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Quick Guidelines

* Your microphones will be muted throughout

« Thissessionisrecorded. The recording and slides will be
available after the webinar within 24 hours.

* Please ask questions!

« Submit questions by selecting the Q & A icon:
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Who is Scrum.org

Mission:
Helping People and
Teams Solve
Complex Problems

Ken Schwaber
Scrum.org Founder,
Chairman and
Co-creator of Scrum
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Peter GOtz
Professional Scrum Trainer

25 Jahre
Softwareentwicklung

15 Jahre Agile Coach und
Scrum Trainer

Fokus auf Value und Flow

Scrum / Kanban / DevOps /
Team Topologies
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Simon Flossmann
Professional Scrum Trainer

Karrierebeginn als Product
Owner.

Seit 10 Jahren Scrum Master.

Seit 2020 PST mit Scrum.org

Ehemaliger Co-Steward fur
Scaled Professional Scrum
bei Scrum.org.
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Agenda: Was erwartet uns heute?

. wied
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. WwiecC

. WiecC

u daraus ein konkretes Produkt-Ziel ableitest,
u durch Nutzerinterviews echte Bedurfnisse erkennst,
Ir Impact Mapping hilft, den Zusammenhang zwischen Ziel,

Outcome und Features zu visualisieren,
. wie du daraus User Stories ableitest und
. wie du diese mit dem Kano-Modell im Backlog priorisiert.

(\-Q Scrum.org



t@ Scrum.org

-5wmon Flossmann-

©

Drui Level
uner agilen
Translormabion

\ Nubker maxamieren

alle awer Wochen eine

neue Version lieferv
Marc Kaufmann el

Veranderungen &ls
Chancen sehen & nulen
‘ den Werk far die %3
©) 3




(\O Scrum.org

Company
Vision

Business
Strategy

Product Vision

Product
Strategy

Value &
Solution
Discovery

Delivery &
Validation
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The Business Model Canvas

OLD News

Designed for:

Designed by: Dave

Date:

Jan 19

Version: 3

Key Partners Go Key Activities

Advertising agencies Sales / marketing

Print Maintenance Inc. Content writing

News reporters DTP - Desktop publish.

Print/press operation

Key Resources
News reporters
Editors & designers
Printing & Press Ops.

Online developments

Value Propositions

Delivering the latest daily
news at home or work via
printed newspapers

Delivering the latest daily
news articles and videos
online, via OLD News website

Customer Relationships '
Newspaper delivery at work
Newspaper delivery at home

Self service via
OLD News website

B

Channels
News Kiosks
Newspaper delivery

Referrals from current
readers

OLD News website

Customer Segments
Business People
Households
Advertisers

Internet users

Cost Structure
Printer/Press maintenance Personnel costs

Building costs & rent

Raw materials (paper, ink)

Q

Printed Newspapers

Website subscriptions

Revenue Streams

Video subscriptions

Advertisements

Commons Attribution-Share Alike 3.0 Unported License.
3.0/ or send a letter to Creative Commons, 171 Secon:

@ @ ‘ This work
http:/jcre:

DESIGNED BY: Strategyzer AG
The makers of Business Model Generation and Strategyzer

alifornia, 94105, USA.

(®Strategyzer

strategyzer.com
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Gewinn

//////,,//ETEEEE\\\\\\\\\\\\\ Kosten
BIvSSL. BgE X durchschnittlicher

Abonenten Preis pro Abo

im aktuellen Monat Personalkosten + weitere Kosten
Anzahl Mitarbeit x Durchnittliches Gehalt + weitere Kosten
Al
A;z::in2:§ i neue _ Anzahl der Abonnenten el RaEE
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Gewinn

Umsatz Kosten
Anzahl. gex y durchschnittlicher
Abonnenten Preis pro Abo
im aktuellen Monat b Personalkosten + weitere Kosten
Anzahl Mitarbeit x Durchnittliches Gehalt + weitere Kosten
:gzﬁ:in::§ + nene - Anzah..dez: Adonnentan x Churn-Rate
im Vormonat Alannggtan i Vozmongt
Anzahl dex
Abonnenten + Besucher auf der Homepage x Subscription-Rate x Conversion-Rate - Anzahl der Abonnenten Churn-Rate

; im Vormonat
im Vormonat
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i Habits" von Teresa Torres
Urspriingliches Konzept aus ,Continuous Discovery

quote

L—Skdchcb by Denise

“Ounce for ounce, there's no better way
to learn what customers want and wijj|
buy than this wonderful little book. |f you
want your new product or new business
to succeed, start here”

