
CUSTOMER DISCOVERY BEST PRACTICES
CCIC





HOUSEKEEPING
PLEASE USE THE CHAT BOXTO ENTERYOUR QUESTIONS.







PITCH SHOWS HOW YOUR PRODUCT 
SOLVES THEIR PROBLEM



Message Triangle



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

1. Spending Money Too Fast

2. Building a Product Nobody Cares About

3. Not Having the Right Team





DO COMPANIES BUILD 
THINGS THAT NOBODY 
WANTS?



DO COMPANIES BUILD 
THINGS THAT NOBODY 
WANTS?



The Segway



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

The Segway

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



Tyson’s Law



“Killer” Application: City Tours



Why Customer Discovery?



Why Customer Discovery?



Innovation Coach

Why Customer Discovery?



Critique was about
product…not technology

Bird scooters leverage Segway 
IP



SEGWAY WAS A GOOD INVENTION, 
MORE THAN A GREAT INNOVATION.

 They did not understand the 
needs of the customer. 

Don’t be a “Segway”



INVENTORS: TRY TO UNDERSTAND THE 
TECHNOLOGY



INNOVATORS: TRY TO UNDERSTAND THE PEOPLE



POLL: HOW WOULD YOU IDENTIFY?

1. Inventor

2. Innovator

3. Other





We are all innovators



BIG IDEAS FOR INNOVATION

Startups are not small companies

Get out of the Building – Customer Discovery

Minimum Viable Product (MVP)



Customer Discovery
Process Steps

PropositionProblemPeople



EVIDENCE-BASED
INNOVATION



Customer Discovery
Process Steps

PropositionProblemPeople

Identify the 
Customer

Understand
the need

Design Value 
Proposition



DRIVEN BY MANY ASSUMPTIONS:

 Who we are intending to help [identify customer]

 What this person is trying achieve [the need]

 The problem they are having accomplishing this job [pains/gains]

 How this problem might be addressed [competition/status quo]

 The value that might be accrued [value propositions]





HOW A PRODUCT OF YOURS 
WILL SOLVE A PROBLEM OF THEIRS



Establish Learning 
Goals & Questions

Interview CustomersAssess

Your Goal:
Turn guesses into facts



Establish Learning 
Goals & Questions

Interview CustomersAssess

Your Goal:
Talk to people and ask 
them questions





GET OUT OF THE BUILDING
(PHYSICALLY OR VIRTUALLY)



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

 1

 3

 5



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



PRE-PLANNING THE 
INTERVIEW

IDENTIFY THE CUSTOMER 
& LEARNING GOALS



PRE-PLANNING: 
IDENTIFYING 
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

 Economic Buyer:  Issues the PO or signs the check

 Influencer:    Can sway the decision 

 Recommender:   Tasked to recommend solutions

 Saboteur:    Loses out if the solution is adopted



OTHER TYPES

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

for referrals and/or hypothesis development but NOT validation

 Beneficiaries: Person who benefits from your innovation but does not have 

influence on the adoption process

 Champion: Person with high influence within an organization



HOW DO WE FIND THEM?



Job Title of your target







Market Segment
Alumni Network









Once you have found them 
you need a “cold-call” 

script





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], I am a student working on an 
NSF project exploring [the problem area you are interested in].  
I am hoping to gain insight into decisions about [specific process 
your investigating].  As an expert in this area, I hope that you 
could speak with me for10 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?

WHERE DOES THAT PROBLEM 
FIT IN THEIR PRIORITIES?

ARE YOU TALKING TO THE 
RIGHT PEOPLE?

KEY EARLY STAGE 
LEARNING GOALS



Then create a conversation 
to help you 

validate/invalidate the 
hypotheses/goals



GET STORIES

 When was the last time 
you….

 Walk me through the 
process of…

 Can you explain how…

 When would….

OPEN ENDED QUESTIONS PROMPT 
DISCUSSION



UNDERSTAND 
THE CUSTOMER 
JOB

HOW DO THEY SOLVE 
THE PROBLEM YOU ARE 
SOLVING TODAY?

WHAT IS THE PAIN WITH 
THAT SOLUTION?

ARE THEY ACTIVELY 
LOOKING FOR NEW 
SOLUTIONS?



ASK WHY - 
REPEATEDLY

WHY?

WHY?

WHY?

WHY?

WHY?



GOOD 
QUESTION

BAD QUESTION



WHAT IS THE BIGGEST ISSUE YOU 
FACE WHEN DEALING WITH 

PROCESS/ACTIVITY ‘Y’?



WHAT IS THE BIGGEST ISSUE YOU 
FACE WHEN 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?



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)



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?



What do you think about this solution?



What do you think about this solution?



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



CONDUCTING 
THE INTERVIEW
(CLOSING THE INTERVIEW)

What else should I have asked about?

Who else should I talk to?

Can I follow up with you later?

Thank them again

LOG YOUR NOTES/INSIGHTS



PROCESS THE INTERVIEWPROCESSING DATA



THINK ABOUT HOW RESPONSES ARE IMPACTING YOUR LEARNING GOALS

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

REMEMBER: YOUR ARE SIFTING FOR GOLD



ANALYZE YOUR 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





Startup’s #1 job is?



CUSTOMER 
DISCOVERY

Startup’s #1 job is?



Why Must Startups do Customer Discovery?



TO BUILD SOMETHING PEOPLE 
CARE ABOUT

Why Must Startups do Customer Discovery?



QUESTIONS?
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