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2022 Student 
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Supported by
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Get workshop ready…

Scan the QR code or 
open MENTI.COM use code

33 06 75 23

… that means be ready to interact with us
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2022 Student 
Entrepreneurs' Programme

Customer Discovery 

oxford startup school
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2022 StEP - Workshop Schedule
Week 1 – Developing the opportunity |  Week 2 – Digging in & getting ready to pitch

1 2 3

5

4

7

Lean Canvas 

Unpack the Lean 
Canvas. Set out as 
consistent approach 
to understanding 
users & opportunity

Market problems

Drill into market pain 
points / customer 
outcomes for which 
they will pay for

Design Thinking

Apply Design 
Thinking to create 
empathy with users, 
design personas,  
ideate and test. 

Customer Discovery

Research the market 
and validate your 
hypothesis of user  
Pains & Gains

Lean Canvas v2

Checking in on your 
Lean Canvas and the 
status of your 
concepts

Where to Play

Determine markets 
to play in based on 
opportunity vs go-to-
market requirements

Week 1

Week 2

Coaching to focus 

on validating needs, 
users, opportunity & 
common challenges 
for start-ups

Support to translate 

opportunity into a 
viable, presentable 
investor pitch with 
go forward plans

8

Minimal Viable Pitch

Expectations for the 
investor pitch. How to 
tell the story and field 
the tough questions

6

How to Prototype 

Why, when & how to 
use prototypes to 
test market 
assumptions
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Introducing the workshop
Customer Discovery

• Key principles PT1 – Customer Discovery, Who, Where, What do they need to do?

• Expanding your thinking – An interactive case study. What works and what to avoid? 

Over to you – A continuous process of Customer Discovery – what do you need to know?

• Key principles PT2 – Sizing the market , how many of your target customers can you reach?

• Joining up the dots – What’s next on your journey with interactive feedback

• Feedback - Summarise todays learnings and discoveries what’s next ?
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Customer Discovery 
USING THE FRAMEWORK TO DEVELOP YOUR THINKING & CUSTOMER UNDERSTANDING 



© o x f o r d s t a r t u p s c h o o l - 2 0 2 0

o x f o r d s t a r t ups choo l . c om

7

Customer Segment/Profile 

o Customer jobs  what  are customers 
trying to do and in what environment 
(AEIOU) 

o Jobs have different levels of 
importance, what are the consequences 
of not completing the job? Is it  crucial or 
nice solution to have? 

o Gains describe the outcomes customers 
want to achieve or the solid benefits they 
are seeking – some they expect others,  
are a surprise 

o Pains what are the bad outcomes, risks 
and challenges related to customer jobs 

What is the job the customer(s) needs or wants to complete?

Dr Alex Osterwalder Strategyzer
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Value Map

o What products and services does your value 
proposition provide?

o Gain creators describe how your products and 
services create customer gains, these can be 
required, expected or desired or an unexpected 
moment of delight.

o Pain relievers describe how your products and 
services alleviate customer pains? Financial, time 
frames 

o Create a priority list, ranking products and 
services, pain relievers and gain creators, 
depending on their importance to customers. 

Breaking your value proposition into products & services, pain relievers and gain creators 

Dr Alex Osterwalder Strategyzer
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Outcomes 
customers want to 
achieve or benefits 
they are looking for 

Negatives, 
disappointments, 
challenges and 
obstacles 

What does the 
customer need 
to do. How 
important is it? 

