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Understanding and Championing
Value
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Falling in LOV

- with a

What is a product / service that | love?

What about that product / service do I love?

How do | feel when | use that product / service?

Product or Service




Product Leadership - Championing Value

Clear Vision . Value Mindset . Validated Learning

Does our organization have a role focused on maximizing value
delivered? What role (s) are focused on value?

What is expected of this Champion of
VG[U€7 \ The St ategst/

Product
Leader

Stances OOQ
‘%’ 5 o‘ O

The Systems Thinker

The Information Agent
The Dlscovery Leader
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My Product Leadership Stance

The Visionary

What does it mean to be a visionary?

How do | bring value as a visionary?
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My Product Leadership Stance

The Strategist

What does it mean to be a strategist?

How do | bring value as a strategist?
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My Product Leadership Stance

The Customer Advocate

What does it mean to be a Customer Advocate?

How do | bring value as a Customer Advocate?
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My Product Leadership Stance

The Storyteller

What does it mean to be a storyteller?

How do | bring value as storyteller?
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My Product Leadership Stance

The Discovery Leader

What does it mean to be the Discovery Leader?

How do | bring value as the Discovery Leader?



My Product Leadership Stance

The Systems Thinker

What does it mean to be a Systems Thinker?

How do | bring value as the Systems Thinker?
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Product Leadership at Different Levels

Vision

Portfolio

Product

Milestone A

Iteration

Daily




Product Leadership Models B i
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What challenges is our organization experiencing vl
with product ownership?
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What product ownership model might help us
address these challenges?

Scrum
Master
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The Skills and Traits of a Product
Leader
What traits of a great What skrills of a great Product

Product Leader do | have? [Leader do | have?

What traits of a great Product What skills of a great Product

Leader do | need to develop? Leader do | need to develop?
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Understanding Value
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My Organization's Why

What is our organization’s purpose? It's Why?

As a Product Leader, Why is it

Important for me to understand the Why
. . e \/ision
purpose of my organization? o
e Strategy
What

¢ Product

o

The Golden Circle — Simon Sinek
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Who does my organization create value
for?

Vendors and

g Partners

Users & Customers
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Environment ...................ceeeeee” Investors

Community
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How does my organization create
value?
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My Organization’'s Stakeholder Map

Stakeholder

G Stakeholders Stakeholder Value
roup

&j Users and
Customers
N Workforce

Investors

4
A1 Vendors and
e X Partners

Community

&30 Environment
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My Organization's Value Drivers

What are the top 5 value drivers for our organization?

How would we distribute the % of importance of these value drivers?
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Life changing

What is valuable to me? B G
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What do our users value?

Social impact
at
What do our users value: s
transcendence
Life changing
Provides Set-
hope actualization
W e O
Motivation  Heirioom Affllation and
belonging
H [d we R ? e
ow woutla we Rnow. B 4 B
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Functional
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for? S ST

Reduces Avoids Reduces cost Quavity Variety Sensory Informs
effort hassies appeal

© Pragmatic Project Leadership, LLC. All rights reserved.



Reflection

My Strengths:
My Current Mindset: y g

My Opportunities:

Actions | am committing to:
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Discovering Value
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|dea to Value Cycle
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Discovery Team

Who would we include on our Discovery Team?

Business

Analytics
Owner

Consultant .
Vendor w
Business Product
Business SME Manager
SME
Discovery
Extended
Team
Team
Support
SME
Engineering UX
Finance SME SME Designer

Legal SME
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Discover, Deliver and Validate Value
Cycle

Ideate L. Sprint planning

Ll

Product Sprint
Backlog execution

Prototype & Test

Potentially
Shippable
increment

Sprint
Review
/ Retrospective

¢

Empathize

I-
dentify need

e —

DESIGN THINKING

AGILE

Adapted From: Dave Landis
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The Design Thinking Framework




Discover Value
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|[dentify users and
customers

Who does this product or service address?

Users:

Customers:

Internal Customers:

Target Market:
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Step 1. |dentify Needs

‘Innovation is not about market timing. It is about creating something that fulfills
an unmet need.” - Jeremy Gutche

How are we identifying unmet needs?

