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>> what’s the fucking point!?




COMMUNICATION.



COMMUNICATION.

Communicating useful insights
in a product setting.



what we’ll cover

> “This might be a silly question, but...:”
ethnography as mindset and practice

> “Routing,” a case study

> outro: on teamwork and buy-in
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ONWARD !!



“This might be a
silly question,
but...:”
ethnography as
mindset and
practice
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ethnography in
practice:

what we do



Google

amazon

Sponsored

DAN oLSEN
THE

LEAN
PRODUCT

( PLAYBOOK

B vow 70 GHEVATE) wirn
MMM VABLE PRocTS, A
RAPD CUSTOMER TEEDBACK.

wiLey

$17.99
The Lean Product
Playbook (for Rent)...

Chegg

DAN OLSEN

THE

LEAN
PRODUCT
PLAYBOOK

RAPID CUSTOMER Feeppack

WiLEy

N o—— — —

Amazon.com: The Lean ...

amazon.com

Q Al

product management

lean product playbook, dan olsen

(& Images & News [3] Videos

product market fit

DAN OLSEN DAN OLSEN
ool

THE THE

ol
PLAYBOOK IEL&L](}I;(I)-I(I):II

g HOW TO INNDVATE WITH
How 7o (RNGVATE) wiTh MININUM VIABLE PRODUCTS AND
MINIMUM VIABLE PRoDUCTS And RAPID CUSTOMER FEEDBACK

RAPID cuSTOMER FEEDBACK WILEY
$20.99 $23.39
The Lean Product The Lean Product
Playbook -... Playbook: Dan Olsen
Audible.com AbeBooks

What is Product-Market Fit?

Product:
t Product-Market Fit ‘
Undarmenved Needs
Market:

The Lean Product Playbook by Dan Olsen
slideshare.net

) Shopping

¢ More

minimum viable products

AN oLSEN
THE

LEAN
PRODVCT

gPLAYBAOIC

$20.99
The Lean Product

Playbook - by Dan...

Target

DAN OLSEN
sttt
THE

LEAN
PRODVCT

PLAYBOOK
gww 7o (NOVATE) witw

MINIMUM VIABLE PRODUCTS AnD.
RAPID cUSTOMER FEEDBACK.

WILEY

o e e e S

The Lean Product Playbo...

goodreads.com

a ¢4 Q

Settings  Tools
mvp innovate lean startup
DAN OLSEN DAN OLSEN
THE THE
LEAN LEAN
PRODVCT PRODUCT
PLAYBOOK

MINMOM VIABLE PRODCTS Anp
RAPID cUSToMER Feemmack

BLE PRODCTS AvD
OMER FEEDBACK

wiLey

—— e —

$14.71

The Lean Product
Playbook ebook

Flinkstore

wiLey

$28.39
The Lean Product
Playbook: How to...

Reptoe

Product:

I Product-Market Fit 1
Market:m

Product-Market Fit
mindtheproduct.com

MINIMUM VABLE PRODUCTS And

A Collections

slideshare

customer feedback

$14.00

Used

The Lean Product
Playbook : How To...

eBay

$19.49

startups

0w T0 GERGIATE) witw

Maecn 2018

RAPID CUSTOMER Fasvsacx

The Lean Product Playbook by Dan Olsen
slideshare.net

The Lean Product
Playbook: How to...

AudiobooksNow.com

I

book

THE

M

$30.99

DAN OLSEN

THE

LEAN
PRODUCT

PLAYBOOK

HOW TO INNOVATE WITH
MINIMUM VIABLE PRODUCTS AND
RAPID CUSTOMER FEEDBACK

WILEY

SafeSearch v

produc >

DAN OLSEN

LEAN
PRODVUCT

PLAYBOOI

0w 10 TS wimn

ocTs 4
Emack

The Lean Produc
Playbook (Ebook

eBooks.com

The Lean Product Playbo...

amazon.com



reoouctized (D

CUSTOMER
HAS DisTINGT

» DEMOGRAPHIC
« PSYCHO GRAPHIC
+ BEHAVIOVRAL.

>
S5
/4

THE LEAN TRODUCT PLASBOOK

PAN OLSEN

[crenre promo1ype]

@ PRODUCT

( WHAT IS ]
| PRODUCT - MARKET

_r~\~,;-’

p: - )

2 Coomer;  UNDERSERVED @
L MER y
1 Doeremime] ) ;,Agtcuér:EPJ ”““ ‘\y

[srecry] 4

[ penne) 3

Jou e
ONTROL
THE MRkET /

MARKer

PRIRINZING

IMPORTANCE Woms
NET WoRTH GoIN
samseAmon ¢ arme

) wreRTNGE oF wsER

USER SATRFACNON Wity curment Aeenanws 4

[ —— )

KANO ModEL
USER NEEDS

LIVESKETCHING oM

| fME ARBnB ) : -
o Faunoeas | — i ALW 5 o
- N eag: 1 ek,
! |_mgak_over time |




reoouctized (.

