
Choosing the Right Customer & Differentiation
Why most projects fail before they start



STORY TIME: ABOUT TRAINS



CUSTOMER CLARITY

• Right Customer

• Right Problem

• Right Competition

• Right Differentiation

• Right Hypothesis



IS THIS A CUSTOMER?

• Small Business Owners



The Standard• If you cannot name a specific human in a specific 
moment, you don’t have a customer



POSTER BOARDS 
REVISITED



POSTER BOARDS 
SIDE 2



StoryTime Continued: Misaligned Customers



Key Findings From 
Customer 
Misalignment

1. Your Pain != Market Pain

2. Advertising & Visibility do not fix weak positioning

3. Knowing who your real customer is changes the 
battlefield



Step 1: the 
Customer

• Who exactly is the customer?

• Be specific

• If you can’t name them, you can’t test them



STOP: Fill the 
Customer

Note & Vote

• Poster board:

• Who are they?

• Where do you find them?

• What context are they in when the pain hits?



Step 2: 
Pain/Problem

• What are they trying to accomplish?

• What goes wrong?

• Why does it matter?



STOP: Fill 
Pain/Problem

Note & Vote

• What’s happening?

• What are the stakes?

• Evidence: workarounds, complaints, time spent



Step 3: Competition 
and Alternatives

• Competition always exists

• Tools, workarounds, or doing nothing

• Go for the 800 LB Gorilla first



STOP: Fill 
Competition and 
Alternatives

Note & Vote

• What do they do today?

• Why is it “good enough”?

• Where does it fail?



Step 4: 
Differentiation

• Why would they switch?

• What changes the tradeoff?



StoryTime PT 3: Getting the Right Differentiation



Differentiation: Choose Your 
Battlefield

• “Attack where your [competition] is weakest”

• Differentiation is the essence of your strategy

• Good differentiation is what makes your product click with 
customers



Differentiation end-to-end

• Differentiation is the essence of your strategy

• Good differentiation is what makes your 
product click with customers



Differentiators



Differentiators



Step 4: 
Differentiation / 
Advantage

• Why would they switch?

• What changes the tradeoff?



The 2x2 Battlefield

• Pick Axes That Matter to your 
customer

• Be optimistically realistic





Falsifiability



WRITE THE 
FOUNDING 
HYPOTHESIS



STORY TIME: ABOUT TRAINS



WHAT’S NEXT?

You’ve learned about Next Lecture

How to Really Understand your Customers Communication as a Superpower

How To Think About Differentiation In between, you should be spending at least 6-8 
hours between now and next Wednesday 
preparing for your Mid-term Project

How to Apply both of these to the heart of your 
project

Submit ALL presentation materials and needed 
artifacts (see LearningSuite for details) by next 
Tuesday at 11:59 pm
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