Index

Accident, innovation and, 121
Accounting activities, 31-32
Acquisition(s):
in conversion funnel, 150
methods, Landing page test, 95
Actionable data, 111, 112
Actionable metrics, 112
Adopters, carly, 129, 174
Advertisements, 22, 65,71, 96, 134, 139, 142
Airbnb, 25,70, 124, 125, 127-128, 145
Amazon, 3, 17, 174
American automobile manufacturers, on lean, 10
Andreessen, Marc, 2, 138
Anthony, Scott, 89
Anti-segments, 44
AppFog case study, 95, 96-99
Apple, 3,176
Apple’s iPhone, 17, 132
Ariely, Dan, 93
Artificial intelligence, 1
Audience, knowing, 32-41
Aware customer state, 60, 64, 70, 71, 140-141
Aware measurement, 68—69

Baby care, case study on creating
affordable, 86-88

Baghai, Mchrdad, 28

Barrese, James, 156

Beane, Bill, 111

Behavior(s):
capturing extraordinary, 66
customer, 22, 62-63, 143
measuring customers, 65-66

Berkeley Pizza case study, 175
Bespoke case study, 6-8
Betabrand case study, 48-49
Better Business Bureau, 142
Big business(es):
building startup inside, 26
get big, 39-40
return on investment of, 56
starting of, 47
Blank, Bennett, 32, 33
Blank, Steve, 74, 85
Blockbuster, 2
Blogs, 48
BMW, 141
Borders, 2
Brand, 10
Breck shampoo, 134
B2B, 136
lean startue Lales, 74-75
persorain, 42
producis and, 132
sales, 143
reusting and intrigued states, 68
Build-it-and-they-will-come philosophy, 58
Build-measure-learn loop, 118
Business activity, 63
Business(es). See also Big business(es)
activity, 63
building successful, 150
modern, data and, 109
network effects, 67-72, 67-77
service-based, 100

size of, 45

small, 91

successful, customers in, 57-58
Business models:

channel-driven, 17

evaluating, 37, 39

experiments and testing, 94

freemium in, 61

market segment and, 15, 16, 44-45

problem-centric, 16

product centric, 16-17

product-market fit, 144

profitable, scaling, 145-146

technology-centric, 17
Business-to-consumer (B2C) sales, 143
Butler, Andy, 86, 87, 88
Buzz, building, 112, 138, 139

Carlson, Lucas, 95, 96
Case studies:
AppFog, 96-99
Berkeley Pizza, 175
Bespoke, 6-8
Betabrand, 48-49
Copyblogger, 171-173
Embrace, 86-88
Ethnology of the fish, 38
500 Startups, 157-159
HubSpot, 178-181
Idealab, 104
Intuit, 29
Is Problem Really Solvable?, 18-19
KISSmetrics, 23-24
Lit Motors, 106-107

193




Case studies (continued)
Meetup, 113-115

Method Products, 169-171
99designs, 166-168
02,176-177

PayPal, 155-157

Protecting the Core Business, 32-33
Roadoflife.org, 161-165
Roozt, 174

Salim’s Fish Inventory, 43-44
Sharethrough, 72-78

Sight Machine, 160-161
SimpleEnergy, 92-93
TakeLessons, 100-103
Change. See also Lean into change
business idea and, 127, 128
consumers behavior and, 93
cost of, 114, 135

fear of, 135

at PayPal, 156

risk to, 135

Convinced customer state, 60, 62, 63, 64,70, 71

Convinced measurement, 68

Cook, Scott, 29

Cooper, Alan, 42

Cooper, Stephanie, 5

Copyblogger case study, 171-173

Core lean entrepreneurs:
AppFog case study, 96-99
Embrace case study, 86-88
empathy for customers, 83-94
evidence, 110
experiments, 94-108
Idealab case study, 104
Lit Motors case study, 106-107
Meetup case study, 113-115
SimpleEnergy case study, 92-93
TakeLessons case study, 100-103
vanity metrics, 73-74, 111-113
Work To Do, 116

Core metrics, 57

Cox, Steven, 100-103

having empathy for, 83-94
reaching and acquiring, 47, 141
Roadoflife.org case study, 161-165
Salim’s fish inventory case study, 43-44
satisfied, 21, 66, 124-125
service-based, 100
voicing, 68-72

