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The Proem Lab

Find Problems Worth Solving




INTRODUCTION

A majority of startups built fail

9 out of 10



The number one reason startups
il is they build something nobody
wants.

Qe



dset shift:

n first to Problem first

ild it to Should we build it
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The Innovator's Blueprint:
The Lean Canvas



What is a Lean Canvas

A lean canvas is a one-page business plan that helps you
break down your product or business model, question and test
your assumptions, and determine it your idea actually has legs.



PROBLEM SOLUTION UNIQUE VALUE UNFAIR CUSTOMER
PROPOSITION ADVANTAGE SEGMENTS
KEY METRICS CHANNELS
EXISTING HIGH LEVEL EARLY ADOPTERS
ALTERNATIVES CONCEPT
COST STRUCTURE REVENUE STREAMS




l.Problem: What are the top problems your customer taces? What are the
Existing Alternatives they use today to solve it? (This is crucial!)

2.Customer Segments: Who are these customers? Be specific. Who are
the Early Adopters—the people who teel this pain most acutely?

3.Unique Value Proposition (UVP): Why you are ditferent and worth their
attention. A single, clear, compelling message.

4.Solution: What are the top 3 teatures ot your product that solve the
problems? Keep this minimal for now.



5. Channels: How will you reach your customers?
6. Revenue Streams: How will you make money?
/. Cost Structure: What are your fixed and variable costs?

8. Key Metrics: How will you measure success? What is the one metric that
matters right now?

9. Unfair Advantage: What do you have that can't be easily copied or
bought? It's okay if this is blank for now.



The Customer's World:
The Mindset for Discovery




Jobs-to-be-Done



People don't buy products; they hire' them to make
progress in their lives.

As a means to an end. They have a job they are trying to
get done, and they are looking for the best solution to hire
for that job.



Customers are results or outcome driven. Your task as
an innovator is to look tfor a job they are trying to get
done (jobs-to-be-done) and study how they are getting
it done (existing alternatives) to identity any struggles
they tace.

Obstacles = Opportunities
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There are tour key forces:
|.Push of the Current Situation: What is wrong with their world today?
What are the pains and frustrations making them look for something
new? (e.g., My current way of tracking chores is a constant argument.”)
2.Pull of a New Solution: What is the appeal of a new way? What is the
desired outcome they're hoping for? (e.g., "| dream of a system where
my kids are selt-motivated.")

3. Anxiety: What are the fears and uncertainties about a new solution”
(e.g., 'What it this new app is too complicated to set up?")

4.Habit/Inertia: What is holding them back in their current solution, even
it it's painful? (e.g., "Giving cash is just what we've always done; it's
easy, even if it's tflawed.")



ch when the PUSH and PULL are
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Problem Interviews:

Problem interviews are the backdoor to problems' because you never
ask about the problem directly. You get the customer to tell you a story,
and the problems reveal themselves in the struggles and workarounds they

describe.

The Mindset: You are a journalist, not a salesperson. Be curious. Your

goal is to learn, not to validate. Your solution is not invited to this

conversation.
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Thank You



