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One of my life-goals is to

publish a book

to help others

learn from my own hard earned lessons
and get ahead of the game

ultimately, | want to help product builders
Kick ass at what they love to do




Why don’t | just
write the book?




So what’s the
pest way to succeed?




MARKET DEMAND @ @ 51

Arrange a live event to
gauge customer interest

HOW Gauge customer interest in a problem by arranging a
live event around solving it. It could be a meetup, a conference,
a webinar, or similar. If you are ultimately creating a digital
nroduct. events can be used to smoke test the content or

Tickets

THU, OCTOBER 18, 2018, 10:00 AM - 6:00 PM CEST

EARLY BIRD ticket - 1 day workshop "Experiment To
Build The Right Thing"

€£399.00 +€75.81 MWST./UST.
Sales end on October 15

SOLD OUT

REGULAR ticket - 1 day workshop
"Experiment To Build The Right
Thing"

€429.00 +€81.51 MWST./UST.
Sales end on October 17

LATE BIRD ticket - 1 day workshop "Experiment To
Build The Right Thing"

€499.00 +€94.81 MWST./UST.
Sales end on October 17




MARKET DEMAND @ @ 51

Arrange a live event to
gauge customer interest

HOW Gauge customer interest in a problem by arranging a
live event around solving it. It could be a meetup, a conference,
a webinar, or similar. If you are ultimately creating a digital
nroduct. events can be used to smoke test the content or

Q 8 O & @

Explore Groups Messages Notifications Profile

Wednesday, December 13, 2017

Building products
people will buy

’ Hosted by Anders Toxboe
»  From #AgilityLab Copenhagen

You're going 200 people going

Organizer tools v/

@ Wednesday, December 13, 2017
5:00 PM to 8:00 PM
Add to calendar

@ DR - Danmarks Radio
Emil Holms Kanal 20 - Copenhagen
The meet-up will take place in "DAB-IN" - the
conference room right next to the reception. Ask
the receptionist how to get to "DAB-IN" when

| started testing
this value
proposition

In December 2017



Being stuck in...




We tell ourselves that
agile development will
come to the rescue




We tell ourselves that
agile development will
come to the rescue

-OCuUses teams on executing
ncremental change

BuUt often struggles to
accommodate for learning
and taking action along the way




Backlog
Sprint backlog Sprint backlog Sprint backlog Sprint backlog

Too much focus on what and when to build
without asking why, creates tunnel vision.




Figuring Making it

ity

The hill chart

Search Execution
. ——————

Source: Ryan Singer



How hard

can it be?

Figuring

itV

The hill chart

Source: Ryan Singer



A better time to

get stuck

Figuring Making it

itV

The hill chart

Source: Ryan Singer
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The hill chart

Doing work to get over the nill
Increases certainty of success

Source: Ryan Singer
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MARKET DEMAND, WILLINGNESS TO PAY Q@ Pe@ 5

<>
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Allow users to place
an order for an item which
has not yet been released

HOW Set up a one-page website, product page, or Kickstarter
campaign where customers can pre-order your product

before you have spent any time developing it or hiring people
to make it happen. Nobodv likes A cram cn avmlaim oo d b ol



Shop My Account =
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Too many digital products are launched, only to fail. St e o



Shop My Account Logout 3 items
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MARKET DEMAND, WILLINGNESS TO PAY @Pw@5

Allow users to place
an order for an item which
has not yet been released

HOW Set up a one-page website, product page, or Kickstarter
campaign where customers can pre-order your product
before you have spent any time developing it or hiring people
to make it happen. Nobody likes a scam, so explain and build
trust that you will deliver the product you promise or return
the money if the project is scrapped.

WHY Gauge demand for a product before building it and
hence also the size of initial product runs.

EXAMPLE VR company, Oculus Rift, launched a pre-order
page for its development kit before they began production.

Leads to
new
experiments

I
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Set up short and timely
in-app surveys in context
of the studied feature

HOW Iniegrale & mivro-sumg locl like  Missirslrics,
Intaracey, o =oje T s wahsite 1o allow miim-saremgs
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2% of all new product
iInnovation flops”

— Global pricing study 2014,
Simon-Kucher & Partners
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Search Execution How hard
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Innovation  Improve



Search Execution Manage

Successful

product /
feature

Innovation  Improve

Growth . Efficiency

Vision Business plan

Failure is embraced . Failure is not an option
Main job: Main job:

Experimentation - Planning



Search Execution Manage

Disccvery Successful Del ivery

product /
feature

Building,
scaling & shipping it

Deciding what to build




Manage

Successful D e I ive ry

product /
feature

How hard

can it be?



