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Todayos overview
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The Challenge

Build the tallest possible self standing construction from the
materials given. Marshmallow needs to be at the highest point

MATERIALS

» 20 spagetti

» 90 cm masking tape
» 90 cm string

» 1 marshmallow
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Co-creation

Co-creation in this context is including several stakeholders in the process of inventing or
Improving new or existing products and services and their entire business model

IFvent ficw woles propasitions that peaple want Wannge, MU, cholanos, Improeg, ond renew
with business madels that wark existing walue propasitions ond business modets
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Co-creation from the lens of people
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Creating products & services customers
want

Product/

Problem/
Market fit

Solution fit
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Follow this process in getting to product-
market fit

Understand Define Validate Verify
problem solution qualitatively quantitatively
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Tools to conduct your experiments
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Lean Canvas: Defining hypothesis

Problem

Solution

Key Metrics

UVP

Unfair Advantage
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Cost structure

Revenue streams
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Tool 1: Value proposition canvas
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Tool 2: Experiment board: Capturing
Insights

R

Project Name: Team Leader Name:

# Javelin Experiment Board

Start here. Brainstorm with stickies, pull it over to the right to start your experiment. Experiments
Who is your customer? Be as specific as possible. Time Limit: 5 Min BOOT-
Custorior STRAPPED
STARTUP
FOUNDERS
What is the problem? Phrase it from your customer’s perspective. GETTING
UXx
{{
ey FEEDBACK
Define the solution only after you have validated a problem worth solving. Time Limit: 5 Min
Solution
List the assumptions that must hold true, for your hypothesis to be true. Time Limit NO
RELIABLE
SOURCE
Need help? Use these sentences to help construct your experiment.
INTERVIEW:

To form a Customer/Problem Hypothesis: To form a Problem/Solution Hypothesis:
I believe my customer has a I believe this solution will result

problem achieving this goal. in quantifiable outcome.

6/10

_’K.‘ GET OUT OF THE BUILDING!

To form your Assumptions: To identify your Riskiest Assumption:

In order for hypothesis to be The assumption with the least
true, assumption needs to amount of data, and core to the
be true. viability of my hypothesis is...

Determine what success looks like:
The least expensive way to I will run experiment with # of
customers and expect a strong

tion is... L
iestinyassumplioniis signal from # of customers. IntGen

Determine how you will test it:




Where we are
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Next
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Define the problem
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ldentify your customer segment

Benefits customers
A Desire

A Require or

A surprised by

A Functional utility
A Social gains
A Positive emotions

A Cost savings A Functional
A Social
A Emotional
A Before A Cost underserved A Severe

A During A Negative Emotions A Light

A After A Risks IntCen




Transfer the problem to the experiment
board
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Validate with customers

Does the problem exist?
1. If Yes, proceed

2. If No, redefine the problem or customer segment
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Our Progress

Th 3little pigs & prcob:
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Let 0s defil ne a sol ut
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Defining value proposition
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Do the value proposition and problem
match?
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Build it: Mockup, prototype, drawings
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Validate the solution with customers

Are your criteriamet?
1. If Yes, proceed
2. If No, redefine the solution, make iterations
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Transfer to the lean canvas

Problem

Solution

Key Metrics

UVP

Unfair Advantage

Channels

Customer Segments

Cost structure
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What 6s your unfair ai

Early mover?

Proprietary Technology

Unique knowledge or access to customers
Industry insights
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Document your unfair advantage

Problem

Solution

Key Metrics

UVP

Unfair Advantage
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How do you want to make money:

Revenue streams
Ke| REVENUE MoDEL QuesTions

Whal ave MY Castomers  pasing A

ek oa‘)whs do ~y somers have o f.:s‘{ |
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‘How will wu price Xhe aq;x'mséqf '
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Revenue streams options
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