What can we change about how
we identify unmet needs?

UNMET NEEDS

KNOWLEDGE

CVEGS FEEDBACK

N
PAIN POINTS = USER

EXPERIENCE
CURRENT ETEAL INFORMATION

© .h\ I A ”
RAS N . A
NN =7
- V\@ - DATA
‘CONFERENCE ON TEACHING. <Ay v -

VAY 26-29, 2018 0 essces St

CONVENTIONS OBSERVATION ANALYTICS
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Impact Mapping

GOAL - Why are we ACTOR - who does this IMPACT - what impact /
doing this? goal impact? Change do we want to see?
S — B
— ] — (\\\—
IMPACT MAPPING
. yd \ 1 <
o <) T N
—( 4m—— Q
STORY - How can the DELIVERABLE - what features

deliverable be broken into stories? will support the impact?

Source: www.Impactmapping.org
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Step 2: Empathize

What is a Persona?

What are the personas for our Product /
Service?
Persona
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Empathy Map

What is an Empathy Map?

X | When should we consider using an
\ 7 Empathy Map?

Empathy M
mpathy Map What target groups can we empathize

with?
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Customer Journey Map

What is a Customer Journey?

= B2 B2 B2 = = When should | consider using a
customer journey vs empathy map vs
persona?

Customer Journey Map

What are the customer journeys our
Product / Service?
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Step 3. Validate Problem

What are some questions we can ask to empathize with our customer?

What questions will help us validate that the problem exists?

What questions will help us validate that the problem is worth solving?
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Step 4. Define the Problem /
Opportunity

What do | need to know to define the problem in the context of the
organization?

Lo
<3
‘i

.

What pain point can
we address to delight
the user?

9

What goals are we

trying to achieve /

accomplish for the
organization?
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Define the Opportunity

Vision Statement

For

Who

The

Is a

That

Unlike

Our Product
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Define the Opportunity

THE VISION BOARD

Vision Board

%= romanpichler

@ VISION

HIGHER PURPOSE or overarching goal, the ultimate reason for creating the product or feature set. Make it big
and inspiring.

@ TARGET GROUP

WHO does this product, service or
feature set address?

O o

WHY should/does this product,
service or feature set exist? Why will
someone use or pay for it?

PRODUCT /
SERVICE

WHAT s the product, or service
that address the needs?

©

HOW will we know we are

successful?

BUSINESS
GOALS

The Product Vision Board
modified by Anjali Leon
Original work:
www.romanpichler.com
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Step 5. Ideate - Crazy 8's
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Validating Value

© Pragmatic Project Leadership, LLC. All rights reserved.



Step 6. Find the viable "Wow" solution

Opportunity / Solution Tree

B
p—

Goal Opportunity Solution Options

/
f

N

1‘\
\
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Useable & Delightful

Will our user want it?

Which solutions are usable and delightful to our users?

What are the dissatisfiers? \¥ithout these are MUST HAVE's, the user cannot get
their job done.

What are the satisfiers? The more the better. They increase the user’s performance
What are the delighters? Meets an unanticipated need

What are social? Affects how they are perceived by others
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Feasible

Do we have the technical, knowledge and financial capacity to do this?

What are the constraints/limitation | need to consider?
Financial - Revenue, Funding

Time - Schedule, major event

Capabilities - People, skills, technology

Regulatory - Legal, Policy
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Desirable

What aligns with the business goals / outcomes?

Which of these affect the strategic value drivers for our organization?

Relative
Value Driver #1 Value Driver #2 Value Driver #3

Option (Weighted %= ) (Weighted %= ) (Weighted%= ) Bl\J/SI{leSS
alue
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Value

ow

Impact Matrix

Deciding what to work on
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Design the Experiment

We Believe that.
We will run an experiment to..
We will measure..

We will know we are on the right tracr If..
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Qualitative Feedback

What questions do | need to answer with qualitative feedback?

What are effective ways to get qualitative feedback?
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Quantitative Feedback

What questions do | need to answer with quantitative feedback?