Customer states, 60, 61-62, 63, 64, 65-66

Customer zoom tool, 53

Data:

actionable, 111, 112

HubSpot case study, 180-181

to inform decisions, 20-21

MeetUp.com case study, 114-115

modern businesses and, 109
Debrt, technical. See Technical debt
Delivering Happiness (Hsich), 176
Demographics, segmentation and, 35, 36, 39
Deployment, continuous, 75-76

Design, Landing page test and, 95

Channel-centric vision, 17
Chin, Jane, 86

Christensen, Clayton, 35, 41
Churn, 20-21, 66 Cuban, Mark, 15,8«
Clark, Brian, 171 Cultural transformation, 2
Click for Lessons, 101 Culture:

Clothing industry, 48
Coley, Stephen, 28
Company(ies):

Craigslist, 22, 47, 140, 141, 147
Crossing the Chasm (Mootc), 28
Crowdfunding test, 107, 106, 158

Designer, in startup team, 26
Design Quality Index, 167
Devereux, Stephen, 176-177
Digital fabrication, 1, 3-4
Disruption:
of distribution model, 44
lean startup and, 8, 11
PayPal and, 156
questions, 27

company, 77-78
embracing experimentation and, 49
cutrepreneurial, 26

as engines of growth, 72

“high velocity, 60

software, 3

value stream, 10

volatility in marketplace and, 149

startup, 20, 27
values, vision, and, 20
Customer development learning, 74
Customer(s), 22-23, 29, 42, 47
Betabrand case study, 4849

technology companies and, 2-3
Disruptive innovation, 4, 26, 27, 56
Disruptive technologies, 3
Distributed teams, at KISSmetrics, 23-24
Distribution model, disruption of, 44

Dot-com, 49
Dream jobs, 44-45
Drip campaign, 67
Driving force, 15

Competitive advantage, 18, 150
Concierge test, 100, 101
Connectivity, 4

Conversion funnel, 86, 124, 174, 180

development, 85-86, 89
dream jobs case study, 44-45
Embrace case study, 86-88
experiments and, 94-96

194 INDEX



Dunne, Ronan, 177
DuPont, 17

Economic growth indicators, 2
Economy:
businesses and succeeding in, 28
change and, 1-2
customer-driven, 60
Edison, Thomas Elva, 94, 121
“Eliminating waste,” 117
Ellis, Sean, 141
Embrace case study, 86-88
Empathy:
for customers, 83-94, 119, 120, 123, 125
Embrace case study, 86-88
growing into bigger market, 136
MVP for few, 125
new markets, 143
Simple Energy case study, 92-93
Employee empowerment, 4, 5, 32
Empowerment, value-creation economy and, 4-5
Emrich, Rob, 161
Engagement metrics, 112
Engines of growth, 71
Enterprise(s):
innovation, 11, 28
large and successful, 146-148
note, 18
personas and, 50
Entrepreneurs. See also Core lean entreprencurs
big company, 18
“Follow your passion” and, 15
innovation, 2
market segments and, 39
prototyping test and, 105-106
social-cause, 20
with technology, 17
The Entreprencur’s Guide to Customer Development

(Cooper and Vlaskovis), 47

Ethnology of the fish case study, 38
Evaluation, of segments, 45, 46
Evidence, 110, 119, 122, 123, 130
product-market fit, 144-145
Experiments, 94-108, 123
Airbnb, 127-128
AppFog case study, 96-99
on awareness of customers, 142
customer focus, 120-122
designing tests, 125-128
Idealab case study, 104
innovation and rapid, 121
learning organizations and, 22
Lit Motors case study, 106-107
rapid, 108-109
TakeLessons case study, 100-103

Facebook, 13, 17, 41, 47, 61, 66, 67,753,121, 134,
136, 140, 174
Fear:
innovation and, 32
unknown and, 118
Ferguson, Hill, 156
Field, Brad, 3
Fishburne, Tor: 169-171
500 Startays, 157-159
Flat strucuare, 26
Fleming, Sir Alexander, 121
Fiow, in lean manufacturing, 30
Tord, Henry, 2, 13, 25, 121
The Four Steps to the Epiphany (Blank), 85
Freeman, Brent, 174
Freemium, 39, 61
Friendster, 121
Funnel of many, 119

