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More startups
than from a

failure of product development




It Started 100 Years Ago
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U.S. 1870’s —1920’s Rapid Industrialization
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Railroads

Steel

Electricity
Automobiles
Consumer Goods
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HARVARD
BUSINESS
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The Master of Business Administration (MBA)

h,,mBusmess School Curriculum

r

w7 ¢ Finance * Gov't & Law
. °*Leadership * Supply Chain

' * Org Behavior * Ethics
e Operations * Global Business ;
* Marketing * Accounting
e Strategy * Global Mgmt
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The Master of Business Administration (MBA)
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All | Need is the 5-Year Forecast
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Everyone has a plan
until they get punched in the face
Mike Tyson
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No plan survives first contact with the enemy
Field Marshall Helmuth von Moltke
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Is this all there is?

& | BUSINESS
: PLAN
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It Resulted in Five Observations




Startups Are Smaller
Versions of Large Companies




Large Companies
Known Business Models




Startups for
Unknown Business Models




Startups Fail Because They
Confuse with




different from those used

In existing companies




Customer Development
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Customer Development
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Steve Blank wrote a “Book”

The Four Steps to
the Epiphany

Successful Strategies for
Products that Win

Steven Gary Blank



Eric Ries Extends the Model

o,

* Took my class at U.C. Berkeley
e Co-founded IMVU, | sat on his board

— ISt implementation of Customer Development
— Paired it with an Agile Development Model

e Called it the




Which Turned Into A
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éj Alex Osterwalder - Business Model
¥y |

e Business Model Generation
e Defines what the search” is about

Busmess

Model
GeneLaIlon




Which Turned Into an
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Lean Gets Theory

The Four Steps to THE LEAN
AN 2 | B

the Epiphany

Successful Strategies for [ ~all ¥
Products that Win = y

Steven Gary Blank

Customer Development Business Model Canvas Agile Engineering
2003 2010 2011
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Business
Review

Why the Lean

Start-Up Changes
Everything

HBR Cover
2013




Entrepreneurship is




Let’s Do it That Way

Let’s Teach it That Way




What's A
Startup?



organization
designed to search
for a repeatable and

scalable
business model




organization

designed
for a repeatable and

scalable
business model




organization

designed
for a

business model




organization

designed
for a




Startups Fail Because They
Confuse with




Product risk is not the
biggest risk startups face;
it’s . The risk

that not enough people will
buy and/or adopt.




Taking you from an
Idea to a Business




Three Parts of Lean Startup
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1. Frame Hypotheses

* Frame
Hypotheses




1. Frame Hypotheses

* Frame
Hypotheses

Key Partners = | Key Activities Value Propositions Customer Rcluliunships:z Customer Segments ;4
Partners
Activities Get/Keep/
Product / Grow Customers

Service

Key Resources 3 Channels

Resources

Cost Structure /37 Revenue Streams

Revenu
e

wiwwbusinessmodelgeneration.com




ADAPTABILITY

External threats

Confipany/Project View : Business Model Canvas

FEASIBILITY DESIRABILITY

VIABILITY




I

Partners

Who are our key
partners?
Suppliers?

What are we

- getting from

them?
Giving them?

Activities
What key
activities do we

need to be expert
in?

Resources

What key
resources do we
need to own or
acquire? Financial?

Human?
: - |

Value
Proposition

How are we
solving each
customers

pains/gains?

How?

What
product/servic
e features
match their
needs?

beneficiaries?._|

Customer
Relationships

how does the
team get
“Buy-In” from
all the

Channel

How will we
deploy the product
to widespread
use? What
constitutes a
successful

Business Model Canvas

Customer
Segments

Who are our
most
important
customers?
Stakeholders?

What are their
pains/gains?

What job do
they want us
to get done for

Costs

What is the Budget/Cost?

deployment?

Revenue Streams

What is the revenue model?
What are the pricing tactics?

them>

Source: Alexander Osterwalder- Business Model Generation




9 Guesses

KEY
PARTNERS

Gues
)

KEY
ACTIVITIES

Gues

S

KEY
RESOURCES

Gues
S

VALUE
PROPOSITioN

Gues

Customer
Relationships

Gues
)

Channel

Gues
)

Customers

Gues

COST STRUCTURE

Gues
S

Revenue Model

Gues

S

Source: Alexander Osterwalder- Business Model Generation




“I wonder how much of this is reality...”




