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Nothing is as important for any founder/entrepreneur as seeing a solution you
conceptualized, designed, and brought to reality, embraced by the audience you
created it for. It is the first stage of success in the life of any startup. Whatever you
hope to achieve with your product, whether sign-ups, daily active users, shoppers,
etc., you cannot claim to have built a successful product until you're getting so
much money and traffic you do not have time to build anything new. When this
happens, then you can celebrate.

You are not simply celebrating because you built a product. You celebrate because
you identified a group, targeted a problem they faced and built a solution. They
found your solution valuable, much so that a growing audience of loyal customers
are signing up daily to use the product.

The process of getting your product to market should be tailored as much as
possible to fit into the problem you're trying to solve. We call it "user-defined
problem-solving." From conceptualization to design to the final output, it has
become a standard practice to have your team of designers, product managers,
and developers constantly experimenting to see how the product can better serve
your user base. 

“you cannot claim to have built a
successful product until you're getting
so much money and traffic you do not
have time to build anything new.” 



Why You Need To
Read This E-Book
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This book was written to help
founders/entrepreneurs understand
what product-market fit is and the
work they need to put in to achieve
this.

Knowing the ideal way to approach
product fit is a skill that can be
learned, and this ebook strives to help
startup founders and entrepreneurs
get started on the journey towards
achieving it.

In this ebook, you'll learn what
product-market fit is and why it's
crucial to your business. Then, we will
share why product-market fit is
essential. Next, you will learn about
the modern business plan, "Lean
Canvas." Once we have laid this
foundation, we will show you how to
approach product-market fit.

This ebook includes two case studies
from Dusseau and Company client's
respective journeys to finding
product-market fit. This part of the
book aims to provide practical
examples of real-life experiences to
everything you've learned in the book.
You can learn from these case studies
what you can do, what you should
avoid, and how to navigate the initial
stages of product building as a
founder. 

This ebook is expected to guide you
towards building the best possible
product for your target audience and
doing so with your audience in mind.
It is written in a simple diction, is
reasonably practical, and uses real-life
examples to illustrate its points. You'll
find it quite helpful.

Happy reading!

https://www.dusseauand.com/


“The step in-between customer validation
and customer creation.”

Steve Blank
American entrepreneur and author

Achieving product-market fit is very important for your business. Simply
put, it is the process you have to go through from the point when an idea
pops up in your head to get to the point where your startup is so
successful that your bank account is flowing with money and your product
demand is so high you don't have the time to add any new features to your
product. First, let's look at the origins and definitions of product-market fit.

What is 
Product 
Market 
Fit?
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https://www.linkedin.com/in/steveblank/
https://www.linkedin.com/in/diego-polo-ch%C3%A1vez-aa620031/


WHAT IS PRODUCT MARKET FIT

The concept of product-market fit has
been widely credited to Marc Andreessen,
an American author, co-founder, and a
Silicon Valley venture capitalist. However,
Marc Andreessen has refuted these claims
crediting Benchmark Capital co-founder
Andy Rachleff. He called it Rachleff's
Corollary Of Startup Success. Rachleff, in
turn, gave credit for the coinage to a
founder named Don Valentine. 

However, it is no myth that Marc
Andreessen is the one who popularized the
use of the term in startup lingo. 

The Origins Of The Term "Product-Market Fit"

Another American entrepreneur and
author, Steve Blank, defines product-
market fit as "the step in-between
customer validation and customer
creation."

Some people refer to product-market fit as
the minimum viable product, but we
disagree with this definition. We believe
and can prove that both concepts are two
different things. 

Before we go further into this guide, let's
examine these illustrations of some well-
known startups and trace their execution
journey to product-market fit.

"Product-market fit
means being in a
good market with a
product that can
satisfy that market.
–Marc Andreessen
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Calendly is a black-owned popular
cloud-based SaaS used to set up and
confirm meetings with others. The
company was founded by Tope
Awotona. The origin story of Calendly is
phenomenal, being that he was an
immigrant who went on to build one of
the most prominent startups in America.
However, the story goes deeper than
that. How did the company raise just
$550,000 (which included the founder's
life savings) to get off the ground? So
how did Calendly grow into one of the
few black-owned unicorns it is today?

The idea of building Calendly began
when Tope Awotona wanted to
schedule a meeting but had to go
through what he described as "...too
many emails...". He got frustrated and
started looking at the scheduling
products available at the time, but none
of them had a solution for the particular
problem he was trying to solve.

Calendly

He wanted to arrange a meeting
between 10-20 people and an easy,
automated way to find each person's
availability and schedule the
appointment. The few solutions that
matched his problem either required
instant subscriptions or were made for
specific services like salons. He then
realized there was an opportunity to fill
the gap and solve this problem. He then
started working with some engineers in
Kyiv. Awotona wanted a simple
Dropbox-like service that could be used
by different types of users and for
various purposes. 

"...too many
emails..."

Tope Awotona
Founder and CEO

https://calendly.com/
https://calendly.com/
https://www.linkedin.com/in/bawotona/


Finding product-market fit was not an
easy one for Tope Awotona and
Calendly. The company had to battle
various issues, first with funding and
finding the right approach to getting
more users on board. At first, many
start-ups struggled with pirate metrics,
but that was not the case with Calendly.
Instead, working with a novel idea, or at
least one markedly different from any
other similar product in the market, the
company already had customers
trickling in. Most of these users
converted overnight without the
company having to pull out SEO tricks
from up their sleeves or go deep into
Facebook ads.

Instead, the company looked deeper
into the bottom of the funnel, referrals,
to find out who their customers were
and how to reach them with more
compelling stories. One of the unique
aspects of Calendly's product was that
every new user could effortlessly bring
in another user just by using the
product. They effectively turned It on
its head by retracing their customers'
steps, getting to know them better, and
filtering on the most active customers. 

Claire Sullentrop, marketing head at
Calendly, monitored customer actions
very closely, which provided data
insights that drove product strategy
leading to more customers. In addition,
they lined up loads and loads of
customer interviews to better
understand how Calendly was settling
into their day-to-day lives. 

"...data insights that
drove product
strategy leading to
more customers..."

https://calendly.com/
https://calendly.com/
https://calendly.com/


Most would not have known, but the fundamental idea behind this was to
find out the real reasons people used the product. It worked, and Calendly
used these findings to create more effective landing pages and drive
activation and retention. 

While only in its Beta stage, the company had over 10,000 paying users.
That is a lot more than many mature SaaS companies. After navigating the
early days' trouble with funding and all, Calendly is now valued at $3B.

https://calendly.com/
https://calendly.com/
https://calendly.com/


Squire

The company's journey to product-
market fit has been fascinating. Dave
and Songe bought a barbershop in
Chelsea, a neighborhood in New York,
to understand first-hand how the
barbershop business worked. The duo
worked at the shop religiously for one
year, during which they handled every
aspect of the business except cutting
hair. 

