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START HERE

Use the month to buy evidence,
not features
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Your job is not to prove the idea is brilliant. Your job is to discover whether
it deserves more of your time, money and reputation.

What you should have by
Day 30

One rule for the whole month

Do not build anything unless it helps you
answer a specific question.

If a feature does not change what you will learn, it is
not part of this month's MVP.

Choose your working constraints now

TIME
10 focused hours a
week

Book four 90-minute build blocks
and two 60-minute customer
blocks.

MONEY
A fixed learning budget

Set an amount you can lose
without resentment. Spend in
stages, not upfront.

SCOPE
One customer. One
problem.

You can broaden later.
Narrowness makes the first
evidence interpretable.

A successful month ends with a better decision - even if the decision is
not to build.

Before Day 1: Put every task in your calendar. Invite one accountability partner to review your
evidence on Days 10, 20 and 30.

A narrow customer and problem you can
describe in their words.

□

Evidence from real behaviour, not compliments.□

A testable offer with a clear promise.□

A minimum viable product (MVP) that completes
one learning loop.

□

A written decision: continue, revise or stop.□
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THE OPERATING MAP

Four gates keep the month
focused

02

Do not advance because the calendar says so. Advance when the evidence
at the current gate is strong enough to justify the next step.

01
Problem
Do people experience
this pain often enough
to act?

Days 1-10

02
Demand
Will they trade time,
access, data or money
for a solution?

Days 11-16

03
Delivery
Can you create the
promised outcome with
a tiny solution?

Days 17-27

04
Decision
What does the evidence
tell you to do next?

Days 28-30

The 30-day cadence

1-3 Frame: define the customer, painful problem and stakes. P4

4-6 Map: rank assumptions and prepare interviews. P5

7-10 Listen: run conversations and synthesize patterns. P6

11-13 Offer: write a testable value proposition. P7

14-16 Test: choose the cheapest decisive experiment. P8

17-20 Build: create only the learning loop. P9

21-23 Launch: recruit a small, relevant cohort. P10

24-27 Learn: measure behaviour and hear the friction. P11

28-30 Decide: continue, revise or stop. P12
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DAYS 1-3 / FRAME

Choose one painful problem 03

A good starting point is specific enough to find, interview and observe - and painful enough that people
already try to solve it.

Write the problem frame

For: [specific customer]

When: [situation or trigger]

They struggle to: [job to be done]

Because: [barrier]

Which causes: [meaningful cost]

Example structure: For independent consultants, when a
client project ends, they struggle to refill their pipeline
because referrals are unpredictable, causing weeks of
unpaid downtime.

Score before you commit

Criterion 1-5 Evidence

Frequency

Severity

Existing spend

Reachability

Your advantage

A strong candidate scores 18/25 or more and has no
score below 3 for severity or reachability.

Your three-day sprint

DAY 1
List ten pains

Use problems you have seen
first-hand. Ban solution
language.

DAY 2
Score the top three

Separate what you know from
what you assume.

DAY 3
Choose one

Find 15 people who match the
customer definition.

Gate 1A: Can you name the customer, trigger, struggle and cost in one breath? If not, narrow again.
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DAYS 4-6 / MAP

Turn beliefs into interviewable
assumptions
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The riskiest assumption is the belief that would collapse the idea if it were false. Test that one first.

DESIRABILITY

They care
The problem is real, frequent
and important.

+

VIABILITY

Value exists
Someone will exchange
something meaningful.

+

FEASIBILITY

You can deliver
The outcome is possible at a
workable cost.

Build the assumption map

High impact / weak evidence

Test now. These are the ideas most likely to
surprise or stop you.

High impact / strong evidence

Monitor. Record the evidence and define what
could change your mind.

Low impact / weak evidence

Defer. Do not spend the first month making small
uncertainties feel important.

Low impact / strong evidence

Accept for now. Revisit only if later evidence
conflicts.

Prepare eight interviews

Output by Day 6: one assumption map, eight booked conversations and three questions that could prove you
wrong.

Recruit people who experienced the situation in the last 90 days.□

Do not pitch the product; ask about the last real event.□

Ask what they did, how long it took, what it cost and who was involved.□

Reserve the final two minutes for permission to follow up.□
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DAYS 7-10 / LISTEN

Hear the problem in customers'
language
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Opinions are cheap. Recent behaviour - workarounds, spending, delays and escalation - is evidence.

Ask for the last real story
1. "Tell me about the last time this happened."

2. "What triggered it?"

3. "What did you do first? Then what?"

4. "What was hardest or most frustrating?"

5. "What did it cost in time, money or opportunity?"

6. "What have you tried before?"