— John Mullins
Author of The New
Business Road Test

Rob Fitzpatrick

THE

MOM
113°1)

How to talk to customers and learn
if your business is g good idea
when everyone js lying to you
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Social-impact elements

THE

B2C VALUE PYRAMID

SELF-TRANSCENDENCE

Life-changing elements ’:r
l A
PROVIDES HOPE  SELF-ACTUALZATION
72N\
" K %>
A \a’
MOTIVATION ~ HERLOOM  AFFILIATION AND
________________________________________ e SR
Emotional elements

I % e B 58

REDUCES REWARDS ME NOSTAIGIA  DESIGN/  BADGE VALUE
ANXIETY

® 2 ® Uy 0}

WELINESS THERAPEUTIC FUN/ ATTRACTIVENESS  PROVIDES ACCESS
VALUE ENTERTAINMENT

Functional elements / ) '
Z S>> (O] == o= % -_ &

SIMPUFIES MAKES MONEY REDUCES RISK ORGANIZES INTEGRATES ~ CONNECTS

>~ Y MR ::“b@ﬂ

REDUCES EFFORT AVOIDS HASSLES REDUCES COST QUALTY VARIETY SENSORY APPEAL INFORMS

AESTHETICS

Used with permission from Bain & Company.
B2B Value Pyramid: https://www.bain.com/insights/explore-the-b2b-elements-of-value-interactive/
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Goal
Revenue
+20%

(O Scrum.org

Impact
Inflow +15%

Outcome
Less hassle

Outcome
Less Cost

Persona
John

Based on ”Impact Mapping” by Gojko Adzic

Feature
Personalized
search

Feature
Family Plan

Feature
Download to go

J
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The Three C’s of User Stories

Conversation

Confirmation

source: Ron

(/\ ) SCI‘LII'I"I.DT‘Q Jeffries 2001 ©1993 - 2025 Scrum.org All Rights Reserved 18 18



The Three C’s of User Stories

Conversation

Confirmation

source: Ron
Jeffries 2001

(O Scrum.org

TITLE: Derive Racing Time
As a casual Runner
| want to be able to derive the race

time for a new distance based on past
times

Stories are about the shared understanding
NOT about documentation

So that / can better plan my traininy

As a user
I want to book a hotel reservation

So that | can be sure to have a room

TITLE: Derive Racing Time
As a casual Runner

| want to be able to derive the race time for a
new distance based on past times

As a frequent traveler
| want to book a recurrent room in a hotel

so that | can spare time in administration

4

As a father
| want to book connecting room in a hotel

so that | can be sure my children are next
to my room

4

So that / can better plan my training V

Acceptance Criteria

Calculated time is rounded to next half or full minute
for all distances of less than 1 hour racing time
Calculated time is rounded to next minute for all
distances of more than 1 hour racing time

Time of calculation is < 1 second

Maximal allowed distance is a Marathon

Shortest allowed distance is 1Tkm

y
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Sketches by Demse
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Ldslw\gs
Teahurey

Must-Have!
Teatures

Keine Ein'ige | H.l - Gl'll'(’, /- %g
Unerhebliche
./ Teakure

lurtickweisende
Tedhures

+ Fustnect

Sketches by Denise
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Kano Analyse

Feature Must-be Performance Attractive Indifferent Reverse Questionable Category
Feature 1 9% 14% 28% 29% 10% 9% Indifferent
Feature 2 7% 13% 13% 42% 12% 12% Indifferent
Feature 3 4% 23% 33% 19% 6% 14% Attractive
Feature 4 3% 9% 41% 29% 6% 11% Attractive
Feature 5 31% 23% 9% 19% 8% 9% Must-be
Feature 6 7% 14% 38% 26% 6% 8% Attractive
Feature 7 29% 22% 7% 22% 10% 10% Must-be
Feature 8 12% 21% 26% 23% 9% 9% Attractive
Feature 9 21% 22% 18% 23% 9% 7% Indifferent
Feature 10 30% 19% 8% 26% 7% 11% Must-be

L-\Q Scrum.org
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Scrum.org’

The Home of Scrum

Scrum on!




Connect with the Scrum.org community

Forums X Linkedin Facebook YouTube
Scrum.org @scrumdotorg  LinkedIn.com/ Facebook.com @ScrumOrg
company/ /Scrum.org

Scrum-org

@ Scrum.org|Blog SCRUMQ PULSE

O

Insights from the Scrum.org Community of experts WEBCAST
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http://linkedin.com/company/Scrum-org
http://www.facebook.com/scrum.org
http://www.scrum.org/rss
https://www.scrum.org/forum/scrum-forum
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