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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
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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



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

• Create a VPC for the selected persona

Exercise 2
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VPC – Value Proposition Canvas

•Ask questions for the pains & gains
• Techniques:
• Interviews
• Survey / Questionnaire
• Interactive Workshop

• Ideal startingpoint to know the “what’s in it for me” 
for every stakeholder
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• 10x thinking for all VPCs
• Present it in max 5’

Exercise 3
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Impact mapping: From Goals to Backlog









[Bain Inc]

GOALS

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


• Create at least one goal from your vision
• Create an impact map connecting the Why, Who, How and What
• Show an initial “backlog”

Exercise 4
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Using Fishbone Diagram

1. Formulate your problem statement
2. Define necessary categories
3. Start to add elements to the diagram interactively
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2. Define necessary categories
3. Start to add elements to the diagram interactively



‘ETL successrate : 50% in the last month’
EXERCISE 5 



Choose a problem statement and fill in
EXERCISE 6 
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• Create a quadrant of improvements for the complete organization
• Someone facilitates this…

Exercise 7
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FACILITATION TIPS



TA
BL

E 
O

F 
CO

N
TE

N
TS



Minimum viable product (youtube.com)

https://www.youtube.com/watch?v=0AFchCuS96U
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Which style do you prefer?



EVOLUTIONAIRY DEVELOPMENT
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EVOLUTIONAIRY DEVELOPMENT



[Startup Illustrated - MVP]

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


Iteration 1

Iteration 8



STORYMAP: IDEA

PROCESS FLOW
High level process 
where your product 
makes part of

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

[Story Mapping]

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


EXAMPLE: WEBSHOP
Step 2: Group into modules and create story map

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

[Story Mapping]

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


EXAMPLE: WEBSHOP
Step 4: Define MVP

[Story Mapping]

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


STORY MAP: EXAMPLE

MVP



• 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
• Present it in 5’

Exercise 8



• Choose a process from one of the UCs in the previous lesson
• Draw the process
• Let it evolve into a “story map”

Exercise 7
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Kano Model
Definition and Background

• Invented by Noriaki Kano in the 1980s
• A method to document ‘Customer 

Satisfaction’

Noriaki Kano





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.



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.



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.

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



[Kano Model - Webshop]

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


[Kano Model - Airline]

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


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

• Create a Kano Model for the selected persona

Exercise 9
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BONUS MATERIAL



SWOT Analysis
Definition

A framework for identifying 
and analyzing a product’s
• Strengths, 
• Weaknesses,
• Opportunities
• Threats. 



STRENGTHS WEAKNESSES

OPPORTUNITIES THREATS

• What is the Unique Selling Point of your 
Product?

• Why would someone use your Product?
• What are it’s killing features?

• What is your product doing less well?
• Where is your product lagging behind 

competition?

• Which gaps are in the market for your 
product?

• Which oppotunities to grow your 
product/service?

• Market trends where your product can be 
used for?

• Events and market trends that can make 
your product no longer relevant

• Changing rules / environments in your 
product segment

• Changing customer behaviour

SWOT Definitions



STRENGTHS WEAKNESSES

OPPORTUNITIES THREATS

• Unique pricing system
• Cheaper prices than its competitors
• Advantageous contractual agreement with 

drivers

• Unethical employment practices
• Privacy concerns
• Easy to imitate

• Expanding to delivery (delivering food) • Drivers and customers switching to other 
platforms

• Frequent legal battles
• Self-Driving Cars



STRENGTHS WEAKNESSES

OPPORTUNITIES THREATS

• ? • ?

• ? • ?

(free version)



STRENGTHS WEAKNESSES

OPPORTUNITIES THREATS

• Free
• Quickly synthesizes information
• Saves time
• Generates content, rather than listing 

resources

• No live data
• Cannot predict future events
• Sometimes inaccurate results
• No sources are cited

• Analyze and revise writing
• Make new connections between ideas
• Create new Jobs
• Saves time generating ideas

• Potential fraud in academics
• Some skills become less relevant
• Hader to teach students to write
• Malicious intent (hacking)
• Replace jobs

(free version)


