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Lean Canvas
1. Visit http://
LeanCanvas.com
2. Sign-up & create account
3. Click “Create New 
Product”

Wifi:
Password:



Business Model versus Business Plan

Several weeks or 
months.

20 
minutes



The perfect plan is a myth.



66%
drastically change their original plans



Not a better Plan A but a path to a 
plan that works before running out 
of resources.



Not rhetorical reasoning but 
empirical testing.



Time is our scarcest resource.



Perfection is not the goal.







01 Split broad customer segments into 
smaller ones.



Case-Study: CloudFire 
(Photo and video sharing service)

Possible Customers List

Really broad category: Anyone that shares lots of photos and 
videos.
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02 Pick your strongest customer segment.



Case-Study: CloudFire 
(Photo and video sharing service)

Possible Customers List

Really broad category: Anyone that shares lots of photos and 
videos.

More Specific:
1. Photographers
2. Videographers 
3. Graphic Designers
4. Architects
5. Doctors
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7. Consumers











Who is the
customer?



01 Distinguish between customers and 
users.



02 Create multiple canvases per for more 
complex models.





Who is the
customer?
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01 Narrow your early adopters.





Who is the
customer?

How will you 
qualify/identify

early adopters?

What are their
top 3 problems?



01 List top 1-3 problems.



Five Whys root cause analysis



1. WHY is this a problem
It’s time-consuming.

2. WHY is this a problem
There are lots of baby pictures.

3. WHY is this a problem
Organizing and uploading takes time.

4. WHY is this a problem
Parents have no free time.

5. WHY is this a problem
There is lots of external demand from family.

Sharing photos and videos is hard



“What is the job the customer is 
hiring you to do?”

- Clayton Christensen



Who is the
customer?

How will you 
qualify/identify

early adopters?

How do they
solve the problem

today?

What are their
top 3 problems?



01 Describe your customer’s current 
reality.









Minimum Viable Product



How will you
deliver value?



An MVP is the smallest solution 
that delivers customer value.

(BONUS: And captures customer 
value.)



“A problem well stated is a problem 
half solved.”
- Charles Ketterring



01 For each problem on your canvas, 
outline a specific solution such as a 
feature in your product. 





How will you get 
the customer’s 

attention?

How will you
deliver value?



For new products, the initial battle 
is getting noticed at all.



01 Craft your UVP around your #1 
problem and finished story benefit.



02 Avoid empty marketing promises.



03 Be specific.



Instant Clarity Headline 
End Result Customer Wants + Specific Period of 
Time + Address the Objections.

Examples:
1. Hot fresh pizza delivered to your door in 30 minutes or it’s free.
2. Get your dream job in 30 days.
3. Not more numbers, but actionable metrics.



04 Create a high-concept pitch.





How will you “price” 
your offer?

How will you
deliver value?

How will you get 
the customer’s 

attention?



Pricing is part of your product.



Pricing determines your 
customers.



01 Price relative to existing alternatives.



02 Keep it simple.



03 Place a value on derivative currencies 
like attention if you aren’t directly 
charging.







How will you
build a path

to customers?



01 Okay to start with outbound channels 
to jumpstart learning.



Finding initial prospects (outbound)

1. Make a list of 1 degree contacts
2. Ask for introductions
3. Email list from teaser page
4. Blog readers
5. Facebook, LinkedIn, twitter
6. Adwords, Facebook Ads
7. Cold Call/Email
8. Sponsor groups/events
9. Other



02 Identify a few scalable channels you 
might employ.



Building scalable channels (inbound)

1. Content Marketing
2. Advertising
3. Sales force
4. Referrals







How will you 
measure success?



The key numbers that tell you how 
your business is doing.



01 List the customer action that drives 
value.



02 How will you define success?







How will you afford 
your creative 

addiction?



01 Outline your fixed and variable costs.



02 Calculate your break-even point.



03 Evaluate against your metric for 
success.







How will you
defend against
competition?



What about “first to market”? 
Toyota, Ford, Apple, Microsoft, Google, 
Facebook - weren’t first. 

They were all “fast followers”.



What about ...
1. More features?
2. Less features?
3. Design?
4. Passion?



What is a real unfair 



A real unfair advantage is 
something that cannot be 
easily copied or bought. 

-Jason Cohen, Founder WPEngine



Real unfair advantages:

1. Insider information
2. Personal authority
3. A dream team
4. Existing customers
5. The “right” celebrity endorsements
6. Large network effects
7. Community
8. Organic search (SEO) ranking
9. Patents (maybe)
10. Core values



The bad news.



The good news.



01 What is your unfair advantage story?



02 If you don’t have one yet, leave it blank 
for now.





It’s time to act on your big idea.
Validate and grow your business idea with advice from top business model coaches and lean experts.

Ash Maurya | Author, Running Lean | Founder, Spark59 | @ashmaurya 

Life is too short to build something nobody wants…


