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s there a common factor
that separates successful

from unsuccessful
products?




consider these...
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am Gift Cards + 3§ Registry & Lists ~ Weekly Ads @) Store Finder + g TrackOrders m= CreditCard @) Help @ Grocery Pickup

Hello. Sign In !

My Account ~ .o

Walmart > <

All Departments Cold Weather Shop My Local Store Pick It Up TODAY Tips & Ideas FREE shipping on $50+ orders
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The common factor is:
Jfocusing on customers

above all else
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If Customer Obsession 1s the key. ..

HERE’S WHAT PRODUCT
LEADERS DO TO CREATE IT




IDENTIFY
THE RIGHT THING
TO BUILD

What are the compelling customer

needs & habits”
What will customers need in the
future”?
How do we make sure we are
focused on customer needs,
not executive opinions”?

FIGURE OUT
HOW TO BUILD IT
RIGHT

How can we quickly
build & test”?
What are the technical and organizational
constraints”
How will we organize to drive financial
profitability”




IDENTIFY
THE RIGHT THING
TOBUILD

What are the compelling customer
needs & habits”
What will customers need in the
future”?
How do we make sure we are

focused on customer needs,
not executive opinions”?



Orgamzang for Customer Centricity

PROCESS
METRICS
TALENT




1. Process

CENTER DECISIONS
AROUND THE CUSTOMER




<< Back

Amazon Web Services Launches

SEATTLE--(BUSINESS WIRE)--March 14, 2006-- S3 Provides Application Programming Interface for Highly Scalable,
Reliable, Low-Latency Storage at Very Low Costs

Amazon Web Services today announced "Amazon S3(TM)," a simple storage service that offers software developers a
highly scalable, reliable, and low-latency data storage infrastructure at very low costs. Amazon S3 is available today at
http://aws.amazon.com/s3.

Amazon S3 is storage for the Internet. It's designed to make web-scale computing easier for developers. Amazon S3
provides a simple web services interface that can be used to store and retrieve any amount of data, at any time, from
anywhere on the web. It gives any developer access to the same highly scalable, reliable, fast, inexpensive data storage
infrastructure that Amazon uses to run its own global network of web sites. The service aims to maximize benefits of scale
and to pass those benefits on to developers.



Amazon has institutionalized a “working backwards” process that starts with three short documents:

1. Press release (one page). The press release announces something new and valuable with a name
that target customers will understand. It communicates in a compelling way what the offering is and

who will be well served by it. It evokes the problems that customers have been experiencing in the
l 1 70RK’[N{ : absence of such a solution, and makes clear how this overcomes those. Like a real press release, it
anticipates the kind of positive coverage that might appear in a media outlet impressed enough to

BACKWARDS FROM [l

2. FAQ list (six pages). In the format of the familiar “Frequently Asked Questions” section, this

z H E C I / S z O / \ /i E R y document lays out details about the solution as they would be presented to customers starting to use

it. To draft these, a team has to put itself in the shoes of busy, nonexpert users who are trying to solve

a problem, and anticipate the issues they might encounter. To help teams draft FAQs, Amazon

provides prompts, including: “What will customers be most disappointed about in version one of the

P n Fn o
3. A portrayal of the customer experience. Additional materials, sometimes including screen-display

mockups or even rough prototypes, make it easier to envision just how customers will access and work
with the new offering. These might describe use cases, include code snippets, and/or describe how the
product fits into broader processes or customer contexts. At its best, this is storytelling about

customers facing problems and having a better way to solve them.




“WHEN THE ANECDOTES AND THE
DATA CONFLICT TRUST THE
ANECDOTES”

- JEFF BEZOS
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2. Metrics

MEASURE WHAT MATTERS
TO THE CUSTOMER




FOCUS ON:

2-3 CORE
GUSTOMER
BENEFITS




l n .i- u I -i- & TurboTax @ QuickBooks ) ProConnect  (j Mint

I nve Sto [ R e ‘ Qt | Ons FAQs ContactIR Corporate Website IR Search Q

HOME COMPANY INFO PRESS RELEASES EVENTS STOCK INFO FINANCIAL INFO CORPORATE GOVERNANCE

NASDAQ: INTU
*196.23 +569 (+2.99%) ~ more

“Our results and progress in the first quarter set a nice
cadence for the year to come, as we continue to
develop innovative ways to deliver on our customer
benefits of no work, more money and complete
confidence,” Smith said.



One Intuit Dashboard: True North

EMPLOYEES CUSTOMERS PARTNERS SHAREHOLDERS
| Small Business Sell-Employed |
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Complete Confidence

Delight




5. Talent

GLOBAL PRODUCTS REQUIRE
DEEP LOCAL EXPERIENCE




10 BEA GREAT
GLOBAL PRODUCT

LEADERS NEED TO
BE ON THE GROUND
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tve and work with the people wh%will use your products.
9': Do their jobs, live in their homes. There is no substitute.

4 'L




THANK YOU

Tatyana Mamut, PhD
mltmamut
www.thmamui.com



http://www.tmamut.com

IMPORTANT
CUSTOMER EEDS

APPROACH
B ENEFITS

C OMPETITION

© 2013 Simon Sinek, Inc.



THE THREE LENSES OF
HUMAN-CENTERED DESIGN

Human-Centered Design (HCD) Is a process and a set of techniques used
to create new solutions for the world. Solutions Include products, services,

environments, organizations, and modes of Interaction.

The reason this process Is called "human-centered” Is because It starts with the

people we are designing for. The HCD process begins by examining the needs,
dreams, and behaviors of the people we want to affect with our solutions.
We seek to listen to and understand what they want. We call this the Desirabllity

lens. We view the world through this lens throughout the design process.

Once we have Identified a range of what Is Desirable, we begin to view our
solutions through the lenses of Feasibility and Viabillity. We carefully bring

In these lenses during the Iater phases of the process.

DESIRABILITY  -----» What do people desire?

FEASIBILITY oo What is technically and organizationally feasible?

VIABILITY -3 What canbe financially viable?

o Start Here

DESIRABILITY

4 <

FEASIBILITY VIABILITY

v

The solutions that emerge at the
end of the Human-Centered Design
should hit the overlap of these
three lenses; they need to be
Desirable, Feasible, and Viable.