How do your 
products, services, 
create customer 
gains

The core of 
your value 
proposition

How do your 
products and 
services alleviate 
customer pains
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Value Proposition Canvas 
Fit is when customers really want your value proposition.  This will depend on how you address important jobs, alleviate 
customer pains and create gains.  Fit is hard to achieve – getting there is at the core of Value Proposition Design 
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CRED

Everytime you pay your bills 

https://www.youtube.com/c/CRED_club
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Get out of the building!
Take a Value Proposition Canvas and explore your proposition

CUSTOMER DISCOVERY 
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Using Business Tools 
Value Proposition Canvas 

STEP 1

StEP TEAMS

STEP 2

APPLICATION

STEP 3

STICK ‘N’ SAY

Work with your team Customer Discovery Canvas –
assumptions & questions are ok

Using our standard reflection 
questions we will update the 

Stick ‘n’ Say walls

Learnt

Don’t 

know

Do

next
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Stick ‘n’ Say
Standard reflection questions to capture, share & discuss

1. What did you learn / like by using  the Value Proposition Canvas 

with your team?

2. What don’t you know and why does this matter?

3. What are you going to do next and what do you hope to achieve?
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Let’s look at the ‘Help Me’ wall
Sweeping up the wall together – working as a community

TAM, SAM, SOM 
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Expanding your thinking
WHAT WE CAN LEARN FROM OTHERS
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Market Opportunity Size
Linking your value to the segment to the opportunity

• TAM or Total Available Market is the total 

market demand for a product or service.

• SAM or Serviceable Available Market is the 

segment of the TAM targeted by your 

products and services which is within your 

geographical reach.

• SOM or Serviceable Obtainable Market is the 

portion of SAM that you can capture.

• Still confused? TAM SAM SOM? Let's take an 

example.
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Market Opportunity Size Example
Linking your value to the segment to the opportunity

• Total Addressable Market (TAM)

• 22.4 million of working population Hard Fact

• 16.4 million are employed Hard Fact

• 20% are in profession occupations Soft Fact

• 3.28 million have the means to make significant savings

• Service Addressable Market (SAM)

• ABSA has 22% market share Hard fact

• 0.72 million existing customers *

• Target Market (SOM)

• Assume 25% penetration of existing customer base SWAG!

• 0.18 million existing customers that is a reasonable target number

• 0.3% of Total Market!

• Total South African Market

• 58.5 million population  Hard Fact

* assuming wealth management product is an add-on to existing ABSA products and 
services
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Do we know the key pain 

points.  And, does it hurt 

enough so people will pay 

for the pain to be relieved…

What makes us attractive to 

customers, like solving their 

pain! And, what’s interesting 

for investors…

How do we solve customer 

apathy or hard 

implementation…

Give it me in a sentence, or 

your elevator pitch…

Who’s hurting, who’s 

bothered, and who’s prepared 

to pay?

This might be segments, 

personas or buyer roles...

Lead indicators like 

marketing, engagement, 

production, etc.

Lag indicators like CAC, CLTV, 

price, churn, sales, etc.

Who, or what, we need to 

reach end customers.

Is it capability, capacity,  or 

channel partners. What is 

your ‘go-to-market’

Which personas are likely to 

help us test market-product 

fit

Your: IP, know-how, 

technology, brand, 

trade secrets, finances,  

customers, timing…

How you will relieve pains 

points with your proposed 

solution

1 2

6 6

4 3 5

7 7

What are the key capital and operating costs

Are there significant investment to get going

What’s the running cost and working capital needs

From where is revenue being generated 

How is everyone getting paid

What is the business model being used

Customer Discovery 
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Signposting the Pitch Canvas…

Source: Best3Minutes.com

Phase 1: Opportunity Phase 2: Validation

Phase 3: Pitch Ready
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Joining up the dots
CONNECTING YOUR UNKNOWNS WITH YOUR BIG VISIONS
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Customer Discovery 
A continuous, iterative process of discovery, learning and testing 

Develop a deep understanding of your potential customers in 
each segment  

Identify the jobs, pains and gains your value proposition 

address 

Moving through Problem Solution Fit, to Product Market Fit
and Business Model Fit

Market sizing – TAM, SAM & SOM
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Session feedback
Customer Discovery

menti.com with code

33 06 75 23



© o x f o r d s t a r t u p s c h o o l - 2 0 2 0

o x f o r d s t a r t ups choo l . c om

24

Thank you

oxford startup school