Manage

We're stuck In...

Successful D e I ive ry

product /
feature

How hard

can it be?



Manage

We're stuck In...

Successful D e I ive I‘y

product /
feature

How hard
can it be?

Business plan

Failure I1s not an option

The e)qneotati,ow Ls to

LV\A,‘PLCVWCW‘C Lt.



“FFor every one of our failures,
we had spreadsheets that
Jooked awesome.”

— Scott Cook,
Co-founder and Chairman Intuit




Search Execution

Successful
product /

feature

Innovation
Growth

Vision

Fallure Is embraced

Main job:
Experimentation



Search Execution

Successful
product /
feature




Search Execution
—_

Learning

velocity Successful
product /
feature



Being stuck In...




Being stuck iIn... Step one.




Objective:
Minimize total time
through loop

Y=



Objective:
Minimize total time
through loop




Objective:
Minimize total time
through loop W Build

Experiments

Baseline

Hypothesis

Learn Measure
Pivot/Persevere Metrics

Analyze



Objective:
Minimize total time
through loop

Baseline
Hypothesis

Learn Measure

Pivot/Persevere Metrics

Analyze



What does
an experiment
look like?
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Tweet more consistently with = buffer

Choose times to tweet.
FOr aaMmpie, 3 times a day at 930, 13:30 and 1730

Add tweets to your buffer.

Manrually or with our handy browser exiensions.

7
e buffer does the rest. Relax. e

We tweet for you, Just ke that Duffer topped upt

,




Tweet more consistently with S buffer

Choose times to tweet.

For xample, 3 times a day at 930, 13:30 and 17:30.
Add tweets to your buffer. -
Manually or with our handy browser extensions.

buffer does the rest. Relax. /7

We tweet for you, Just keep that buffer topped up!

|

Tweet more consustently with =

© 10 bu™er. Al rights reserved

buffer

Hello! You caught us before we're ready.

We're working hard to put the finishing touches onto buffer. Things are going
well and it should be ready to help you with Twitter very soon. If you'd like us
to send you a reminder when we're ready, just put your email in below:

Your email | Remind me

© 2010 buffer. All nghts reserved.

1

Q@O
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A unfortunately too
common approach to
launching digital products

G

G

G
4

1. Hire team
2. BuUIld prOduct This is often the most expensive part.
3. Sell, sell, sell This is the riskiest part.
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landing pages

HOW Sell your future pr
e traffic to your
ow many click

with fake “Buy” buttons. Drive

iA bette_r approach to
a_ur\chlng succesful
digital products

1. Bulld landing page ¢
2. Sell, sell, sell w

3. Hire team

4, Build product (sss



This is a naive way of approaching
product development

---------------------------------------------------------------------- Successful product

Product maturity

ldea

11H11IC



A more realistic view of
product development

Successful product

Product maturity

ldea



ldea

A more realistic view of
product development

Time



A more realistic view of
product development

PRREECELLEELEEEEEEREEEREREREREREEEREEESIECECLE. Successful product
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Time



Most can agree that
testing Is important,
vet so few actually test



Next problem:
Measuring IS haro

Combine

@ @ B

Collecting the right data
pecomes a project in itself

Enough data
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General
Features
Customization
Integrations
Share access

Slido Labs BETA

My plan

Themes (Dark blue theme selected)

< Gallery > < Custom

Dark blue Light grey Green Red
Space Mountain New York Show all
Questions

Number of displayed questions

() s

Latest question

Show the latest question in your Present mode.




sli.do

Custom themes not yet available

A . We'd like to bring you custom themes
spon. Please let us know how you would
like to customize your event.

aX e 2 %
0 < Type your response...
9 - S ¥
< o~
CANCEL S
S % g & =N

Pretend to provide a
product or feature without

actually developing it

HOW Instead of setting up expensive custom integrations and
partnerships, fake it! Build only what is absolutely necessary
to advertise your product to real users while faking the rest.

