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What We’re Not Talking About



What We Are Talking About



Test Drive Your Project



The Mechanics

• Determining who to invite

• A Name and time frame

• An Elevator Pitch

• Goals and Success Measures

• Mapping the Community

• Strengths & Challenges

• Establishing a cadence



Who’s Coming to the Party

Skills and Experience

Over

Titles and Org. charts



This is just a guide…

Think about:

• Investors or sponsors?

• Product or Project Vision?

• Domain Expertise?

• Market opportunity and needs knowledge?

• Builders of  the product?

• Packaging and deployment?

• Document and provide training?

Who’s Coming to the Party



The not too distant future

A Name & Time Frame

What’s in a name?



A Name & Time Frame



The Elevator Pitch



AgileSherpa

A gentle guide to the best of  the Agile 
landscape wherever it lives.



Roadmapping

Capture and visually communicate the 
longer-term direction of  our products.



Project-Specific Configuration

Allow different groups to operate and 
adapt differently than each other; e.g. 

an XP team in a sea of  Scrum.



Goals & Success Measures



Goals & Success Measures

Starter questions:

•What will the business gain from the project?

•How will this project improve the product?

•What value are we creating for the users?

•Are there technology goals? Are we paying 

down technical debt?

•What are the Social (community) goals?

•What are the process or practices goals?



Map the Community



Strengths & Challenges



Establishing a Cadence



Our Experiences









Our Experiences



Storymapping



Agile Product Planning -

Observations

• Feature-oriented vs. user-centered

• Process-driven (template-head)

– Sentence completion over storytelling

• Mad dash to iterate – crank out a 

backlog!

• Delivery quickly outpaces Discovery



“As _______ I need to _________ so that I can _________”

user                 story                       value

A Process and a Template

As ____ I need to ____ so that ____

As ____ I need to ____ so that ____

As ____ I need to ____ so that ____

As ____ I need to ____ so that ____

As ____ I need to ____ so that ____

As ____ I need to ____ so that ____

As ____ I need to ____ so that ____

As ____ I need to ____ so that ____

As ____ I need to ____ so that ____

As ____ I need to ____ so that ____

As ____ I need to ____ so that ____

As ____ I need to ____ so that ____



“As _______ I need to _________ so that I can _________”

persona                 user task                             test   

An Evolution

A Refactoring

Persona

Image

Desc Value

Story Title

- Story Test

- Story Test

- Story Test

- Story Test

Story Title

- Story Test

- Story Test

- Story Test

- Story Test

Story Title

- Story Test

- Story Test

- Story Test

- Story Test



Story Map sneak peek…

Activity

Activity

Task Task Task

Task Task

Task

Task

Task Task Task

Task Task

Task

Persona



Story Map Workshop

• Identify & Rank Key Personas

– Those that are doing it, find it valuable or will 
support it

– Who gets the most value, or is most important 
to serve?

• Capture Key Activities & User Tasks
– “What do you do at work?”  Activities

– “Tell me that story”  Tasks

– “Are there any variations?”  Alternate paths

• Mile-wide, Inch-deep



Participants

• Informed: end users & domain experts

• Inspired: product visionaries/sponsors

• Decision Makers: product owners

• Builders (design – dev – test)

Fewer is Better



Pragmatic Personas, vs…

Ca

< our goal is to create discussion starters >



Emergent Personas 



Informative Personas



Creating Your Personas

Choose a name ( sticky name – alliteration helps )

-------------------------------------------------------------------------------------

Add an image ( a conversation starter )

-------------------------------------------------------------------------------------

Add a description Value from product

( who is this person? ) ( what is our sell? )

- time at job - financial benefit?

- knowledge of  domain - increased productivity?

- FT / PT - fewer steps?

- incentives - more fun?

- level of  engagement - easier to use?



Story Maps
( what’s needed; what’s wanted? )



Persona-Driven Authoring



Activities, Tasks and Story Telling

 Discuss a persona’s activities and goals

( “what do you do at work?” ) 

scenarios

 Walk a day in the life for each activity

( “what are the tasks to get that done?” ) 

candidate user stories

 Back up and re-tell the experience

( “are there any variations or dead ends?” )



An Example



Let’s Map the Point of  Sale

Make Sales

Take Returns

Add 

Item

Calc 

Total

Take 
Payment

Print 

Receipt

Calc 

Tax

Print 

GiftRcpt

Scan 

Item
Open / Close 

Register

Key In 

Item

Take 

Cash

Take 

Credit

Take 

Coupon

Take 

Check

Add 

Survey



Story Maps Foster Story Telling
(and re-telling/reminding/reorienting)



When is value delivered?

Activity

Activity

Task Task Task

Task Task

Task

Task

Task

Task

Task Task Task Task

Task Task

Task

Task

Task



Benefits

• User-Centered mindset

• A governor on feature invention & 

cleverness (yours truly included)

• Empathy

• Context

• Collaborative

• Lightweight



Our Experiences













Our Experiences



Special thanks to

David Hussman

Watch for his new book from Pragmatic Programmers

www.DevJam.com

David.Hussman@DevJam.com

t: @davidhussman



Resources

www.DevJam.com (David Hussman)

www.AgileProductDesign.com (Jeff  Patton)

TBD Title, David Hussman

www.PragProg.com (beta soon)

http://www.devjam.com/
http://www.agileproductdesign.com/
http://www.pragprog.com/


Paul Culling

Paul.Culling@VersionOne.com

Ian Culling

Ian.Culling@VersionOne.com

www.VersionOne.com

mailto:Paul.Culling@VersionOne.com
mailto:Ian.Culling@VersionOne.com
http://www.versionone.com/

