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How to communicate?

1. Detect your audience’s persona
2. Map on the data communication framework

3. Create a presentation for your audience



How to communicate?

1. Detect your audience’s persona
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3 Example Personas

2

IT Manager

3

Data Manager
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About me: Goals: Needs:

25 years finance, corporate strategy Reduce finance “Show me the
and M&A experience expense numbers”
Realize Efficiency Realistic forecasts
from Cloud IT Clear ROI
Personality: Network: Pain Points: Interests:
sl o Need to ensure our
podrddn investment goes . :
Introvert Extrovert investors. d | Fln(]nce SOCIO'
—@ tovaor S 0ng-ferm events; active
valuecreation. member of charter
Anolyticol Creative Often hord to see group.
- where tech
investment is going:
Busy Time rich teCh for the S(]ke OF
@ tech.
Behaviour Traits:
Unstructured Organized Strategic
o Eira
Visual Verbal




3 Example Personas
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IT Manager

3

Data Manager



IT Manager Marvin

Background:

- Head of IT

- Working for company for 6 years
- Started career as a programmer
- Married with 3 Children (4, 7, 9)

Demographics:

- Age 40-50

- Income 100k to 120k
- Lives in suburbs

Top Challenges:

- Keep IT and all systems up and running

- Ensure IT issues are fixed within SLA

- Disaster recovery approach cumbersome
- Managing software installed on PC's




3 Example Personas

2

IT Manager

3

Data Manager



- 7]
Data Manager

Data Managers support organisations with the sourcing, acquisifion, management, integration and sharing of data to
provide business insights and drive data-based decision making.

At a glance Data Managers carry out a combination of different functions that collectively aim to make sure that the data in corporate

systems is accurate, available and accessible. They work to increase the visibility and interrogability of an organisation’s data
assets, optimise the use of data within the bounds of policy and regulation, ensure reliable data is accessible and aligns with
established guidelines and can be used in scalable and repeatable processes.

Data sharing, ethics,

security, and privacy Data Managers create, curate, access and update data from multiple sources, ensuring it is stored in an appropriate manner.

They ensure data can be used by other data professionals in a way that balances business need with security, data ethics and

Quality, governance, and privacy standards, including appropriated archiving and destroying data as required.

risk management They support the delivery and implementation of enterprise data management activities, oversee the data quality control

process, and record management including archiving and curation. The role informs data policy development, which supports
governance.
Data systems / networks

Data Storage

Data Policy, Guidelines, Standards & Technologies Potential Domain Interactions Data Lifecycle

Standards & Regulations

Data Governance

Data Quality ST
en
indicate
Data Ethics where this
persona may
have key
Data Maturity interactions
across the
data lifecycle

Data Collection Data Policy

Data Management Body of Data Standards

Knowledge

Data Sharing and
acquisifion

Information Technology
/ Digital




How to communicate?

2. Map on the data communication framework
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How to communicate?

3. Create a presentation for your audience



Exercise 1

* Question : “How did Juvo help other customers to make data
profitable?”

* Groups of 2/3

* Choose 1 persona

 Craft a story for that persona
* Tell the story in max 5’
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susannagebauer.com

The StoryBrand Framework

That leads to
@ success

And calls
TSR them to
Meets a Guide action
/‘ o ~
~ =) @
o —
O —
(o [ —
R )
Has a Problem Who gives That avoids
failure
them a plan




susannagebauer.com

The Problem-Agitate-Solve (PAS)

Framework

@ @

The Problem

Describe a problem,
your audience can

relate to. Address a

challenge or pain point.

Use words, your
audience would use.

Agitate

Make your audience
feel the burden of the
problem.

Delve into the pain,
frustration, or
negative

consequences.

Solve

Infroduce your
product, service, or
idea as the answer to
the audience's
problem.

