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Your role:

To learn as much as possible about your 
industry, business, and product, in order 

to make the right decisions.



The Lean Startup Methodology 3
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Research: Where is the information? 4

Competitors’ Websites
Market Intelligence Reports

Instagram
Conferences

Lawyers
Web Resources

Etc.
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Research: Scraping Techniques 5

• Scrape other business’ websites to 
understand their business structure and form 
your own

• Scrape investor decks to understand pitch 
formating

• Wikipedia “Textbooks”
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Research: Quantitative Data Collection 6

Competitive Analysis Industry Reports

st
ar

tu
p 

w
or

ks
ho

p:
 b

us
in

es
s 

de
ve

lo
pm

en
t



Research: Qualitative Data Collection 7

Secret Shopping

+ Interviews w/ Friends, Buyers, and Customers
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Development: Brainstorm Process 8

Throw a bunch of ‘clay’ on 
the table, then mold.
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Development: Deck Creation 9

Who, What, Where, When, Why
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Development: Deck Creation 10

Should Funnel Listener to Your Product —

Global Market > National Market > Regional Market
Regional (Where)

Broad Category > Sub-Category > Product Itself
Product Category (What)
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Development: Deck Creation 11

Additional Thoughts:

• Read through other (successful) decks and copy 
structure.

• Use Descriptive Titles
• Keep as simple as possible—don’t over-complicate.
• Look sexy—use a professional theme from the Envato 

Marketplace
• Investors are financially-minded (generally)
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Development: Forecasting 12

Tie growth to:

• Market Projections (But be careful)
• Competitors’ Sales/Growth Data

• Revenue per Customer (Total Revenue/Customer Count)
• Market Test Data

• Average Order Size + Frequency per Customer
• Customer Acquisition Rate
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Testing 13

Iterate over deck based on:

• Investor Feedback
• Advisor Feedback
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Management & HR 14

• Participatory Management Overview
• Monday Meetings
• Hire the right people, and you won’t have to manage.
• Hire a diverse group of complimentary people

• Personality types
• Political Views
• Gender
• Race
• Background

• OKRs, KPIs
• Klipfolio
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Misc. Thoughts 15

• Be sales-driven

• Don’t spend on stupid shit
• Keep close tabs on marketing spend + 

payroll

• Use simple task software
• Asana, Wunderlist

• Be “in the muck”

• Do everything at some stage

• Sell things in 3s

• Tip-of-the-spear Strategy

• Stand in the center and look around
• Embed yourself in a community
• Business is social

• Learn from your employees

• No one knows what they are doing

• Be uneducated, not miseducated

• 80/20 Rule

• Use decks to drive business story

• Be as lean as possible

• Things will always fall faster than they rise— 
it’s just physics
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PRODUCT DEVELOPMENT



Product Development: Intro
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You can make pretty much anything.



Lean Product Development 18

Ideas

ProductTest
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MVP Development: Tools 19

Fabrication Machines
• 3D Printer
• Lazer Cutter
• CNC
• Knitterator

Processing Boards
• Arduino
• Rasberry Pi

Sensors
• Buzzer
• Open Flame Detector
• Heartbeat / Pulse 

Sensor
• Microphones
• Infrared
• Joystick
• Knock Vibration
• Light Barrier

• Magnetic Field Detector
• Human Touch
• Button Press
• Obstacle Detection
• Daylight/Nightlight 

Sensor
• REG LED Display
• Soil Moisture
• Temperature

• Humidity
• Tilt
• Movement Tracking
• Red Light / Green Light
• Distance Calculator
• Vibration Detector
• Water Level Detector
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MVP Development: ML/AI Tools 20

• Software library: Tensorflow

• Inspiration: Experiments w/ Google

• Use-Cases
• Image Recognition
• Speech Recognition
• Classification
• Prediction
• Learning Associations
• Regression
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Process: MVP Development 21

• Where: Makerspace

• Prototype Development
• Scratch Drawings
• 3D Model
• 3D Print (Crude)

• MVP Development
• 3D Print Mold Plug (High-Resolution)
• Post-Process
• Create Silicon Mold
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Process: Mass-Production 22

