FREE FOUNDER FIELD GUIDE

The Idea
Validation
Playbook

Test your startup idea in 7 days - before writing a line of code.

Emmanuel Oluwatosin

Product leader, venture builder and startup coach

STARTUPCOURT
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HOW TO USE THIS PLAYBOOK

Use the week to buy evidence, not
encouragement.

Your goal is not to prove that your idea is brilliant. It is to
discover whether a specific group of people has a problem
important enough to change what they do.

1 2 3

One customer One painful job One decision

Choose a narrow first Focus on a recurring Set the evidence that will
audience. “Small struggle with a visible make you proceed, revise
businesses” is too broad. consequence: lost time, or stop before you start
“Independent Calgary lost revenue, risk, delay or collecting opinions.
clinics with 3-10 staff” is frustration.

testable.

The evidence ladder

Compliment < stated interest < time commitment < access or data < referral < deposit or
payment. Move as high as your idea reasonably allows.

Your seven-day rhythm

Day 1: Define the customer, problem and decision.  Day 5: Create the smallest credible test.

Day 2: Rank the assumptions that could kill the Day 6: Ask for a real commitment.

idea.
Day 7: Score the evidence and decide.

Day 3: Run five problem interviews. ) ‘ .
Budget 60-90 focused minutes daily. Do not build

Day 4: Find patterns and sharpen the promise. production software this week.

THE IDEA VALIDATION PLAYBOOK
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DAY 1 60 minutes

Define the decision before the idea starts
defending itself.

Write a testable problem statement

For specific customer, problem happens when Write yours
situation. Today they use workaround, which costs Be concrete enough that you could find ten people
them consequence. who match it today.

Example: For independent clinic
managers, last-minute staff absences
create scheduling gaps. They use group
chats and spreadsheets, which costs hours
and leaves shifts uncovered.

Set three thresholds now

a Proceed if: What minimum evidence would justify another week?

Revise if: What mixed signal would make you change customer, problem or
promise?

e Stop if: What result would tell you not to invest more right now?

Day 1 output

[ ] one precise problem statement [ | Three written decision thresholds [ | Alist of 10 reachable
prospects

DEFINE THE DECISION



DAY 2 75 minutes

Test the assumption most capable of killing
the idea.

Every idea rests on guesses. Do not test the easiest one. Test the
one that would make the rest irrelevant if it were false.

Impact if false
1-5

Assumption Evidence today

The customer experiences the problem often enough.
The current workaround is costly or frustrating.

The decision-maker is reachable.

The customer can switch from the current approach.
Someone has authority and budget to act.

Your proposed outcome matters more than competing priorities.

Risk lens Your riskiest assumption

Desirability: Do they want the outcome? Write one sentence. This is the target for Days 3-6.

Viability: Can this become a sustainable
business?

Feasibility: Can you deliver it credibly?

Rule: If you are debating several risks, start with customer pain. A solution cannot rescue a
problem nobody prioritizes.
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DAY 3 Five conversations

Interview for reality, not permission.

Ask about the past Avoid hypothetical praise
e Tell me about the last time this happened. e Would you use an app that...?

e What triggered it? e Do you think this is a good idea?
e What did you do next? e How much would you pay?

e What was hardest or most expensive? e Would you recommend it?

e Who else was involved? e Don't you find this frustrating?

e What have you already tried?

Listen for: a recent event, a workaround, emotional language, measurable consequences,
repeated attempts, and a named decision-maker.

Conversation log

Person / segment Last real example Current workaround Cost or

consequence

Do not pitch during the first 80% of the conversation. Follow the story. Ask “what happened next?” until you reach
behavior, not opinion.

INTERVIEW FOR REALITY
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DAY 4 60 minutes

Patterns matter more than memorable
quotes.

Lay the five interview notes side by side. Count repeated behavior before interpreting it. One enthusiastic
person is a clue; three independent examples are a pattern worth testing.

Frequency Severity Energy

How often did the problem What did it cost in time, What has the customer
occur in a recent, concrete money, risk or reputation? already done to solve it?
period?

Synthesis board

Seenin What it means
how many? for the test

Repeated observation

Sharpen the promise

We help specific customer achieve measurable outcome when trigger, without painful
workaround.

Day 4 output

[ ] Three patterns [ | One revised promise [ | One assumption to test next
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DAY 5 90 minutes

Build the smallest test that makes the
promise believable.
The test is not a tiny version of the whole product. It is the

fastest credible way to learn whether the customer will take the
next meaningful action.

SERVICE TEST

Deliver it manually

Best when the question is whether the
outcome matters. Use a concierge service
behind a simple form.

LANDING PAGE

Test the promise

Best when the question is whether a specific
message earns a sign-up, call or deposit.

CLICKABLE PROTOTYPE

Simulate the flow

Best when comprehension, usability or
workflow is uncertain. Ask the user to
complete a task.

PRESELL

Ask for commitment

Best when willingness to pay is the key risk.
Offer a defined pilot with clear terms.

Design your experiment

0 Audience: Who will see this test?

a Promise: What single outcome are you offering?

° Action: What must the person do to count as evidence?

o Threshold: How many qualified actions will count as a pass?

Keep the assets disposable. One page, one promise, one action. If it takes more than 90 minutes to create, reduce the
scope.

