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BACKGROUND

My journey:

e 12 yearsintech - Sydney, Melbourne, Thoughtworks®
London, New York, Berlin

e Developer, Architect, Business Analyst, m TELSTRA
Project Manager, Product Manager,

Designer, Product Strategist
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e ..butfirst, Creator and Storyteller - s
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filmmaker by training. SYDNEY



CONTEXT

What we want to be:
e Aligned with business objectives
e Hypothesis-driven
e Customer-centred, user-need focused
e lterate, delivering value early & often
e Measure, measure, measure!
e Lean Value Trees, OKRs, Journeys, Service
Designs, User stories...

e But how do we stay aligned?




EXAMPLE

- -

Retailer - store and online, stagnant business !" VISION
e Business objective: increase revenue.
e Hypothesis: sell third-party items through GOALS

online shop, creating new sales channel.

e Customer-centred: create journey, TV

discover features. Story breakdown.

e But features span multiple teams,

. : . FEATURE / JOURNEY
iterations, dependencies.

e So...story mapping, release mapping,

templates...but is this sustainable? EPICS, STORY



SCENARIO DRIVEN DELIVERY

ScenaI'IO I1OUITL: an account or synopsis of a possible course of action or events

e Oneinstance of a customer journey, e.g., shopping for one plate
from a merchant in the same city, delivery only, paid by credit.

e Make it specific - one instance.

e Focuses on the feature in development.

e Brings the focus back to the customer / user.

e Develop for the most common scenario. Release and measure.

e Easy acceptance - complete when the scenario can be performed.


https://www.merriam-webster.com/dictionary/noun

ADVANTAGES

e Delivering value quickly so we can test
our hypothesis.

e The 'thin slice’ of a customer journey or a
value stream - multiple touchpoints,
streams of work, vendors and products.

e Align multiple product streams so we are
working towards the same goal

e Align within team

e When finished, showcase the scenario.

e Lightweight, easy to use.




ADVANTAGES

What about the existing tools / methods?
e User story - too micro-level, detailed.
e Epic/ Feature - specific to a product.
e Journey - too high level, spans
multiple features. This is the end goal
of our hypothesis. A journey has
multiple scenarios - we want to start
with one.

e Heavy-weight, requiring additional

time and resources.




EXAMPLE USING SCENARIOS

Example: retailer with stagnant sales.

e Hypothesis - allow third party sales through online shop.

e Journey - a customer shops for a mix of retailer-owned and third

party-owned items.

e Scenarios

©)

©)

©)

A customer views limited third-party owned items online
A customer can order some of the third party owned items
A customer can order a mix of retailer-owned and third

party-owned items. No discounts or promotions applicable.



IT'S NOT MAGIC

You still need

Business Goals
Hypothesis-driven
Metrics

Customer journeys
Feature breakdown

Service Design (maybe)

This is another tool in your toolbox.




LESSONS LEARNED

e It's not a substitute for communication - within team and across
product streams in a large enterprise environment.

e Metrics are essential.

e Scenarios must flow out of a journey - that's how you validate
them.

e Focus on the mostimportant / least complex and high value
scenario. Remember, it's testing your hypothesis before you put
more time and effort into it.

e Mature product-centric teams using lean methods can probably

dispense with it.






