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Orientation Motivation Problem Approach



Why should you listen to me?



–Colin Powell 
American Politician and 4* Army General

“There are no secrets to success. It is the result of 
preparation, hard work, and learning from failure.” 



–Bill Gates 
Founder of Microsoft

“It's fine to celebrate success but it is more important 
to heed the lessons of failure.” 



–Henry Petroski 
Professor of Civil Engineering & History 

Engineering specialist in Failure Analysis

“Failure is central to engineering. Every single 
calculation that an engineer makes is a failure 

calculation. Successful engineering is all about 
understanding how things break or fail.” 



Learn from failure



What is our experience?



Who are we?



What do we do?

+ + =



What is the result?



75%

25%

Harvard Business School

2012



60%

40%

Cambridge Associates Report

2017?



92%

8%

Startup Genome Report

2012



Why do we fail?



• Facebook Phone (2013) 

• Google+ (2011) 

• Microsoft Kin (2010) 

• Twitter Peek (2009) 

• Microsoft Zune (2006) 

• New Coke (1985)

Is it a brand problem?



• Powa (£150m) 

• Blippar (£100m) 

• Ve Interactive (£77m) 

• WorldStores (£44m) 

• Songkick (£38m)

Is it lack of cash?



Why do we fail?



Five Curses 
of the 

Entrepreneur



“At times of stress we focus on what we know.”  
Charles Durlig

Too 
Much 
Stress



“Confidence is good but overconfidence always sinks the ship” 
Oscar Wilde

Overconfidence



“We tend to be distracted by the voices in our own heads 
telling us what the design should look like.” 

Michael Bierut

User Needs Not 
Well Understood



“It is useless to attempt to reason a man out of a 
thing he was never reasoned into.” 

Jonathan Swift

Unchallenged 
Assumptions



“Between what is said and not meant, and what is 
meant and not said, most of love is lost.” 

Kahlil Gibran

Inability 
to 
communicate



Five Laws 
of 

Software Disaster



1st Law of Software Disaster

QualityFeatures

Time



2nd Law of Software Disaster
Co

st

Time



3rd Law of Software Disaster

“Users don't know what they want until 
they see working software.”

or

“People don't know what they want until 
you show them what they don't want.”



4th Law of Software Disaster

“Software development  
is unpredictable.” 

- Ziv's Law



5th Law of Software Disaster

Start V1.0 V1.1 V1.5 V2.0

You think 
you’re good 

here

You run out of 
money here

This is your 
"real" 
1.0



This stuff is really hard!

Mount Hope



What to do?



SYSTEMATIC 
APPROACH



Vision

Horizon

Situational 
Awareness

Strategic 
Gap

Strategy 
Kernel

Value 
Proposition

Business 
Model Mapping

Operating 
Plan

Measure/Learn Loops



BUSINESS 
DESIGN



Mission

Values

Passion

Horizon 
Goals

Build On A Stable Base



N
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What kind of culture 
do you need to scale?



The not magic formula

Used with the kind permission of Corporate Punk — https://corporatepunk.com/

https://corporatepunk.com/


Four organisational archetypes

Energy all over the place. 
Misaligned agendas. 
Wasted potential.

Plenty of energy and focus. 
Happy and innovative 

Growth is fast, and can last.

There is alignment. 
But no creative thinking. 

Progress is slow and marginal.

Disagreements on direction. 
Slow or no action. 
Death by 1000 cuts.

Aligned 
agendas

Creative 
capabilities

L H

H

L

Impulsive Impact

IncrementalistInert

Used with the kind permission of Corporate Punk — https://corporatepunk.com/

https://corporatepunk.com/


Are You On The Right Journey?
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The 7-Domains Model

By Professor John Mullins 
Author of the "The New Business Road Test"



Market 
Attractiveness

Industry 
Attractiveness

Target Segment 
Benefits

Competitive 
& Economic 

Sustainability

Mission, 
Propensity 

for 
Risk

Ability 
to 

execute

Connectedness 
across the 
value chain

Market Domains Industry Domains
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Customer Discovery



–Matt Mower 
The Art of Navigation

"The problem & solution tend to arrive together. The 
customer arrives later when the product doesn't sell."



Customer Discovery Canvas

v2.4

What does the customer Desire?What do we know about the Customer?

