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Innovation is vital for the success of any business, be it a startup or an 
established company. This book builds on 3 well-known concepts—
Lean Startup, Customer Development, and Bootstrapping—to 
provide a step-by-step blueprint to improve your chances of 
successfully developing new products or services.

Most startups fail. Among those that succeed, two-thirds were 
found to have changed their plans drastically. This means that 
having a great initial plan is not as vital as the ability to switch to a 
viable alternative before you run out of resources.

Running Lean is built on 3 key thought processes:

• Customer Development (by Steve Blank) is a framework for 
incorporating customers’ inputs into your product development 
cycle.

• Bootstrapping is about taking the right action at the right time, 
so you can make progress with minimal external debt or funding.

• Lean Startup (by Eric Ries) is about maximizing learning and 
minimizing waste in the innovation process; it combines Customer 
Development, Agile software development methods and Toyota’s 
Lean practices.

“Running Lean is a handbook
for practicing entrepreneurs
who want to increase their
odds of success…a detailed

look at a battle-tested
approach to building

companies that matter.”
- Eric Ries

“What separates successful
startups from unsuccessful

ones is…that they find a plan
that works before running out

of resources.”

The Big “So What”

Introduction
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Maurya synthesized these ideas into 3 key meta-principles and a 
process to maximize your chances of creating a successful product/
service:

Document your initial plan in 1 page;

Identify the riskiest parts of the plan; and

Systematically test the plan.

He personally tested these principles on his own startups and 
to creating this book. The blueprint is not a magic bullet that 
guarantees success. However, it’s proven to maximize improvement 
and learning so you can increase your chances of success. The key 
is to apply and adapt it to steepen your own learning curve.

Every startup goes through 3 key stages.

• Problem-solution fit: identify a problem worth solving. This 
means your solution must be essential (a “must-have”), viable 
people will pay for it, and feasible (it can be built).

• Product-market fit: build something people want.

• Scale: accelerate growth.

In Stages 1 and 2, you’re focusing on learning and pivoting, i.e. 
testing your hypotheses and finding a plan that works. Your 
goal to maximize your learning and find a viable business model 
while your resources last. Your biggest learning comes from 
bold experiments (with a 50-50 chance of success) rather than 
incremental tests.

“Running Lean is a systematic
process for iterating from

Plan A to a plan that works,
before running out of

resources.”

“You get a gold star not for
following a process, but for

achieving results.”

“The initial goal of a startup is
to learn, not to scale.”

“Life’s too short to build
something nobody wants.”

Learning vs Scaling

Goal: Test your hypotheses; Define a plan that can 
deliver a “must-have” solution that people will pay for

Focus on learning & pivots Focus on growth & optimization

Goal: Find the most efficient 
way  to scale up

SCALE

How can we grow faster?

PROBLEM-SOLUTION FIT
Do we have a problem 

worth solving?

PRODUCT-MARKET FIT

Have we built something 
people want?
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“While ideas are cheap, acting
on them is quite expensive.”

“Your job isn’t just building the
best solution, but owning the

entire business model and
making all the pieces fit.”

“The canvas is meant to be an
organic document that evolves

over time.”

Most initial plans don’t work. In order to test and refine your plan, 
you must first capture your business plan and hypotheses.

• A key tool in the Running Lean framework is the Lean Canvas 
adapted from Alex Osterwalder’s Business Model Canvas. This 1 
page plan is fast, concise and portable, and provides an effective 
tactical map and blueprint that you can refine and share easily 
with others for feedback.

• Remember: your real product is not the product you’re selling, but 
your entire integrated business model. The canvas helps you to 
define 9 vital aspects of your business, so you can systematically 
test them in order of priority and ensure they’re aligned.

In the book, Maurya takes you through the canvas in detail, using 
his product CloudFire as an example. You can create your canvas 
online at https://LeanCanvas.com, on your computer, or sketch it 
on paper.

Overall approach/tips:

• Brainstorm possible customers for your product, identifying 
specific customer groups (e.g. first-time mums with kids 
≤3y.o.) rather than trying to serve everyone. Start by putting 
everyone on the same canvas, then expand each customer 
segment in a separate canvas.

• Sketch the canvas in the recommended sequence.

• Sketch it in 1 sitting (ideally <15 min).

