Advancing Student Innovation & Impact

2025 COMMUNITY COLLEGE
INNOVATION CHALLENGE

CUSTOMER DISCOVERY BEST PRACTICES



Affiliations Grant Warner

HOWARD
AUNIVERSITY GW

VIRGINIA

SBDC

Founding Member

$.» CONNECTYARD
v COMMUNICATE BETTER

Yeoa

53 Score 3 Angels
*III'

Innovate Egypt - Cairo GIST Senegal - Dakar






- @ . ¢ - - L P . -

———

sxew Tt
v e uqng'_.

]
== mer aevrnaws enen B R










@' TARGET: Identify the Target

Left Vertex: Benefits and Proof. Enter cues and
prompts that remind you to convey the most
compelling benefits the Target will realize (limit
yourself to three). Add triggers to prove the
benefits are realistic and achievable.

o

&

Top Vertex: Pain/Gain and Proof. Enter
cues and prompts that remind you to
articulate and validate this Target's problem,
need, or opportunity.

<

Center of Triangle:
Call to Action. Enter
cues and prompts that
remind you to summarize
your case and urge the

Target fo act.

Message Triangle

Right Vertex: Solution and Proof. Enter cues and
prompts that remind you to relate the solution
you're advocating. Add triggers to substantiate
the solution’s viability.




POLL:WHAT IS MOST COMMON CAUSE OF FAILURE FOR
STARTUPS!?

|. Spending Money Too Fast
2. Building a Product Nobody Cares About
3. Not Having the Right Team



Hiring Poorly
Score: 153
18% of Tot.

Building something 3
Lack of Focus
nobody wants ("

Score: 300 4

Fail to execute 4

Sales & Marketing

"5
First Hits
www. 100FirstHits.com

8. Spending Too : 5. Not Having The Right .
Much Money 18 (2.1%) Gh~Fnun:grs % 86 (7.9%)
9. Failing To Ask 12 (1 49;) 6. Chasing Investors, "
For Help Not Customers 45 (5.4%)
10. lgnoring Social § (0, 7%) 7. Not Making Sure You

Media Have Enough Money 28 (3.3%)



DO COMPANIES BUILD
THINGS THAT NOBODY
WANTS?




DO COMPANIES BUILD
THINGS THAT NOBODY
WANTYS!?




The Segway




The Segway

r

Steve Jobs said that the invention
would be “as significant as the
personal computer.” Jeff Bezos
said it was “revolutionary.”

ol

Source: History of Dean Kamen's Segway: The mysterious invention was going to change the world, and | helped kill it. (slate.com)



https://slate.com/human-interest/2021/08/dean-kamen-viral-mystery-invention-2001.html

Segway raised over $100MM USD in 2001.

Used funds to focus on execution.

Thought everyone would want a Segway

Projections: 6,000 Segways per week.




Segway raised over $100MM USD in 2001.

Used funds to focus on execution.

Thought everyone would want a Segway
Projections: 6,000 Segways per week.

After 2 years they sold 6,000 TOTAL Segways.




Tyson’'s Law






“Killer” Application: City Tours
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Why Customer Discovery?

The company had expected that any softness in consumer sales would be made up for by
corporate and institutional partnerships, with organizations like Disney and the U.S. Postal
Service. But that never panned out. Even the police department in Segway’s hometown,
Manchester, ordered only four, and didn’t use them much. They were fine for parking

enforcement, the department told a reporter, but mountain bikes were cheaper and lighter,
and they never ran out of juice.




Why Customer Discovery?

When | returned the Segway, | told the guy at the rental place how I'd learned about all the
incredible inspiration and innovation and work and skill that had gone into the Seqway, all to
make something that cost 10 times as much as a scooter and required a lesson from an expert
to ride. He said something | cannot stop thinking about. “Yeah,” he said, “a bunch of really
smart people got together, but you needed one dumb person in the room to keep things on the
level”



Why Customer Discovery?

When | returned the Segway, | told the guy at the rental place how I'd learned about all the
incredible inspiration and innovation and work and skill that had gone into the Seqway, all to
make something that cost 10 times as much as a scooter and required a lesson from an expert
to ride. He said something | cannot stop thinking about. “Yeah,” he said, “a bunch of really
smart people got together, but you needed one dumb person in the room to keep things on the

level” |

Innovation Coach
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SEGWAY WAS A GOOD INVENTION, STARTUP MISTAKES
MORE THAN A GREAT INNOVATION.
#1 HlnngFunrly '
1a%ofTut - #
3

They did not understand the T T
bod t
needs of the customer. tdnhf i

Lack of Focus

Score: 300

Score: 98
12% of Tot.