While that particular barbershop has
now been acquired by a larger
barbershop chain, Dave and Song found
Squire five years later. That experience
helped them immeasurably. When
Squire received its first Series A
funding of $8m in 2018, it started
attracting attention. Then, just days
before the deadly coronavirus pandemic
crept into the US, the company raised a
Series B funding of $34m. And then
everything fell apart. Or at least, that
was what it seemed like.

The US-based barbershop tech startup,
Squire, was founded in 2016 by Dave
Salvant and Songe LaRon. This black-
owned startup's value had dropped to
almost zero before March 2020. Then,
it made a massive recovery and
comeback over the next ten months of
the coronavirus pandemic, growing in
value to $10-$20m. 

Squire took on the challenge of dealing
with a market not considered worthy by
traditional financial institutions to turn
around the barbershop activities and,
especially, booking management
systems in the industry. The Squire app
is a Point-Of-Sales for barbershops,
connecting barbers to clients
seamlessly. The app has features that
allow registered shops to offer loyalty
programs, facilitate contactless and
cashless payments, and schedule
appointments.

https://getsquire.com/
https://calendly.com/
https://calendly.com/
https://calendly.com/
https://calendly.com/
https://calendly.com/


Dave Salvant
Co-founder of
Squire

The pandemic forced wholesale
changes to the way Squire operated.
Barbershops, especially in black
communities, are known for the
therapeutic sense of togetherness. It is
a place where people come together
to have conversations bordering on
their shared pain points. With the
physical gathering now threatened by
Covid-19, what was left of
barbershops? Squire quickly adapted
to the situation. First, they reinstated
their commitment to upholding the
shared values associated with
barbershops. 

On the one hand, they waived
subscriptions. And on the other, they
established a means for clients to buy
gift cards online to support local
barbershops. It was a brilliant success
that drove the company's popularity
through the roof. Some struggling
shops raked in $30,000 worth of gift
cards.

The pandemic was an unforgiving
period for most individuals and
businesses, and many companies went
down with it, but Squire was one of the
few to come out with its head high and
worth more than before the pandemic.
With the reopening of barbershops
post-Covid, the demand for their
services exploded. They didn't rest on
their laurels. Instead, they capitalized on
their newfound fame and added new
helpful features, including contactless
payment (which helped maintain social
distancing) and a virtual waiting room. 

Dave Salvant and Songe LaRon's one-
year stint as barbershop administrators
gave them deep insights into the
market. They met their target audience
in person, interviewed them, and felt
their pain. They understood the value of
barbershops to their host communities
and kept these values alive despite the
ravaging coronavirus pandemic. The
company is today valued at $750m,
employing 175 employees. They are
currently used by over 2000
barbershops spread across three
continents. Squire is also launching new
products and looking to expand into
many new markets, including Australia,
Canada, and the UK.

“...you have to create
something that people
love. By doing this, you’ll
gain traction and can use
that traction to your
advantage when pitching
for capital or to get
clients.”

https://www.linkedin.com/in/bawotona/


Flutterwave

Widely famous for being the first
African unicorn, Flutterwave is a
payment management system company
co-founded in 2016 by Iyinoluwa
Aboyeji and Olugbenga Agboola. The
founding team also included payment
technology experts and veteran bankers
from Andela, PayPal, and leading banks
in Africa. The company operates out of
San Francisco and eleven African cities,
including the ever-busy city of Lagos.
The fintech company is valued at
$150m and can boast of an enviable
clientele, including Uber, Jumia, and
Booking.com. When Cardi B visited
Africa for performances in Nigeria and
Ghana in 2019, Flutterwave was
responsible for the payment
integrations used to process ticket sales
for the historic occasion.

Aboyeji was still working at Andela
when he noticed how payment
challenges were critical in why the
fledgling e-commerce market had failed
to properly take off. Andela is a
company that recruits and trains
developers from Africa, and Aboyeji
found it difficult to send money into
Africa without breaking it down into
periodic chunk transfers. At the time, it
took at least a week to process such
payments. Aboyeji thought the solution
to the problem could be the key to a
new billion-dollar market on the
continent. He was right.

They identified the problem and set to
work on delivering the right solutions.
Being a new company trying out baby
steps in a brand new market in Africa,
the journey was tricky. As Iyin Aboyeji
put it in one of his interviews, "We're
talking about 2014; the word fintech
didn't even exist in Africa at the time".
Nevertheless, they started building the
right solutions, integrating payment
systems, and partnering with banks and
other financial institutions. With access
to more funding rounds, the company
was able to build more solutions. They
used their San Francisco connections to
bring new services to Africa, including
Uber. Introducing new markets helped
it secure its place as the go-to payment
management company on the
continent, and it increased its stock.

https://calendly.com/
https://calendly.com/
https://calendly.com/


Iyinoluwa Aboyeji
Co-founder of
FlutterWave

Company data showed an incredible 107 million transactions processed in
2019, totaling over $5.4bn. The company has become a Worldpay partner,
teaming up with Alipay to handle digital payments between China and the
African continent. Flutterwave is now more than just a continental giant;
they are soaring across the globe!

“We're talking about 2014; the word fintech didn't
even exist in Africa at the time”

https://www.linkedin.com/in/bawotona/
https://calendly.com/


Slack

Slack has one of the most unlikely origin
stories you'll ever read. Today, most
know it as an instant messaging
platform service commonly used to
communicate in workplaces. However,
the initial idea was nowhere near what
it is today. The creators of Slack had set
out to build a multiplayer role-play-
based video game and built a rough
version of the communication tool to
ease communication amongst team
members. 

Soon enough, they realized how
saturated the roleplay video game
market was and how bare the market
for a workplace communication tool
was. So the team, led by Flickr co-
founder Stewart Butterfield, decided to
ditch the video game for a more viable
idea. In 2012, they announced they
were taking down the video game due
to a lack of "an audience large enough
to sustain itself," and in less than a year,
Slack was born. Today, Slack is the
world's fastest-growing startup. More
than 10 million people worldwide and
over 75% of Fortune 100 companies
use Slack as their in-house
communication tool.

Slack is more effective than a role-play-
based video game would have been, but
now let's imagine an alternative
scenario in which Slack fails. Suppose
Slack identified that particular need but
failed to create a product/solution that
appealed to a large section of their
target audience. 