Step 1: Document Plan A (Your Initial Plan)

Create your Lean Canvas

You’re only ready to scale after you’ve validated your business 
model. This is when you focus on growth and optimization, 
i.e. finding the most efficient way to scale up. This is also the 
ideal time to raise funds, as investors are mainly interested in 
growth.
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• You can leave sections blank initially, since the goal is to 
capture what’s in your head rather than find perfect answers. 
Blanks are a reminder of the gaps you must fill.

• Be concise and stick to 1 page.

• Think in the present, focusing on what you know and must 
test now, rather than an abstract solution in the future.

• Focus on the customers’ perspectives.

#1/#2: Problem & Customer Segments. These are related and 
can be tackled together:

• List the top 1-3 problems, or the jobs customers must get 
done.

• List existing alternatives, or how customers solve the 
problems today. If they’re doing nothing, the issue may not 
be big enough.

• List other users who will interact with the customers. 
Customers pay for your product while users don’t, e.g. 
search engines’ customers are the advertisers while their 
users are the people entering the searches.

• Identify potential early adopters, not the mass market.

Adapted from Osterwalder’s Business Model Canvas

8. KEY METRICS

1.PROBLEM

Top 3 features

4. SOLUTION 3. UNIQUE  VALUE  
PROPOSITION

Which can’t be easily  
replicated

9. UNFAIR 
ADVANTAGE

Paths to customers

Consider free/paid,  inbound/outbound,
direct/indirect etc.

5. CHANNELS

Target customers

2. CUSTOMER 
SEGMENTS

7.COST STRUCTURE

Aim to get paid for your MVP
e.g. revenue model, margins

6. REVENUE

PRODUCT MARKET
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“Your sole job should be to find
and target early adopters,

which requires bold, clear, and
specific messaging.”

#3: Unique Value Proposition (UVP). Focus on 1 clear, 
compelling message on why you’re unique and worth their 
attention (not why they should buy from you). You must first 
get people’s attention before you can engage or sell to them. 
When crafting your UVP:

• Make sure your uniqueness matters. Build on the #1 problem 
you’ve identified and make sure it’s a problem worth solving.

• Focus on “finished story benefits”, i.e. benefits after someone 
has used your product. An “eye-catching template” is a 
feature, a “resume that stands out” is a benefit, while “getting 
your dream job” is a finished story benefit. It’s good (but not 
essential) to include a timeframe and address objections, 
e.g. Dominos promise of “hot fresh pizza delivered to your 
door in 30 minutes or it’s free”.

• Carefully select words that you can own. Pick 1 or a few 
keywords that are unique to you and drives your SEO 
ranking, e.g. “performance” for BMW, “safety” for Volvo.

• Address what, who and why. If you can’t fit it all in 1 line, focus 
on “what” and “who”, then put “why” in the sub-header. e.g.

Lean Canvas

Spend more time building vs planning your business
The faster, more effective way to communicate your business model

• Study other good USPs for ideas and references.

• Create a high-concept pitch, which is commonly used in 
Hollywood to condense a movie plot into a memorable 
sound bite, e.g. Dogster = “Friendster for dogs”.

#4: Solution. Sketch this out simply; don’t define it fully yet. 
Later, you’ll be defining the top 3 features for your minimum 
viable product (MVP).

#5: Channels. Consider the channels you can use to reach your 
customers, so you can test them early:

• Free vs paid. There’s no truly free channel, since you need 
human capital even for blogs and social media. Certain paid 
channels (e.g. search engine marketing) are more costly and 
may be more suitable for the growth stage.
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“First sell manually, then
automate.”

“I believe that if you intend to
charge for your product, you
should charge from day one.”

“What you charge signals your
positioning on which customers

you want to attract.”

• Inbound vs outbound. You can “pull” customers to you (e.g. 
blogs, SEO, webinars) or “push” messages to them (e.g. ads, 
cold calls). At the early stages, inbound channels generally 
make more sense.

• Direct vs indirect/automated. When you’re still learning, 
direct selling is better for interacting with customers. Prove 
your product/model by selling them first and improving 
customer retention, before you try to partner with bigger 
companies, automate sales or focus on referrals/affiliate 
programs.

#6/#7: Revenue Streams & Cost Structure. Know your early 
revenues, costs and breakeven point. Figure out how long you 
have to define, build, and launch your MVP before your money 
runs out.

• Revenue streams. Don’t be afraid to charge for your MVP, 
since pricing affects consumer perception and should be 
treated as a part of your product. Getting paid is also a form 
of validation—if you’re solving a real problem, someone must 
be willing to pay. The key is to identify the early adopters 
and start with a few committed customers rather than go 
for masses of uncommitted users.