Offer a remedy to the

audience's pain points.
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Value Proposition
Gain creators

Produgts Y
& services 1

Pain relievers

S8

Customer Profile

Customer

’ jobs




Value Proposition Canvas for Uber

Mobile
App

Variety
of cabs

| —
A

PROOUCTS & SERVICES




Exercise 2

* Choose a persona per group:
* Team Lead
* Head of Logistics
* Data Engineer

* Create a VPC for the selected persona



The VValue Proposition Canvas

Value Proposition

Gain Creators

4l

Products
and Services

Customer Segment:

Gains

=

&

Pain Relievers

Copyright Strategyzer AG
The makers of Business Model Genevation and Strategyzer

V
/N

Pains

Customer
Jobs
o —

Q —
o —

G Strategyzer

strategyzer.com
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VPC — Value Proposition Canvas

* Ask questions for the pains & gains

* Techniques:
* Interviews
* Survey / Questionnaire
* Interactive Workshop

* |deal startingpoint to know the “what’s in it for me”
for every stakeholder
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Exponential
Technology

« I

Incremental
Thinking

o FE

Exponential
Thinking

©2021 Causeit, Inc. All Rights Reserved. | cause.it

=

10%

Incremental
Results

L

10"

Exponential
Results



Results

Exponential
Change

Incremental
Change

Time

©2021 Causeit, Inc. All Rights Reserved. | cause.it







Exercise 3

e 10x thinking for all VPCs
* Present it in max 5’
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Impact mapping: From Goals to Backlog
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Why

Impact
VEDDIL T

Strategic
Planning
Technique

ScottGraffius.com

Who

Actor/
Persona

How

Impact

What

Deliverable




eM

ACTIVE
USERS

G60AL

EXISTING
USERS

NEW
USERS

1) (343

SERVICES

ACTORS

REFE
WEEKLY
EMAIL
0
COME BACK DAILY
MORE OFTEN HIGHLIGHTS

1
i

MORE NEW

IMPACTS DEL\VERABLES



GOAL ACTORS IMPACTS DELIVERABLE

o Customer Service Team
(1]
% Resolve problems faster { @

% Uses product daily { @ Product Tips

Customer churn

rate of 5%

o
Customers

S



Inspirational value
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https://media.bain.com/elements-of-value/

Exercise 4

* Create at least one goal from your vision
* Create an impact map connecting the Why, Who, How and What

e Show an initial “backlog”
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WORKSHOP SERIES

DATA PLATFORM ROADMAP

SETTING THE SCENE
TO-BE DATA PLATFORM REPORT OUT
INTERACTIVE WORKSHOP TO DEFINE IDEATION WORKSHOP FOR A FUTURE- FINAL PRESENTATION
SHORT & LONG TERM GOALS. PROOF DATA PLATFORM MATCHING SUMMARIZING THE
GOALS. CONCLUSIONS AFTER

Duration: approx 4 hours
Stakeholders: Project sponsor, IT Duration: approx 4 hours WORKSHOP 11 2; 3 &4.
responsible, Business responsible(s) Stakeholders: IT responsible & Duration: approx 2 hours

tech team members

Stakeholders: All participants
from previous workshops

1 )2 G) (4) G) () >
” O/ / o/ ./

INTERACTIVE WORKSHOP TO

INTERACTIVE WORKSHOP TO RECAP & COMPEL A BACKLOG TO

EVALUATE AS-IS DATA ARCHITECTURE. CREATE THE FUTURE PROOF
DATA PLATFORM.

Duration: approx 4 hours Duration: approx 4 hours

Stakeholders: IT responsible & tech team members Stakeholders: Project sponsor, IT POC/P LATFO
responsible, Business Responsible

RM ROLL-
AS-IS DATA ARCHITECTURE BACKLOG OouT

e



VPL

— —
RRCwGL  (REATION

R urbrANT

o | a9
UJO

STorymae
OO0 O

= FiSHDONE DIRLRAM

AN
M oo / / >Jl>

IMPACT MAP

O
HOON.SHOT O

(vision) S O

o {

IsSuES

AN

®é

L | 1
Tobay 4year FYEARS

CONTI‘NUOU\S N’

— 7 8-a8-8-0-0-0
WL |« & & ¢
O

Y9
—
<
LL
-
<
O
O
Ll
O
LL
—
<
-

IbAeliclo &




EXAMPLE OF FISHBONE DIAGRAM

MANPOWER

MACHINE

Lack of proper
maintenance

. Machine set to METHOD
Unskilled Labor overproduction
Lack of consistent training Unclear procedures
Failure to follow instructions Lack of quality
Demotivated workers control policy
Low-quality Frorek Humid weather
Sppe calculations Sy
No proper Temperatures
warehouse
MOTHER
MATERIAL NATURE

MEASUREMENT

PROBLEM
STATEMENT

In the first quarter
of 2022, reported
defects in
production
increased

to 20%.



