
Experiment 
Planner
Validate your problem and solution through 
the creation of hypothesis and experiments 



What is the value of the Experiment Planner?

Innovation is centred on experimentation; many business innovators even work in 
labs. Innovators must validate their presumptions and build on their most successful 
initiatives in order to make even little enhancements to currently available items. 
While some innovations have been the result of lone geniuses, genuine invention 
comes through teamwork. Teams striving to find a solution to a shared issue were/ 
are still largely responsible for all contemporary innovations. That entails establishing 
alignment and inviting individuals to the table inside the organization. The issues 
confronting the business might be ambiguous, just like in science, therefore 
innovators must distil them down to their most basic components. Business 
stakeholders and innovators may work together through collaborative exercises like 
the design sprint framework to break down complex issues into smaller, more 
manageable initiatives. And establishing that early alignment makes it far simpler to 
recognize crucial metrics and locate lasting solutions.

What is the Experiment Planner?

Selecting the appropriate experiment is simply the first step in testing our company 
concepts. After selecting our experiment, it is crucial that we take our time carefully 
developing it. The evidence we gather may be further strengthened by well planned 
tests, which will boost our confidence when making judgments. The proper 
participant selection and the creation of an artifact are two of the most crucial 
components of effective experiment design.
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Consider the following aspects before designing your experiment:

I. Determine which type of experiment is best appropriate for the hypothesis you 
wish to test. Any deadlines you're attempting to fulfil, as well as the availability 
of the tools and resources necessary to carry out an experiment, are other 
contributing elements. For instance, if you needed help creating a landing page, 
you would require a web designer or a third party. When everything is said and 
done, experiments are only tools, therefore there is no need to spend weeks or 
months putting them up.

II. There is no such thing as a flawless experiment. Therefore, while you plan your 
experiment, you must consider how trustworthy the data you get will be. 
Reliable data collection might be difficult during experiments since they are 
frequently untidy. We advise conducting several fast tests that offer various 
viewpoints or trends. This will result in a larger data set and a better degree of 
confidence.
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Experiment Planner (45+ min)

Facilitation Level Intermediate
Group Size 3-5+ people
Prerequisites none

Discovery Ideation Validation Scale



Experiment Planner (30-45+ min)

How to Use the Experiment Planner:

1. Establish a hypothesis - This will enable you to specify the kind of data 
you're seeking and provide a standard against which to compare your 
findings. Without this fundamental component, it may be challenging to 
verify or disprove your hypothesis and determine what lessons may be 
drawn from the experiment. A strong strategy for avoiding confirmation 
bias is to formulate a hypothesis.

2. Format your experiment - There are a lot of minor design choices you 
make while developing your experiment that will affect how it will be 
carried out. For instance, you must determine whether you want your 
test audience to rank the features or just choose their favorite if you 
want them to choose the greatest one from a list. While a rating will 
provide you with a more comprehensive data set, having participants 
select just one option can speed up the experiment. The decisions you 
make in this situation should be in line with the facts you're attempting 
to gather and the project's larger business needs. Make sure the 
information you gather will allow you to test your theory (and defined 
metric).

3. Keep a clear line - It's crucial to avoid jumping to conclusions as you get 

ready to conduct your experiment. You must be aware of the data's 
degree of confidence throughout the process and be prepared to do 
more trials to confirm these preliminary findings. The more insights you 
have, the more knowledgeable you'll be when deciding where to take 
your innovation project. On the basis of data that has been gathered and 
has held up in actual use, you may then pivot intelligently.

Step-by-step instruction

Discovery Ideation Validation Scale

Facilitation Level Intermediate
Group Size 3-5+ people
Prerequisites Analytical and technology affine user 



Action Planner (20+ min)

Facilitation Level Intermediate
Group Size 3-5+ people
Prerequisites none

Discovery Ideation Validation Scale



Action Planner (30-45+ min)

How to Use the Action Planner:

In the next step following the planning of your experiment use the Action Plan 
template to aid with the organizing of your team's actions for developing your 
business model and lean offering, as well as the execution of your experiments. 
Consider the following steps within the scope of the three lenses of Innovation 
(Desirability, Viability & Feasibility):

1. Which tasks need to be carried out... to create the lean offerings for the 
business model? to carry out the specified experiments? - Do any jobs 
using analogs need to be investigated?