WHY This is a quick and easy way to validate interest in 2
feature without actually building it, but implementing exactly
enough for it to seem real.

s etare Palyvore tested their “outfit
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SEE ALSO Crowdfunding®, Crowdsourct
SEE ALSO Featurc Stub, D7y Wallet™

ALSO CALLED Pre-order page, Pre-saley,
\\
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Problem Market Product Willingness
to pay
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Problem Market Product Willingness
to pay
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Problem \“ET Gl Product Willingness
to pay

\é your problem worth solving?
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Problem Market Product Willingness
to pay

Are there enéugh users to make
up a market for your product”?
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Problem \“ET Gl Product Willingness
to pay

Does your product solve the oroblem?
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Problem \ETd Gl Product Willingness
to pay

2
2
2
2
2
2
2
2
2
2
2
2
2
2
2
2
2
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2

Will people actually be willing
to reach into their wallets and pay for it”?
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Problem Market Product Willingness
to pay
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Problem Market Product Willingness
to pay
Idea 1
Idea 2
Idea 3

Idea 4
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Problem Market Product Willingness
to pay
Test specifics
Opportunity > - * Solution
discovery experiments
Generative \—/ Evaluative
research Why did that happen? research
Interviews, Contextual Inquiry, Prototypes, Spoof Landing pages,

Move in with the Customer, Samples, Video Demo, Wizard of Oz,
’ Concierge, Collect Pre-orders, Event,

Industry forums, App reviews, Comprehension Tests, etc.
Irends & Keyword Analysis, etc.



GoogleTrends Compar
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® link building
< @|@x 0

Search term .
content marketing

Search term
+
Add comparison
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Web Search ~
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Analyze trends Nov 2012
and habits to Vv link building -
existing interests content marketing 26
HOW Enter one or mor

Trends OF AdWords Keyword planner 1 receive ¢ '
Average representat’non of online interastin those particu\ar keywords
- dating years pack. See what keywords have @ downward

trend, undet stand seasonalily, V! spot up and coming trends.

WHY BY using freely accessible tools, You can valdate Nov 1 200
' time In 3 topic by spotting relative ' 8

over time.

Validating the Problem
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Account

How others see your profile and
network information

How others see your LinkedIn
activity

PROBLEM, MARKET DEMAND

""""

Pretend to provide a
ct or feature without

actually developing it

pensive custom integrations and
is absolutely necessary
hile faking the rest.

produ

HOW Instead of setting up €X
partnerships, fak
to advertise your pro

e it! Build only what
duct to real users w

date interest in @

NEVACRLI
CITe] G2 e lementing exactly

lly building it, but imp
it to seem real.

WHY This is a quick
feature without actua

enough for -
‘~ etare Paolyvore tested their outh.t

Privacy Ads

Job application settings

Choose what information LinkedIn saves when you submit a job application.

Communications

Change

Let recruiters know you’re open to opportunities

Share that you’re open and appear in recruiter searches matching your career
interests

We take steps not to show your current company that you’re open, but can’t
guarantee complete privacy. Learn more

- @O

Signal your interest to recruiters at companies you have
created job alerts for

This will be applied for companies that you have created job alerts for.

Sharing your profile when you click apply

Close

Change

Change

Validating the Market
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through an explain sign-ups increased frof
75,000 overnight - in absence of a real product.

A
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Tay Zonday
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Rain.mp3 olate
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mockup.ppt

&3 Dropbox

Sign-ups went
from 5.000 to

75.000 —
overnignt

Validating the Product
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A quick question Inbox x

Anders Toxboe <anders@learningloop.io> Thu, Mar 14, 11:41
tosulu =

Hi Susan,

| am thrilled that you got yourself a set of our Validation Patterns card deck.
Thanks!

Qut of curiosity - can | ask you a simple question?
How did you hear about the cards? What made you get them?

I'm looking forward for your answer,

3
Best regards, Za p] e r

Anders Toxboe +
Ul-Patterns.com

Gra-il[™]

Validating the Problem




A quick question = Inbox x

Anders Toxboe <anders@learningloop.io> Thu, Mar 14, 11:41
tosulu ~

Hi Susan,

| am thrilled that you got yourself a set of our Validation Patterns card deck.
Thanks!

Qut of curiosity - can | ask you a simple question?
How did you hear about the cards? What made you get them?

