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Tim Jaudszims is the author of the Start-up Journal. As a 
Business Angel, founding start-ups is his profession and  
passion alike. He has seen over 2,000 pitch decks, met  
with more than 400 teams, made various investments and  
successfully launched five of his own companies.



In a digital world, we tend to get 
distracted. 

This analog journal helps you to collect, 
shape and sharpen your thoughts.

And to decide whether you want to start 
your own company – or move on to the 
next idea. 
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FOR STARTERS
Congrats! You’re thinking about starting your own business.  
An adventurous journey lies ahead of you!

Either you’ve read tons of books and blog articles about  
“Lean Start-ups”, marketing, business model generation,  
fin ancing, etc., etc. Or you will. 
That’s fun – and hard work. I believe that there are two  
categories of content:
a) Inspiration and benchmarks
b) Relevant experiences and actionable hacks

The first and former mainly refers to storytelling about all the  
Googles, Facebooks and Amazons. They are inspiring, ignite 
passion, and push you to start something. But these cases are like 
stars in the sky  – sparkly and far away from the here and now. 
Personally, even as an experienced start-up founder and investor, 
I find them hard to apply and to actually learn from them.

With the latter, you’ll recognize that most of the tricks and 
wisdom are simple – if not downright unspectacular. Because it’s 
mostly logical. You might just need some guidance and tools. 
That is what this journal is meant to do for you. 

But overall, you’ll experience that reading is just a start.  
You learn the most by doing, testing, and failing. 

Why on earth would you need an analog product like this?  
And why would you want to follow any advice from a complete 
stranger from Germany?

Let me explain. 
You probably know a lot of great blogs, books, and articles about 
starting up or entrepreneurship. So, let me ask you this: How 
many of the inspiring tips and tricks did you ever try to apply or 
implement? If you’re like the rest of us: close to zero.  

3 min.
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Why is that? 
Mostly because it is tough to bring an abstract idea to life.  
Because it’s somewhat tricky to transfer success factors from a 
great story to your specific situation. Because when you have that 
very first spark, pen and paper are too far away or you don’t know 
how and where to enter it digitally. E-mail, Notes, Word...?  
All loose ends lead to never getting started in the first place. 

That is why this book looks like a journal where you can not 
only read about proven concepts, processes, and tools, but really 
work with them. It’s never been easier to jot down your thoughts 
and progress from there: Answer straightforward questions and 
fill out the templates. Move from general to specific. This creates 
practical knowledge and gets the ball rolling. 

And one last reason for why you will profit from this analog 
form: You filter less when writing by hand. This allows your 
thoughts to flow and keeps them from being nipped in the bud 
at an early stage. Don’t worry: 
nobody will judge. This journal 
invites you to let your ideas flow 
freely, while sorting and struc-
turing them at a later date. This process of diverging is critical 
for more output and a more in-depth understanding of any topic 
or challenge. 

I compiled a broad array of what I consider to be valuable and 
actionable tricks, tools, and ideas from a couple of dozen books, 
blogs, and my personal experience. I hope that this makes it a lot 
easier for you to form and validate your ideas and get drawn into 
making fewer mistakes. If you have any questions, feel free to ask!

Best regards,

Tim
tim@changejournal.com 

“For those who are after  
potential and not illusions.”
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Just start with whatever interests you most,  
or with whatever appears easiest to you. 
The key is to get going at all. 

“To begin, begin.” 
William Wordsworth
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IDEA
When you start reading this, you probably already have an idea 
in mind. I assume that it isn’t random, because you don’t want to 
start just anything. Maybe there’s a problem you want to solve or 
a lever you want to pull. Perhaps it’s something that you want to 
dig into because you see business potential. 

We all have great ideas. In the shower. In the middle of the night. 
There are many possible triggers that make us think there is some-
thing to potentially  change or improve. But ideas alone are worth 
nothing. The value is in solutions that someone is willing to pay for. 

Your initial idea is “only” a good guess that you have found a 
specific solution. I assure you, when you progress from here,  
your result is not going to be precisely what you had first 
envisioned. And that’s a good thing. It means that you have 
learned and adjusted. It means that you, like everybody else, 
are not able to predict the future, but that you can make use of 
research and feedback.

Some guys see a lot of problems that others don’t mind. Some 
problems are so specific that they only apply to a tiny group of 
people. And these people are most probably hard to find. You’d 
have to earn a lot with each of those very few to make it work.
 
On the way to finding a large amount of people (your target group) 
with a specific problem who want to buy a (new) solution from 
you, you will need to test, learn, and adjust over and over. There 
are many ways of testing your idea, the simplest being asking.  
Ask a lot of different people. The less you know them, the better. 
Friends and family tend to be too biased and too polite to call 
you on a shitty idea. And often, they aren’t even part of the target 
group. Talking to a lot of different potential users gives you a 
better grasp of what matters – and oftentimes reveals what is not 
understood or wanted. 

