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Obligatory Literature
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» A.Osterwalder, Y. Pigneur et al. Value Proposition Design. Wiley.

» [BlankDorf] Steve Blank, Bob Dorf, Nils Hogsdal, Daniel Bartel. Das Handbuch fiir
Startups - die deutsche Ausgabe von 'The Startup Owner's Manual'. Deutsche
Ubersetzung von Kathrin Lichtenberg. 2015. O'Reilly.

= http://www.daniel-bartel.de/das-handbuch-fuumlr-startups.html
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The history of the “Lean Startup” movement is
intertwined to several books:

« 2008 Blank/Dorf

« 2011 “Lean Startus” Eric Ries O'Reilly
« 2012 “Running Lean” Ash Maurya

« 2013 “Lean Analytics” B. Yoskowitz
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15.1. Measuring Feedback from Customers in the
Domain



The Problem of How to Talk to your Customer
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Your

Usually, the employees of a company are not domain experts
Getting domain knowledge takes long
Knowing people or business angels from the application domain is important

Application
Domain

Technology
Domain
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Your
Customer



Customer Feedback Opportunities
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» Technology User Groups such as the Java User Group Saxony www.jug-saxony.de

» Domain-specific Fairs are a good place to meet domain experts in the application
domain

> Friends that work in the domain
» Cold Calls to people working in the domain

» Customer interviews with potential customers in the domain (market studyi,...)

Application

Technology b {
omain

Domain
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Company-Specific Events as Channels
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» User Conferences with product-specific talks
= Exhibit or give atalk at a potential OEM's conference
= Example: Camline Forum

= https://www.camline.com/fileadmin/User-Files/News-Events/Events/
2018/camLine-forum-2018.pdf

» User Days: allow for questions and discussions with customers. Examples:
= Camline Cornerstone User Group Meeting:

= Camline LineWorks User Group Meeting:
https://www.camline.com/de/camline/veranstaltungen.html

> At the beer: customers are honest



Protocols of Customer Contacts in Customer
Relationship Managment (CRM)
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In Customer Relationship Managment (CRM), it is difficult to keep all information about a customer
integrated and consistent.

= Raw datacomes inin different formats (audio, handwriting, etc)

= Databases are not enough, because usually, raw data is replicated, overlapping,
inconsistent, fast evolving

»  Tip: use a simple format, such as markdown, everywhere, because raw texts can easily be produced, even

from OCR or audio, modified and are long-lasting
= Use aversion management system (git) for evolving the text data
= Use template languages to generate documents from text data

interviews
a_ calls
)G
Images o
Consolidation Customer
database
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15.2 Channel Analysis

How does your product arrive at the customer?



Channel Flipbook Canvas [LeanAnalytics]
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» Putan entry first into the “Product Type” or “Service Type” field, then think about
acquisition, selling, revenue, and delivery

» Subcanvas of BMC for filling Channel and RevenueStream

Acquisition Selling tactic Revenue model Delivery
Channel . Model
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Example: Channel Flipbook Canvas [LeanAnalytics]
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Example: selling InPen intelligent pens via Ebay auction or Amazon mediator

Acquisition
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Selling tactic

Revenue model

Delivery
Model
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Using the Channels of an Ecosystem
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» Software ecosystems are ecosystems of plugins and their suppliers
» all supplies sell via the platform and its customers

» ->very good changes to sell world-wide!

» Examples: Atlassian, SAP, Appstores, etc.
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15.3 Keeping the Customer with Blank’s Double-
Funnel

How do you bind the customer for hot
acquisition? (Stammkunde)

12



Blank/Dorf Double Funnel F
Blank's Double Funnel
'N
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» Cold customer aquisition is 10 times more \

Awareness

difficult than customer binding \ Interest (Aquise)

Customer relationship management
Customer feedback programs
Blogs, twitter, facebook, emails
Loyality programs (birthdays...)
Competitions

Software as a Business, © Prof. Uwe ABmann
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\ Consideration /

Purchase
(Activate)

Rabatt-Programs

Bind

Up-selling T~Product updates

/ Next-selling /
Customer bonus programs /

N Cross-selling

Referral ‘



Customer Double Funnel Canvas (Startup Funnel

Board
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Preparing Warm Acquisition with the Contract Renewal
Canvas

15 Software as a Business https://www.renewalcanvas.com/the-canvas/

IContract Renewal Canvas

Relevance of the o Key decision makers “ Value Proposition to 5 | Our renewal objectives E Action plan =
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Contract Renewal Canvas by The Service Value Company is licensed under a Creative @ @@@
@ Commons Attribution- ! like 4.0 License. s
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End of Part I:
15.5. The Evolving Cactus of the Nested BMC
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Q1: The Evolving BMC-VPC Canvas Cactus (extended)
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» Growing a tree with side edges (link tree - cactus) out of a first version

» o«

champion”

= Assess with red-yellow-green; choose a current “greenest
» Every step tests hypotheses about the customer
» Not too many canvases are kept active (small dashboard)




BMC-VPC Refinement is Customer Modeling
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» The BMC-VPC cactus evolves during customer modeling




Q2: The Dependency Structure of Canvases (the Nested
BMC)
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» How would you maintain an evolving cactus for all these canvases?

Customer Double

Funnel Canvas
Solution MC
Selling™ / Channel

Canvas Flipbook Canvas

[9)
2

SPIN™ Canvas

NABC

Customer Journey

Business, €

Canvas (CJC)

- Pain-Gain
Pain Portfollo Banana

E Customer
5 JTBD Canvas| | Empathy Map
Deep Pain Canvas | | pae : Customer
A p Gain Canvas
Pain Killer Canvas | p_. " Creator Canvas BMCY




The End
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> Explain how you use the Channel Flipbook Canvas, the Customer Empathy Map and the
Customer Double-Funnel Canvas for a Channel Analysis.

»  Why is markdown a good format for CRM?