Genchi Genbutsu, 87
General Electric (GE), 106
GeoCities, 95

Globalization, 1
Glusman, Andres, 113-115
Godin, Seth, 2, 37,59
Golden Motion process, 23
Google, 141
Google AdWords, 95, 140, 174
Google Analytics, 68
Google’s G-Scale Network, 3
Graham, Paul, 129
Greenberg, Dan, 73
“Green” customer, 132
Gross, Bill, 104
Growth:
courses of, 140
engines of, 72
first wave of, 123
funnel of many, 131-138
hacking, 141
idea phase, 120-122, 150
multiple funnels phase, 138-145
MVP for a few phase, 122-130, 150
scaling profitable business model phase, 145-146,150
second wave of, 132

third wave of, 139-148

Hacker, in startup team, 25

Hacker News, 97, 141, 142

Halligan, Brian, 178

Harbottle, Mark, 167

Hardware entreprencurs, 105

Have, David ten, 3, 4

HCI. See Human-computer interaction (HCI)

Heroku, 97

Hierarchical structure, 26

High hurdle test, 95

High-velocity organization, 18, 60

Hoffman, Reid, 129

Hopeful customer state, 60, 62, 63, 64, 65,
69-70,71

INDEX 195




Hopeful measurements, 66, 67

Horizon planning, 28, 29

Hsieh, Tony, 103, 176

HubSpot case study, 134, 178-181
Human-computer interaction (HCI), 3
Human resources (HR), core business and, 32
Hustler, in startup team, 25
Hyperconnection, 4

IBM, 136
Idealab, 104
Idea phase, 119, 120-122, 150
Indiegogo, 105
Industrial age, 24-25
Innovation(s), 8. See also Lean startups
accident, rapid experimentation, and
timing, 121
disruptive, 4, 26,27, 56
enterprise, 11, 28
entrepreneurial, 2
fear and, 32
internal, improving, 27
lean, methods of testing, 83-84
legal activities and, 31
in product development, 170
sustaining, 26
technology, 4
“Instrumenting human beings,” 3
Interaction:
with customers, 91-92, 94, 121, 122
with functionality, 112
Internal business processes, 58
Internal startups, 28, 32

Intrigued customer state, 60, 62, 63, 64, 68, 70,71

Intuit, 32, 33
case study, 29
Invention, 26
Is the Problem Really Solvable?, 18-19
Iterative testing, 112

196 INDEX

Jacobs, Irwin, 14

Jobs, Steve, 13, 84, 89, 132

Job security, 32

Jobs-to-be-done model (Christensen), 35

Keithley, Tom, 157

Kickstarter, 105

Kim, Daniel, 106

KISSmetrics case study, 23-24, 68
Kleinsmiede, Hendrik, 156

“The known,” 117-118

Kodak, 2

Lafley, A. G., 89

Landing page test, 22, 95-96, 142
AppFogand, 97
MVP and, 128

Lean. See also Lean into change; Lean stustups
application of, 10
as engineering endeavor, 58
enterprise, 10, 55, 57
entrepreneurs, 9-10
manufacturing, 9-19, 57
objective of, 10
origin of the texim 9-10
venture capital, 158-159

Lean intc cnarige:
myrh of che visionary, 14-21
sales fannel, 31-33
cCfeware-as-a-service, 21-30
technical debt, 30
vision and, 13
Work To Do, 33

The Lean Startup (Ries), 72

Lean startups, 8-9. See also Empathy; Evidence;

Experiments
building, 151
creation and delivery of value in, 55
culture and, 20

disruption and, 8
HubSpot case study, 178-181
Method Products case study, 169
mindset of, 117
99designs case study, 166-168
objective of, 11
process of, 149
Ries measure for, 57
Roozt case study, 174
Learning:
about customers, 94
growth phases and, 119
organizations, 20, 22
Legal activities, 31, 32
Liker, Jeffrey, 87
Lindland, Chris, 48
LinkedIn, 41, 47, 129, 141
Listening, to customers, 84, 96-99
Lit Motors, 106-107
“Love metrics,” 29

Lurie, Yoav, 92, 93

Machine-vision, 160

Malthus, Thomas, 2

Maples, Mike, Jr., 4

Marcus, David, 156

Market centric vision, 15

Marketing, 17, 32, 134

Marketing analytics software as service

(SaaS), 125

Marketing and sales, 30, 58

Marketing campaign, testing, 22

Marketoon Studios, 169

Markets, new, disruption and, 56

Market segment(s). See also Customer(s)
about, 40-42
business models and, 15, 16, 37
choosing, 44-45

as element of product or business idea, 3




HubSpot, 179

segmentation matrix, 45, 46, 52, 133
McClure, Dave, 157
McKinsey & Company, 28
Mechanical Turk. See Wizard of Oz test
Meetup case study, 113-115
Messaging, Landing page test and, 95
Method Products case study, 169-171
Minimum viable product (MVP). See MVP
MLM. See Multilevel marketing (MLM)
Mobile application, for restaurants, 43—-44
Molotsi, Hugh, 29
Moore, Geoffrey, 28, 29
Move the Needle (MTN), 108
MTN. See Move the Needle (MTN)
Multilevel marketing (MLM), 17
Multiple funnels phase, 138-144
Must Have Score, 134
MVP, 120