And don’t worry that this kind of exposure may lead to someone 
stealing your idea. Some founders ask for an NDA (non-disclosure 

4 min.
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agreement) when all they have is a concept or a rough prototype. 
Trust your team and your strength to bring that idea to life better 
than anyone else could! In my experience, overprotectiveness is 
connected to a mindset that is very unappealing for investors.  
If you are in protective mode, it’s rather tough to listen to 
potential customers. 

So, start with one hypothesis of an idea and then shape it into 
something viable and maybe groundbreaking by using insights and 
feedback. Or come to realize that the initial idea wasn’t as good 
as you thought. But from there, you can move on and create a 
solution that is actually relevant and unique. 

Also, challenging your idea again and again has a significant side 
effect: The more you pitch, the better you get. Eventually, when 
you have developed and adjusted your offer and start marketing 
and talking to investors, this pitch has to be spot on.  

That’s why this Start-up Journal revolves around shaping your 
initial idea for such a pitch. It helps you through the process of 
understanding your start-up 
options, leading a team, building 
and testing your product, 
storytelling and branding; 
researching, and creating a solid business case for funding. 

Remember: it’s entirely possible that you don’t get it right the first 
time – the target group, the problem, the solution, or the right 
market. Especially when you don’t start from an empty canvas, 
but with an idea in your mind. Don’t worry! That’s part of the 
game. The evocative idea in your head is now your inspiration, 
your fuel, and your thick skin when things don’t turn out as 
planned. Be prepared that the execution of this idea might take 
more time, adaptations, grit, and money than you expected.

Don’t let it discourage you. Write down and share that great idea 
of yours and enjoy the ride. 

“Ideas are worth nothing.  
Execution makes all the difference.”
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Let your ideas flow!

Idea 1
Start sketching and writing down your idea.
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Do you still like the idea?

Yes No

After a few days, challenge your idea:

Did you pitch the idea to at least five other persons? Did they like it?

Yes No

Can you make the idea happen?

Yes No

If not, what and who do you need?

How good do you think your idea is, now? 

Any other thoughts?

Poor   1    2    3    4    5    6    7    8    9    10   Groundbreaking 

Do you think the idea is still worth pursuing?

Yes No

Imagine 12 months from now: Are you earning money with this idea?

Is it any good?
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BRANDING
This is a tricky one.
I see a lot of really poor pitch decks, websites, and apps.  
By bad, I’m not talking about my subjective opinion. 
I mean logos, headlines, and texts that are barely worth reading.  
It’s a scenario when usability is not usable at all. 
Actually, it’s about being incapable of understanding something 
that is crucial to understand.

Logos, headlines, and design are just elements of your branding. 
Every touchpoint and interaction with your users or customers 
leaves an impression. And the sum of these impressions makes the 
image of your brand. A bad experience leaves a painful mark on 
your user’s heart, and no beautifully crafted logo can repair that.

Great brands reliably (over)deliver to exceed customer expec-
tations, thereby creating trust and fans. You trust discounters not 
because of their beautiful logo (which they rarely have),  
but because they fulfill your needs. Over and over again.  
The strength of any brand can be measured by the customer’s 
willingness to forgive smaller or bigger mistakes or bad experi-
ences. When they disappoint once too often, a user is likely to 
switch the brand.

Since it’s a long road to earn anyone’s trust, it is understandable 
that appearances can make all the difference in the very begin-
ning. What else do most start-ups have in the beginning?

Visual design as a cornerstone of your brand
Many founders (want to) start with beautiful marketing mate-
rials to build a brand image. This is a good idea, as long as you 
have your basics covered: Like the fact that you are catering to 
an actual, current need and that your potential customers under-
stand the solution you have to offer. Wrap it up in a compelling 
story and then, go ahead and make it beautiful. I’m a true be-
liever in good design! With proper design, you can make a good 
product great. With a lousy product, the product stays bad even 
when the design is great.

8 min.
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I used to say: If you invest $10k in product and experience  
design, it could increase the valuation of your start-up by a  
couple hundred thousand dollars! Because in the end, investors 
are human after all. They, like 
everybody else, can be seduced 
by better design. But don’t 
overdo it! Design can also be 
misleading. Once an investor 
gets the feeling that the design 
is top, but the product and business model have no substance,  
then they won’t invest in what is actually just a beautiful shell.

The same applies to potential users or customers: They might like 
your design, but if the product doesn’t work or there’s no tangible  
benefit for them, they won’t return or buy in the first place.