If that had happened, they would have
collapsed, and we would be saying
today that they failed to achieve
product-market fit with their new
product. Therefore product-market fit
is, simply put, the extent to which a
product or service attracts or obtains a
strong market demand. Think about
Tope Awotona's Calendly. He identified
a need with a market that was already
on the ground. But it didn't stop there;
he still needed to locate that market,
convince them to use the product,
convince them to pay, and bring their
friends and colleagues on board. Going
from an idea in a founder's head to a
full-fledged product teeming with active
users and a bank account filled with
revenue is what we refer to as finding
product-market fit.

https://calendly.com/
https://calendly.com/
https://calendly.com/
https://calendly.com/


The most important thing you should know is that nothing is as
fundamental to the success of your product as first finding the best
approach to and then achieving product-market fit. You have to ensure
there are enough people who would be interested in your minimum viable
product and therefore define your value proposition to reflect this. To put
it more succinctly, achieving product-market fit could be more critical to
your business success than putting together a brilliant team, coming up
with brilliant ideas, and pretty much any other factor. A competent team
won't matter much if your bright idea is not solving the problems of and
being adopted by a sizable population. As seen with startups cited in this
chapter, three of them black-owned, a sizable amount of your target
audience who adopt your product is often the difference between a
successful product and a failed startup. This simply means adoption is key
to success.

The Takeaway

Achieving product-market fit could
be more critical to your business
success than putting together a
brilliant team, coming up with
brilliant ideas, and pretty much any
other factor.



WHY PRODUCT-MARKET FIT IS IMPORTANT

2. Why Product-Market
Fit is Important
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Chapter 1 of this guide shared the
stories of four companies (Calendly,
Squire, Flutterwave, and Slack) and how
they grew into what they are today by
building products that resonated with a
sizable amount of their target audience.
As you recall in the stories, those
products were judged as successes
because they were widely adopted by
the audience they were intended for.
Although the target audience adopting
your product is not a guarantee of
success, it is one of many steps in the
right direction. Take Slack, for example.
What would have happened if they had
gone ahead with the idea of launching a
role-play-based video game? We would
never be able to tell for sure. However,
we do know some facts.

For one, the role-play-based market for
video games was saturated at that
point. The gaming company, called Tiny
Speck, had secured a series A round of
funding of $5 million in 2010. They
raised $10.7 million in a Series B round
a year later. The game, Glitch, was
launched that year. Unfortunately, the
game was pulled down in 2012. The
most significant advantage for the team
was that while working hard on the
Glitch, they could thoroughly test their
self-built in-house communication and
productivity tool, Slack. 

When they realized their game
development team was not as large
as they would have wanted for
sample size and feedback purposes,
Stewart Butterfield, CEO of Tiny
Speck, started calling in favors from
his friends in more than ten other
companies. They included Cozy, a
rental management software, and
Rdio, a music streaming service. By
doing this, they could work with
first-hand feedback and
suggestions from their team and
outside. Their background in
gaming also added to how colorful
and engaging the SAAS tool is
today. 



Thus, when they decided to ditch Glitch
and launch Slack, they already knew
how much of a market fit it was. It was
why the product became an instant
favorite, even without a traditional
advertising budget and without
employing a Chief Marketing Officer.
Butterfield let go of Glitch quickly
because it failed to achieve product-
market fit but developed Slack fully
because he had proof that it would
resonate with a sizable chunk of its
target audience. Proof in this instance
was the peculiarity of the problems
solved by the product and how the
similar products available at the time
could not match Slack. He knew enough
to know that Slack would achieve
product-market fit. He wasn't wrong
anyway. Officially launched in February
of 2014, Slack combined over 60,000
daily active and paid users in just 10
weeks. These were all organically
achieved without any traditional
advertising budget. As a result, the
SAAS tool is today known as the world's
fastest-growing startup.

Calendly has a similar story. Whether by
design or a brilliant stroke of luck, the
product was positioned to market itself,
leaving the company's marketing team
to focus on flipping the funnel and using
customer insights to reach more users.

This is how important product-
market fit is. Without a
user/subscriber/shopper base
strong enough to sustain a
product, which Slack had to gather
evidence of, it would have been
almost impossible to pull that off.
But with two years of in-house use
and external testing they had a
headstart over their competitors,
and they were able to put that to
very good use. It's just like Dave
and Songe at Squire devoted one
year to understanding the
barbershop market before setting
up their business. You can never do
too much when you're on this
journey.

You can never do too
much when you're on this
journey.



The world is an amazing place today,
partly due to the many technological
and digital solutions that are
constantly churned out by innovators.
When you look at how many startups,
engineers and designers are living
excellent lives and the progress Silicon
Valley has made throughout the years,
it is easy to think of startups as one of
the easiest things to grow.
Unfortunately, this is where most
people are wrong. The latest research
shows that of about 5 million
businesses that are given birth to
every year, 90% of them will fail.
According to Forbes, 9 out of every 10
startups will fail. No doubt, these are
cold statistics, but every aspiring
entrepreneur needs to know them. It
is not about discouraging you but
making you understand the insights
and analysis behind such figures and
how to be smart enough to avoid
being a casualty, especially when it is
avoidable.

But why do these startups fail amid a
$3.8 trillion ecosystem? There are
stories all around us, inspiring stories
of successful startups built from the
ground up. But the ones who fail,
what could they have done wrong?
There are many reasons why.
According to EarlyPad, a company that
helps startups launch and grow, the
three top reasons startups fail are:

23%
Wrong team

29%
Ran out of cash

42%
No market need

Of these three reasons, our focus
in this chapter is the third and most
common: No market need. Ideally,
companies thrive when they can
create a product for an already
existing market. No market need is
a problem that arises when a
founder decides to build a product
no one wants. The more you look
at these figures, the more you
realize perhaps the biggest
question you should ask yourself
before building that product is
"who needs this product? "How
many people have this problem?"

How "No-Market Need" Is A Reason 
Why Startups Fail



It is not ideal to be that entrepreneur
who wakes up one morning with a
brand new idea in his head and rushes
off to hire a CTO and some
developers to design the product's
prototype. That move can be
compared to a parachuter jumping out
of an airplane without a parachute.
Not ideal at all. As a founder,
remember that your product is not
about you. It's not about that bulb
shining brightly in your head since you
discovered your brand-new idea. Your
product should be about your target
users. Only they can determine
whether your idea will scale or not.
You have to build a product by
researching your audience and
building the product in a way that
speaks to their needs or aspirations.
By doing so, you're giving your
company a good chance to succeed
where others have failed.

Don't get this wrong; there will always
be that tiny number of startups in the
global ecosystem to whom this rule
won't apply. However, companies like
Mark Zuckerberg's Facebook or
Jeffery Skoll's eBay are outliers. They
were able to defy the odds and
present themselves as the answer to a
problem no one had at the time. Also,
they validated their ideas by thinking
forward. The internet was there, and
most people already knew it would be
huge. But not everyone could project
that far to see how interconnectivity
would bring millions of people
together as different communities in
one, on a single space. But, as we said,
those are outliers. 

who needs this product?

How many people have this
problem?

Companies who try to create a
market need and then go on to
build a product to solve this
problem will most likely end up as
one of the 9 failed startups on the
casualty list. 

It's Not Always How You 
Imagine It Will Be

Another thing new entrepreneurs
often fail to realize is market need
is not always about a lack of market
for the product you want to build.
It could also be about a lack of
market size strong enough to move
your business forward. In that case,
it's always better to abort the
mission before it begins. You would
be setting yourself up for failure by
choosing to go on that mission
when it's been proven that the
market size cannot support your
growth plans.