Fail to execute
Sales & Marketing

Don’t be a ““Segway”’

First Hits
www. 100FirstHits.com

)
I 8. Spending Too 5. Mot Having The Right

Much Money 18(2.1%) Co-Founders 66 (7.9%)
9. Failing To Ask 49 (1,4%) 6. Chasing Investors, i
For Help Not Custormers 45 (5.4%)
L 10.Ignoring Social § (0,7%] 7. Not Making Sure You

Media Have Enough Money 28 (3.3%)



INVENTORS: TRY TO UNDERSTAND THE
TECHNOLOGY
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INNOVATORS TRY TO UNDERSTAND THE PEOPLE
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POLL: HOW WOULD YOU IDENTIFY?

|. Inventor

2. |lnnovator

3. Other
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We are all innovators
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BIG IDEAS FOR INNOVATION

Startups are not small companies

Get out of the Building — Customer Discovery
Minimum Viable Product (MVP)



Customer Discovery
Process Steps

Problem Proposition




EVIDENCE-BASED
INNOVATION



Customer Discovery

Process Steps




DRIVEN BY MANY ASSUMPTIONS:

" Who we are intending to help

" What this person is trying achieve

" The problem they are having accomplishing this job
" How this problem might be addressed

= The value that might be accrued



./‘ TARGET: Identify the Target - . £ Top Vertex: Pain/Gain and Proof. Enter
O 9 cues and prompts that remind you to

articulate and validate this Target's problem,
need, or opportunity.

<

Center of Triangle:
Call to Action. Enter
cues and prompts that
remind you to summarize

Right Vertex: Solution and Proof. Enter cues and
prompts that remind you to relate the solution
you're advocating. Add triggers to substantiate
the solution’s viability.

your case and urge the
Target to act.

Left Vertex: Benefits and Proof. Entfer cues and
prompts that remind you to convey the most
compelling benefits the Target will realize (limit
yourself to three). Add triggers to prove the
benefits are realistic and achievable.




/ TARGET: Identify the Target - . £ Top Vertex: Pain/Gain and Proof. Enter
O g cues and prompts that remind you to

articulate and validate this Target's problem,
need, or opportunity.

<

Center of Triangle:
Call to Action. Enter
cues and prompts that
remind you to summarize

Right Vertex: Solution and Proof. Enter cues and
prompts that remind you to relate the solution
you're advocating. Add triggers to substantiate
the solution’s viability.

your case and urge the
Target to act.

Left Vertex: Benefits and Proof. Entfer cues and
prompts that remind you to convey the most
compelling benefits the Target will realize (limit
yourself to three). Add triggers to prove the
benefits are realistic and achievable.

OF YOURS
OF THEIRS



Your Goal: BUILD » MEASURE » LEARN

Turn guesses into facts

Establish Learning
[I/i:1y | Goals & Questions

TO MARKET
Minimize Time
Through the
Feedback Loop

Assess - Interview Customers




Your Goal: BUILD » MEASURE » LEARN

Talk to people and ask
them questions

Establish Learning
[I/i:1y | Goals & Questions

TO MARKET
Minimize Time
Through the
Feedback Loop

Assess - Interview Customers




It's
Rocket

Science



GET OUT OF THE BUILDING

ICALLY ORVIRTUALLY)



POLL: HOW WOULD MANY INTERVIEWS SHOULD YOU
COMPLETE BEFORE THE BOOTCAMP?



YOUR HW

Complete 5 interviews
prior to the Bootcamp

Log your interviews




GOOTB: CUSTOMER INTERVIEW STEPS

Pre-plan the interview
Conduct the interview

Process the interview



IDENTIFY THE CUSTOMER PRE-PLANNING THE
& LEARNING GOALS I NTE RVI EW




PRE-PLANNING: ®

IDENTIEYING I n

CONTACTS

WHO IS YOUR KEY CUSTOMER!?




CUSTOMER TYPES

= End User: Day to day users of the product/service

= Decision Maker: Makes the final decision to purchase




OTHER TYPES

= Subject Matter Experts: Persons with knowledge of the vertical who can be used

for referrals and/or hypothesis development but NOT validation




HOW DO WE FIND THEM?
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results become available.
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winning platform that tailors to you
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Once you have found them
vyou need a “cold-call”
script



Invite Simone B. to connedi

Build a quality network by connecting on/\RNVIGRElJsl [RY N GlVA
Message (optional)

Ex: We know each other from...

300/
® PREMIUM

Don’t know Simone B.? Send an InMail with Premium to introduce yourself. More
people reply to an InMail than a connection request.

Try Free for 1 Month




PRE-PLANNING: COLD-CALL SCRIPT

"Who you are!
"What are you looking for?
"Why are you contacting the person?