MARKETING

Company
reputation

SUPPORT

Lack of quality
documentation

INFRASTRUCTURE

Chat

Performance —[:

Network

compute —[:

Processing
Memory

Drop in

Chatbot
Inadequate Inadequate call center
marketing Email Lack of adequate
New to market IT resources
Little public File servers
small security breach forum support Database
Users want to better integrate sucks up Poor More
with other systems resources performance aggressive
0S updates marketing
App Few new
Usez v;l‘antl different crashing features More cutting edge
chnologies Not intuitive
Users want Poor Better product

uUsers have
moved on

more tools for
working from home

TRENDS

USABILITY

navigation

COMPETITION

More polished reputation

app usage




Using Fishbone Diagram

1. Formulate your problem statement

2. Define necessary categories
3. Start to add elements to the diagram interactively



Using Fishbone Diagram

1. Formulate your problem statement

2. Define necessary categories
3. Start to add elements to the diagram interactively



EXERCISE 5

‘ETL successrate : 50% in the last month’

TNEUW
TooL$
PeEoPLE
> >
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EXERCISE 6

Choose a problem statement and fill in

TINFUA

TooL$
PeEoPLE
> >
ProlESS
YR,

Oy LATION
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Complexity —»

High

Low

Not worth the e
effort
Drop them? Strategic Split them

Park them for S mte i
later phases S RO ES—
Reconsider Easy win
Low High



Exercise /

* Create a quadrant of improvements for the complete organization
* Someone facilitates this...
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https://www.youtube.com/watch?v=0AFchCuS96U




(£
The minimum viable product is that version

of a new product which allows a team to collect
the maximum amount of validated learning

5J

about customers with the least effort.

-Eric Ries
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EVOLUTIONAIRY DEVELOPMENT

Incremental Approach: Developing the product in pieces considering the original idea

Iterative Approach: Developing the raw version of the product, validating it, and then building it
further to increase its quality and functionality

Wwoman 3
N 07/

: .'§¢£m3 1




EVOLUTIONAIRY DEVELOPMENT
Which style do you prefer?

Incremental Approach: Developing the product in pieces considering the original idea

Iterative Approach: Developing the raw version of the product, validating it, and then building it
further to increase its quality and functionality

Wwoman .
" pos

"> '§¢£m5 1




EVOLUTIONAIRY DEVELOPMENT

Incremental Approach: Developing the product in pieces considering the original idea

Iterative Approach: Developing the raw version of the product, validating it, and then building it
further to increase its quality and functionality

FEEDBACK FEEDBACK FEEDBACK ® FEEDBACK




EVOLUTIONAIRY DEVELOPMENT

v SNBLE
Leunbdls

FUNCTIONAL
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https://www.startupillustrated.com/Archive/Minimum-Viable-Product/

Welcome to Amazon.com
Books!

One million titles,
consistently low prices.

(If you explore just one thing, make it our personal notification service. We think it's wvery cooll)

SpoTLIGHT! - AUGUST 16TH
These are the books we love, offered at Amazon com low prices. The spotlight moves EVERY
day so please come often.

OnE MniioN TITLES
Search Amazon com's million title catalog by author, subject, title, keyword, and more... Or take
alook at the books we recommend in over 20 categones... Check out our customer reviews and
the award winners from the Hugo and Nebula to the Pulitzer and Nobel... and bestsellers are
30% off the publishers list...