We've already shared the story of how
Stewart Butterfield and his team
created a  multiplayer online role-
playing video game. The game was
called Glitch, which initially attracted a
market, but in the end, they had to
discontinue the project as the market
was not large enough for the product
to sustain itself. Although the wider
market thrived, Tiny Speck had
decided to narrow down their sub-
niche to a non-violent MMORPG
product. It was supposed to be an
innovation in a typically violent niche.
It backfired spectacularly. 

As Iyinoluwa Aboyeji, the former CEO
of Flutterwave, noted, not every
startup principle or idea will work the
exact way you predicted it would. For
example, Flutterwave had to adapt to
the many realities it faced in Africa
before it could scale. It wasn't just
enough to copy and paste ideas from
Silicon Valley. They had to be creative. 

Imagine for a minute that Squire's
founders had not adapted to the new
realities Covid 19 brought. We would
probably be talking about a failed
startup by now. 

In Slack's case, Stewart was lucky to
have a side product in Slack, becoming
one of the world's fastest-growing
startups with over 10 million users.
The success of Slack rightfully
overshadows the failure of the initial
product Stewart and his team built.
But why did the product fail? 

Essentially, the product failed because
the market size was not strong enough
to sustain the product. That is no-
market need demonstrating its ability
to kill innovation and enough reason
for you to take market research as
seriously as you can before launching
that product.

Another aspect of no market need
which isn't always spoken of is the
evolution of the market and its needs. 
In most cases, the market need is not a
fixed concept. What the market needs
today might not be what the market
needs three years from now. While
this might be out of reach sometimes,
it is also possible to predict the
direction of trends and tailor your
product accordingly to avoid being
unaware. There is certainly an
argument for that. Sometimes, the
changes in the dynamics of market
needs are so sudden and so strong
that it takes almost everyone by
surprise; sometimes, the trends are
unpredictable. We can never tell
which category Adobe Flash falls into,
but we can advise entrepreneurs
today to make market trends research
a priority.

In a subsequent chapter, we'll learn
more about understanding
(researching) your customers and
building a product based on that
understanding.



WHAT ARE YOU BUILDING

3. What Are You
Building? 

22

Now let's talk about your product. Every
product will feel special to you. When an
idea pops up in your head, it will feel like the
best thing to have ever happened to the
world. This is normal. It's also normal to be
excited about what you want to build,
especially after you have done your market
research and verified that a market need is
strong enough to scale upon. The question
then is, what are you building, and how do
you want to build it?

The process of building your product is very
important, as it could be a determining
factor in how things eventually turn out for
your company. Putting together your team,
from the CTO to the gal who can fill in at
different positions, you must be careful who
you work with. As seen in the previous
chapter, assembling the wrong team for the
job is one major reason startups fail. As a
matter of fact, it constitutes about 23% of
the overall statistics.

When you manage to scale that particular
hurdle, the next thing you want to think
about is how do I go about building this? In
this chapter, you'll learn about the modern-
day business plan, Lean Canvas, and how to
apply it to building your startup.

Assembling the wrong
team for the job is one
major reason startups fail



Problem
Identifying Genuine Pain
Points

Cost Structure
What are the fixed and variable costs to launch your product or service? Consider
the cost at each stage from setting up a website, hiring employees, production,
marketing, and bringing them to consumers.

Revenue Streams
What money sources will grow your money? How will you generate income? Show
a pricing model of your product or service and include other revenue sources, such
as sales and subscription fees.

Solution
How will you solve these
problems? Write down a
solution for each problem.

Unique Value
Proposition
ow will you turn an unaware
visitor into
an interested customer?
Create a clear and
compelling one-liner
message you want
to send across.

Key Metrics
How will you measure the
success of your product or
service? List the key metrics.

Existing
Alternatives
How are these problems
solved today? This can be a
direct competitor to what
you are offering or the
existing ways people are
employing to address their
problems.

Unfair Advantage
What separates you from
competitors? What makes
you ahead of the pack?

Channels
How will you reach your
target consumers? Direct
marketing, social media, ads,
partnerships — identify the
effective ways to reach
them.

Customer Segments

Create 3 to 4 personas of the
people you can help.
Visualize these people who
will turn to you for solutions.

Early Adopters
What are the specific
characteristics of your early
adopters?

As an entrepreneur, sometimes the most challenging thing is finding the perfect
way to transmit the idea in your head into a model that can be designed and
developed into a workable business model. What is the best strategy to adopt in the
process? There are several strategies you could adopt. Traditionally, drawing up a
business plan is the way to go. This could take weeks or even months of research to
create and isn't usually an ideal process to follow when building a startup. We
recommend the Lean Canvas. The Lean Canvas is a one-page business plan that
helps break down your ideas into a logical yet practical framework.

Lean Canvas 

Brief History Of The 
Lean Canvas 

The Lean Canvas is a pictorial
business development model
created specifically for
entrepreneurs. The model was
developed by Ash Maurya, and
inspired by the popular Business
Model Canvas created by
Alexander Osterwalder. When
Alexander Osterwalder developed
the Business Model Canvas, he
modeled it after examples from
matured, existing businesses. It
didn't give room for the intricacies
of entrepreneurship, especially for
startups. 

Being an entrepreneur himself, Ash
Maurya decided to work around it
and create something similar to the
Business Model Canvas, but this
time for entrepreneurs. Ash
Maurya is also the founder of
Leanstack, so it's no surprise that
the model adopts elements of the
lean startup movement. It
embodies speed, conciseness, and
effectiveness. If you didn't know
about the lean method before now,
it is a system that strongly abhors
waste. 



Waste, in this sense, applies not
only to resources but also to time
inventory, process, etc. A lean
startup would find the quickest
way to develop the ideas in your
head into a workable prototype
while eliminating waste and staying
as lean as possible.

Design Goals Of 
The Lean Canvas Model

The model advocates for an
actionable and pro-entrepreneur
business plan by focusing its
energy on factors like risks and
uncertainties. It produces a smooth
and easy-to-understand
representation of the business
operations and guides your
startups into presenting unique
solutions to key competition before
launching the product fully. The
single-paged nature of the Lean
Canvas Deep Dive model makes it
easy for your startup to analyze
possible business models. It walks
you logically through the steps
from customer problems down to
unfair advantage. 

The deep dive lean canvas model is
about reducing business risk
factors. So, instead of making
projections upon projections like in
other business models, it simply
uses evidence to mitigate against
risks. Furthermore, since it is a
model that can be used even as the
business grows, founders can
continue to build on the evidence
and use this to take the business
from one level to another. This is
how to fill in the model's nine
boxes.

