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1. BUSINESS MODEL DESIGN

1.1. Value proposition canvas

This template is explained in detail in section 3.2 Value Proposition. It is important 
to start with the circle to get to know the customer first and then review the value 
proposition offered to each customer segment.

Source: Own elaboration based on The Value Proposition, Alex Osterwalder

1.2. Business model canvas

This template is explained in detail in section 3.3 Business Model Canvas. It is more 
intuitive and practical to start filling in the canvas according to the order detailed in 
section 3.3:

1. Customer segments
2. Value proposition or added value
3. Channels
4. Customer relations
5. Revenues and profits
6. Key resources
7. Key activities
8. Key partnerships and alliances
9. Cost structure
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Fuente: Business Model Generation, Alex Osterwalder

IMPORTANT: This canvas is not static; it evolves as the hypotheses defined are tested 
and validated.

2. CUSTOMER DISCOVERY

2.1. Customer Persona
 
 “Persona” profiles or archetypes allow for a deeper understanding of who the star-
tup’s customer is. The startup should ask itself the following questions and try to 
obtain as much information as possible:

• Who is our customer?
• What are they like?
• How do they behave?
• What are they willing to achieve?



Source: Own elaboration based on Osterwalder’s The Value Proposition 

2.2. Empathy map

It is common to use the archetype or persona to define hypotheses about the client. 
Once these hypotheses have been validated through interviews, it is very useful to 
fill in the empathy map. This template allows the startup to get under the skin of its 
customer and not miss any details about them. 

Clients often say things that they then fail to do or do not do, either because they lie 
when asked or without being aware they do so. Observation is therefore key when 
filling in the empathy map. 

Source: Osterwalder’s The Value Proposition
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2.3. Minimum Viable Product

The key is to build something so that the customer can experiment with the star-
tup’s product/service and get feedback to help you arrive at the final solution. It is 
about developing a tangible model from the ideas generated by the startup once 
they have been filtered according to the available resources and competences. 

Here, a solution is designed and created in a tangible way. The idea is not to present 
the project idea orally, but with a digital or physical artefact, depending on the type 
of proposal being formulated. Prototyping helps to think like creators and to com-
municate better with the client or user. 

It is also a cheaper method of optimising a product or process through progressive 
approximations to a satisfactory solution by means of a trial-and-error procedure. 

What are prototypes used for? 

• To generate and test solutions.
• To communicate. If a picture is worth a thousand words, a prototype is worth a 

thousand pictures. 
• To be able to dialogue with customers about the solution, needs, disadvantages, 

etc. 
• To make mistakes quickly and cheaply. 
• To analyse and choose among the different generated solutions. 

At this stage, the important thing is to start building and constructing something 
that can provide the information you are looking for. In design thinking. 

“You build to think, you don’t think to build”

A prototype can be a mock-up, a landing page, a role-play activity, a storyboard, 
drawings of the screens of an application or even a drawing on a napkin.

3. LEAN STARTUP CYCLE

3.1. Experiment sheet

This sheet needs to be completed for each of the experiments conducted to validate 
the hypotheses during the design of the experiment (Lean Startup Phase 3 mentio-
ned in section 3.1.2 Iterative Process)



Experiment: Date: Responsible:
Hipothesis I think that…

Test To verify it, we will do….

Metrics We will measure…

Pass / Fail
Criteria

We will be right if….

Source: Own elaboration based on Lean Startup, Eric Ries

3.2. Learning sheet 
 
Once the experiment has been carried out, it is time to analyse the results. It is about 
writing down what has been observed, learnt and the next steps (Lean Startup Pha-
se 5).
 

Test: Date: Responsible:
Hipothesis We thought that….

Test We have observed….

Insights Of what we have learnt…..

Decisions and 
actions

So the next steps will be…

Source: Own elaboration based on Lean Startup, Eric Ries



4. CUSTOMER VALIDATION

4.1. Communication tool: Pitch

Getting feedback is essential to detect which parts of the solution are not unders-
tood and to find out which functionalities need to be developed in more detail. One 
of the steps to obtain this feedback is to share with others a pitch that should ad-
dress the following 5 topics: 

1. The reason for the solution or experiment: the aim is to put the listener in con-
text and so they can understand how the idea came about. It allows to clarify and 
visualise both the problem and the situation. 

2. What you offer: It describes the product or service, who it is aimed at and how 
the consumer’s problem is solved 

3. What makes your solution unique: the features that make the startup’s solution 
unique and provide value to the consumer. Unique qualities do not only refer to 
functional characteristics but can be a differentiation from the competition or 
even the fact of covering a need that was not covered before. 

4. How your customers/end-users benefit from your solution: what is the benefit 
to the consumer and how are needs met? 

5. How this solution will improve their quality of life and that of their ecosystem: 
the pitch is concluded with the benefits that are not visible at first glance but 
take place in the long term. The solution may not only benefit the end consumer 
but also other stakeholders. 

To help with the presentation of the pitch, it is advisable to have a communication 
sheet of the idea. This will allow the startup to have all the information at a glance 
and from there, the startup will be able to adapt the pitch according to the time 
available and the context. 

In short, it is about starting with the problem and presenting your solution, solving 
it throughout the Pitch. It is advisable to start with key elements of the problem that 
will quickly attract the viewer’s attention.

4.2. Business funnel metrics

The sales funnel allows you to monitor whether the startup is getting closer to vali-
dating your business model or not with real data. This is a basic funnel, but it can be 
modified if necessary, depending on the product and industry.

 



Metrics Period of time (there are 12 months, but it could be adapted 
to what you need)

a) Leads (potential 
customers interes-
ted))

b) Customers 
achieved

c) % Conversion (b/a)

d) Income

e) Average ticket 
(d/b)

f) Cost of adquisition

g) % Renewed 
customers


