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Hvad erum vid ad bua til?

Pad er mikilveegt ad skilgreina tilgang vorunar
Hvad?
Hvernig?

Af hverju?

i3 DEFINE OUR PRODUCT PURPOSE

&) 15 MINS

Creating your product story starts with three simple
questions: Why do you exist? How are you doing it?
What is your product?

WHAT

WHY

14



Fyrir hverja?

& GAIN EMPATHY FOR OUR CUSTOMER(S)

THINK AND FEEL ® 30 MINS

Complete the empathy map based on your assumptions about
the necessity, behavior, and persona.

HEAR SEE

SAY AND DO?

YOUR PERSONA

Meet Jen

PAIN GAIN
Add any relevant context

about your persona here.

15



Vorusagan

Justly Pay er fyrir fyrirtaeki eda stofnanir
hafa 25 eda fleiri i starfi og purfa
jafnlaunavottun. Justly Pay er wizard se
hjalpar pér ad bua til 6ll skjél til ad na of
vidhalda vottun élikt peim sem afhenda
sem erfitt er ad uppfaera og kosta
radgjafapjonustu i hvert sinn sem parf ad
uppfeera skjolin. Justly Pay er audveldari leid
ad janflaunavottun.

THE
PRODUCT
STORY

(target customer)

(statement of need or

Who
opportunity)

(product name) is a
(product category)

(key benefit,
That X
reason to buy)

(primary competitive
differentiation)

(statement of primary

Our product o 2
differentiation)

.orgo.
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3 BUSINESS MODEL
CANVAS

Business Model Canvas(BMC)

KEY PARTMERS KEY ACTIVITIES YALUE PROPOSITION CUSTOMER RELATIONSHIPS CUSTOMER SEGNENTS
© 30 MINS e et | e e : — e ety
Deconstruct the nine core
aspects of your product's
business model using the
Business Model Canvas.

KEY RESOURCES

Wt AAre T s A r——

- w——— e

fooma 2 amee

COST STRUCTURE

bt ey e oyt ———

L) e et e e tp—
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Markmio

petta var mjog gagnleg aefing — 6had 6drum markmida adferadfreedum er fint ad hafa petta lika

(2 DEFINE LONG TERM GOAL f2 DEFINE SUCCESS METRICS
& 15 MINS & 15 MINS
With your BMC in place, ask yourself this question: If Quantify your plan. What key metrics will you be measuring your
everything goes according to plan, what will you be success on? How much runway do we have to qualify those
doing six months from now and two years from now? metrics? Use the BMC to quantify the desirability, viability, and

feasibility of your product.

KEY METRICS
OF SUCCESS/
EXIT CRITERIA



Markmio

Hér erum vid strax farin ad
svara mikilveegum spurningum
sem hjalpa til ad akveda 2 YEARS

1YEAR
hvernig hogun vérunar er best ‘i

METRICS FOR SCALE

This saction of the roadmap includes the key
metrics that ensure the product scokes.

Catogorize the success metrics by urgency - those
that are important to realize over the near, mid, 10

long-term time horizon

.orgo.
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Haettulegar alyktanir

[} GENERATE LEAP OF FAITH ASSUMPTIONS (LOFAs)
& 15 MINS

With your success metrics clearly definined, now it's time to unpack the riskiest
assumptions that will determine the success of your product.

Vegvisar vara sem hafa gegnid illa‘eru
oftast uppfullar af alyktunum sem eftir a
a0 hyggja eru rangar

Value LOFAs

bess vega er mikilvaegt ad greina paer




£] PRIORITIZE BY IMPACT AND URGENCY

© 15 MINS

Prioritize which LOFAs to focus on by understanding their
impact and urgency.

.O r!g o.




DEFINE SCOPE OF RELEASES

® 30 MINS

Flesh out how to achieve validated learning on the prioritized
LOFAs through Minimum Viable Products (MVPs).

.O r!g o.




LEAP OF FAITH ASSUMPTIONS

This section of the roadmap focuses on the riskiest assumptions about your
product that need to be addressed to ensure value and growth.

Categorize which key LOFAs your product will address by quarters.

Q3

.orgo.
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&3 FEATURE BACKLOG

& [15-30 MINS ]

Using the MVPs defined in the previous step,
create the core set of features that enable the MVP.

Feel free to start with an existing backlog or create
features from scratch.

.o r!g o.




&1 FEATURE AUDIT

®I[30MINS |

Using data and analytics for the existing product, plot each feature on this 2x2 to
clarify which features are used frequently and which are adopted across multiple
user groups. Incoporate the success metrics from step two as a guidepost for

evaluation and prioritization.

.O r!g o.




E2 ACTION PLAN

© [30 MINS ]

For the features prioritized in step two that are candidates to improve, collaborate on an Effort vs Impact
action plan to determine how best to improve and reimagine each feature by value,
frequency, and adoption.

MOMENTUM
BUILDERS
Value Improvements
High parforming features that we can make
even better,

Frequency Improvements
Features that are relevant for a specific job, but
have potential to be used on 2 broacer basis,

Adoption Improvements
Features that are relevant for the majority of user
aroups, but are only bemng used by a minority,

e

SWEET SPOT



PRIORITIZED
FEATURE SET
GOES HERE

PRIORITIZED
FEATURE SET
GOES HERE
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Industry Forces Market Forces

S are yot aoOUt your

mpetitors, and how will you reach your customers?

How does this impact our roadmap? How does this impact our roadmap?
Ideate opportunities to evolve: Ideate opportunities to evolve:

Key Trends Macroeconomic Forces

Hons

How does this impact our roadmap? How does this impact our roadmap?
Ideate opportunities to evolve: Ideate opportunities to evolve:

.O r!g o.
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