#1. Problem: Identifying 
Genuine Pain Points:

One key reason many startups fail
to take off is the lack of
understanding of the problem from
the very start. This is the first box
you should fill out when creating
your deep dive lean canvas model.
What is the problem? To answer
this, note that this problem is not
the one your idea wants to solve
but that which your target market
is currently experiencing. It could
be something that already exists or
one that exists but isn't obvious.
Sometimes people don't even know
they have a problem until they're
presented with the solution.
Problems that already exist are
easier to articulate than future or
projected problems. The problem
could also be an unsolved
aspiration. Most consumer
products cater to this category.

Put yourself in the customer's
shoes, and feel their pains from
their perspective. These pain points
will enable you to find a need
worth solving.

#2. The Customer 
Segment:

This is where your market research
comes into play. What audience are
you targeting?? They are often a
homogeneous and organized group
of people who share similar
problems and aspirations. In this
segment, you will also think about
who your early adopters are likely
to be.



As you'll learn in the next chapter,
early adopters are very important
in the life cycle of a startup.
Although your product might be
solving their problem, that is not
the only reason they are showing
that much enthusiasm towards
your company. These groups are
always happy to be the first to try
out new technology, eat at a new
food place, etc. They want to be on
this journey with you. In behavior,
this group is markedly different
from the ones called Lagers.
Laggers are very conservative.
Always the last to try out a new
product or technology. They are
the last people you want to build
for, as you might have been long
dead before they get around to
using your product.

#3. Your Unique 
Value Proposition:

Most entrepreneurs know their
unique value proposition as the
unique aspect of the offer they're
presenting to the target market.
There's another way to see it,
however. Your unique value
proposition is a special thing or
feature that shapes how your
product solves the customer's
problem. It's like the comparative
advantage they get from not having
the problems they used to have.
So, for example, if your product
cuts down on time spent planning a
vacation, that's your unique
proposition. It's what you bring to
the table that your competition
does not have.

Your unique value
proposition is a special
thing or feature that
shapes how your product
solves the customer's
problem.

#4 Solution: 

How do you find a solution that is
as workable as it is unique and
disruptive? That is the one million
dollar question. To answer this
question, you need to fit your
thinking into a small box, specific
and concisely written. This model
also aligns well with the Minimum
Viable Product (MVP) concept. 

You need to wean yourself of the
thinking that you may get it right at
first strike because you might not,
and that's fine too. The Lean
Canvas Model advocates getting
out of the building and getting real
feedback from customers to
validate your ideas. You should not
shy away from exploring a strategy
framework like the Design Thinking
Canvas to help in your generation
of unique solutions.



#5. Channels

This section is concerned with how
you get your product to market.
How do you activate people and
get them aware of the brilliant
product you're working on? If the
problem is not obvious, what
strategy have you put in place to
convince your target market that
this problem actually does exist? It
could be via social media, search
engine marketing, Google Ads, etc.

#6. Cost Structure & 
#7. Revenue Streams

In many other models, cost
structure would probably come
first. For scaleable high-tech
companies, the profit and loss
margin is not the thing to worry
about.

#8. Key Metrics: 
Measuring Your Progress

The Lean Canvas Model should
ideally define how you measure
growth. Explore key metrics as the
indicators for performance
monitoring. What indicators best
describe how fast your company is
growing? What numbers indicate a
development gap?

Key metrics can vary from startup
to startup. For some, it could be
the number of daily visitors to your
web app; for others, it could be the
number of emails opened or even
monthly sales recorded. 

Identifying the right metrics is very
important for the Lean Canvas
Model. Without the right metrics,
you'll find yourself violating the
very basic principles of the lean
model by wasting resources on the
wrong things.

#9. Unfair Advantage: Identify 
What Makes You Stand Out

Many entrepreneurs have admitted
to having varying degrees of
difficulty filling in the block.
However, you can make it easier by
looking at it from the standpoint of
the competitive advantage or
barriers to entry often found in a
business plan. An unfair advantage
in this sense could be access to
insider information, putting
together a dream team, patents, or
even a unique brand experience. 

For this block, you're looking to
find just about one or two things
that are unique and unlikely to be
copied or acquired by your
competition. The idea behind this
block is to motivate founders to
continually seek to discover/build
their unfair advantage. This is
primarily because once you achieve
a considerable amount of success,
you should expect to find
competitors and copycats coming
after you. Your unfair advantage is
your last line of defense against
losing your existence to these
elements.



When you apply the Lean Canvas Model, you make it easier and faster to learn and
pivot. This results in a purpose-driven organizational focus, down to the solution
feature, customer segments, and metrics. In addition, it allows all the teams involved
in building the product to better understand and focus on the customer problem
they want to resolve.



4. How To Find Your
Product Market Fit
We cannot stress enough that finding
product-market fit is not a matter of
instant gratification; it's a journey. For
example, you cannot treat finding
product-market fit like cooking instant
noodles. You can't arrive there in a jiffy.
It takes going through the right
processes, finding the right paths, and
implementing the right strategies. In this
chapter, you'll learn some tried and
tested steps you can employ on your
journey to finding product-market fit
execution. 

Understand Your Customers

If there's anything we have
consistently hammered upon since
the first chapter of this guide, it is
the importance of the customer on
your journey to finding product-
market fit and execution. Now, this
is not just about having customers
or finding them; you must listen to
and understand them, especially
the unhappy ones. Co-founder of
Squire, Songe LaRon, said about
understanding the customer "I like
to base these things as much as
possible on my own experience.It's
much easier to understand
something that you experienced
yourself—that you've kind of been
in your potential customer's shoes."

This was probably the same
mindset that made him and his co-
founder devote a year to
understanding barbershops and
those who visited them. They
visited barbershops and had
haircuts for that single reason. He
even mentioned that they were
kicked out of the occasional shops.
Tope Awotona and Iyin Aboyeji of
Calendly and Flutterwave,
respectively, had first-hand
experiences of the pain points a
potential user of their products was
expected to have. It contributed in
no small measure to how they built
the ideal product and found
product-market fit. To devote time,
effort, and resources to
understanding your customers and
their heartfelt struggles is to seek
to understand and improve your
product as much as possible. 
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If you must know the problem
before building the solution, as is
our mantra here, you must be
willing to leave the confines of your
imaginations and gel with your
customers in their natural habitat.
You must be willing to wear their
shoes and feel their pain when
walking in them. This first-hand
experience of the realities of your
potential customers will give you
the kind of insights your
imagination could never. This is not
an imaginary, hypothetical light
bulb randomly appearing in your
head. It is a fact. It is about
emotions. It is raw, and it is true.

There are many ways you could get
the feedback you seek. Most of it
will involve allowing the comfort of
your perfect idea to entertain the
possibility that they contain flaws
and frailties you perhaps never
thought of. When this happens, be
sure to understand that it is in no
way an indictment of your genius
but an indication that your idea can
solve a problem. It just needs some
tweaks inspired by the end-users
themselves. As we said, it's not
even remotely about you; it's about
them. Never entertain the urge to
think you can have all the solutions
at your fingertips. It's dangerous.
You need the customer's input, and
you need to take them seriously.
Without a customer base with a
pressing problem your product can
solve perfectly, your product is as
good as useless. 

