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Overview 

 This book builds upon The Lean Startup and showcases how 
to apply a “lean” methodology to scaling a startup. It delves
into how to properly measure success in a startup by defining 
a “traction” metric. It discusses specific strategies for how to
identify and overcome constraints in your business. Finally, it 
gives specific details for how to define 2-week sprints in order 
to systematically scale your small business. 

Introduction 

Entrepreneurs start with many ideas, and yet limited 
resources and time. As the founder, you are the most 
important stakeholder, and your most precious resource 
is your own time. At the start, anything seems possible. 
This is the honeymoon phase. But then reality sets in, 
and you must start to measure external progress. It’s
difficult to find the proper metrics; traditional 
accounting metrics like revenue are nil at the start. On 
the other hand, trying to measure everything will result 
in information overload. 

The traditional path is to create the perfect business 
model, raise a small amount of seed funding, and after 
you generate a bit of revenue then take on product or 
customer development. You’ll then desperately need to 
raise more money, and might even be fired as CEO. 

The Lean Startup tests the riskiest assumptions, gets 
initial customer validation, creates a minimum viable 
product (MVP), and then launches with a high chance of 
success. However, after it launches, it becomes difficult 
to keep in touch with your customers, and you might not 
understand why your metrics are going up or down. 

Raw knowledge from experiments is wonderful in 
science, but since “entrepreneurship is goal drive”, you 
must measure the correct metrics. In addition, the 3-6 
month design cycles in the lean startup methodology 
requires some faith to stick to. This book describes how 
to use the underlying “lean” concepts in order to scale
your business in a lean fashion. 

Small improvements in wasteful areas can truly add up 
to some huge changes. If you view your business as a 
chain-linked system, when you pull on such a system, 
the weakest link breaks. The goal is to find the weakest 
link in your business, and focus all your attention on 
that. Then, re-evaluate frequently and discover the next 
weakest link, until your business is solidly growing. 

PART 1. DEFINING PROGRESS 
Chapter 1. Traction Is The Goal 

Entrepreneurs tend to want to lead with their solution or 
idea, and showcase nice rosy upward-trending graphs. 
Investors want to know market size, margins, and your 
unfair advantage. If you focus on the metric of traction, 
both goals become aligned. Traction should track an 
increase in some customer behavior or action. 

Created Value (your customers’ benefit) > Capture Valued 
(what you charge them) > Cost (your expenses) 

You want to create happy customers, and to most 
efficiently turn your raw materials into cash. In-progress 
items are a waste, as is excess inventory and non-paying 
users. When defining your traction metric, you must 
consider the cost of acquiring the customer, the lifetime 
value of the customer, as well as any increased operating 
expenses due to new customers. Traction “prioritizes
value creation over cost cutting”; focus on increasing the 
rate at which you turn your raw materials into cash. 
Three classes of business models are: 

x One-Actor: For example: a coffee shop, in which 
unaware visitors come in and (hopefully!) turn into 
happy customers. Business – to – business – to - 
customer industries can also be one-actor. For 
example, Tesla focuses on the final customer (the 
driver), whereas Amazon Web Services focuses on 
the intermediary (the developer). 

x Multisided Business: The users and customers may 
be different. Facebook’s users are its site members,


