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Cignificant impact on the

Example: Binstack

Acsece:
Or Initiative, Theme, Experiment,

Hypothesis, Opportunity, Qutcome, or...

% attribvtec?

Moct important Feature A Feature B Feature C
A
Attribute 1 Yee No X Yec
Attribute 2 Vee rec Vee
Attribute 3 No X e Vee
Attribute 4 No Yec No
\j
Ceaft :'mparta.nf WINNER

Or if you're very ctrict: Find another feature
that contributee to all 4 attributes!




































Example: Opportunity Solution Tree

Product Outcome

Y
f )\
Opportunity Opportunity
Sub- Sub- Sub-
Opportunity Opportunity Opportunity
A
f )
Sub- Sub-
Opportunity Opportunity
S Experiment
[ J f 1
p— Story
Solution Solution Solution < _
> Hypothesis
T

Experiment

1. Which Opportunity pays
most into Product Outcome?

2. Which Solution pays most
into serving the customer
opportunity?

3. Focus on those paths.

Advanced:
Derive from Business OQOutcomes!




Example: Impact Mapping Producteer

Experiment
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Business Goal —4
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Opportunity

Focus on the paths that pays
most into business goals and

Product Dut product outcomes.
roauc utcome






Example: KANO

Calendar product
Business goal: "Create an Al strategy for our company"; Focus Persona "Busy Product Manager"

"Delighter”
- Al detects the other person's free times that match with
yours and suggest best times to meet
- Al optimizes your calendar based on your goal (e.g.
maximize time for deep work)

Satisfaction

- Ease of creating and editing the meeting
Functionality - Adding a meeting from different sources (e.g. from email)
- Viewing other people's calendars (e.g. colleagues, partner, etc.)

. ________________&
- Al suggests who you should invite to the meeting

Indifferent

Must-Be "Dicsaticfier”
- Creating a meeting in the calendar
- Changing details of the meeting
- Having the 1 day, 1 week, 1 month views





















How to set confidence? Producteer

Jake an existing framework Self

Launch data Conviction
Pitch deck

Test Results
Supported by longitudinal user -
studies, large-scale MVP, o

alpha/beta, A/B experiments... Thematic suoport

Aligns with:
vision/strategy, current
trends/buzzword, outside
research, macro trends,
product methodology

10 0.01

User/Customer Evidence
Supported by: lots of
product data, top user
request, interviews with

Confidence

0.1
Level

20+ users, usability study, %
MVP 9'?, Other’s opinion
o3 The team / management /
\9*‘\ external expert / investor
Market Data ey / press think it’s a good
Supported by surveys, smoke 2 idea

L
tests, all competitors / i

comparable have it.

- Adapt for B2B!

Anecdotal Evidence Estimates & plans

Support by a few product data Back of the envelope calculations
points, top sales request, 1-3 Eng / UX feasibility evaluation,
interested customers, one Project timeline,

competitor has it ... Business model. Itamargilad.com





















Producteer



















Works well in heavily ctakeholder driven environments.

Uorks alco ac a ucer research methed.

Buy A Feature

() o ‘\ . .
Features  Price - = . Total Required  Bought?
10

$35 20 D
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Original Impact Map
by Gojko Adzic













Productiservice
performance

Satisfaction
+

Unspoken
unexpected
unknown

)

One-dimensional
(desired quality)

Delighters

(excited quality)

Spoken
measurable

range of fulfillment

>+

Must be's
(expected quality)

Unspoken
taken for granted
basic
am spoken if not met

Dissatisfaction

Product/service
performance

by icixsigma.com



KANO

Satisfaction

Functionality

Indifferent

Must-Be

by Folding Burritos

"Delighter”

Not having solutions that fulfill excitements needs
doesn't make your customers unhappy but your
product doesn't create wow-reactions either.
Implement delighters to differentiate yourself.

You compete on these needs on a daily basis. The
better you fulfill these needs the more competitive
you are. If you solve these needs in a bad way, your
customers will be dissatisfied and switch the product.

"Diesaticfier”

Not fulfilling these needs will make you lose
customers and drop conversation immediately.
Fulfill these ideally in a way that you can turn a
basic need into a delighter.



[ he repurposed

PIRATE METRICS

u“""el

not aF

.Minimum Success Criteria

Tt pov

. Growth Rate

THE CUSTOMER FACTORY BLUEPRINT &y Ach Maurya.















Risk vs. Urgency

High Risk
Low Urgency
— Plan de-risking

Low Risk
Low Urgency
— No de-risking needed

High Risk
High Urgency
— Start de-risking

Low Risk
High Urgency
— Analyse and make
decision



Reversible vs. damage

Analyse available Move fast
data —> Use experience
—> Use available and instinct to decide
E data, experience and on the spot; check
iInstinct to decide to effort and decide to
move fast or test build, test, or not.
How consequential/risky gradually
IS the change? —
Analyse before Analyse and
making a decision experiment
r~ —> Take your time -> Review data, run
D before making a experiments, and
- = decision, do lots of decide quickly on next
research, if possible run steps (build,
proxy-experiments change, or kill)
No Yes

Is the change easily reversible?