Here are some ways to understand
your customers:

Use short interviews 
and surveys:

Dave and Songee from Squire met
with barbers and clients who
worked and visited barbershops in
their community. They listened to
their frustrations and empathized
with them. It was like taking the
solution right out of the horse's
mouth. Your interviews could be
formal or informal. It could be in a
controlled environment or just
around the corner of the street.
Just make sure you're talking to the
right kind of people. As for surveys,
they can be done using online
platforms like SurveyMonkey,
Typeform, Google Forms, etc.

Surveys are perfect for collecting
empirical evidence, and they can be
effective. However, they can be
flawed also. Most surveys are guilty
of trying to lead the responder in a
particular direction. Interviews are
probably the better option of the
two. With interviews, you can
gauge other metrics like body
language, tone, eye movements,
etc.

Never entertain the urge
to think you can have all
the solutions at your
fingertips. It's dangerous.
You need the customer's
input, and you need to
take them seriously.



Read reviews and blogs:

Look out for the most critical blogs
about your industry and your niche
in particular. The comment sections
are most likely to be a data
goldmine. Review websites as well.
People visit review websites such
as G3, TrustPilot, etc., to bare their
minds on a problem, sometimes
your industry or a competition'
product. It's a finger-licking
opportunity. If you or your
competition have a mobile app, the
best place to look is your app store.
You can use the complaints people
have about your competitor's
product to either make your
features better or steer clear of
problematic features. 

You should specifically seek out
reviews with 3-4 star ratings.
Those are the ones who really have
something important to say. Lower
ratings are most likely unhappy
people, while higher ratings usually
exaggerate. The downside is that
you might get stuck in the loop of
only thinking within the framework
of your competitor's errors or
successes. As an entrepreneur,
your mind must be way broader
than that. 

Use social monitoring:

Social monitoring is listening in on
conversations concerning your
product or your competition's
product, especially on social media.
You can employ social monitoring
to keep abreast of developments in
your industry, especially news and
public opinion on you or any of
your major competitors. 

Google Trends, Google Alerts, and
searching for your industry
keywords on social media
platforms are some tools and
techniques that can help you stay
ahead of the curve. You can use
Google Trends to monitor the
trending topics in your industry.
Which can also be used to help
plan you can incorporate that into
your launch strategy. 

With Google Alerts, you can have
industry articles you're interested
in aggregated and emailed to you
as soon as they are published.
Answer The Public is another tool
with which you can feel the pulse
of queries in your niche. It is
especially great for deciding how
you want to carve your SEO
campaign. Finally, social monitoring
can help you understand your
customer better. It is taking their
questions and conversations and
addressing those conversations in
your marketing, storytelling, and
the product itself.

Follow industry news and
track trends:

You should never be a stranger to
the latest happenings in your
industry. Read blogs and
magazines, listen to podcasts, and
watch videos from the Subject
Matter Experts (S.M.Es) in your
industry. You can learn a lot from
this. For example, you don't want
to be the last to know the feature
you're planning on including on
your app is already being phased
out by the rest of the industry. Oh,
it could be worse!

Now let's look at the other steps.



Define Your Niche
As an entrepreneur, you have to
understand that you cannot
immediately cater to everyone,
especially not in today's world. In
the past, the world wasn't this vast
geographically, so it was easier for
companies to be generalists. Most
people, apart from sailors and
adventurers, lived in their own
small world. This world was limited
to the immediate villages around
them and nothing more. There
were only a few places to shop, and
the more people bought from a
particular place, the bigger they
grew. That is no longer advisable
for today's entrepreneurs. 

Today the competition is fierce.
There are many places to shop
from, and you won't even have to
leave your desk. The world is as
much a global market now as it is a
tiny village connected by
computers, tablets, and
smartphones. Most companies
would have to choose a niche (a
subsection of a broader market)
and stay there. Of course, there are
probably companies that fall into a
generalist category, but they are
few and far between. 

As a small startup starting lean, you
want to give yourself a chance at
survival by appealing to a limited
audience in the broader market, at
least until you're as big as the
biggest companies in the world. 

Most popular products or
companies we know today started
by attending to a particular niche.
Take the telegraph, for example.
When it was launched in 1837, it
was not immediately clear what the
benefits were for commercial
institutions. So they worked on
getting it to the people who
needed rapid information transfer—
reporters and stockbrokers. It
worked. All the stockbroking
agencies and media houses were
connected to the telegraph in no
time at all. The same happened
when the telephone was invented
— this time, the police and fire
stations were the first to get on
board. 

The population is one of the most
significant advantages of appealing
to a niche, at least in the early
stages of your startup. They are
strictly homogeneous. When you
appeal to a particular niche, you'll
be left with an audience that has
been filtered and left with the
exact or similar problems to the
ones you're trying to solve. These
are people with the same interests
same problems and united by a
shared longing for solutions to
those problems. 



Another thing about niche
audiences is that they are often
very organized, with popular
leading figures who command
considerable respect and follow.
Seth Godin referred to them as
"tribes." You can either go to the
members of the tribe directly or go
through popular leadership figures,
called influencers. These
influencers typically have a strong
hold on how the people in their
communities see things. So you can
employ these influencers to shape
how the tribe feels about your
brand. 

Finally, another great thing about
niche audiences is measurability.
With generalist populations, it is
difficult to measure the impact of
your marketing efforts. This is
because the market is super
competitive, and everyone else is
appealing to the same people
you're appealing to, perhaps using
the same tactics. With a niche
audience, you can tailor your
marketing efforts and brand
storytelling towards the right place
and confidently measure the
impact.

If your audience is friendly— say,
for example, you created a product
to help housewives plan their time
effectively, they will naturally want
to share this incredible solution.
However, if your niche audience is
hugely competitive, say you
provide business solutions, they
will likely look to hoard it.

But businesses spy on each other,
and soon enough, everyone will
find out why some select
businesses are getting ahead of the
others and getting in on the act.
Win-win for you.

Here are some of the things you
should do before choosing your
niche:

Choose a field you have some
experience in. Or choose a
field and get to work on
becoming an expert in the
field. An example is the
Barbershop story. They
became experts in the niche
before creating a product for
the industry.

Discover who and where the
niche audience are, and
identify their problems.
Create detailed personas to
this effect.

Research.

Find your big "why?" Why
this niche? Why do you think
you have the solution to their
pain points?



After doing all these things, you
should have a clearer picture of the
niche you belong to, then do well
to position your brand for
awareness.

Product Positioning
Product positioning is a form of
marketing that amplifies a
product's advantages or benefits to
your target market. Companies
typically use it to create an image
in the mind of their target
customers about their product in
relation to the obtainable
alternatives. How you position your
product can be the biggest
influence on the customers
activating or not, which is why you
have to do it right. 