7. "Who else was involved in the decision?"

8. "What happens if you do nothing?"

Do not ask

"Would you use this?"
A polite future promise is not behaviour.

"Do you think this is a good idea?"
People protect your feelings.

"Would you pay $X?"
Ask for a real commitment through a later test.

Tag the evidence
trigger frequency workaround cost

emotion buyer

Synthesize, do not average

Strong signal

Repeated recent events,
costly workarounds or an
active search for help.

Weak signal

General interest, praise,
hypothetical use or problems
from years ago.

Contradiction

A credible behaviour that
challenges your core
assumption. Investigate it.

Gate 1B: Move forward when at least five of eight matched customers describe the problem as recent and
meaningful, and at least three have tried to solve it. Otherwise, revise the customer or problem and repeat.
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DAYS 11-13 / OFFER

Make a promise people can test 06

Your offer is a learning instrument. It should be concrete enough to accept, reject, question or pay for.

Write the value proposition

We help [specific customer]

achieve [valuable outcome]

when [trigger or situation]

without [current frustration or trade-off]

by [distinctive approach].

Turn it into an offer Example structure

"In a 30-minute working session, we will turn your
scattered customer notes into one ranked
problem list and a five-interview plan. Bring your
notes; leave with the plan."

Specific outcome. Small scope. Immediate proof.

Run five offer conversations
Show the offer to five matched prospects. Ask: "What is unclear? What would stop you? What would you need to
believe?" Then make the commitment real.

Gate 2A: Do not count compliments. Count scheduled sessions, deposits, introductions, shared data or
explicit access to a pilot.

One result the customer can recognize.□

One delivery format: service, workflow, prototype or
manual concierge.

□

One clear time horizon.□

One commitment: call, deposit, pre-order, pilot, data
access or introduction.

□

One honest boundary: what is not included.□
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DAYS 14-16 / TEST

Choose the cheapest decisive
experiment
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Match the experiment to the unknown. A beautiful prototype cannot prove willingness to pay if nobody
is asked to commit.

Use the evidence ladder
WEAK

Attention
Views, clicks, sign-
ups

→

BETTER

Access
Call, workflow, data

→

STRONG

Cost
Time, referral,
deposit

→

STRONGEST

Use
Repeat behaviour,
payment

Pick the test that answers your question

Fake door or landing page

Tests whether the promise earns attention and a
next step.

Concierge service

Tests the outcome manually before software
automates it.

Pre-order or paid pilot

Tests commitment when the offer and delivery are
credible.

Prototype task

Tests whether people understand and can complete
the core workflow.

Write the experiment before running it

We believe: [assumption]

To test it, we will: [experiment]

With: [number and customer criteria]

We will continue if: [behaviour threshold]

We will revise or stop if: [threshold]

Deadline: [date]

Gate 2B: Freeze the success threshold before launch. If you change it after seeing results, record why.
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DAYS 17-20 / BUILD

Build only the learning loop 08

A minimum viable product is the smallest credible experience that produces the behaviour you need to
observe.

Trigger

A customer enters
with a real job.

→
Core action

They attempt the
essential workflow.

→
Outcome

They receive the
promised value.

→
Evidence

You capture
behaviour and
feedback.

Keep Cut
Multiple customer types.

Accounts, dashboards and settings unless essential.

Integrations you can simulate.

Automation before the manual workflow works.

Brand polish that does not build trust.

The 20-minute scope cut
1. Write every proposed feature on a separate line.

2. Label it must learn, must deliver or later.

3. Remove every "later" item.

4. For each remaining item ask: "Can a person do this manually?"

5. Stop when the experience still feels credible but no longer complete.

Definition of done

A matched customer can enter, attempt the core action, receive the outcome and leave evidence - with you
assisting manually where needed.

The moment value becomes visible.□

Manual work hidden behind the scenes.□

A clear beginning and completion.□

One metric for each risky assumption.□

A feedback prompt immediately after use.□
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DAYS 21-23 / LAUNCH

Launch to a small, relevant cohort 09

The first launch is not a campaign. It is a controlled learning session with people who genuinely have
the problem.

Recruit for relevance
1. Return to the strongest interviewees.

2. Ask each for one introduction to a similar person.

3. Use communities only when you can state exact
screening criteria.

4. Recruit 10 prospects; expect 5-7 to complete.

Invitation script

"You mentioned [specific problem] when we
spoke. I have built a small test to help with
[outcome]. It takes [time] and is intentionally early.
Would you try it this week and let me watch where
it breaks?"

Run each session the same
way

Founder discipline

Do not defend the product during the session.
Confusion is data. Rescue only when the
participant cannot continue.