2. Output - What specific results do we hope to achieve after 4 weeks?

3. How is your Team pertforming - Every week, discuss the team's 
performance with the project team. Discuss freely your observations of the 
team's performance and what might be done to enhance it. If necessary, go 
in and raise the stakes with the sponsor.

4. Key Insights - What have we discovered, and do we need to adjust our 

approach? If so, return to the Business Model Canvas or Hypothesis and 
experiments

Usage Examples:

• defining, assigning, and monitoring the tasks that a project team must 
do during an iteration. 

• displaying the connections between tasks

Step-by-step instruction

Discovery Ideation Validation Scale

Facilitation Level Intermediate
Group Size 3-5+ people
Prerequisites Analytical and technology affine user 



Experiment Selector (45-60+ min)

Facilitation Level Intermediate
Group Size 3-5+ people
Prerequisites Analytical and technology affine user 

Discovery Ideation Validation Scale



Experiment Selector (40+ min)

How to Use the Experiment Selecgtor:

In the next step following the action planning of your experiment use the 
Experiment Selector template to help you in choosing the best kind of 
experiment to verify your most important hypotheses. You can choose potential 
experiments and discover more about their design by responding to a few 
fundamental questions.

1. Based on the Experiment Planner select the main hypotheses you wish to 
verify (10 min).

2. For each, complete the Experiment Selector, then talk with your team about 
the suggested experiments. (30 min).

Step-by-step instruction

Discovery Ideation Validation Scale

Facilitation Level Intermediate
Group Size 3-5+ people
Prerequisites Analytical and technology affine user 



Experiment Name
Type of hypothesis: What type of
hypothesis are you testing?
based on your major
learning objective.

Level of uncertainty: How much
evidence do you already have (for
��ïè¦�½Ě��ºĎèÜöº¦ï½ïɮɛ
The less you know, the less you should
waste time, energy, and money. Quick and cheap experiments
are most appropriate for that goal. The
more you know, the stronger the evidence
should become, which is usually achieved
by more costly and lengthier experiments.

Urgency: How much time do you have
until the next major decision point or
until you run out of money?
The selection of the right experiment may
depend on the time and money you have
available. If you have a major meeting
with decision makers or investors coming
up, you might need to use quick and
cheap experiments to quickly generate
evidence on multiple aspects of your idea.
When you are running out of money, you
need to pick the right experiments to
convince decision-makers and investors
to extend funding.

1. Go cheap and fast at the beginning.
2. Increase the strength of evidence
with multiple experiments for the
same hypothesis.
3. Always pick the experiment that produces
the strongest evidence given
your constraints.
4. Reduce uncertainty as much as you
can before you build anything.
Discovery
|¦�Ì�¦ć½¢¦Ö�¦�½ï�ïü²Ě�½¦Öö
to discover if your general
direction is right. You get
Ěëïö�½Öï½³ºöï�½ÖöÜ�ĎÜüë�ÕÜïö
important hypotheses.