BUILD THE TEST
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DAY 6 Ten direct asks

Commitment is the clearest answer a
customer can give.

Show the test to people who match your Day 1 customer definition. Explain the outcome in one
sentence, then ask for a concrete next step. Do not rescue hesitation with a discount or a long pitch.

Commitment options A simple ask

L1 Bookapilot call “Based on what you told
me, I can help you
achieve [outcome] by
[date]. The next step is
[commitment]. Would
you like to do that?”

[ | Share relevant data or access
[ ] Introduce the decision-maker
[ ] Join a dated waitlist

[ | Sign a letter of intent

[ | Pay adeposit or preorder

Response tracker

Prospect Ask made Response Evidence level

When someone says “later”: ask what would need to be true for this to become a priority. The
answer may reveal budget timing, missing trust, a wrong customer, or a weak problem.

ASK FOR COMMITMENT 08



DAY 7 45 minutes

Make the call while the evidence is still
uncomfortable.
Score what happened, not how excited you feel. Use the

thresholds you wrote on Day 1; do not lower the bar after seeing
the results.

Evidence Score guide You;_szcore

Problem frequency 0: rare / 1: occasional / 2: recurring

Problem severity 0: minor / 1: inconvenient / 2: costly or risky

Existing effort 0: none / 1: informal / 2: active workaround or spend

Customer consistency 0: scattered / 1: partial / 2: clear segment pattern

Commitment 0: praise / 1: time or referral / 2: access, pilot or money

Reachability 0: blocked / 1: difficult / 2: repeatable access

Total

r r

9-12: Proceed 5-8: Revise 0-4: Stop
Run a paid or time-bound Change one variable: Archive the idea and
pilot. Keep the scope customer, problem or preserve the learning.
narrow and measure the promise. Do not change all Stopping is a return on
promised outcome. three at once. evidence, not a failure.

The decision
[ ] Proceed [ ] Revise [ ] Stop

Because the strongest evidence was:

MAKE THE CALL 09



FIELD SCRIPT

A good interview makes the customer's
world visible.

1. Open without pitching 4. Understand the workaround
“I'm learning how [type of customer] handles “What tools or people were involved?”
[situation]. I'm not selling anything today. Could I “What have you tried before?”

ask about the last time it happened?” “Why did you keep or stop using it?”

2. Reconstruct the event 5. Map the decision

“When was that?” “Who cares most about solving this?”
“What triggered it?” “Who approves a change?”

“What did you do first?” “When would this become urgent?”

“What happened next?” .
6. Close with access

3. Expose the cost “Who else sees this problem differently?”
“How much time did that take?” “May I show you a rough test later this week?”

“What else was delayed?”
“What happens if you do nothing?”

Follow-up prompts that keep you honest

“Can you give me a specific example?” “How do you know?” “What did that cost?” “What have
you already tried?” “Who else was involved?”

After each conversation

One observed behavior One assumption that changed

Strongest evidence Next person to interview

INTERVIEW SCRIPT
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EXPERIMENT MENU

Match the experiment to the uncertainty.

If you need to learn...

Whether the problem is real

Whether the promise is clear

Whether the workflow works

Whether the outcome matters

Whether people will commit

Whether people will pay

Whether you can reach buyers

Keep the test ethical

e Say when the product does not yet exist.

Run this test

Five recent-event interviews

Two-message landing-page test

Clickable prototype task

Concierge or manual service

Dated pilot offer

Deposit, preorder or paid pilot

Manual outreach sprint

Count this as
evidence

Repeated
examples,
workarounds
and
consequences

Qualified clicks,
replies or
bookings by
message

Completion
without
coaching;
observed
confusion

Use, return
visits and
outcome
achieved

Calendar
booking, access,
referral or
signed intent

Money collected
under clear,
honest terms

Reply and
meeting rate
from qualified

prospects

Keep the test diagnostic

¢ Do not fabricate customers, scarcity or o

results.

e State refund and pilot terms clearly.

e Protect any customer data you collect.

e Change one main variable at a time.

Define the audience before outreach.

e Track every response, including silence.

e Set a deadline and a decision threshold.

A test is complete when it changes a decision. If the result cannot make you proceed, revise or

stop, the experiment is collecting activity rather than evidence.

EXPERIMENT MENU
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EVIDENCE TRACKER

Keep one record of what people did, not
what you hoped.

Implication

Segment Observed behavior Commitment

Date / person

Strongest signal Biggest contradiction

Evidence hygiene: separate what you observed from what you inferred. “Three managers sent a
spreadsheet” is an observation. “Managers want automation” is an interpretation to test.

EVIDENCE TRACKER

12



YOUR NEXT MOVE

Validation is not certainty.
It is a better bet.

You now have a sharper customer, a tested problem, a real
commitment signal and a decision. Build only what the evidence
has earned.

If you proceed If you revise If you stop

Define a two-week pilot Change only customer, Write the insight, archive
with one promised problem or promise. Run the assets and move on
outcome, one owner and the narrowest missing test without carrying the sunk
one success measure. next. cost.

The founder's weekly question

What is the most important thing I believe about this business that I have not yet earned the right
to believe?

Emmanuel Oluwatosin

Product leader, venture builder and startup coach

Use this playbook with your team. Repeat the seven-day cycle whenever a major assumption changes.

STARTUPCOURT
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