• Cost structure. Establish the initial fixed/variable costs 
needed to interview 30-50 customers, build and launch 
your MVP.

#8: Key Metrics. Know the key numbers that reflect how you’re
doing. Maurya recommends using Dave McClure’s Pirate 
Metrics:

KEY METRIC WHAT IT TRACKS /MEASURES

Acquisition Unaware visitor becomes an interested prospect, e.g. getting 
someone to enter your retail store or click on a website button

Interested prospect gets 1st gratifying user experience, e.g. 
good store experience or experiencing the UVP of your product

Returning to the store or logging in to your website

You get paid

Happy customers bring other prospects into the conversion
funnel

Activation

Retention

Revenue

Referral
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“Building a successful product
is fundamentally about risk

mitigation.”

“Find a model with a big
enough market you can reach

with customers who need your
product that you can build a

business around.”

#9: Unfair Advantage, i.e. something that can’t be easily 
replicated by others, e.g. personal authority, huge network 
effects. This is the toughest box to fill; you can leave it empty 
first while you focus on building a real advantage over time.

With enough time and resources, anything can be built. The biggest 
risk of a startup isn’t building something that doesn’t work; it’s 
building something that no one wants.

Risk exists whenever there are possible losses or bad 
outcomes. All startups face 3 key types of risks:

• Product risk: not getting the product right;

• Customer risk: not building a path to customers; and

• Market risk: not building a viable business.

Rank your Business Models, using the sequence below to 
decide which model to start testing. Your goal is to find a 
model with a large enough market, with customers whom you 
can reach and need your product, and upon which you can 
build your business.

• Problem. Prioritize customer segments with the highest pain 
level: They need your product most and have ≥ 1 of your top 
3 problems as must-haves.

• Channels. Prioritize the segments you can reach most easily.

• Revenues/cost. Prioritize segments with the best margins, 
since you’ll need fewer customers to break even.

• Customer segments. Ensure there’s a big-enough market.

• Solutions. Ensure you can deliver the minimum features 
required.

Step 2: Identify the Riskiest Aspects 
of Your Plan

Prioritize Where to Start
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“Maximize learning (about
what’s riskiest) per unit time.”

“Once you truly understand
what’s riskiest about your

product, it’s often possible to
build something other than the

product to test it.”

Get  external  advice. Before you move into customer interviews, 
share your model with at least 1 other person. Ideally, discuss  
it with the right people such as potential customers/investors 
or entrepreneurs with the relevant know-how. When seeking 
advice:

• Use the Lean Canvas. Start with a blank canvas and fill it up 
as you explain your model. Don’t use slide decks.

• Focus on listening. Use 20% of the time (3-5min) to explain 
the model, then spend the 80% getting feedback.

• Ask specific questions, e.g. what they think the key risks are, 
and how they’d tackle them, who else you should speak 
with.

• Follow up. Make sure you integrate the feedback and use it 
to improve your model.

• Recruit visionary advisors. If you meet people who’re excited 
by your project, bring them onboard as formal advisors.

Form problem/solution teams. Instead of functional roles/
labels, put people into 2 teams: a problem team that mainly 
handles external interfaces (e.g. interview customers, run 
usability tests), and a solution team that mainly handles internal 
activities (e.g. write codes, plan the launch). Ensure the 2 teams 
work together.

• Ideally, start with the smallest possible team of 2-3 people 
and ensure members jointly have 3 skillsets: development 
(to build the product), design (to deliver the right customer 
experience) and marketing (to shape perceptions and reach 
potential customers).

• Do this in-house: don’t outsource your customer learning.

Get Ready to Experiment
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“The fastest way to learn from
customers is to talk to them.”

“Customer interviews are
about exploring what you don’t

know you don’t know.”

Use a series of experiments (each with a Build-Measure-Learn 
loop) to test your plan. Then, string the experiments together 
and iterate them to meet specific goals (e.g. getting product/
market fit).

Here are some overall tips for running effective experiments 
and customer interviews.

How to Run Effective Experiments (maximize speed, learning & focus)

• Develop a “falsifiable hypothesis” for each experiment. This is a statement 

that says a specific repeatable action will bring an expected measurable 

outcome, e.g. “a blog post will drive 100 signups”.

• Identify 1 key metric/goal, and do the smallest thing possible to learn. 

For example, Dropbox tested its concept using a 3-min video-plus-

teaser page; it only developed and launched its product publicly 18 

months later.

