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Startup ≠ new business

“A startup is a temporary organization 

used to search for a repeatable and 

scalable business model” 

Steve Blank, Stanford University
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What is a startup?

Startup = Innovation 

High potential & High reward

Innovation = Risk

High uncertainty & High risk
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#1 Reason for failure
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The startup journey

o Every startup has to run its own journey

o From an idea to a viable business

o But the path & the steps are similar

o You have to know them & conquer them

Where can this journey take you? Let’s find out.
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The roadmap

Ideation Concepting

Screen 
/Learn/

Adjust

Launch Scale Up

Idea, Team, Vision, 

Targets, Market, 

Problem/Solution 

Fit

Business Model 

Canvas, SWOT

Assumptions 

Testing, 

Prototyping, 

Business Model 

Reviews, Pivoting

Validated 

Assumptions, 

Product/Market 

Fit, Commercial 

Launch

Recurring Sales, 

Business Plan, 

Expansion, 

Funding
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Ideation

Idea, Team, Vision, Targets, Market, Problem/Solution 

Fit
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Market analysis

Problem Competition Market



p. 9Final Conference

Products as Solutions to Problems

Define the problem you are solving

Define the intensity of the problem & try to

find relevant data:

o Describe the situation faced by a 

potential customer 

o Try to find relevant statistics
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Competition

Identify your competitors & learn from them

Competitor is anyone who solves the same problem

A benchmarking chart could be very helpful

→ Too much or no competition could be a problem!
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Beachhead Market

All potential target groups are judged based on 6 criteria:

1. Buy power

2. Accessibility

3. Problem severity

4. Reachability 

5. Competition 

6. Expansion in new markets

We should always start from the target group that fulfils the 

most criteria
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Concepting

Business Model Canvas, SWOT
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Business model Canvas
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Screen / Learn / Adjust

Assumptions Testing, Prototyping, Business Model 

Reviews, Pivoting
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Assumptions validation

Initially, our concept of a business model is 

nothing but a set of untested hypotheses. 

We need to:

1. identify & map our assumptions

2. design experiments to test those assumptions

3. run the experiments with our customers
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Assumptions mapping

Define assumptions about:
o desirability

o feasibility 

o viability 

Evaluate each assumption 

in relation to: 
o uncertainty 

o impact

Start 
here
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Experiment design

Pick riskiest assumption

Brainstorm tests

Define testable hypothesis

Set a SMART* goal 

Run the test & review results

* Specific, Measurable, Achievable, Realistic, 

Timeboxed
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Experiment types

Features sorting cards Picnic in the graveyard

Customer interview

Smoke test

Generative session
Single-feature MVP

Physical prototype

Wireframe & mockup

Explainer videos
Comprehension test

Imposter Judo Crowdfunding

Pre-sales

ConciergeLetter of intent
Ad campaign

A/B testing
Wizard of Oz
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Failure is an option

Fail fast and cheap. Fail often. 
Fail in a way that doesn’t kill you.
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Let’s put it to the test

Idea: Let’s build a marketplace for people to 
rent their staff to others

#circulareconomy #sharingeconomy
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What we perceive as a problem

Young people do not have the financial capacity 

to buy the staff they need 

in order to live out the experiences they want

We know however that some people have staff in storage because 

they don’t use the anymore, so maybe they are willing to rent them 

out
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Are there others doing that?

Brand Founded Location Employees Traffic Funding Offering

FatLlama 2016 London 1->10 204K Total 13M Rent equipment

Rent mojo 2014 India 501->1000 242K/m 47.1M Rent house equipment and electronics

Rent On Go 2012 India 1->10 187/m 15M(2017) Rent vihecles bikes(Shut down)

Peerby 2012 Amsterdam 11->50 130 K total 4.7 M Rent equipment

Spinlister 2011 New York 10->50 50K/m 2.3M Rent Bikes, Surf, Ski

Rent4me 2016 New Jersey 1->10 432/m Rent (Vehicle, dress, camp, electronics)

Rnters 2016 Portogal 1->10 4K/m Rent (Electronics, bicycle, camping)

Ruckify 2017 Canada 1->10 37K/m Rent everything

Rentitems 2017 Boston,USA 1->10 0 product

YoRent 2017 India 101->500 Build rent online platform

Quupe 2016 Canada 1->10 Rent equipment

Rentything 2012 Canada 1->10 7 product (dress, computer)



p. 23Final Conference

Do we have access?

We are students, so we have access to student groups, 

friends and others that definitely don’t have a lot of 

money

We also know from experience that everyone have staff they don’t 

use anymore, or don’t use all the time.
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Let’s build a first BMC
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Riskiest Assumptions

o People are willing to rent items FROM 

strangers ( Item Seekers exist )

o People are willing to rent their belongings 

TO strangers ( Item owners exist )
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Let’s ask people
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Let’s build a Facebook page
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So far:

o 771 people liked and followed

o 13 products available

o 4 rent outs 

o 0€ cost
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Thank you!

Any questions ?

You can find us at

https://ideasforward.com

https://ideasforward.com