What negative Consequences is the customer seeking to avoid?What Frictions get in the customers way?

Customer: Date:

A customer is anyone whose behaviour we seek to change: Not just someone we want to pay us although that is a change we may seek. Describe them 
in as much detail as you can: What is important about them? What are their demographics? What are their psychographics? What is the context in which 
they interest us, e.g. roles such as parent, partner, carerer, employer, shopper? The context may offer drivers that motivate their behaviour? Be as rich and 
descriptive as possible.

What Benefits would the customer like to experience?

Benefits are about what the customer experiences if their desires are satisfied: Where outcomes are about the performance of a task, benefits reflect how 
these translate into positive customer experiences. They are the higher-level and longer-term outcomes of desires being met. Often they relate to core 
behavioural drivers such as: making money, saving money, protecting investments, saving time, reducing negative emotions, or creating positive emotions.

What Outcomes will please or excite the customer?

Outcomes are what good realisation of a desire looks like in concrete terms: for example if the desire is “Drill a hole” then outcomes could be “Drill hole 
faster” or “Drill hole more accurately”. Outcome language looks like faster, better, easier, cheaper. Taking things a step further Ulwick’s Jobs-To-Be-Done 
theory suggests we should constrain our language to minimise or increase. So outcomes could be minimise number of inaccurately drilled holes or increase 
number of holes drilled per minute. These then become requirements for our solution to deliver on.

Customers have desires some of them are existential (things like food, shelter, & safety) and some are preferences (e.g. comfort, entertainment, travel). 
We create value by making it easier for them to get more of what they desire. A desire can be functional (to do …), emotional (to feel …), or social (to 
appear …). It is important not to ignore the emotional & social as these can be powerful drivers of behaviour. We should rank desires from most to least 
significant (Try using https://gosort.it/) and ensure we are dealing with concerns the customer values or we risk creating a product/service customers 
will say is “interesting” but that they never buy!

Frictions are those things that get between the customer and their desires: If a task is easy to do well the customer wouldn’t need us so what is stopping 
them from doing it well already? These are the frictions (pains in Value Proposition Design language). For example “It’s too expensive to…”, “It takes too 
much time to…”, “I don’t feel skilled enough to…”, “I’m worried about looking foolish if I…”. Frictions are things that, when we come to design a product, we 
must help the customer to overcome.

Consequences are what happens if we do not address desires properly: If an important desire to is performed poorly, or not at all, negative consequenc-
es often follow. For example they might lose something important (money, opportunity, etc…), or lose face with someone they care about, or experience 
negative feelings. It is important to understand these and balance them within our offer so that the customer will care enough to try our product/ser-
vice?

C O M P A S S
Use one canvas per customer

Customer | Operations | Mission | Perspective | Advantage | Software | Strategy

to do… to feel… to appear…

DESIGNED BY: The Art of NavigationThis work is licensed under a Creative Commons Attribution-ShareAlike 4.0 International License



Assumption  
Mapping

By David Bland / Precoil

See also David's new book:  "Testing Business Ideas"





The Universe of Possible Things

What We 
Want

What We 
Don't Want

Weinberg & Gauss



Weinberg & Gauss

Value Problem Statement

Specific Solutions



High Risk

Low Risk

Weak/No 
Evidence

Strong 
Evidence



Value Proposition  
Design

by Osterwalder & Pigneur 
see also: Business Model Generation



jobs

pains

gains

pain relievers

gain creators

products  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services



Impact Mapping 
by 

Gojko Adzic



Low-Hanging  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Sustained  
Competitive 
Advantage
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Why?

Who?

Who?

Who?

How?
What?

How?

How?

What?



Add 
£2000 

MRR by 

Sales Person

Marketing  
Assistant

Invite More 
People

Generate  
Interest

Share Links

Faster 
On-Boarding
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1
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Learn by Measuring





£200,000 MRR £75,000 MRR £15,000 MRR

10,000 users 1,000 users 250 users

£5.00 ARPU £2.00 ARPU £1.50 ARPU

MonthQuarterYear





Summary



Pick the tool you most like the sound of and give it a try!



Navigator 
The Art Of Navigation 
matt@theartofnavigation 
http://theartofnavigation.co.uk/

Thank You

Matt Mower

mailto:matt@theartofnavigation
mwrvld.comhttp://theartofnavigation.co.uk//