What quantitative metrics can | use?

Outcome KPI Leading KPI Baselne Current Target
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Planning & Communicating
Strategic Intent
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Tension

Story Arc

What part of the story do | need to tell at
each event?

Standard Story Structure

Middle (Body)
A senes of events
acxd smaler problems
that the chaesiters Denouement
hwe The semes of
events whese
cfacts mre
sesadved
Coda
Tha cptozal pet
Complication 1 the end wh
[ty oduces the meen the moeal 12
pesblen for the sevealed
4 L¢ the
Introduction e

Setsthe scene by

Duration
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<4 Request for funding

<4 Start of a new goal (Rickoff)
<4 Pl Planning Meeting

<4 Iteration Planning

<4 lteration Review

<4 Stakeholder Meeting

<4 User Story / BacRklog
Refinement



Stakeholder Map

Other Stakeholders

Other stokebolders who
AMPACT ov are impocted




Stakeholder Engagement

Motivations

WHhat is ther intecest in the outcome?

WHA MOty os them?

Information

What do they wam from you?

What 90 you wart #om them?

Influence

Who / what infuences ther opinons?

Who is influenced their opinion?

How will this influence how
you tell your story?

4@"0 d
o® 0%

‘(‘\C “‘\G
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My Story Telling Toolkit




My Story Telling Toolkit




Story Mapping Steps

Persona (User Role) Capture Major User Tasks Group User Tasks into Larger
Performed by User Activities, Name Activities
——) ——)
Repeat for USER STORY MAPPING
each user

<4m—— 4
1L: UUT LL
Define The
Backbone Sequence Activities

Slide Tasks into User Sub Find Gaps
Tasks
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Product Roadmap

Story of the Strategic Intent

How will | represent the product roadmap?

When will | share the product roadmap? With who? How often?

When will | revisit the product roadmap?
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Forecasting

Story of "'When will it be Done?’

How do | tell the story of - "When will it be done?”
What information do | need to answer that question?
Who else can help me answer that question?

How do | re-tell the story when | have new information?
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Increment Planning

What is my definition of ready for increment planning?

What is my definition of done for increment planning?

What is my definition of done for the increment?
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Reflection P- ol ﬁl(?.!,g_
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pplcoach.com

@anjalnleon

Principles of Agile

What does the principle support
me as a Product Leader?

How can | apply this principle?

What support do | need to apply
this principle?
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Reflection - Championing Value

A mindset game

Where am | stuck?

Connection
from extnnsic rewards

to intrinsic motivation

Which of these trends may be
Co-creation Com‘l’ibut/ng to \X/hy | am stuck?

from efficient cooperation
to creative collaboration

XY

Curiosity
from static knowing
to dynamic learning

&
,CO
=
3
\

22 Agility & Resilience
: Navigator
Character

from ego-limited thinking
fo eco-vitalized being

What do | nhavigate this trend to
get unstucr?

Culture

() DOE from maximizing for profit

to optimizing for well-being

SANM Leon, PP Coacn
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Reflection
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Reflection
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Connection

YOUR PROGRAM LEADER

Curiosity
from static knowing £
to dynamic learning g

Co-creation

from efficient cooperation
to creative collaboration

Character
from ego-limited thinking
to eco-vitalized being

Anj a 1 i L e O n ,@-, to 'o(;'t:::nazc’::i,:fgr; ziru‘f{,‘i?ﬁg
Co-Creator of the

Coach, Workshop Designer & Facilitator, Advisor, Speaker . B ,
PPL Agility and Resilience Navigator

« Founder and Principal Coach & Consultant at PPL Coach

10+ yearsas Agdile Practitioner, Coach and Trainer

« Specialties: Value-driven and Values-based Product, People
and Personal Leadership

 Founder of Empowering South Florida Women In Agile » mﬂ ‘
« Clientsinclude: Office Depot, Modernizing Medicine, Alpine
ITW, Pearson, UVA, Optical Group, AJT Systems mm ;, }‘;mm saFea

« Worked with: Accuweather, HealthFirst, BCBS, Fannie Mae
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