What’s your name?
I do believe that for good branding, you need a great name.  
A name that is “googleable”, ownable as a top-level domain 
name (URL), and appears on the most relevant social networks. 
This becomes increasingly difficult nowadays since virtually 
anyone can secure names for many reasons. If you keep in mind 
that everything in brand building is about leaving a memorable 
impression, then you might want to (re-)consider abstract fantasy 
names. Because you’ll probably need an extra tag line, claim, or 
slogan to explain the purpose of your offer. Don’t get me wrong: 
I’m not advocating giving every product or service a literal name. 
But, if you look at the limited attention span of consumers today 
and the fact that they have absolutely no need to remember your 
brand, then it might be smart to make it as easy as possible.

Here are some great brand names of younger German start-ups, 
which are quite intuitive and strong in conveying the benefit in 
one or two words:  
Babbel (slang for speaking) – a language learning app 
Kitchen Stories – a video content-based cooking community 

“A brand is the sum of experiences 
your customers have with 
you – visual, physical, and in 
interactions.”
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Brand Benchmark

What are your five favorite brands?

1.

2.

3.

4.

5.

Analyze three brands:

1st brand:

What makes this brand so unique?

Which key recurring elements can you recognize?

What makes it desirable?
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What can you learn from it for your brand?

2nd brand: 

What makes this brand so unique?

Which key recurring elements can you recognize?

What makes it desirable?
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Brand description

Which values define your brand? 

Which qualities would you like your brand to have?

Which benefits would you like your brand to embody? 
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Describe the tone of voice of your brand:

How does your brand resonate with your target audience?
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Brand 
touchpoints

Where do your users get in  
touch with your brand?

How should this 
experience feel like?
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How can you improve the experience?
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companies.

The Start-up Journal shows you how to start your own company in 
15 simple steps. It helps you to develop your ideas, while managing 
risks and winning over investors and customers. It supports you with 
valuable advice, practical templates and helpful methods. It motivates 
future entrepreneurs to plan the next steps, give ideas a personal 
touch and enter it all in writing.
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VALUATION 

How on earth are you supposed to say what your start-up is 

worth – especially at an early stage? As always, it can be quite 

simple: Your company or start-up is worth as much as someone 

is willing to pay. 

Okay, that was fun. Let’s try another approach.

You have a specific goal in mind when you raise money:

A certain amount of dollars in exchange for a certain number of 

shares. That’s your ideal. The investor, on the other hand, usually 

wants to get as many shares for as little money as possible. 

So, here’s a visual scenario:

Both parties need to have some degree of overlap in terms of range 

of valuation. If they’re too far from each other, one side loses face. 

This is not a good base to start with.

Seems easy, right?

But in reality, this part is like poker. You have to understand the 

other player as well as possible. You don’t want to appear needy. 

But you would do anything to increase the likeability of your wager. 

This is what an ideal outcome looks like. You synchronize both 

interests the best you can. How? 

Do research. 

Have an irresistible pitch. 
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No deal
Deal!
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STORYTELLING
Everyone loves stories. 
Try to remember the last good story you heard or read. Was it on Facebook, in a newspaper, a podcast, a movie or a book...?Maybe even in an advertisement? 

Storytelling is a powerful tool to convey your idea – in its initial roughest form and at every step of the way – to build a business. Stories make the abstract tangible. Stories create emotional value. Stories sell products.

We get bombarded with stories. So, it’s really, really tough for a story to stick out and be remembered. But in our world of busi-ness start-ups, storytelling is your bridge to the investor’s right brain. And even more critical: Great stories skip the rational and touch the heart of your users.   
For each of the two – investor and consumer – a different angle  is necessary. For investors, it is crucial to understand the business potential in both dimensions: the rational and numbers-driven part, but also the emotional side as a human being. For your us-ers and customers, storytelling has the job of wrapping up  and conveying the value of your offer.

Let’s start with potential users and customers: People want to believe in something. They love to identify them-selves with great characters. Your product, brand, and you as a founder should have a great personality! An aspiring or inspiring character that your audience shares or would like to share. Iden-tification creates value. Identification seduces, bit by bit.
From early childhood on, we love stories. Whether our parents read stories to us at bedtime, whether it’s a viral thread on social media or a Netflix series. Some stories influence us very deeply. 

Stories celebrate our culture, and stories are a testament to the lives we have led. Stories also make messages stick easier. 

5
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Do you still like the idea?Yes
No

After a few days, challenge your idea:

Did you pitch the idea to at least five other persons? Did they like it?

Yes
NoCan you make the idea happen?

Yes
NoIf not, what and who do you need?

How good do you think your idea is, now? 

Any other thoughts?

Poor   1    2    3    4    5    6    7    8    9    10   Groundbreaking 

Do you think the idea is still worth pursuing?

Yes
No

Imagine 12 months from now: Are you earning money with this idea?

Is it any good?