Track the cohort

Participant Matched? Completed?

1.

2.

3.

4.

5.

Launch standard: Direct, small and observable beats broad, polished and anonymous.

Confirm the triggering situation is real.□

Explain that you are testing the experience, not the
person.

□

Observe before helping.□

Record time, drop-off, questions and workarounds.□

Deliver the promised outcome.□

Ask what they would do next without prompting.□
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DAYS 24-27 / LEARN

Measure behaviour and listen
closely
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Define what success means before the data arrives. Otherwise every result can be explained away.

Measure the funnel

Signal Target Actual

Qualified invitees

Agreed to try

Started

Reached outcome

Committed next step

Listen for friction

Record exact customer language. Do not translate it into
product jargon.

Separate three kinds of learning

Problem learning

Did the right people show up
with the expected pain?

Solution learning

Could they reach the
promised outcome?

Business learning

Did they make a meaningful
commitment?

A high completion rate with no desire to return may mean you built a
usable product for an unimportant problem.

Gate 3: Compare actuals with the thresholds from Day 16. Write the gap before discussing explanations.

Where did they pause?□

What did they misunderstand?□

What did they skip?□

What did they try to do that you did not expect?□

When did the value become clear?□

What would they replace or stop using?□
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DAYS 28-30 / DECIDE

Decide without ego 11

The decision is not whether the idea is good. It is whether the next investment is justified by what you
learned.

Continue

Core assumptions held,
thresholds were met and the
next unknown is worth testing.

Next move: deepen usage or
test repeatability.

Revise

The pain is real, but the
customer, promise, channel,
workflow or price is wrong.

Next move: change one
variable and retest.

Stop

The problem is weak, the
cohort will not commit, or
delivery is structurally
unattractive.

Next move: archive the
evidence and free the
resources.

Write the Day 30 decision memo

Original belief: What did we believe on Day 1?

Evidence gathered: Which behaviours and outcomes matter?

What changed: What is now more or less likely?

Decision: Continue, revise or stop?

Reason: Which threshold or contradiction drove the decision?

Next test: What is the riskiest remaining assumption?

Owner and deadline: Who will act, and by when?

Run a 30-minute review
1. Read the original assumptions aloud.

2. Show the evidence, including the uncomfortable parts.

3. Make the decision before discussing a new feature list.

4. Choose one next test and one metric.

5. Thank every participant and close the loop.

The win: You now have evidence, a working learning loop and a decision. That is more valuable than a month
of hidden building.

FIRST 30 DAYS / EMMANUEL OLUWATOSIN 12



CASH DISCIPLINE

Guardrails protect money and
attention

12

Spend should rise only when uncertainty falls. Keep fixed costs out of the first month wherever possible.

Use three spending envelopes

DISCOVER
Customer access

Interview incentives, local
travel, transcription and
simple scheduling.

TEST
Evidence tools

Landing page, prototype,
payment link and lightweight
analytics.

DELIVER
Pilot service

Only the materials or
specialist help required to
create the outcome.

Set your own ceiling

Total 30-day learning budget: ____________________

Maximum before problem evidence: ____________________

Maximum before commitment evidence: ____________________

Spend that requires a second person's approval: ____________________

Default to Avoid in Month 1
Custom software for untested demand.

Brand systems before a clear promise.

Large ad campaigns without conversion evidence.

Legal complexity beyond basic risk protection.

Hiring to compensate for unclear scope.

Weekly rule: Review every expense beside the question it helped answer. If you cannot name the question,
stop the spend.

Manual delivery before automation.□

Short-term tools before annual contracts.□

Borrowed distribution before paid reach.□

Customer evidence before expert opinion.□

Reusable no-code components.□
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WORKSHEET 1

Customer interview note A

PARTICIPANT / ROLE DATE / TRIGGER RECENCY

THE LAST TIME THIS HAPPENED

STEPS THEY TOOK WORKAROUNDS / ALTERNATIVES

COST: TIME, MONEY, OPPORTUNITY PEOPLE INVOLVED / BUYER

EXACT PHRASES WORTH KEEPING

STRONGEST EVIDENCE WHAT CONTRADICTED US

FIRST 30 DAYS / PRINT OR DUPLICATE FOR EACH INTERVIEW 14



WORKSHEET 2

Experiment brief B

RISKIEST ASSUMPTION

WHY THIS MATTERS TO THE DECISION

CUSTOMER CRITERIA SAMPLE SIZE

EXPERIMENT: WHAT WILL HAPPEN, IN WHAT ORDER

SUCCESS THRESHOLD STOP / REVISE THRESHOLD

START / DEADLINE OWNER / BUDGET

WHAT WE WILL RECORD

FIRST 30 DAYS / FREEZE THRESHOLDS BEFORE LAUNCH 15



WORKSHEET 3

MVP boundary C

CUSTOMER ENTERS WITH THIS TRIGGER AND JOB

THE ONE OUTCOME WE PROMISE

The smallest credible flow

1. Enter
What must the
customer bring?

→
2. Act
What is the one core
action?