W preioed fiom E]Pulhmx

n g,

I'm looking forward for your answer,

3¢
Best regards, Za p] e r

Anders Toxboe +
Ul-Patterns.com

o
Sulu Thu, Mar 14, 3:37 PM (22 houGNaII N

tome ¥

Hi, Anders!!
You know, | am not sure, except that | stumbled across them when | was looking for information on Ul best practices, | believe. | usually do my
searches through Google. By the way, | am working on my department buying one of these for each of our staff. Wish me luck! My boss is very

positive about it! Here is my work e-mail if you should need to reach me: _
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Saga er ikke i tvivl om at det var rigtigt
at anmeilde Martin, men hunkan
umuligt omgas en morder.

We know how it’s going to look,
but don’t know how it’s going to perform

N

We don’t know how it’s going to look,
but do know that it is going to perform




Vision

J

Measurable KPIs

J

Prioritized experiment backlog

Discovery backlog




Frontpage vision

Product vision

A more lively, engaging, and personal front page for “the ones who feel like under 30”.

The front page sets itselt apart by being the best media-site in the North. The new front page will create a
personalised and nuanced picture of our offerings using an engaging narrative form. The front page
recognises the users engagement, situation, and daily rhythm. On the coach. On the go. At work.

The personalised offering is adapted to the individual user, always. A better offering based in insights into
current events and the interests and experiences previously sought for.

The page will give an overview, width, and depth, and adapt to the user’s situation with an intelligent

mixture of personalised and editorially curated content — from credible and factual news to the breadth of all
of our offerings.

The front page will gather, challenge, and educate —and draw lines to all of our site.



Front page of Media site

Product strategy KPIs

Loyalty.
The front page should have ongoing relevance in Loyalty - # of repeat visits in time period (week, month)
terms of what's going on around my general fields of CTR/Time of Day (fx. morning, noon, evening)

interest, so that | want to come back.

Inspiration. .
The front page should give me an urge to explore CTR + Time Spent on Destination/Site (Session)
content that | didn’t know | was interested in, so that | Page Views/Session

become enlightened and entertained.

News value & overview. | N
The front page should give me an updated overview of Recency - # of days since last Vl.Slt |
the news and convey current topics in a way that is Visits / Time of Day (fx. morning, noon, evening)

manageable for the user. The front page content
should be new to me.



EXPERIMENT BACKLOG
PRIORITISED BY MOST CRITICAL ASSUMPTION AND SPEED

1.

o AW N

Top dial. [loyalty, inspiration] Takeover of old top-zone
. Remove right column. [overview] Right column removed, page is made wider.
. Day parting. [loyalty, inspiration, overview] 3 fixed templates

. Teaser design. [inspiration] Add section labels to teasers



Top Dial

Caters to: Loyalty, inspiration

Hypothesis

\4

Experiment

\4

The "Top Dial” will increase loyalty by being personalised and having
timely relevance —in turn overcoming the current “banner blindness
top spots

A simplified version is implemented that “fakes” time-of-day adapt
via 3 templates (morning, noon, evening). The experiment will run
through existing banner system for / days.

When the Top Dial achieves higher engagement than the curren
spot banner expressed through consistent high CTR/Time of da



Takeaway Test

ALSO CALLED Dicable a Fealure




Stop chasing
reguirements



Outcome over output



AN outcome Tocus
reguires a
continuous
Droduct discovery
fToOCcUS




otart thinking albout
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One of my life-goals is to

publish a book

to help others

learn from my own hard earned lessons
and get ahead of the game

ultimately, | want to help product builders
Kick ass at what they love to do




One of my life-goals is to

= publish a book

NAerg Todes
E\V‘.\\\l\{\\\ Strategy to help others
earn from my own hard earned lessons
AR learn f hard d|
and get ahead of the game
§g\?%7@% Vision ultimately, | want to help product builders
\ @, \ kick ass at what they love to do










Vision

Strategy

Tactic

One of my life-goals is to
help product
bullders kick ass
at what they love
to do

— 1o help others

learn from my own hard earned lessons
to get ahead of their game

one way to do that could be to publish a book
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A collection of 60 of the most
CcoOmmMonN lean product experiments
regularly used by product puilders.

They are all safe-to-Tall experiments
that will help you validate your most
riskiest assumptions.

Get them: shop. ui-patterns.com

Anders Toxboe
Ul-patterns.com
iNfo@Qui-patterns.com
@uipatternscornr