• Start with qualitative validation (e.g. customer interviews, open-ended 

questions) to get clarity and find out what you don’t know. Then, use 

quantitative tests (e.g. surveys) to verify the information.

• Always link your experiments ( e.g. A/B testing ) back to specific actions.

• Create dashboards where the rest of your company can gain access to 

the results. Communicate learning regularly—at least weekly with your 

internal team and monthly with external investors/stakeholders.

Step 3: Systematically Test your Plan

How to Talk to Customers

•  Focus on learning, not pitching. Instead of pitching a solution, set the 

context, and let the customers do most of the talking.

• Assess what they do, not what they say. If the customer claims there’s a 

real problem, is he doing something about it currently? Would he pay 

to solve it (with a money-back guarantee)?

• Use a script so you can repeat and refine the process consistently.

• Start with a wider base and narrow down to the early adopters.

• Use 1-1 and face-to-face sessions for best results. Avoid focus groups as 

they tend to result in groupthink.

• Bring someone along so they can capture details you may miss.

• Pick a neutral location (e.g. a café) and schedule sufficient time (20-30 

min). You may outsource interview scheduling.

• Don’t pay/incentivize prospects: your goal is to find out if they’ll pay you.

• Document results immediately after the interviews.

• Prepare yourself to interview 30-60 people, e.g. 2-3 a day with some 

time in between for iterations. You can stop when you find you’re able 

to relatively accurately predict their answers.
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“My view is that talking to
anyone is better than talking to

no one.”

“Understand your customer’s
worldview before formulating

a solution.”

Interview/observe customers to validate the problems 
and customer segments before you develop your solution. 
Minimize risks by addressing these key questions:

• Product risk: What are the top 1-3 problems you’re solving?

• Customer risk: Who (what segment of customers) has the 
pain?

• Market risk: What existing alternatives do customers use to 
address these problems today?

Ideally, you should find prospects using the same channels 
you’d use to acquire future customers. To get started, you can:

• Start with first-degree contacts with the right demographic 
and ask them for introductions. You can give something back, 
e.g. offer a blog post or video in exchange.

• Get new contacts using other methods such as a teaser web-
page to collect emails, cold-calling, LinkedIn etc.

Conduct Problem Interviews. Here’s a sample format:

Understand the Problem

Set the stage
2min: Welcome—explain objectives and what to expect

2min: Collect demographics—get customer segment details

2min: Tell a story—illustrate top 3 problems

4min: Problem ranking—list top 3 problems & check if 
there’re other problems you’ve missed
15min: Explore customer’s worldview—go through each 
problem and ask how they currently address the problem

2min: Get permission to follow up & get referrals
• Share a high concept pitch so it’s easier to spread the word.
• Get permission to follow up + get referrals for potential 
prospects.

5min: Create a template for ease of use. Document the 
results with the person you brought along for the interview.

Test problem

Wrap up

Record results
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“Understanding your early
adopters’ existing alternatives
is key to formulating the right

product.”

“Most customers are great at
articulating problems but not at

visualizing solutions.”

“Your job is to find early
adopters who are at least as

passionate about the problems
you’re addressing as you are,

and if you’re charging, who are
willing to pay your fair price.”

Review the results weekly (after talking to 10-15 people) and 
use the inputs to understand the problem and refine your 
script.

• Problems: Drop the “don’t needs” and add the “must-haves”. 
Truly understand the existing alternatives that customers 
currently use, as youe solution will be benchmarked against 
them. Pay attention to the words customers use, including 
how they describe their workflow.

• Early adopters: Identify potential early adopters via the 
demographics of those with the most favorable responses. 
Identify potential paths to reach them.

Exit Criteria. You can stop the problem interviews when you 
have interviewed at least 10 people and can identify the 
demographics of an early adopter, a must-have problem and 
how it’s solved today.

Before building the actual product, test your solution with 
a demo that helps the customers to visualize the solution. 
Minimize risks by addressing these key questions:

• Product risk: What are the minimum features needed for the 
solution to work?

• Customer risk: Who are the early adopters?

• Market risk: Will your pricing model work? Will they pay?

Conduct Solution Interviews with previous interviewees and 
new prospects. Here’s a sample format:

Define the Solution

Set the stage 2min: Welcome—explain objectives and what to expect

2min: Collect demographics—get customer segment details

2min: Tell a story—illustrate top 3 problems

15min: Go thru’ each problem using the demo to illustrate how 
you’ll solve the problem. Then, ask which parts of the demo 
they resonate with the most, which parts can be removed and 
if any features are missing.