'Y
N
/4

THE LEAN TRODUCT  PLA3BOOK

PAN OLSEN

[crenre promoTyPe]

@ PRODUCT
[srecry]

[ perine) 3

f“\-i-vg

| 1
/ s
Civom
“. S ; somen)  UNDERSERVED ‘D
e‘::v";’ f L"‘"‘"‘M QsomeRs s

WHAT IS
| PRODUCT - MARKET!
FIT?

CONTROL.
THE MNRkET /

CVSTOMER
HAS DisTINGT :
NEEDS § [
\ {} . | OPPORTUNITY MP‘““‘
. ’ — ¢ MARKer
,@@G >N GROUP S wnarce ||
» § z NOT WorTH
- ) P —— PEASSION N | | § -
g = USER ATKEFA

CTION Wi cumment ALteRnaves 4

—— A

+ DEMOGRAPHIC 0\ 7 |
« PSYCHO GRAPHIC ) = b

« BEHAVIOURAL

PeRRaraNcE

| 1HE AIRBnE S
ol - FALy mer

€0 FOUNDERS | SANSFACTION N T
e wm‘lﬁ
1 |_male s time |

LIVESKETTHING oM

VR DISSANSFACTION



lean product playbook

bonkers fast




lean product playbook

bonkers fast

benefits of templates:
simple start point




lean product playbook

bonkers fast

benefits of templates:
simple start point

quick iterations
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continuous... what?

“A critical best practice in Lean UX is building a regular cadence of customer
involvement. Regularly scheduled conversations with customers minimize the time
between hypothesis creation, experiment design, and user feedback — giving you the
opportunity to validate your hypotheses quickly.

In general, knowing you’re never more than a few days away from customer feedback
has a powerful effect on teams. It takes the pressure off of your decision making because

you know that you’re never more than a few days from getting meaningful data from the
market.”

- jeff gothelf's "lean ux"
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Who is the

customer?
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Identify a market
and the customer.

Problem

4

Define the

Product

2.
What is
their need? L

Define a Minimum
Valuable Product to
Are we best placed start.

to solve it?

Consider whether
we would build, buy
or partner.

Does it build on our
offerings?

Identify a real
problem to solve.

Solution

5
Validate with
Customer

Test prototypes with
customers and their
price tolerance.

Adjust based on
feedback.

6-
Is it compelling
for us?

o9

With the market,
price, fit and
solution established
- are the numbers
compelling enough
for this idea?

When compared to
the other options
we could fund, do
we still feel the
same?

Define Success
criteria & fund the
project.
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playbook canvas

OBusiness Problem

What business problem are we attacking and what outcome are we moving the needle on?

©Target Customer ©Needs
What types of users and customers should we What problems and goals are customers looking
focus on first? to solve with our solution?

Value Proposition
How do we position ourselves in the market and
against what competitors?

Solution
What product, feature or enhancement ideas may
help our target customer achieve their needs?

oOpportunity

What revenue opportunity is available for us? What will the cost structure look like?

aEffort

What teams will be involved? What is the SWAG?

. Problem Space
Solution Space




playbook canvas

Expanding

OBusiness Problem

What business problem are we attacking and what outcome are we moving the needle on?

focus on first?

Small to
Medium

Customers
without logistic
planners

©Target Customer

What types of users and customers should we

Possibly local
trucking

Delivery &
distribution, as
well as FS

©Needs

What problems and goals are customers looking
to solve with our solution?

Spend less

Get more jobs time scheduling

done
Get more
" capacity out of
my day

Value Proposition
How do we position ourselves in the market and
against what competitors?

2222222272277

Solution
What product, feature or enhancement ideas may
help our target customer achieve their needs?

Interface with
other products

Routing for the
month or the
year

Preview
optimised route,
before
committing

oOpportunity

What revenue opportunity is available for us? What will the cost structure look like?

aEffort

What teams will be involved?

. Problem Space
Solution Space




RO w1 Discussion Guide

SMB Product Discovery/ Innovation Team
Joe Darrer, Ciaran Madigan, Kelle Link, Claire Shanahan, Nevan Prendeville
Researcher: babz jewell

SAMPLE:

1.

Drivers/ Field Workers

2. Dispatchers and Planners
a. Mobile workers or delivery guys |> 30+ or 200+ stops/week
b. SMB FS and Delivery/Transportation sectors
HYPOTHESIS:

See various assumptions we are validating/invalidating in the Research deck >

CUSTOMER DISCUSSION GUIDE: DISPATCHER, PLANNER

US/ EU/ UK CUSTOMERS:

Hil Thanks for talking with us today about your fleet. We're currently researching customer needs

around managing the routes driven by field or delivery crews, so today our conversation will
focus around these concerns.

