Successfully Blending

Agile Methods
and

Design Thinking




Two Dudes, Lost In ltaly







Discovery Topics for Today

purpose

Users




Today’s Discovery: A Navigation Tool
(“How do |l getto ...?")
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Discgiering

Purpose
(why )




Chartering Outcomes
( elevator pitch ) ( product goals )




Output and Outcome




The difference between output and outcome
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Decide outcomes you'd like to achieve
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Arrive at outcomes working collaboratively




Chartering Outcomes
( elevator pitch ) ( target outcomes )




Why are you building what you are building”?




A community meets to discuss ...

Elevator Pitch
( )

Goals-Success Measures

( )

and more ...



Why are we building this thing?
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What does success look like?



What is your product context and purpose?

Listed desired product outcomes:
* List problems or opportunities in your context

 For each list the outcome you’d expect after the
product is built

Write an elevator pitch which states:
WHY you are building WHAT you are building







Personas Are More Than Actors
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Why Nigh-Tech Products Orive Us Craxy
and Mow to Restore the Sanity

Personas represent people & clarify product value




Pragmatic Personas

Name

Image
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Ugly but Conversational




Fancy, but still conversational
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Variations on a theme
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Lots of research fits into a long process
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Instead, synthesize what you
understand today into a user archetype




Pragmatic++
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Who’s Are Your Product’s Users?

Choose a name

Add an image

Description i  Value

( who ) i (what)

- time at job - financial?

- experience i - more done?
-FT/PT i - fewer steps?
- Incentives - more fun?

- engagement : -easier to use?

Name

Sketch Context

Characteristicsé Implications




Dis ring
needs and use
( what )




Twin Sons of Different Mothers




Why do we create story maps?




TLDSEL Ot O\ QZDHLS' ‘)ug‘f‘ aﬂ'an

t, n Q& ‘Slnope,-f’l’af—fe]s 7\ /m 5%2

iﬁ ; ‘ Roind ..E > E .V:K_ y//ft
2= Pou S/
i S e
“oyre R,
c? ve . @ of Ve,
(%J/ <

Story Mapping




Building a story map helps facilitate
discussion about user experience

Gary Levitt, owner & designer of Mad Mimi




Maps Foster Rich Discussions




Let's Map Our Product!




Building a story map is a discussion about
user’'s experience, not software features




Questions?

Devlam

Coaching and Developing Agility
david.hussman@devjiam.com
www.devjiam.com

Jeff Patton

Coaching Development
Organizations for Product Success

jeff@agqileproductdesign.com
www.aqileproductdesign