3min: Share your pricing model and ask if they will pay

2min: Get permission to follow up & referrals.

5min: Document the results with a template.

Demo/

Test solution

Test pricing

Wrap up

Record results
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“Usually the right price is the
one the customer accepts, but

with a little resistance.”

“I’d much rather have 10 ‘all-in’
early adopters I can give my full 
attention to than 100 ‘on-the-

fence’ users any day.”

“Your MVP should be like a
great reduction sauce—

concentrated, intense and
flavorful.”

Additional tips for demo and pricing.

• Your demo (e.g. a video, sketch, prototype) should help 
customers to visualize the solution and validate if it’ll solve 
their problem. Ensure your demo looks real, can be revised 
quickly to incorporate feedback, minimizes waste and can 
be delivered.

• When testing your pricing, don’t ask customers what 
they’ll pay. Tell them your price instead. The fair price that 
customers will pay tends to be higher than what both you and 
the customer expect initially. Your goal is to identify a small 
group of early adopters who clearly need your solution—
work closely with them to validate the UVP in 30-60 days 
with a money-back guarantee. In the book, Maurya shares 
how he got a customer to pay 5x the originally-intended 
amount, through the use of prizing, scarcity, anchoring and 
confidence.

Review the results weekly, adding/killing features and refining 
your pricing model. Keep refining until the feedback from the 
interviews are consistent with your hypotheses.

Exit Criteria. You can stop the solution interviews when you’re 
confident you have the demographics of an early adopter, 
a must-have problem, can define the minimum features for 
the solution, the price the customer will pay and can build a 
business around it.

Get to Release 1.0 asap. You’ll learn the most when you 
have a real product to test. Aim to shorten the time between 
requirements gathering and releasing your minimum viable 
product (MVP).

• The goal of your MVP is to build the minimum features 
needed to deliver the UVP. Start with a clean slate and justify 
each feature you include. Focus on your #1 problem and 
keep only the must-haves (vs the nice-to-haves and don’t-
needs), then do the same with your #2 and #3 problems.

• Use trial periods or delayed payments to minimize signup 
friction and billing issues.
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• For software, you can release it in small batches throughout 
the day (to internal users) rather than wait for weeks/months 
to perfect your solution.

Once you’ve defined your features, you can define the 
activation flow, i.e. the process from when customers sign up 
to when they first experience your UVP. Focus on reducing 
the number of steps and signup friction, but not to the point 
where you sacrifice learning. Always provide a way for people 
to contact you.

Build a marketing website which can help convert an unaware
visitor to an interested prospect. Key components include:

• Landing page. Convey to a new visitor in <8 seconds why 
he/she should be interested in your product. It must include 
your UVP, supporting visual(s), a clear call-to-action, social 
proof, and links to more information (e.g. tour page or 
contact details).

• About page. Show why they should buy from your company: 
put a face on your product, tell your story and create a 
connection.

• Tour page with videos/screenshots. This can be added later 
after you’ve set up a good landing page.

• Terms of Service/Private Policy pages.

Validate Qualitatively

Build your MVP and soft-launch it to the early adopters. Refine 
it before releasing to the masses. Minimize risks by addressing 
these key questions:

• Product risk: Do customers recognize the UVP and complete 
the activation flow?

• Customer risk: Can you find enough early adopters to 
support learning? Can you get more customers with existing 
channels?

• Market risk: Is the price right? Do customers pay?
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Conduct MVP Interviews. Here’s a sample format:

Follow up with these early customers and work with them to 
ensure they complete the conversion funnel.

• Make feedback easy by communicating in person/over the 
phone (vs email, forums or discussion boards).

• Build a conversion dashboard to track the numbers. As you 
accumulate more data, you’ll need to segment them for 
meaningful analysis (rather than look at broad averages). Use 
actionable metrics tied to specific and repeatable actions.

• Troubleshoot customer trials, digging into each step of the 
conversion process—acquisition, activation, retention, 
revenue and referrals—to see where/why people are 
dropping off and how you can bring them back. Seek to 
catch unreported errors, since people won’t always write to 
you about problems.

• Review your results regularly; you should see improvements 
as you address the problems.

Launch Criteria. You’re ready to launch when at least 80% 
of your early adopters consistently make it through your 
conversion funnel, are able to clearly articulate your UVP, are 
ready to sign up for your service, accept your pricing model, 
make it through your activation flow and provide positive 
testimonials.