→
3. Receive
How does value
appear?

→
4. Signal
What evidence is
captured?

MUST LEARN MUST DELIVER

MANUAL BEHIND THE SCENES EXPLICITLY LATER

DEFINITION OF DONE

FIRST 30 DAYS / BUILD THE LEARNING LOOP, NOT THE ROADMAP 16



WORKSHEET 4

Evidence scorecard D

Record results participant by participant. Totals come last.

Participant / date Key behaviour Result

1.

2.

3.

4.

5.

6.

7.

8.

Threshold comparison

Metric Target Actual

Invitation accepted

Core action started

Outcome reached

Commitment made

Repeat intent / use

WHAT SURPRISED US WHAT WE NOW BELIEVE

FIRST 30 DAYS / BEHAVIOUR BEFORE OPINION 17



WORKSHEET 5

Day 30 decision memo E

Continue

Evidence clears the bar.

Revise

Pain is real; one variable must
change.

Stop

The next investment is not
justified.

ORIGINAL BELIEF

MOST DECISION-RELEVANT EVIDENCE

THRESHOLDS MET THRESHOLDS MISSED

DECISION AND REASON

THE RISKIEST REMAINING ASSUMPTION

ONE NEXT TEST OWNER / DEADLINE / BUDGET

FIRST 30 DAYS / ONE DECISION, ONE NEXT TEST 18



Y O U R  N E X T  M O V E

Keep the next
sprint honest.
Choose one risky assumption. Run one decisive test. Let
evidence earn the next investment.

Emmanuel Oluwatosin is a product leader, venture builder and Lean Startup
Certified Coach. He helps founders move from ideas to evidence, from
experiments to products and from activity to product-market fit.

Build less. Learn faster.

Emmanuel Oluwatosin
Principal Product Manager · StartupCourt Director
Product leadership · Venture building · Founder coaching


	First30 Days
	Use the month to buy evidence,not features
	What you should have byDay 30
	One rule for the whole month

	Choose your working constraints now
	10 focused hours aweek
	A fixed learning budget
	One customer. Oneproblem.


	Four gates keep the monthfocused
	Problem
	Demand
	Delivery
	Decision
	The 30-day cadence

	Choose one painful problem
	Write the problem frame
	Score before you commit
	Your three-day sprint
	List ten pains
	Score the top three
	Choose one


	Turn beliefs into interviewableassumptions
	They care
	Value exists
	You can deliver
	Build the assumption map
	High impact / weak evidence
	High impact / strong evidence
	Low impact / weak evidence
	Low impact / strong evidence

	Prepare eight interviews

	Hear the problem in customers'language
	Ask for the last real story
	Do not ask
	Tag the evidence
	Synthesize, do not average
	Strong signal
	Weak signal
	Contradiction


	Make a promise people can test
	Write the value proposition
	Turn it into an offer
	Example structure

	Run five offer conversations

	Choose the cheapest decisiveexperiment
	Use the evidence ladder
	Attention
	Access
	Cost
	Use

	Pick the test that answers your question
	Fake door or landing page
	Concierge service
	Pre-order or paid pilot
	Prototype task

	Write the experiment before running it

	Build only the learning loop
	Trigger
	Core action
	Outcome
	Evidence
	Keep
	Cut
	The 20-minute scope cut
	Definition of done


	Launch to a small, relevant cohort
	Recruit for relevance
	Invitation script
	Run each session the sameway
	Founder discipline

	Track the cohort

	Measure behaviour and listenclosely
	Measure the funnel
	Listen for friction
	Separate three kinds of learning
	Problem learning
	Solution learning
	Business learning


	Decide without ego
	Continue
	Revise
	Stop
	Write the Day 30 decision memo
	Run a 30-minute review

	Guardrails protect money andattention
	Use three spending envelopes
	Customer access
	Evidence tools
	Pilot service

	Set your own ceiling
	Default to
	Avoid in Month 1

	Customer interview note
	Experiment brief
	MVP boundary
	The smallest credible flow
	1. Enter
	2. Act
	3. Receive
	4. Signal


	Evidence scorecard
	Threshold comparison

	Day 30 decision memo
	Continue
	Revise
	Stop

	Keep the nextsprint honest.