2. Test Hypotheses

e Frame > Business Model Canvas

Hypotheses

* Test
Hypotheses




2. Test Hypotheses

e Frame > Business Model

Hypotheses
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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




3. Build Incrementally &
Iteratively

* Frame

Hypotheses > Business Model
> Customer Development
* Test

Hypotheses

* Build the
product
incrementally
& Iteratively
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build-measure-learn

m Minimize the u
total time through
@ the loop @




THE LEAN STARTUP

Created by Eric Ries - startuplessonslearned.blogspot.com

Learn Faster

Split Tests

Customer Interviews

Customer Development

Five Whys Root Cause Analysis
Customer Advisory Board
Falsifiable Hypotheses

Product Owner Accountability
Custom Archetypes
Cross-functional Teams

Smoke Tests

Measure Faster

Designed by @KISSmetrics

Code Faster

Unit Tests

Continuous Integration
Incremental Deployment

Free & Open-Source Components
Cloud Computing

Cluster Immune System
Just-in-time Scalability
Refactoring

Developer Sandbox

Split Tests

Clear Product Owner
Continuous Deployment
Usability Tests
Real-time Monitoring

Custom Liaison

Funnel Analysis

Net Promoter Score
Search Engine Marketing
Real-Time Alerting

Predictive Monitoring




Lean Framework

e Business Model Canvas
— Articulate initial Hypotheses
— Weekly Progress Scorecard

 Customer Development

— Test hypotheses in front of customers

— Hypothesis > Experiment > Data > Insight
* Rapid Prototyping — Agile Engineering

— Building a Series of Minimum Viable Products




Experiential

e Getting out of the building
* Formal methodology for customer interaction

* Focus on Minimal Viable Products and Pivots
— Getting out of the building is a big idea
— It accelerates speed of translation




Courses



Lean LaunchPad, H4D, I-
Corps,

Turning Researchers, Hackers, Hustlers and Designers
into Entrepreneurs




Common Elements

Team-based
Experiential
Immersive

Lean Methodology
Evidence-based
Flipped Classroom
Team Teaching




Differences

Teams work on their own projects
Lean LaunchPad

Teams work on their own research
I-Corps

Teams work on sponsors projects
Hacking for Defense (H4D)




Number of Variants

_ean Launchpad

-Corps

acking 4 Defense (H4D)
acking 4 Diplomacy

acking 4 Social Impact




STANFORD

UNIVERSITY

2011

1500+ teams

2012

1,000* teams

UDACITY e=aes
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SF Innovation Corps )

2015

- ~250,000 on-line

students
Udacity.com

FOR HACKING FOR
DEFENSE (H4D)
EST RECRUITING STATION

2015 2016



HACKING FOR DEFENSE | X4 H4Di

’ Hacking for Defense is a for-credit class that gives students the opportunity to build
Overview solutions for real-world problems from the Department of Defense and Intelligence
Community that address the nation's emerging threats and security challenges.

n
O, S0

Government sponsor ) Students
sources a problem for university use form a team, downselect a problem, and
compete to get into the course

e i

University teaching team, the problem ~ Students use the Mission Model Canvas and
sponsor, and corporate mentors Lean Startup methodology to better
form a support group for the student team understand the problem and beneficiaries

¢ 2

Students create hypotheses, build ) Students present results each week, learn,
Minimum Viable Products, and pivot, and finally build a strategy to reach a
conduct 10 stakeholder interviews a depoloyable solution
week to test them

O, O,

< © O
Student teams gain follow-on sponsorship
from their government sponsor, transition to

programs like I-Corps or build new companies
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The H4Di community is growing daily. Please contact us at contact@hd4di.org or visit h4di.org
if you would like to learn more.

Learn More ‘




Adopted by the NSF

(National Science Foundation)

1 National Science Foundation
WHERE DISCOVERIES BEGIN

CORPS

NSF Innovation Corps

550+ teams, 1,700+ team members
Taught by 50 NSF Sponsored Universities
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