Product-market-brand fit model

Validating the value
of lean branding for
an early stage
startup: a case study
of PuurBezorgd

For a startup to become a
sustainable business, the challenge
is to find the spot where a group of
customers (market) is passionate
about the company’s product or
service offered (product) through its

emotional value offering (brand).
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Two models are proposed in
literature about lean branding
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Measure Build-Measure-Learn cycle
Similar to when the lean startup
framework is applied, the aim is to
develop assumptions and test
these based on hypotheses. The
main focus of the framework is to
develop a brand that fits the beliefs

and needs of the customers.
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Conclusion on process:
moment of reflecting is
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