Berkely Pizza case study, 175

Copyblogger case study, 171-173

ease of, 45

evolution: experiments, 137-138

for a few, 122138

idea stage and, 150

minimal, 144

Ries adoption of, 94-95

Roozt case study, 174

Sharethrough case study, 72-73

Take Lessons case study, 101

viability and, 122-130
Myth of the visionary, 14-21, 56

Netflix, 3

Net Promoter Score (NPS), 65-66, 134, 167, 180
Network effects business, 67-77

NewSupplyCo, 61-63

New York Times, 93

99designs case study, 166-168

Nokia, 2
Non-value-adding activities, 10, 55, 57, 58
NPS. See Net Promoter Score (NPS)

O2 case study, 176-177
Oliver, James, 177
Olliclip’s Klickstarter campaign, 105
O’Neil, Patrick, 105
Online clothing company, 48
Online marketplaces, 2
Oostendorp, Nathan, 160
OpenFlow protocol, 3
Open-source hardware, 1
Open-source software:

culture, 4

movement, 3
Organizational structures, 24-25
Organizations:

high-velocity, 18

large, innovative productsian, 27

learning, 20, 22

successful, 27

Pacheco, Reece. ¢9
Paid, as engiive.of growth, 72
Pain, depth; 45
Palacios, Jan, 175
Pandora, 3
Passion, 15,112,113, 121, 132,134,139
Dassionate customer state, 60, 62, 63, 64, 65-66
Patel, Neil, 23
Patient empowerment, 5
PayPal case study, 155-157
People, diving groups of, 39
Personas, 47
concept of, 42
enterprises and, 50
idea phase and, 120
Salim’s Fish Inventory case study, 43-44

using customer, problem, and solution zoom
tools, 51, 53-54
Philanthropist customers, 132
PHP, 97
Pivot, 36-37
Ponoko, 3
Positioning, Landing page test and, 95
Problem-centric vision, 16
Problem zoom tool, 53
Procter & Gamble, 89
Product-based solution, 100
Product-centric vision, 16-17
Product development, 30, 169
Productivity gains, 22-23
Product-market fit:
Betabrand case study, 48-49
characteristics of, 138—139
choosing market segment, 44-45
creating real customer, 42
defined, 40
evidence, 144-145
experimenting and, 150
market segment, 40-42, 44-50
personas, 42
Salim’s Fish Inventory case study, 4344
Sharethrough on, 74
stage of, 150
Products:
awareness and, 140
B2B and, 132
dividing by category, 39
marketing and selling, 58-59
new, random samples and, 50
sharing with others, 66
stolen, 130
successful, 13
unfinished, 129-130
Progress, measuring, 118
Protecting the Core Business case study, 32-33

INDEX 197




Prototypes, 105, 106-107
Purchase influencers, 42

Quialcomm, 14,17

Rapid Experiment Loop, 109, 125, 126
Return on investment (ROI), 90-91
Ries, Eric, 11, 57,72, 94, 118
Roadoflife.org case study, 161-165
Robotics, 1

Roozt case study, 174

Sales:
business-to-business, 142
business-to-consumer, 143
cycle and cost of, 45
funnel, 31-33
marketing and, 30, 58
process, 142
of products, 58-59
Salesforce, 17
Salesforce.com, 68
Salim’s Fish Inventory case study, 43-44
Satisfaction, 112
Satisfied customers, 60, 62, 63, 64, 65, 69,71,
124-125
Satisfied measurements, 66
Scott, Bill, 155-157
Search engine optimization, 140
Segmentation matrix, 45, 46, 52, 133
Segments, 39. See also Customers
customers and, 47
defined, 36
documenting, 47
narrowing or moving to adj acent, 45
targeting, 48
Service-based businesses, 100
Service-based customers, 100
“Shadow force,” 60, 101