Product positioning is quite
different from company
positioning, especially for small
businesses. No one really cares
about consistency at the customer
validation stage of a startup's
journey. You're likely running on a
lean system and not spending much
on sales and marketing. This means
you can be much more flexible
regarding the direction you want
your product positioning to go.
However, it might be time to refine
your product positioning at the
customer creation stage. You also
have to find some consistency at
this stage.

Market type is essential in
determining your product
positioning. 

For existing markets, it's ideal for
focusing on your product's features
that make it better than the
competition. You should highlight
the problem you want to solve for
new markets rather than show
specific product attributes. For
low-end or niche markets,
combining a hybrid approach from
both market types is better. Place
your product besides your
competitor's and contrast with
their solutions, then highlight how
you uniquely solve the problem. 

Testing
Remember to test your positioning
on your earliest customers and
revise where necessary. The most
common and effective way to do
this is using the A/B testing or split
testing method. A/B testing is a
marketing strategy in which the
target audience is segmented to
receive variations of a campaign.
Almost anything can be split tested,
from email headers to landing
pages to call-to-action buttons. For
instance, you can build a landing
page with a green CTA button at
the bottom that reads: "Call Us
Now." Then dynamically swap the
buttons out with a purple CTA
button that reads: "Speak With An
Agent."



How To Carry Out
An A/B Testing
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The first step is to determine what it is you’re
trying to find out. Testing isn’t done blindly, so
you need to base your hypothesis on real pain
points within your product.
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You can randomly assign users to different product experiences, and you
can see which variant the users interact with. This method works best for
a variety of conversion rate optimization, user experience concepts, and
pricing strategy.

It’s important to decide which segments of users
you’ll be targeting with the test, and how long,
and work out the details. It's often best to test
when you have control over the audience like it is
with emails. This way you can have credible
results. For web page testing, however, you have
to leave both campaigns running for a while to
have a better picture of the results.

With A/B testing you can't effectively measure
any change if you try to test two experiences at a
time. It's best to pick one, test, and move on to
any other one you might want to test.
Experiences to test can be a new subject line for
your email campaign, a new location for a key
CTA, or even a blog with a different title.
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Some tools allow you to carry out test campaigns.
For example, Google Analytics is quite effective
for testing two web pages, CTAs, and more, while
HubSpot has a tool with which you can test
emails. 
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To get meaningful results, let your test run for a
while. With this, you can get a substantial amount
of insights to work with. You will review the data
collected from your A/B test and decide which of
the two experiences earned the desired results.

Asides from its usefulness in helping to determine which variations of an
experience are most effective, A/B testing can also help you appeal to
different consumer behaviorisms within your target audience.



Create A Waiting
List

How could you get one million
people waiting in line before your
product is ready? "That's a
ridiculous idea!" you find yourself
saying. Yet, that was precisely what
the commission-free stock trading
app, Robinhood, did. The company
harnessed the powerful effect of
F.O.M.O— The Fear Of Missing
Out. 

Research has proven that people
often move to action when they
feel they are missing out on
something. In one of such studies,
56% of adults agreed that FOMO
impacts their media usage habits.
Social media trends have shown
this over and over again. People
see everyone participating in one
challenge and jump on it, not
exactly because they want to but
because they don't want to miss
out. 

As an entrepreneur, you can use
waiting lists, time limits, and an
impression of limited supply to
create a FOMO effect and pull
people into your company.
Robinhood invited people to be
part of invitation-only early access
to its Beta. That was miles better
than creating a mailing list. It
appealed to the public's desire to
be the first to use the product.

If you want to replicate this idea,
here are some hints to help you.

Attention span is getting
shorter these days. So keep
the signup process simple,
exciting, and short.

Make the option to "Opt-In"
the only option on the page. 

After gaining access, request
them to share and engage.

Gamify the page. People love
playing games. They love it, even
more when these games have
rewards attached to them.
Robinhood used this to a significant
effect. They created a loop in
which the higher your position on
the waiting list, the earlier you'll get
access to the beta. After the
"Thank you for signing up"
response, individuals were shown
their position on the waiting list.



Under the waiting list was a
conveniently placed request asking
you to share with friends and
family. The catch? The more people
signed up with your invite, the
higher your position on the list.
That was how they had over a
million people waiting on their
product before it was launched. 

Execution

As an entrepreneur, one thing you
should have is the bravery to be
able to take on things you've never
done before. This can be pretty
uncomfortable. Let's assume you
have a website and want to
advertise to get more traffic. You
get your hands on the Google Ads
tool but find it too complex. So
what do you do? You're on the lean
methodology, so paying someone
to do it is out of the question. To
become excellent at executing, you
must dive into the unknown and do
it. Many things can be learned
online, nearly everything even. Just
go little by little and get it done.
This only illustrates what it takes to
carry out good executions— be
ready to learn on your own and
quickly. How to execute perfectly

When launching a product or trying
to grow a company, speed is just as
important as strategy and
effectiveness. You not only have
nothing to lose, but you also have
to contend that time is super
limited in supply. You must also
position yourself and your
operations to be as susceptible to
change as possible. This culture of
agility and flexibility is important
for when you make a less-than-
ideal decision, which can happen to
even the best in the business.
Unfortunately, this process does
not come naturally. You must
develop your operations and
company culture to become a
perfect executor.

Lack of technical know-how1.

This is the final step in the journey
toward finding product-market fit.
In startup vocabulary, execution
refers to how you get things done
and how quickly you can do them.
The gap between ideas and
execution can be filled by many
things. But if you want to fill that
gap, you should do this.

2. Lack of technical know-how

You need to imbibe the culture of
making tough choices. Abandon the
other option once you make a
decision and quickly. The cost of
making the wrong decision is
usually lower than not deciding at
all. If the money and resources
spent are reasonable, do it. You
need to ask yourself questions. 

What value will this decision
attract? 

Compared to the other
options you have, how
feasible is it?



What is the user value?

This last one is super important. If
you have done the work and
research to know what your
audience really wants, then you can
validate your priorities with
confidence in the knowledge that
this decision is for your audience,
not you. That should make
prioritization easier.

3. Not having a defined decision
process

It is unlikely you will ever have the
perfect and complete information
at your disposal when making a
decision. Whether trying to remove
an ineffective employee or launch a
new acquisition channel, you must
go through a swift but defined
process agreed upon by everyone.
That way, you can eliminate rancor
when important decisions are to be
made. To smoothen this process,
make a habit of asking the same
questions outlined in the previous
point. Put your customers first, be
obsessed with them. Everything
else will flow accordingly.

4. Inability to anticipate and handle
risks

You can reduce risks for sure, but
you cannot eliminate them. To
shore up your company against
early failure, you must develop the
ability to anticipate risks. And then
when they come, you can be as
prepared as possible. You can do
this by doing a scenario audit.