Validation
Strong evidence is required to
validate the direction you’ve
ö�Ì¦Öɚ��Üü��½Õ�öÜ��ÜÖĚëÕ�öº¦
insights you’ve gotten for your
most important hypotheses

Costs

Uncertainty & Risk

Progress



Discovery Experiments
Type
Exploration
 Customer Interview
 Expert Stakeholder Interviews
 Partner & Supplier Interviews
 A Day in the Life
Data Analysis
 Search Trend Analysis
� |¦��jë�²Ě���Ö�ÏĎï½ï
 Discussion Forums
 Sales Force Feedback
Interest Discovery
 Online Ad
 Link Tracking
 404 Test
 Feature Stub
 Email Campaign
 Social Media Campaign
 Referral Program
Discussion Prototypes
 3D Print
 Paper Prototype
 Storyboard
 Data Sheet
 Brochure
 Explainer Video
 Boomerang
 Pretend to Own
Preferences & Prioritization Discovery
 Product Box
 Speed Boat
 Card Sorting
 Buy a Feature



Discovery Experiments

�ć¦ë�³¦�j½Õ¦�ɭb¦öɷüè�j½Õ¦ɕ�j½Õ¦�bè�Öɮ
0

1. D–F–V Story Board  
2. D–F–V Product Box
3. D–F–V Speed Boat
4. D–F–V Card Sorting
5. D–F–V Buy a Feature
6. D–F–V Boomerang
7. D–F–V Paper Prototype

8. D–F–V Data Sheet
9. D–F–V Customer Interviews
10. D–F–V Link Tracking
11. D–F–V Search Trend Analysis
12. D–F–V Feature Stub
13. D–F–V Partner & Supplier Interview
14. D–F–V Expert Stakeholder Interview

15. D–F–V Customer Support Analysis
16. D–F–V Online Ad
17. D–F–V Sales Force Feedback
18. D–F–V A Day in the Life
19. D–F–V Discussion Forums
20. D–F–V Email Campaign
21. D–F–V Discovery Survey

22. D–F–V Brochure
23. D–F–V 3D Print
24. D–F–V Pretend to Own
25. D–F–V Explainer Video
26. D–F–{� |¦��jë�²Ě���Ö�ÏĎï½ï
27. D–F–V Referral Program
28. D–F–V Social Media Campaign
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�ć½¢¦Ö�¦�böë¦Ö³öº



1. Story Board

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
�üïöÜÕ¦ë�>Ü�ï
�üïöÜÕ¦ë�[�½Öï
�üïöÜÕ¦ë�)�½Öï
�üïöÜÕ¦ë�]üÜö¦ï

��böÜëĎ�Ü�ë¢�ć½ïü�Ï½ĕ¦ï��Ö�½Öö¦ë��ö½ÜÖ�ïö¦è��Ď�ïö¦è�Ĉ½öº�ïÌ¦ö�º¦ïɠ�½ÏÏüïöë�ö½ÜÖïɚ� 
�Ď�öë�ÖïÏ�ö½Ö³�¦čè¦ë½¦Ö�¦ï�½ÖöÜ�ć½ïü�Ïï�öº¦Ď�Ĉ½ÏÏ��¦�ÜÕ¦�Õü�º�ÕÜë¦�ö�Ö³½�Ï¦� 
ïÜ�¦ć¦ëĎÜÖ¦�½ÖćÜÏć¦¢���Ö�²ÜÏÏÜĈ��ÏÜÖ³ɚ�3Ö��ë�½ÖïöÜëÕ½Ö³�ï¦ïï½ÜÖï�ïöÜëĎ�Ü�ë¢ï���Ö� 
½ÏÏüïöë�ö¦�¢½²²¦ë¦Öö�ïÜÏüö½ÜÖï�öº�ö���Ö��¦��ÜÕè�ë¦¢�Ĉ½öº�¦��º�Üöº¦ëɚ

DISCOVERY

Capabilities
Design, Research

DESIRABILITY VIABILITYFEASIBILITY

[ëÜ¢ü�ö��Üč

�ÜÜÕ¦ë�Ö³

bÜ�½�Ï�H¦¢½��
��Õè�½³Ö �üïöÜÕ¦ë�

3Öö¦ëć½¦Ĉï

Explainer 
Video

[�è¦ë�[ëÜöÜöĎè¦

Story Board

[�½ë½Ö³ïɔ



2. Product Box

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
{�Ïü¦�[ëÜèÜï½ö½ÜÖ
�üïöÜÕ¦ë�>Ü�ï
�üïöÜÕ¦ë�[�½Öï
�üïöÜÕ¦ë�)�½Öï
�üïöÜÕ¦ë�]üÜö¦ï