• Where: Alibaba

• Mold/Fabrication Types
• Plastic Injection
• CNC
• Die Casting
• Stamping
• Sheet Metal

• Trustworthy On-the-ground Chinese 
Consultant
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Process: Packaging 23

• Go direct to factory

• Use a stock structural deign

• Make sure system is adaptable
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Patents: Overview 24

• Utility vs. Design Patents

• Process
• Cost: ~$10k (for a simple patent like yours)
• Due diligence:

• Patent Search for Prior Art
• Commercial Viability

• Patent-Pending
• Very Quick
• Simple Application

• Full patent
• ~3 year process
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Misc. Thoughts 25

• Always go direct to China

• Be mindful of CNY. Plan ahead.

• Dual-sourcing

• The factories do not understand 
aesthetic, but they’re great at 
copying. Always send physical 
prototypes and references. Leave 
no room for creativity.

• If you find a good factory, stick 
with it. Long-standing relationships 
will pay out in the end.

• Find local packaging suppliers just 
in case.

• China > America
• The lesser-quality stereotype is 

a myth.
• More responsive
• More efficient
• Better work ethic
• More cost-effective
• More trustworthy

• Do as much of the prototyping 
yourself as possible
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BRAND DEVELOPMENT



Lean Process 27
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Lean Process: Market Research 28

• TAM, SAM, SOM

• Projected Market Growth
• What’s next? By the time you launch, it might 

be too late.
• Emerging Demographics?

• Blue Ocean Strategy

• Competitive Analysis
• Word Document, Google Sheet - Data

• Websites
• Social Media

• Instagram
• Facebook
• Youtube

• Data to Collect
• Target Customer
• Pricepoint
• Brand “Type”
• Positioning

• Develop Brand Matrix

• Retail Channels - Demographic Differentiation
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MID-INCOME HIGH-INCOME

FEMALE

MALE

CALAVERA
COOPERATIVE
CRAFT   CANNABIS

Serviceable 
Market

um i

Brand Matrix Example



Lean Process: Find Target Customer(s) + Develop Personas 29

• Quantitative Data
• Where will you sell this product?
• Who will buy this product from those retailers?— Market 

Demographics
• Age
• Sex
• Location
• Cultural Subtypes

• Qualitative Data
• Interviews w/ Target Customers
• Your own preferences

• Develop Customer Personas Based on Data
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Lean Process: Develop Brand Identities That Reach Personas 30

• Assets / Elements

• Packaging
• Individual
• Shipper

• POS Display

st
ar

tu
p 

w
or

ks
ho

p:
 b

ra
nd

 d
ev

el
op

m
en

t

• Name
• Logo
• Slogan
• 3 Selling Points
• Color Scheme

• Brand Type/Genre
• Launch Video
• Website
• Instagram



Brand Identity Development: Packaging and Displays 31

• Packaging
• People Like Shiny Things
• White, or Light+Bright Colors (Stay 

Away From Black)
• Simplicity. Always.
• Show the product on the packaging
• Slim it down, but go wide if 

possible.
• Make adaptable
• The ritual

• Displays
• Make Adaptable
• Small but unique is always better

• Hand display

• Messaging is lowest-cost, highest-ROI 
marketing tool
• “Half-gram” Example
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Brand Identity Development: People Make Buying Decisions Instinctively 32

• Evolutionary drivers are the most 
important

• Sex
• Color
• Cultural Affiliations
• Size

• Survival
• Islands
• Minimalism
• Transparency
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Brand Identity Development: Multi-level Targeting 33

• Pixar: Parents and Children

• dompen: Buyers, Budtenders, and 
Consumersst
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Brand Identity Development: Embed Shareability 34

• Word-of-mouth is most effective 
marketing avenue. Who, when, where, 
and why do people share?

• Embed Shareability into your product + 
brand
• Example: Green light

• Shock-factor— why people share
• dompen: this is weed but it tastes 

like fruit?
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Brand Identity Development:
Good Artists Copy

35

• Copying is okay. Nothing is 
original.

• Brand by association. 
• “I like this but I don’t 

know why”
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36

• Notice how people react to your product. 
Only pursue it if customers love it.

• T-shirt test

• “Field Trips”
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Brand Identity Development: Observation Techniques



Thank you!


