY

executing and scaling a proven model
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PIVOTS AND INNOVATION
ACCOUNTING
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INNOVATION ACCOUNTING

Innovation accounting consists of formulating and testing a

set of key metrics — quantitative assumptions — by

working backwards through the feedback loop:
|, What are we trying to learn next!
2. What do we need to measure in order to learn that!

3. What do we have to build to be able to measure that!?
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BUILD: CONCLUSIONS

EWliiEime products In a Lean Startup FEEEliEEs
technology and methodologies which enable the
development team to iterate as rapidly as possible
while remaining as flexible as possible at the same time.

Making mistakes is vital in a Lean Startup. Design
the development environment so that mistakes can
never have disastrous consequences.
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MEASURE: CONCLUSIONS

Good measurement relies on good and

reasonable metrics. [t requires an actual
understanding of what constitutes progress and how
to document It. It puts science ahead of vanity. And It

recognizes that metrics are people, too.



LEARN






CUSTOMER INTERVIEWS

CUSTOMER SEGMENTATION
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BOARD
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[ EARN: CONCLUSIONS

Learning in a Lean Startup Is the hardest part. It takes

a commitment to objective standards and scientific
methods to break through the reality distortion field.
Learning creates anxiety for the founder's ego. Setting
up processes designed for continuous learning are

thus indispensable for a thriving startup whose
success is not based on mere luck, but on

method.












The Business Model Canvas
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: |
Problem Solution Unique V:alue Unfair Advantage |Customer
Proposition Segments
Top 3 problems Top 3 features : Can’t be easily
Single, clear, copied or bought  |Target customers
compellind message
that statesswhy you
are differeft and
, worth paying
Key Metrics attention " Channels
1
Key activities you : Path to customers
measure ;
.
i
n
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Cost Structure Revenue Streams
Customer Acquisition Costs Revenue Model
Distribution Costs Life Time Value
Hosting Revenue
People, etc. Gross Margin
il
PRODUCT : MARKET

Lean Canvas is adapted from The Business Model Canvas (http.//www.businessmodelgeneration.com) and is licensed under the Creative Commons

Attribution-Share Alike 3.0 Un-ported License.




Problema Solucion Proposicion Ventaja Segmentos
de valor especial de clientes
unica

Métricas Canales
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(Alternativas) (Early adopters)

Estructura de costes Flujos de ingresos

Lean Canvas is adapted from The Business Model Canvas (http.//www.businessmodelgeneration.com) and is licensed under the Creative Commons
Attribution-Share Alike 3.0 Un-ported License.
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