Evis & EDITORS, A PERSONAL NOTIFICATION SERVICE
Like to know when that book you want comes out i paperback or when your favorite author
releases a new title? Eyes, our tireless, automated search agent, will send you mail Meanwhile,
our human editors are busy previewing galleys and reading advance reviews. They can let you
know when especially wonderful works are published in particular genres or subject areas. Come
in, meet Eves, and have it all explained.

Your Account
Check the status of your orders or change the email address and password ram hara ~n fila vty
us. Please note that you do not need an account to use the store. The firstti |[teration 1
order, you will be given the opportunity to create an account.

¥ | vour account | werp

QLU B00KS | MUSIC | VIDEO | TOYS & GAMES | ELECTRONICS | e-CARDS | AUCTIONS

SEARCH

i All Products v

[}

HOW TO ORDER | OUR GUARANTEE | SITE GUIDE

Friday, August 27, 1999

=Sy amazon.com

|
Hello! Shopping at Amazon.com is 100% secure--guaranteed.

Already a customer? Sign_in.

What are they
y S listening to in

—
m London Calling Austin, Texas?

* Books

Bestsellers, Computers,

= e

New Releases, Top

Sellers, Classical,

Soundtracks...

e Video

DVDs, Top Sellers, New

Releases, Kids &

Family...

e Auctions

Books, CDs, Photo

Equipment,
ollectibles...

e Electronics

Ivs, Cameras,

Computer Add-Ons,

DVD Players...

* Toy.

Toys for Grownups,

Games & Puzzles,

Action Figures, Baby

Toys...

e Free E-Cards

Raily Cards, Hi, Love,

Eriendship...

e ...And More

Women's Apparel,

Garden & Patio,

Software, Sporting

Goods...

Community
e Purchase Circles

Gift Services

o Gift Certificates
o Special-Occasion
Reminders

o Shipping

Need Help?

e Help Desk

o Site Guide

e Shipping_Policies
e Sen -mail

e Our Privacy Policy.

More to Explore
e Join Associates
o E-mail
Recommendations
e Pets.com

o drugstore.com
e Amazon.co.uk
® Amazon.de

Wrapping up an ambitious reissue program, the  gxplore Amazon.com
great Penelope Fitzgerald delivers not one but Purchase Circles.
two classics in miniature. The Golden Child 1s

the British author's first novel, in which an

. g Amazon.com 100 Hot
ancient mummy ignites a curatorial ruckus, while
At Freddie's revolves around a drama academy
and its deeply amusing student body. Go to Books Updated Hourly

1. Harry Potter and the

Prisoner of Azkaban
by J. K. Rowling

In Electronics
MiniDisc the Magnificent

Sony's BundleS M; isc package harmonizes two 2. Harry Potter and th

separate products--a MiniDisc home recording deck Sorcerer's Stone

and a portable MiniDisc player--so you can record, by J. K. Rowling

edit, and title your own discs from both analog and digital sources, 3. Harry Potter and the

then enjoy them on the go. Go to Electronics Chamber of Secrets
by J. K. Rowling

In Toys & Games

Pack with Pride » More Hot Books

We ain't lion: this adorable Goliath Backpack Pal is a
grrreat way to scare away those first-day-of-school Today in Music
jitters. Fill his tummy with books, toys, and treats, and Free song downloads.
this furry beast will be your child's mane man in no s

e = Music Top Sellers
time. Go to Toys & Games

1. Western Wall: The

In Video Tucson Sessions
Texas Two-Step? Linda Ronstadt,
In a stunning admission this week, the FBI confirmed Emmylou Harris
that in 1993 its agents fired flammable devices at the 2. Fly
Branch Davidian compound in Waco, Texas, hours Dixie Chicks
before the inferno erupted. But the Oscar-nominated 3. Supernatural
Waco: The Rules of Engagement suggested this Saotand
possibility back in 1997. Check out this fearless ﬁ » More Music Top Sellers
documentary and prepare to question the government's
spin. Go to Video

Today in Video
In Music Pre-order The Matrix on
Industrial Evolution DVD.

