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Course Schedule

Project work for client case
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Last last week.

Team work. Presentation Risto & Hanna

_ tips available...

This week. & wrapping up.
Otherwise, team

MVP. work.
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Last week & This week



Let’s look at one video, Oura.



LAST WEEK’S LEARNING GOAL:

Business model = your engine.
Defense lawyer = your job.

Your revenue model/?
Your cost structure?
In a balance?

Prototype + experiment
= your 2 jnterviews
= evidence for your assumptions.
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‘Businessmodel, K.I.S.S.
~_Activities, resources, partners.
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THIS WEEK’S LEARNING GOAL.:
MVP

The minimalistic
meaningful
& beneficial
next step to do
that maximizes realism.

NEXT WEEK:
Your value to the client =
your presentation.
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Weekly intros!
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Part |l
Minimum Viable Product
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“Schoolbook pivots”

Zoom-in: a single feature becomes the product
Zoom-out: what was considered the product, becomes a feature of much larger product

Customer segment: your product attracts customers, but not the ones you originally
envisioned.

Customer need: Early customer feedback indicates that the problem solved is not very
important, or money isn’t available to buy.

Platform: Shifting focus from an application to a platform or vice versa.
Business architecture: From cost driven to value driven or vice versa.
Value capture: changing the way value is captures (from free to subscription...).

Engine of growth: changing the growth path.
Channel: changing the distribution channel.
Technology: changing technology.

Aalto-yliopisto
Aalto-universitetet
B Aalto University



Famous pivots

Twitter: from podcast network to tweets

Starbucks: from coffee machines and to coffee shop
Flickr: from online roleplaying to photo sharing

Facebook: from online dating to social networking platform.
YouTube: from video dating to video sharing

Kodak: From glass plates to consumer film cameras.
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Isn’t pivoting very costly?

It depends on
how early you can do It.

The earlier the better
”fail fast to succeed sooner”



MVP = ?
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MVP = first prototype?

MVP = first published version?

MVP = Version 1.0?

MVP = any experiment?

MVP = a pilot project?

MVP = first sprint?

MVP = we ran out of budget and time?

MVP = Most Valuable Player?

A
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“.that version of a new
product

which allows a team

to collect the maximum
amount of validated learning

about customers

with the least effort.”

ERIC RIES
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Whatever you mean by it, it should be...

a) :
nothing extra, minimal investment, least effort.

b) :
it makes sense, it creates evidence, it can survive, YOU LEARN!

C) :
something concrete & product like, not paper, maximal realism.

d) you can . if need be.
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We have just spent 50 000€ of
company money in 6 weeks, and we
have done it in a new
lean+design+agile way.

This better be amazing, mind-

blowing, and awesome!




What is the MVP that secures continuation?
What gets you the next round of funding & support?

Seldom evidence for technical capability!

bably evidence for
er traction, problem worth solving, or
arket fit, underlying business model.




There is designer
career here to be

So you should blow the socks off with your

amazing,

)
magical,
visual,

H

wild, crazy,
millions of dollars,

concept, right?
“Our job is to impress our client!”

P.S. it is about us and our magic, N
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We have just spent 50 000€ of
company money in 6 weeks, and we
have done it in a new
lean+design+agile way.

This better be amazing, mind-

blowing, and awesome!




What is the MVP that secures continuation?
What gets you the next round of funding & support?

Seldom evidence for technical capability!

bably evidence for
er traction, problem worth solving, or
arket fit, underlying business model.




Design the MVP as a clear &
concrete suggestion for next
thing to build.

The next concrete actions (an
experiment?)
your client should do starting the
day after your presentation.

The best hand-over you can
imagine.
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Right SCOpe in mind Your concept vision,

the long-term goal
(in June 2020)

.....
- L]
.
"o

Next step, MVP
(your proposal) S
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Right scope tn mind

Next step, MVP . Your concept vision,
(your proposal ; the long term goal.
for end of year) . (in 2020)




Minimum Lovable Product

Nothing but the essential.

Should Needs MVP must fulfil

Could

User needs

What is the absolute minimum needed for the
user to love your solution?

Business Requirements

What is the minimum value we have to achieve from
the business point of view?

WWHY.

Minimum implementation

What i the absolutely minimum that needs to
happen to deliver a first solution

To MVP backlog.
Later

Features, integrations, investments and
requirements we don't yet need in the MVP.

>



..butitis so
complicated, complex,
and confusing.

Remember:

Common sense and
geltting things done
win in the end.

Rock

covers crushes
crushes

Scissors

decapitates /

cuts

disproves

poisons



Work on your MVP.

(check your critical assumptions)
(note! The MVP is probably your
“most valuable player” in your prez)

Back here 16:15.
Take a break as well.
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Presentation basics



PERSUASION
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The qsics



KNOW YOUR AUDIENCE!

WHAT DO YOU WANT THEM TO THINK
AFTER YOUR PRESENTATION?




START WITH A
(CUSTOMER)
STORY.




ANNOUNCE YOUR
GOALS &
INTENTIONS.

FROM
“MANIPULATIVE”
TO
“INFLUENCING”.




CREATE A DIALOGUE,
THINK TOGETHER.

ASK THE AUDIENCE
ABOUT THEIR OWN

ERIENGES.

%{ \Bmﬁe THEM ON
N\
D.

<™

R -




TELL THE AUDIENCEY
YOU ARE EXCITED ABOUT!



PEOPLE WANT TO KNOW
< YOUR POINT AS SOON
4 AS POSSIBLE.

!‘.

o OTHERWISE, IT IS
i REALLY DIFFICULT TO

| ‘ [ FOLLOW YOU.
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PICTURES,
QUOTES,
SLOGANS,
DGRAPHS,
DOTES...

e -=, .



CONVINCING
DETAILS.

POIGNANT AND
RELEVANT
STORIES &
EVIDENCE

TO SUPPORT

THE MESSAGE.




'\

ND BY TAKING
E AUDIENCE (AGAIN) ON BOARD.

ANTICIPATE WHAT THEY ARE
THINKING AT THIS POINT.



GOOH BYE




Tips & tricks for online presentation

. Everything that applies to offline presentations... and some more.

. E.g., don’t read from paper, don’t mumble, practice makes perfect...
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Tips & tricks for online presentation

. Imagine you are recording a podcast, to a friend maybe?

. Be more energetic, because the video sucks out 15% of energy.

. We will keep cameras on. But don’t expect us to look normal ©

. Pay attention to rhythm and changes to keep the prez interesting.

. Importance of visuals supporting talk. Hard to follow both, especially now.
. Maybe a poll or something interactive?

* You’ve been listening to hours of lectures by now... what works?
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Who do you want your customers to become?
(video script) "

Who are they? What are their aspirations?
Who do they want to become? What’s stopping them?
What is the conflict? Internal? External?

Who is your client? Gandalf? Samwise? Galadriel?
What is your service concept? Concretely?

What is the journey? Awareness, Engagement,
Purchase, Kiss the Prince, Dump the Prince, Rule
the Kingdom, Advocacy?

Who has your customer become?

Lt el - . s
e ' .
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Your three biggest risks this week

Presenting a ready concept,
when you simply don’t have it.

Not seeing the value of your work,
and therefore, lacking confidence.

= Forgetting to be proud
S

"\ of your work and not

¥ 4

",/ enjoying the last stretch
4-when’the geaﬂ Ime is already