Predict all possible outcomes when
you make a decision or implement
a strategy. Line up the possible
reactions to each one. Of course,
as time goes on, you'll become
more equipped to handle the
pressure cooker moments, but you
don't have time to learn on the job
right now. If you don't predict and
manage risks now, you might not
have a job to learn on. Imagine if
the Squire founders could not
handle the pressure that came with
Covid-19; what do you think would
have happened? Your guess is as
good as ours.

5. Inability to judge the results of
your decision

Taking risks or making quick
decisions will not eliminate
consequences or remove results.
As an entrepreneur, you must learn
to test and learn. For example, if
you add a new feature to your
existing product, you should
monitor its impact. Has the
conversion rate increased or
decreased? Are there side effects?
You can use these observations to
further sharpen your decision-
making skills. Proper experimenting
will give you an edge when it
comes to appraising the results of
your decisions. When you have
experimented repeatedly, you'll
find a definition of success that you
can then adapt as your standard.
Once you hit it, you'll know.



The importance of execution in the startup ecosystem cannot be
understated. As long as you're reasonable in spending, it is better to be
wrong than to be slow. The best hack to execute like a pro is to learn to
think like a scientist. It's what we do here. Your product is your
laboratory. Your customer is your subject. So first is to engage in
comprehensive research. Cover all the angles. Lay out your hypothesis,
and develop your methods. Test them and observe the results. Then act
on those results to devise solutions you can execute without hesitation.



Conclusion
So far, you have learned and understood the fundamentals of getting
product fit and how to get there. You have read about examples of
companies who have achieved product-market fit and how they got
there. We hope you'll use the knowledge you've gathered in this e-book
to guide your entrepreneurial journey.

We believe tech is for everyone, and this guide is one of our attempts at
removing barriers to entry into tech, especially for diverse founders. If
you have any questions, please do not hesitate to contact us via email;
we are always there to help you make sense of the ideas in your head.



Case Studies
 

These are some of the startups we have helped put on the path
toward finding product-market fit.

Black Business Warehouse

Black Business Warehouse was created as a direct response to
the shooting of George Floyd. Washington RoundTable,
compromised of executives from the largest corporations in the
state of Washington. These corporations include but are not
limited to Nordstrom, Amazon, Starbucks, Costco, Nintendo,
Microsoft, and more. The group held open conversations to
address the racial inequalities faced by black people. 

Their objective was to determine what they could do to help the
black community. The team hired Boston Consulting Group,
BCG, to conduct a disparity study. The study was aimed at
better understanding the challenges faced by blacks in
Washington. 

https://blackbusinesswarehouse.com/


The study showed that black businesses, despite making up
about 5% of the total businesses in the state, only accounted
for just about .01% of the state's business revenue. 

To directly respond to this disparity, the Roundtable Chair,
Craig Dawson, founded Black Business Warehouse. 

He says, "I formed BBW as a for-profit business to help
Washington's roundtable's CEO follow through on
commitments to the WERE pledge. The response I kept hearing
was that major corporations executives could not find black
businesses and black people to buy from. So we are here to
solve that problem by providing black firms and people to meet
your specific needs."

Though the conversation is still ongoing, Craig created an Excel
sheet of the top 30 black-owned businesses by revenue,
helping them win contracts with Fortune 100 companies in
Washington. After several iterations of the model, he hired
Dusseau and Company to build their MVP. 

The prototype was used to pitch the idea of BBW to investors
and to list an inventory of black businesses and connect them
with major corporations. 

After one year of experimenting with the idea, they connected
with over 1600 black employees, over 30 black-owned
businesses with over $500m in revenue, and are currently
valued at $10m. 

They have also raised a family and friends and expect to raise
apse-seed later in the year. In addition, the company has
expanded to Oregon and is currently making plans to establish
its presence in California.



Black Foodie Finder

Braxton Rich was so annoyed by how difficult it was to find
black-owned restaurants that he took it upon himself to create
an app called Black Foodie Finder. 

Before he officially launched Black Foodie Finder, he studied
the food directory space for two years. Then, he would leverage
social media commentary, app reviews, and one-on-one
conversations with food vendors. 

According to him, he wants to build the biggest platform for
black culinary specialists and supporters. His learnings have
taught him that everyone needs to benefit from the Black
Foodie Finder ecosystem at every interaction. 

These core principles are the key ingredient to his bootstrapped
food directory, which accounts for a digital footprint of 1 million
people and over 26k daily active users. 

Black Foodie Finder is a database for black-owned food outlets
that connects them with clients and vendors interested in their
services. The app also allows people to place orders and book
dates at these eateries and restaurants. 

In 2021, Black Foodie Finder announced it had completed the
acquisition of BlackChef.com. The company said the acquisition
was to solidify the relationship between black culinary
professionals such as chefs, bakers, kitchen managers, and
restaurant owners. It would also serve as a unifying factor for
the black business community, especially for blacks in the
restaurant business.

Black Foodie Finder is currently believed to be the most
extensive directory for black-owned eateries. 



Google Trends: For understanding where your target users are
located and when to launch your product.
Viral Loops:  For growing your waitlist
Google Analytics: For creating experiments such as A/B test. 
AnswerThePublic: Discover what people are asking about.
Glideapp: Create powerful apps and websites, without code.
UserTesting: Hear what your audience is saying and see what
they mean. So you can create better experiences.
FiveSecondTest: Optimize the clarity of your designs by
measuring first impressions
SocialMention: Real-time social media search and analysis.

1.

2.
3.
4.
5.
6.

7.

8.

Resources

https://trends.google.com/trends/?geo=US
https://viral-loops.com/
https://analytics.google.com/analytics/web/
https://answerthepublic.com/
https://www.glideapps.com/
https://www.usertesting.com/
https://usabilityhub.com/product/five-second-tests
http://socialmention.com/


Connect with us

dusseauand.com

Helping diverse founders build human centers software
applications. 

Dusseau and Co. empower founders to build it right the first time.
We help our partners ideate, design, develop, and scale custom
software applications. We are a team of founders, engineers, and
entrepreneurs dedicated to leaving a diverse footprint in Tech
history. 

Schedule a free 15-minute consultation here.

About Dusseau and Co.

https://www.facebook.com/Dusseau-and-Company-112520827997279
https://www.instagram.com/dusseauand/
https://twitter.com/dusseauand
https://www.linkedin.com/company/dusseau-and-company/
https://www.dusseauand.com/
https://calendly.com/dusseauandco/introduction-15-min


The #1 place for Black entrepreneurs and
professionals to learn new skills, and grow in their
careers. Less fluff, more real, actionable content.

About Mogul Millenial

Connect with us

mogulmillennial.com

https://www.facebook.com/mogulmillennial
https://www.instagram.com/mogulmillennial/?hl=en
https://twitter.com/mogulmillennial
https://www.linkedin.com/company/the-mogul-millennial/
https://www.mogulmillennial.com/


In partnership with


