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lean

“precisely specify value by specific 
product, identify the value stream for each 
product, make value flow without 
interruptions, let the customer pull value 
from the producer, and pursue perfection”

Womack and Jones, Lean Thinking



enterprise

a complex, adaptive system
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agile principles

our highest priority is to satisfy the 
customer through early and continuous 
delivery of valuable software



shareholder value

the directors of a public corporation have 
a fiduciary duty to maximize profits

Jensen and Meckling, Theory of the Firm



shareholder value

“shareholder value is the dumbest idea in 
the world … [it is] a result, not a strategy 
… Your main constituencies are your 
employees, your customers and your 
products” — Jack Welch

http://www.ft.com/cms/s/0/294ff1f2-0f27-11de-ba10-0000779fd2ac.html

http://www.ft.com/cms/s/0/294ff1f2-0f27-11de-ba10-0000779fd2ac.html


SpaceX

“the company was founded in 
2002 by Elon Musk to 
revolutionize space 
transportation and ultimately 
make it possible for people to 
live on other planets.”



His parents, he says, never really 
answered any of the questions they had. 
Go figure it out for yourself, they would 
say. “I got really into the scientific method 
of developing a hypothesis and testing it 
and getting a result and going back to do 
it again.”

http://www.forbes.com/sites/bruceupbin/2012/06/18/wait-did-this-15-year-old-from-maryland-just-change-cancer-treatment/

Jack Andraka

http://www.forbes.com/sites/bruceupbin/2012/06/18/wait-did-this-15-year-old-from-maryland-just-change-cancer-treatment/


lifecycle of innovations



technology adoption lifecycle

Geoffrey Moore, Crossing the Chasm



three horizons

Baghai, M., Coley, S. and White, D., The Alchemy of Growth



enterprise politics
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Intuit horizons and metrics



explore vs exploit



product/market fit

MOST ID
EAS FAIL!



costs

“Even in projects with very uncertain development 
costs, we haven't found that those costs have a 
significant information value for the investment 
decision... The single most important unknown is 
whether the project will be canceled... The next most 
important variable is utilization of the system, 
including how quickly the system rolls out and 
whether some people will use it at all…"

Douglas Hubbard, http://www.cio.com/article/119059/The_IT_Measurement_Inversion

http://www.cio.com/article/119059/The_IT_Measurement_Inversion


optionality

Nassim Taleb, Antifrafile



A startup is a human 
institution designed to create 

new products and services 
under conditions of extreme 

uncertainty 

eric ries, the lean startup, ch. 1



build-measure-learn



learn: create a value hypothesis 

build: gather the necessary data 

measure: how do we test our hypothesis? 

learn-measure-build



business model canvas

The Business Model Canvas

Revenue Streams

Channels

Customer SegmentsValue PropositionsKey ActivitiesKey Partners

Key Resources

Cost Structure

Customer Relationships

Designed by: Date: Version:Designed for:

designed by:  Business Model Foundry AG
The makers of Business Model Generation and Strategyzer

This work is licensed under the Creative Commons Attribution-Share Alike 3.0 Unported License. To view a copy of this license, visit:
http://creativecommons.org/licenses/by-sa/3.0/ or send a letter to Creative Commons, 171 Second Street, Suite 300, San Francisco, California, 94105, USA.

What are the most important costs inherent in our business model? 
Which Key Resources are most expensive? 
Which Key Activities are most expensive?

is your business more
Cost Driven (leanest cost structure, low price value proposition, maximum automation, extensive outsourcing)
Value Driven (focused on value creation, premium value proposition)

sample characteristics
Fixed Costs (salaries, rents, utilities)
Variable costs
Economies of scale
Economies of scope

Through which Channels do our Customer Segments  
want to be reached? 
How are we reaching them now?
How are our Channels integrated? 
Which ones work best?
Which ones are most cost-efficient? 
How are we integrating them with customer routines?

channel phases
1.  Awareness  

How do we raise awareness about our company’s products and services?
2.  Evaluation  

How do we help customers evaluate our organization’s Value Proposition?
3.  Purchase 

How do we allow customers to purchase specific products and services?
4.  Delivery 

How do we deliver a Value Proposition to customers?
5.  After sales  

How do we provide post-purchase customer support?

For what value are our customers really willing to pay?
For what do they currently pay? 
How are they currently paying? 
How would they prefer to pay? 
How much does each Revenue Stream contribute to overall revenues?

For whom are we creating value?
Who are our most important customers?

Mass Market
Niche Market
Segmented
Diversified
Multi-sided Platform

What type of relationship does each of our 
Customer Segments expect us to establish 
and maintain with them?
Which ones have we established? 
How are they integrated with the rest of our 
business model?
How costly are they?

examples
Personal assistance
Dedicated Personal Assistance
Self-Service
Automated Services
Communities
Co-creation

What Key Activities do our Value Propositions require?
Our Distribution Channels?  
Customer Relationships?
Revenue streams?

catergories
Production
Problem Solving
Platform/Network

What Key Resources do our Value Propositions require?
Our Distribution Channels? Customer Relationships?
Revenue Streams?

types of resources
Physical
Intellectual (brand patents, copyrights, data)
Human
Financial

Who are our Key Partners? 
Who are our key suppliers?
Which Key Resources are we acquairing from partners?
Which Key Activities do partners perform?

motivations for partnerships
Optimization and economy 
Reduction of risk and uncertainty
Acquisition of particular resources and activities

What value do we deliver to the customer?
Which one of our customer’s problems are we 
helping to solve? 
What bundles of products and services are we  
offering to each Customer Segment?
Which customer needs are we satisfying?

characteristics
Newness
Performance
Customization
“Getting the Job Done”
Design
Brand/Status
Price
Cost Reduction
Risk Reduction
Accessibility
Convenience/Usability

types
Asset sale
Usage fee
Subscription Fees
Lending/Renting/Leasing
Licensing
Brokerage fees
Advertising

fixed pricing
List Price
Product feature dependent
Customer segment  
dependent
Volume dependent

dynamic pricing
Negotiation (bargaining)
Yield Management
Real-time-Market

strategyzer.com



vanity vs actionable metrics



minimum viable product



learn — measure — build — pivot 

always explore assumptions for new ideas 

your biggest risks: runway, uptake  

growing a validated idea needs a different “lean” 

employ optionality, create artificial scarcity 

conclusion



questions
@jezhumble | jez@getchef.com

http://continuousdelivery.com/
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