2 They've been accused of being Nine Inch Nails lite, vHS Top Sellers
) but on Jitle of Record, Filter weld their amped-up

techno-metal aggression to an uncanny pop 1. ng_ng;L
30%) bility, creating am ble set of furious, A.M./P.M. Yoga for
o e passionate songs sure to keep the mosh pit roiling 2. L %g
Go to Music About Mary (Special
" Edition)
In Auctions 3. Tae-Bo Workout:
Build a Better Brain Instructional and

Before you hit the books, visit Amazon com Auctions
and check out the huge selection of educational
software. Whether you're teaching the ABCs or
writing a thesis, our sellers have the tools to help you

succeed. Go to Auctions

Basic

o » More VHS Top Sellers

» DVD Top Sellers

* “The New York Times" is the registered trademark of The New York Times Company, which is not affiliated with and does not sponsor or endorse the

services of Amazon com.

Text Only

1-Click Settings | Shopping Cart | Your Account | Help
About Amazon.com | Join Our Staff

Copyright and disclaimer © 1996-1999, Amazon.com, Inc
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STORYMAP: IDEA

End-to-end Complete: The “Puzzle Pieces” PROCESS FLOW

A _J B BEl — Highlevel process
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EXAMPLE: WEBSHOP

Step 1: Tell A Story (your flow or process)

Tew A STy

SEARCH Fot. Corrieh

Vzéw Prauer Vrew PHoto Spealten| | Entae Coeorr  Ewtet Adiyss
Iten Fw soyay ll e ORDEL,

[Story Mapgé]



https://agilevelocity.com/story-mapping-101/

EXAMPLE: WEBSHOP

Step 2: Group into modules and create story map

FJNO ) Wow
P RroduC Dmﬂ-ﬁ

Semet Fot.
Tlen

VIéw Ppctuer

FLTEK
&}!ﬂ%, VIﬁW 9"9{0

fél.fak Vo
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SDF‘{ View Rechip
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CHEZkOUT

Entae Ceeprr
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ORDER,

[Story Mapgé]
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EXAMPLE: WEBSHOP

Step 3: MOSCOW prioritisation
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[Story Mapgé]
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EXAMPLE: WEBSHOP

Step 4: Define MIVP
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STORY MAP: EXAMPLE

USER MANAGEMENT

BOOK ROOM

CHANGE RESERVATION

. Update e N , ‘ ’ View Change Cancel ‘
’ Register Login Preferences Search for Room View Roam Info Book Room Reservation Memsse-2 sl
L |
H[I_mS[ ] Create New User Create Login form By Room Type Show Pictures Credit Card form By Reservation # Change Date
By Availability View Room Details Change Room
‘ By Location
Update Name Integrate with e arcal Online
H[lme 2 and Email | Ind Party PayPal | | By Username Cancel Online |
—— — ] —
Add Payment
Information

fmbed Room
Registration form
on Homepage

RELEASE 3

Google Account
Login

BACKLOG

Upload Profile
Image

facebook Login

Make Room
Details Available
via AP|

Google Checkout

Book Room through
Expedia.com

Book Room through
Kayak com

Change Reservation

AP1 Call



Exercise &

* Choose a process from one of the UCs in the previous lesson

* Draw the process
* Let it evolve into a “story map” including an MVP

* Presentitin 5’
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Kano Model

Definition and Background

* Invented by Noriaki Kano in the 1980s

e A method to document ‘Customer
Satisfaction’

Noriaki Kano
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Basic / Threshold Needs

* These are the basic features that
customers expect a product or
service to have.

* For example, when you book into
a hotel, you'd expect hot water
and a bed with clean linen as an
absolute minimum.

Delighters

Satisfaction
satisfied

A ‘
’
’
’
’

4
e Performance needs

not
fullfilled

» well

4
4
4
4
4
'
4
rd .
. /——> fullfilled
4
Basic needs

dissatisfied

jusuwijjiing



Performance Needs

* These elements are not
absolutely necessary, but they
increase a customer's enjoyment
of the product or service.

