


THIS SPRINTKITISTO
HELP YOU MAKE THINGS
PEOPLE NEED, WANT
AND WILL PAY FOR.

Don't worry, we'll walk you through it all




WHAT IS A DESIGN SPRINT?

A Design Sprint is a flexible product design framework that serves to maximize the chances of making something people
want. It is an intense effort conducted by a small team where the results will set the direction for a product or service. It

emerged from the application of design thinking frameworks from Stanford's d.school to software development ideologies
such as Agile and Scrum.

Google Ventures brought the term to life in 2013 although there are many different terms. We have heard them called
number of different things: Discovery, Product Discovery, Discovery Sessions, Deep Dives, and Design Spikes. Regardless of
the nomenclature, they all serve to accomplish the same goal: design the right product for the right audience.
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What's the problem?

At the start, defining the problem you seek to solve is critical for generating a solution
that will stick. We have seen far too many products and services that are searching for
a problem. You'll use a Job Story to help you define the problem, and a Problem
Validation Board to see if that problem is worthy of solving.

JOB STORY EXAMPLE

When ___SITUATION___happens, \When a new customer joins my email list,
| want/need _MOTIVATION_so | want 1o be nfified SO that | can

that | can __OUTCOME__. sfart a conver‘sa’hon \Nfﬂn 'ﬂnem.
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What's the problem?

Contee | Motiation] Quicome | Test | vali?_

Wen 3a new ].wan‘Ho 'oe no‘l’f\eA fo start a conver‘sa‘hon ].n‘terv\ew g cus‘fomer‘s, ask w\na‘f )nappens
cu.s'l'omer‘ JmY\s W\\f W'Hn ‘Hﬂem wlnen 3 cu.s'l'omer‘ JmY\s 'Hne\r‘ |\.s'|' De‘fermme
email |is‘f ]now muc]n 'ﬂnexf care anA w\aa‘t‘ﬂne neif .s-l'ep.s are
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To further understand the
problem we need to see who
cares. We ask the questions:
Who's involved? What do we
want them to do? This is

accomplished witha WHO|DO
table.

List out the stakeholders and
arrange them by order of
importance in each category.

New suLscr‘iL‘er‘s

CUSTOMERS

CLIENTS

USERS

OTHER

Siqn-up fo emai|

Keac‘ email

Level of
Importance

High

Low
High

Low

High

Low

High

Low



To further understand the context we use a to identify opportunities for you to improve their experience
1. Brainstorm all the touch points involving your product or service with your customer.

2. Order the touch points chronologically on the line from beginning to end.
3. Map your and their activities to the related touch points.
4. Once these have been defined, brainstorm opportunities for each touchpoint to make the product or service a better

experience. Below is an example from your customer’s perspective. Click
Cc
Clicks coYﬂcir‘m Receives | _ﬂ"s
Activities: SEM ac‘s Visfts we'osﬂ'e | o L I on he
WHAT THEY 1‘f\PV‘-ts email m e =ma call-to—action
DO Facelaook aC‘s Iool< J‘:OY‘ iY\fo 3 C‘ C\f‘ess new.sleﬂer‘

TOUCHPOINTS

piware Visff Brow.se Siqn wp Confirm Receive Enqaqe

Do we neec\ confir‘ma’hon s‘tep?

Cou'cl we au'l'oma'hca“\f
Make 3 sear‘C‘n L"OX? senc‘ some c:om'l'e.\n'l.P

Opportunities SEM ac\s

WHAT YOU
Facebook ads

No‘hfica‘hon of new suloscr‘i'oer.?
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UNDERSTAND

Who cares?

Activities:
WHAT THEY
CURRENTLY DO

h . . . . . -

Opportunities
WHAT YOU
COULD DO

(@ LELETY
(@ LELETY
(@ LYY
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(@ (LETTTTTE

(@ (XTTTTTTTTTTTY
(@ TETTTTTITTTTITT
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IDEATE

How can you solve it?




With the problem identified, clarified and placed into context, it's time to explore the possibilities!
To generate many options we have two exercises for you to complete. Six-Ups and Storyboards.

1. Take a sheet of paper and fold into 6 equal areas (letter tri-fold, then in half) 1. Select one of the 6 (or 12) ideas to move forward with.
2. Set the timer for 5 minutes 2. Draw out the scenario for your chosen idea, consider human-human
3. Draw 6 completely different solutions for that problem in 5 minutes. interactions, not just human-device interactions
4. Advance to a new idea every 50 seconds! 3. Share the story with someone and solicit feedback
5. Repeat this as many times as you like. We recommend twice for 12 ideas 4. Incorporate feedback and recreate the storyboard
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Paper prototyping is a great low-cost way to test nearly any type of human-computer
interface. Its purpose is to get quick feedback from users while the design is quite
literally "on the drawing board." Some paper prototypes are hand-drawn, while others
use printed-out screen shots. We'll draw them! The following pages have tempts for
web and mobile. Use whichever is appropriate for your product or service.
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source: http://alistapart.com/article/paperprototyping
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TEST

Does it work?



Get this in front of your customers! What do they think? Print out each screen you've drawn and place them in
the right order. You'll ask your test subjects to interact so you can see if it solves the problem you identified.

. Brainstorm a list of questions regarding your prototype

. Narrow down to a few

. Place them in a logical order to ask your

. Record their responses

1
2
3
4
1.. low do visifors 'l'o Jour we,asﬂ'e

earn aLou‘l’ \four‘ new$|e'|'|'er?

. [low do Jou cur‘r‘enﬂ\i |eam a,oovU

[ new sma” sulﬁscr‘i,oer‘s?

1. Recall the job-to-be done
2. invite the participant to “click” through your
3. Record their questions and comments

TQSk 1. - De‘fermine 1{16 Y\MW\LQY’ Of new SMLSCNL‘OQFS 1-0

\four‘ mOY\'th\f Y\e\Nsleﬁer‘

Task 2 - G\A_l'oma'hca”\i senc‘ 'Hne mOs'l' recen'f new$|e‘ﬁer‘ 'l'o

eac\n new .su,oscril:er‘

Task ]. -
lask 2 -

lask 3 -
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NEXT STEPS

What did you learn?




NEXT STEPS Sunmory and Nest —

;]. - \\n'\ere we came frOm ;2 - \\n\er‘e we arriveA

.......................................................................................................................

3 What we learmed ‘t Where o ao neit
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"LIFE IS TOO SHORT TO
BUILD SOMETHING
NOBODY WANTS.

Ash Maurya, Author - Running Lean




