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	GENHONE WORKSHEET
SaaS Idea Validation Checklist
A practical worksheet for deciding whether to build, narrow, or kill a SaaS idea before writing code.
Use this before opening Cursor, Lovable, Bolt, Claude Code, or another AI-assisted building workflow.

genhone.com


	


1. How To Use This Worksheet
	



Grade each check as Green, Yellow, or Red.
Write the evidence, not just the assumption.
Treat weak signals as a reason to narrow the idea or run a focused test.
Do not build when pricing or distribution are red.

	Grade
	Meaning
	Next move

	Green
	Real evidence from the target buyer supports the check.
	Keep going or build only if the full checklist is strong.

	Yellow
	Some signal exists, but the buyer, evidence, or implication is fuzzy.
	Narrow the audience or run one focused test.

	Red
	The answer is speculative, broad, or contradicted by evidence.
	Do not build. Fix this assumption or kill the idea.



2. SaaS Idea Validation Checklist
	



Use this table during buyer research. Capture what you heard, saw, or tested. The Grade column uses text labels so the worksheet still works in grayscale.
	Check
	Question
	Pass Condition
	Weak Signal
	Evidence to Collect
	Grade
	Evidence Notes
	Next Action

	1. First buyer
	Who is the first buyer?
	One role, context, and trigger.
	Broad segment such as "startups" or "small businesses."
	List of 20 reachable buyers.
	☐ Green
☐ Yellow
☐ Red
	Evidence notes:



	Next action:




	2. Painful workflow
	What painful workflow repeats?
	Repeated workflow tied to money, time, risk, or revenue.
	General annoyance.
	Interview notes, community threads, support/review complaints.
	☐ Green
☐ Yellow
☐ Red
	Evidence notes:



	Next action:




	3. Urgency trigger
	What makes the pain urgent now?
	Clear moment that makes the buyer act now.
	"It would be nice."
	Recent stories of the pain happening.
	☐ Green
☐ Yellow
☐ Red
	Evidence notes:



	Next action:




	4. Current alternative
	What do buyers use today?
	Buyer already uses software, spreadsheets, agencies, scripts, manual work, or deliberate inaction.
	No workaround found.
	Alternative list and observed workflow.
	☐ Green
☐ Yellow
☐ Red
	Evidence notes:



	Next action:




	5. Alternative gap
	Why are current alternatives not good enough?
	Repeated complaint with current options.
	Competitors are dismissed without evidence.
	Review mining and competitor teardown notes.
	☐ Green
☐ Yellow
☐ Red
	Evidence notes:



	Next action:




	6. First 20 users
	Can you reach the first 20 users?
	Named channels where the founder can reach qualified buyers directly.
	"Ads later" or vague community plan.
	Outreach list, community map, founder network list.
	☐ Green
☐ Yellow
☐ Red
	Evidence notes:



	Next action:




	7. Willingness to pay
	What would buyers pay for?
	Current spend, paid pilot, preorder, procurement step, or strong value math.
	Compliments or likes.
	Pricing conversations, paid test, manual offer response.
	☐ Green
☐ Yellow
☐ Red
	Evidence notes:



	Next action:




	8. MVP boundary
	Is the MVP narrow enough?
	One buyer, one workflow, one promised outcome.
	Platform scope or many personas.
	MVP in/out list.
	☐ Green
☐ Yellow
☐ Red
	Evidence notes:



	Next action:




	9. Market or timing signal
	What market or timing signal supports the idea?
	Search, community, platform, regulation, budget, or competitor momentum supports the wedge.
	TAM claim only.
	Search data, trend evidence, community activity, competitor movement.
	☐ Green
☐ Yellow
☐ Red
	Evidence notes:



	Next action:




	10. Distribution fit
	Does distribution match buyer behavior?
	Channel matches how the buyer discovers and buys tools.
	Channel chosen because it sounds scalable.
	Channel hypothesis and first campaign plan.
	☐ Green
☐ Yellow
☐ Red
	Evidence notes:



	Next action:




	11. Founder fit
	Why are you the right founder for this?
	Access, lived pain, domain credibility, technical edge, or distribution edge.
	"I can build it."
	Founder advantage statement.
	☐ Green
☐ Yellow
☐ Red
	Evidence notes:



	Next action:




	12. Stop criteria
	What evidence would make you stop?
	Written conditions that would make the founder stop.
	No kill rule.
	Kill/narrow/build thresholds.
	☐ Green
☐ Yellow
☐ Red
	Evidence notes:



	Next action:






3. Evidence Ladder
	



	Evidence strength
	Examples
	How to treat it

	Strong
	Paid pilot, preorder, repeated buyer interviews, current spend, manual pilot success, repeated review complaints from the same buyer type.
	Can support a build or narrow decision.

	Medium
	Qualified waitlist, pricing-page engagement from relevant traffic, community posts, repeated problem language, competitor momentum.
	Useful, but usually needs a follow-up test.

	Weak
	Friend feedback, social likes, broad survey interest, generic AI score, unqualified waitlist, TAM claims.
	Do not build from this alone.



4. Build, Narrow, or Kill Decision Matrix
	



	Verdict
	Use when
	Next action

	Build
	Buyer, pain, alternative gap, willingness to pay, first-user access, MVP scope, and founder fit are all green or mostly green.
	Build the narrowest version that tests one workflow.

	Narrow
	Pain exists, but buyer, wedge, pricing, distribution, or MVP boundary is yellow.
	Tighten the audience or run one focused validation test.

	Kill
	Pain is weak, the buyer is unreachable, alternatives are good enough, or pricing cannot work.
	Save the artifact and move to a stronger idea.



Most early SaaS ideas should land in Narrow. That is productive. It means the pain may be real, but the buyer, wedge, pricing, distribution, or MVP boundary still needs sharper evidence.
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	Genhone helps solo founders refine and score SaaS ideas before they build.

Start at https://genhone.com
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