"How much time do you need!?



PRE-PLANNING: COLD-CALL SCRIPT

"Who you are!
"What are you looking for?
"Why are you contacting the person?

"How much time do you need!?



SAMPLE: COLD CALL SCRIPT

= Hello. My name is [Your Name], | am a student working on an
NSF project exploring [the problem area you are interested in].
| am hoping to gain insight into decisions about [specific process
your investigating]. As an expert in this area, | hope that you
could speak with me for|0 minutes.



KEY POINTERS — DEVELOP YOUR INTRODUCTORY SCRIPT

* Who/ What/ Why/ How
= Be clear that you are not selling
= Flatter your target

= Ask for minimal amount of time



Once they agree to speak
to you, you need interview
goals



DO YOUR CUSTOMERS HAVE
THE PROBLEM YOU THINK THEY
HAVE?

KEY EARLY STAGE
LEARNING GOALS WHERE DOES THAT PROBLEM

FIT IN THEIR PRIORITIES?

ARE YOU TALKING TO THE
RIGHT PEOPLE!?




Then create a conversation
to help you
validate/invalidate the
hypotheses/goals



GET STORIES

| /= Walk me through the
. process of...

: / » Can you explain how...

/:j = When would....

OPEN ENDED QUESTIONS PROMPT
DISCUSSION



Your customers can
easily reach you
when they

L .

need you r

4) Customer
sends great
feedback

L6 6 8 & ¢

The app
notifies your
customer that
the job is complete

)
3) You complete | I

The app captures
key details:
photo, GPS,

1) Customer notes, etc
submits request l

2) You open :
the request X |
with the app —

NEW CASE

the job

The app gives
‘ you directions
to the jobsite

UNDERSTAND
THE CUSTOMER
JOB

HOW DO THEY SOLVE
THE PROBLEMYOU ARE
SOLVING TODAY?

WHAT ISTHE PAIN WITH
THAT SOLUTION?

ARE THEY ACTIVELY
LOOKING FOR NEW
SOLUTIONS?




ASK WHY -
REPEATEDLY

" WHY?
= WHY?
= WHY?
= WHY?
= WHY?






WHAT IS THE BIGGEST ISSUE YOU
FACEWHEN DEALING WITH
PROCESS/ACTIVITY Y’?




WHAT IS THE BIGGEST ISSUE YOU
FACEWHEN DEALING WITH
PROCESS/ACTIVITY Y’?




Would you buy a product that did *X"?




Would you buy a product that did *X"?




What are the implications of not solving
the problem!?




What are the implications of not solving
the problem!?

2=




How are you dealing with this today?




How are you dealing with this today?




What solutions have you tried!?




What solutions have you tried!?




What would your dream product do!




What would your dream product do!

(customer jobs)

3




What would your dream product do!

(customer feature request)




Would you pay “X” for a solution that
did “Y™?




Would you pay “X” for a solution that
did “Y™?




Where does the money come from to
deal with the issue!




Where does the money come from to
deal with the issue!




What do you think about this solution!?













CONDUCTING THE INTERVIEW

Ask them to tell a story about their jobs/responsibilities

Ask open-ended questions

Drill Down on their pain points — ask why, repeatedly

Listen more | Talk Less

DO NOT Talk about your product

Take notes



What else should | have asked about!?

CO N DUCTI NG Who else should | talk to?

Can | follow up with you later?

THE INTERVIEW  Thank them again

(CLOSING THE INTERVIEW)

LOGYOUR NOTES/INSIGHTS




rocessinaoata- | PROCESS THE INTERVIEW




REMEMBER:YOUR ARE SIFTING FOR GOLD

E‘ THINK ABOUT HOW RESPONSES ARE IMPACTING YOUR LEARNING GOALS

IT IS NOT ABOUT THE QUESTIONS; IT ISABOUT THE ANSWERS
o

N T T
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ANALYZEYOUR DATA

What did you hear that you never heard before?
What learning goals/assumptions did they disprove?

What new people did they tell you about that you were unaware of?

What will you revise change!?

New Learning Goals/Assumptions!?



CUSTOMER DISCOVERY DO’S

DO

Know your objective before you go
Listen more, Talk less

Ask Open-ended Questions

Ask for referrals

Log your results honestly

Listen more, Talk less



CUSTOMER DISCOVERY DON’TS

DON’T

Sell, pitch, sell, pitch

-you got it?-

Talk About Your Technology

Ask them what they Want

take feature requests



It's
Rocket

Science



Startup’s #1 job is?




Startup’s #1 job is?



Why Must Startups do Customer Discovery?




Why Must Startups do Customer Discovery?



QUESTIONS?
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