Once you know the MVP works, you can revisit the acquisition
channels to secure a steady stream of prospects.

“You need not only the ability
to visualize your customer

lifecycle, but also the ability to
measure it.”

“You have to be able to go to
the people behind the

numbers.”

Set the stage 2min: Welcome—explain objectives and what to expect
2min: Collect demographics—get customer segment details
2min: Tell a story—illustrate top 3 problems

2min: Show the landing page—Is the UVP clear? What does 
the prospect do? Let them navigate till they reach the pricing 
page.
3min: Show the pricing page and get feedback.

15min: Test signup & activation—Ask the interviewee to 
sign up and watch how he navigates the activation flow. Get 
feedback on the usability issues to address.

2min: Get permission to follow up

5min: Document the results with a template.

Test
acquisition
flow

Test
activation
flow

Wrap up

Record results
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Launch the refined product to a larger audience. Minimize 
risks by addressing these key questions:

• Product risk: Have you build something people want?

• Customer risk: How will you reach customers on a large 
scale?

• Market risk: Do you have a viable business?

Manage new features; keep it simple. When you launch, you’ll 
get requests for more features. Resist adding too many new 
features as it’d dilute your UVP/MVP and increase costs. 
Instead:

• Use the 80/20 rule. Limit new features to 20% and refine 
the 80% existing features—there’s still a lot to learn about 
what customers want and to fix/enhance existing features.

• Manage your features pipeline. You can use a Kanban board 
to organize your features into 3 buckets:

i. “Backlog” (new requests, nice-to-haves, improvements 
to existing features) must be systematically evaluated 
using the 4 part-testing process: understand the 
problem, define the solution, validate qualitatively and 
verify quantitatively.

ii. The “In-progress” list must be controlled and prioritized 
based on your team capacity.

iii. Move features that’ve been tested or deployed into the 
“Done” list.

After your launch, continue to iterate toward early traction:

• Review the key metrics on your conversion dashboard weekly 
and prioritize the top problems/improvements to focus on;

• Develop bold hypotheses, build the smallest thing possible 
to test them, and keep improving using the build-measure-
learn loop.

“Simple products are simple to
understand.”

Verify Quantitatively
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You know you have product-market fit and early traction when:

• You’re retaining 40% of your activated users; and

• You pass the Sean Ellis Test. One of the key questions in this 
survey is: “How would you feel if you could no longer use the 
product?” Your goal is to get >40% of your users selecting 
“very disappointed” on a 4-point scale.

Once you’ve achieved early traction, you’re ready to start 
scaling. In “Lean Startup”, Eric Ries highlights 3 key engines of 
growth:

• High customer retention (sticky product). Growth is achieved 
so long as customer acquisition rate > churn rate.

• High referrals (viral product). There’s growth so long as each 
customer refers >1 converted referral.

• High-enough margins (paid growth). Growth is achieved by 
reinvesting part of the margins toward customer acquisition 
(e.g. ads or hiring sales team).

This summary distills the key ideas and steps for Running Lean. The 
book is packed with other details and information including:

• Diagrams and samples of canvases, hypotheses, tools/tips, email 
and interview scripts;

• Detailed examples of how Maurya applied the principles/
processes to Cloudflare and the creation of this book; and

• Recommended links/resources and bonus material in the 
Appendix, such as tips on how to build a low-burn startup, how 
to build a teaser page/conversion dashboard etc.

For more information, templates and resources, please visit www.
leanstack.com.

“While revenue is the first form
of validation, retention is the
ultimate form of validation.”

Other Details in the Book to Look out For



Copyright © 2018  Skool of Happiness Pte Ltd. • All Rights Reserved.

KEY QUOTES

17

About the Author

Ash Maurya is an author, entrepreneur 
and consultant. He was the Founder 
and CEO of WiredReach, and regularly 
hosts workshops globally. He serves as a 
mentor to several accelerators including 
TechStars, Accelerace, Slingshot, and 
guest lecturers at several universities 
including MIT, Harvard, and UT Austin. 
He serves on the advisory board of a 
number of startups, and consults for new 
and established companies.

www.readingraphics.com ReadinGraphics ReadinGraphics

ReadinGraphics captures pearls of wisdom 
from the best books around the world, chunks 
down concepts into simple, actionable steps, 
and presents them in graphics that you can 
absorb at a glance.

We cut through the clutter to bring ideas to life, making it easier to 
see, organize and apply insights to create breakthroughs.

Find out more about us at https://readingraphics.com

About ReadinGraphics