* For example, you'd be pleased to
discover that your hotel room had
free superfast broadband and an
HD TV, when you'd normally
expect to find paid-for wi-fi and a
standard TV.

not

Delighters

Satisfaction
satisfied
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e Performance needs

» well

fullfilled

4
4
4
4
4
'
4
rd .
. /——> fullfilled
4
Basic needs

dissatisfied

jusuwijjiing



Excitement Needs

* The surprise elements that can
really boost your product's
competitive edge. They are the
features that customers don't even
know they want, but are delighted
with when they find them.

* |n your hotel room, that might be
finding the complimentary Belgian
chocolates that the evening turn-
down service has left on the bed.

not

Delighters

Satisfaction
satisfied

A ‘
’
’
’
’

4
e Performance needs

» well

fullfilled

4
4
4
4
4
'
4
rd .
. /——> fullfilled
4
Basic needs

dissatisfied

jusuwijjiing



Customer satisfied EXCITEMENT ATTRIBUTES

360° product view

Video
¢ Z
. oomable
Full screen image
Product Availability
ranking FAQ
Product reviews PERFORMANCE ATTRIBUTES
Shopping/wish list
Expectations C Expectations
not met Search box exceeded
——0—
Written  Product images
Call to
Details action produ.ct‘
ataglance pytton descriptions
Help
Navigation

b
o THRESHOLD ATTRIBUTES
Shop logo

Customer dissatisfied

[Kano Model - Websg ]



https://blog.seeburger.com/what-is-the-kano-model/

Customer satisfied EXCITEMENT ATTRIBUTES

Enough legroom @

Help with connecting flights
Well-organised embarkment

Help at Customs Quick booking

Quick and fiendly experience at check-in

Information on
arrival times for
those collecting travellers

Shuttle service
into town PERFORMANCE ATTRIBUTES

Comfortable seats

Expectations o Expectations
not met exceeded
Information on delays
Luggage not Luggage not lost
damaged
Quality of catering Clean and
tidy cabins
Arrived
on time

Friendly cabin crew '
Departed on time THRESHOLD ATTRIBUTES

Cabin temperature

Customer dissatisfied

[Kano Model - Aigg ]



https://blog.seeburger.com/what-is-the-kano-model/

Exercise 9

* Choose a persona per group:
* Team Lead
* Head of Logistics
* Data Engineer

* Create a Kano Model for the selected persona
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BONUS MATERIAL



SWOT Analysis

Definition

A framework for identifying
and analyzing a product’s
trengths,
eaknesses,
pportunities
hreats.

Strengths

Opportunities

S

o

W

T

Weaknesses

Threats



SWOT Definitions

STRENGTHS WEAKNESSES

What is the Unique Selling Point of your * What is your product doing less well?
Product? * Where is your product lagging behind
 Why would someone use your Product? competition?

 What are it’s killing features?

OPPORTUNITIES THREATS

* Which gaps are in the market for your * Events and market trends that can make
product? your product no longer relevant

* Which oppotunities to grow your * Changing rules / environments in your
product/service? product segment

* Market trends where your product can be * Changing customer behaviour

used for? g}



STRENGTHS WEAKNESSES

Unique pricing system e Unethical employment practices

. Cheaper prices than its competitors * Privacy concerns
* Advantageous contractual agreement with e Easy to imitate
drivers

OPPORTUNITIES THREATS

* Drivers and customers switching to other
platforms

* Frequent legal battles

e Self-Driving Cars

* Expanding to delivery (delivering food)



. ChatGPT
(free version)

STRENGTHS WEAKNESSES
o« 7 e 7

OPPORTUNITIES THREATS
o« 7 o« 7



ChatGPT

(free version)

STRENGTHS WEAKNESSES

Free No live data
. chkly synthesizes information e Cannot predict future events
* Savestime * Sometimes inaccurate results
* Generates content, rather than listing * No sources are cited

resources
* Analyze and revise writing e Potential fraud in academics
 Make new connections between ideas * Some skills become less relevant
* Create new Jobs * Hader to teach students to write
e Saves time generating ideas * Malicious intent (hacking)

* Replace jobs
S