Shah, Dharmesh, 178, 179
Shah, Hiten, 23
Sharethrough case study, 72-78
Short message service (SMS), 91
Sight machine case study, 160-161
Simple Energy case study, 92-93
Singh, Paul, 157
SitePoint, 166
Small business, 91
Smith, Adam, 59
SMS. See Short message service (SMS)
Social-cause entrepreneurs, 20
Social media campaign, 135
Social media tools, 134
“Software and bytes eating the world,” 2-3
Software-as-a-service, 21-30
Software as a service (Saa$S), 135
big, old, and lean?, 26-28
B2B, 61-62
customer focus, 22-23
experimentation, 22
Intuit case study, 29
KISSmetrics case study, 25-24
marketing and sales, 30
organizational seractures, 24-25
over the hcvizon: a framework, 28, 30
product development, 30
tearas, 25-26
“lares horizon” framework, 28
Sohition zoom tool, 54
Sorkin, Aaron, 111
Spear, Steven, 18, 60
StarBars, 14
Star Trek, 14
Startup-like ventures, startups and, 27
Start-up revolution
Bespoke case study, 6-8
connectivity and, 4
digital fabrication, 3—4

lean entrepreneur, 9-10
lean startups and disruptions, 2-3, 8-9, 11
Myth of the Visionary and, 14-21
“software and bytes eating the world,” 2-4
value-creation economy and, 1, 4-5
Startups, 136. See also Internal startups;
Lean startup
customers and, 11
MVP phase and, 129
pre-, 28
success of, 42
Startup teams, 25-26
Sticky, as engine of growth, 72
Stolen products, 130
Subsegments, 124
Success:
path toward, 47
of startups, 42
team’s culture and, 20
trick to, 117-118
Summit, Scott, 6
Sustaining innovation, 26
Swonmurn, Nick, 103

TakeLessons, 101, 102
TCO. See Total cost of ownership (TCO)
Teams, 23-24,25-26, 58, 156
Tech hubs, 2
Technical debt, 30, 76-77
Technological transformation, 1-2, 22-23
Technology:

developing, 56

digital-fabrication, 4

entrepreneurs with, 17

innovation, 4

solutions, segments and, 45
Technology-centric vision, 17

Ten Lean Startup Buzzword Questions with Rob

Fan case study, 72-78

198 INDEX



Tests:

concierge, 100, 101

crowdfunding, 105, 106

high hurdle, 95

Landing page, 95-96

prototyping, 105-106

Wizard of Oz, 103
Think Big initiative, 177
“Three horizons” framework, 28, 29
3M, 17
Time lines, entrepreneurs and, 45
Timing, innovation and, 121
Total cost of ownership (TCO), 161
Toyorta, 85, 107
Toyota Production system, 9, 18, 25, 58
Trevor Owen’s Lean Startup Machine workshops,

127
Trusting and Intrigued measurements, 68
Trusting customer state, 62, 63, 64, 68,70, 71,
142-143

Twitter, 47, 48, 67, 134

Unfinished products, 129-130
“The unknown,” 117-118

Validated learning, 11
Value-adding activities, 10, 55, 57

Value creation, startups and, 11
Value creation economy, 1, 4-5, 149
Value proposition, Landing page test and, 95
Values, 19-20
culture and, 20
destroying, 55
Value stream:
about, 57-60
articulating of, 55-57
aware, 141-142
discovering of, 60-66
drip campaign, 67
ideas prime, 120
intrigued and satisfied customers, 124-125
network effects business, 67-77
sales and marketing in, 58
Sharethorugh case study, 72-78
trusting, 142-143
Work to Do, 78
Value stream dashboard, 80
Value Stream Discovery. 12.3.131-132, 135
Value Stream Discovery rool, 83, 112, 113, 119, 120,
128,131
Value stream leop, 79
Value surplus: 59
Vanity meriics, 73-74, 111-113
Venture capital firms, 157-158

Vertical markets, dividing by, 39
VF Corporation, 89
Viability, 130
Viability experiments, 94-95
Viral, as engine of growth, 72
Viral coefhicient, 134
Viral marketing, 134
Vision:
culture and, 20
startup teams and, 25
of successful endeavors, 13, 19
using market to inform, 170-171
Volpe, Mike, 178,179, 180

Waldron, Chris, 100-103

Waste measuring, in lean startups, 11
White, David, 28

Wizard of Oz test, 103, 104
Wozniak, Steve, 13

Zaillian, Steven, 111
Zappos, 103, 134,176
Zen-like approach, 15
Zong, 156

Zoom tools, 53-54
Zuckerberg, Mark, 13
Zynga, 3

INDEX 199