INTRO
Ti

2.

Can you tell me about your role and responsibilities at your company and in your
industry?
Can you tell me about your fleet makeup currently?2
a. Vehicles: types and #
How many guys would you have to plan for or manage?2 H13
a. What staff / co-workers are available to you to manage them?
How much / how often do you need to communicate with your drivers out on the road
or on their job sites, about their routes, ie. where they need to go2 H13
What information do you want from your drivers?
What information do you need to make a route plan?2
How many stops do your drivers make in a day?
what is a stop?
what does it mean to customers?
how is stop-efficiency measured?
How are your drivers’ efficiency measured?

@ "00000

@ Babz Jewell Resclve

what is a stop?
what does it mean to customers?
how is stop-efficiency measured?

Reply...



Key Talking Points

Identify triggers
What problem (if any) do they have around scheduling and routing? What struggles have they
encountered? Have participants talk about a recent example of a struggle/pain they had

Potential Questions/Discussion Points

Can you tell me how long it takes to figure routes? How do you do that today?

What efficiency criteria are you applying? (Fuel? Travel Time?)

How well would you say you are doing on meeting your customers’ expectations?

Is (your) customer wait-time for service delivery an important metric for you? Why?

What percentage of a journey of your vehicle are loaded at 100% capacity? is this a problem,
or not a problem? Why?

Desired Outcomes
What are they trying to achieve IN/ BY PLANNING ROUTES? How would they measure success?
Have participants articulate “measures of success” from their perspective

Existing Alternatives
How are they solving this problem today? How did they go about choosing this? How satisfied are
they?

Inertia and Friction
What is slowing them down today? What challenges did they have to overcome with the new solution
(if they adopted one)? What barriers exist?

What’s Next
Are they actively looking for something else? What challenges are they trying to overcome?
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note-taking

tales from a Russian
diplomat
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highlight ex quotes in the
audio/ notepad
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nascent findings

1
2

3

Vehicle routing for jobs is complicated
| work with many constraints and inherent
complexities that make up my business

Efficiency is about keeping my customers
happy

Satisfying my customers first is the most
important consideration | weigh when meeting
my business targets and expanding my
business

Routing is resource planning for the future
| need to forecast future business challenges,
and want help in planning for all eventualities

that are routing specific
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Vehicle routing for j0B8 is complicated
| work with many constraints and inherent
complexities that make up my business

Efficiency is about KEEDINGUNIACUSIOMEES

Satisfying my customers first is the most
important consideration | weigh when meeting
my business targets and expanding my
business

Routing is [ESOUICEIPIanning for the future

| need to forecast future business challenges,
and want help in planning for all eventualities
that are routing specific
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Static vs Dynamic Scheduling Location, Location Dead cows

Today’s must-do’s vs everything else Of my customer, of my guys Equipment, vehicle, load type, skills
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after all...

we’re only here as long as we help our
customers accomplish their work.



after all...

we’re only here as long as we help our
customers accomplish their work.

our solutions must be inline with their
goals, needs + ambitions.



outro: on teamwork
and buy-in






... erhm

how do i communicate my findings?
what does output look like?
how do i achieve team buy-in?

what about alignment across my
cross-functional team?

“have you spoken to a customer that
does X and X while Xing!?”



DO:

collaborate

allocate

be pushy (w/in reason)
keep research transparent
build channels

be fucking good at it
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let things go. answer their questions.
advocate for what's surfaced
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DO:

collaborate

allocate

be pushy (w/in reason)
keep research transparent
build channels

be fucking good at it

lotsa deliverables



Has special or

large
equipment, so have multiple
. s they can know . ]
Size of Lots of visits in rog ds 1o use types of waste in vehicle
company a day, for quick Needs 0 go
matters work DS
Even with only 3 S
TruGreen spends 15‘ stops a day S
min/customer, 2.5m
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1 driver: 20
customers/day Frequent TruGreen Qu§tomer
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days .
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Repeat “I know ' StOpS!!
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. associated
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location
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semi: need to
know length of

material, for
loading

Needs to
know
space in

vehicle

customer with 5
drivers from Oregon
to W Coast; to
deliver meat; stops
at various shops on

the way

Hazmat - often

Skills of person
& capacity of
truck =

matchmaking
with jOb
TruG: 15

minute yard
jobs

Across

industry: needs
to know space

Regions
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hOﬂ:n haVef o Comms with
ard copy o as customer /
WO and use C.oca cola paperwork: yron off
driver: what signature, et
Takes time. sy

G Maps

—Ttime does dri

off location
close?
Likes to start . Gets paid only
per delivery;
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Time period

Meat packing:L " Coca cola:

see you in 8 deliveries over
days! a day
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#thecraft
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