[ëÜ¢ü�ö��Üč¦ï��ë¦���Ĉ�Ď�öÜ�ć½ïü�Ï½ĕ¦���èëÜ¢ü�ö�½¢¦��½Ö�öº¦�Õ¦¢½üÕ�Ü²�����ë¢�Ü�ë¢��Üčɚ�
jº½ï�Õ¦öºÜ¢�½ï��¦ïö�üï¦¢�½Ö���²��½Ï½ö�ö¦¢�ĈÜëÌïºÜè�Ĉ½öº�èÜö¦Öö½�Ï��üïöÜÕ¦ëï�ĈºÜ� 
��Ö�ć½ïü�Ï½ĕ¦�öº¦½ë�è¦ë²¦�ö�Ü²²¦ë½Ö³��Ď�¢½ïèÏ�Ď½Ö³�ć�Ïü¦�èëÜèÜï½ö½ÜÖïɕ�Õ�½Ö�²¦�öüë¦ïɕ� 
�Ö¢�Ì¦Ď��¦Ö¦Ěöï�ÜÖ�öº¦��Üčɚ

DISCOVERY

Capabilities
Design, Product, Research

DESIRABILITY VIABILITYFEASIBILITY

�üïöÜÕ¦ë� 
3Öö¦ëć½¦Ĉï

�ÜÜÕ¦ë�Ö³

bÜ�½�Ï�H¦¢½��
��Õè�½³Ö böÜëĎ�Ü�ë¢

b¦�ë�º�jë¦Ö¢�
Analysis

[�è¦ë�[ëÜöÜöĎè¦

Product Box

[�½ë½Ö³ïɔ



3. Speed Boat

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
# of anchors
# of severe anchors
# of urgent anchors
�üïöÜÕ¦ë�]üÜö¦ï

jº½ï�Õ¦öºÜ¢�Ĉ½ÏÏ�ë¦ć¦�Ï��º�ÏÏ¦Ö³¦ï�öº�ö��üïöÜÕ¦ëï�²��¦ɚ�3ö�½ï��¦ïö�üï¦¢�½Ö���²��½Ï½ö�ö¦¢�ĈÜëÌ-
ïºÜè�Ĉ½öº�èÜö¦Öö½�Ï��üïöÜÕ¦ëï�ĈºÜ���Ö�ć½ïü�Ï½ĕ¦�Ĉº�ö�½ï�ïÏÜĈ½Ö³�öº¦Õ�¢ÜĈÖ��Ö¢�ºÜĈ�½ö�
½Õè��öï�²¦�ï½�½Ï½öĎɚ�[Üïöɷ½öï�ë¦èë¦ï¦Öö½Ö³��Ö�ºÜëï��ë¦��¢¢¦¢�öÜ�öº¦�½Õ�³¦�Ü²���ïè¦¦¢��Ü�öɚ�
jº¦��Ö�ºÜëï�ïºÜĈ���ć½ïü�Ï�ë¦èë¦ï¦Öö�ö½ÜÖ�Ü²�öº½Ö³ï�öº�ö��ë¦�ºÜÏ¢½Ö³����Ì�èëÜ³ë¦ïïɚ

DISCOVERY

Capabilities
Design, Product, Technology

DESIRABILITY VIABILITYFEASIBILITY

�½ï�üïï½ÜÖ�(ÜëüÕ

b�Ï¦ï�(Üë�¦� 
Feedback

b¦�ë�º�jë¦Ö¢�
Analysis böÜëĎ�Ü�ë¢

�čöë¦Õ¦�
[ëÜ³ë�ÕÕ½Ö³�

bè½Ì¦

bèÏ½ö�j¦ïö

Speed Boat

[�½ë½Ö³ïɔ



4. Card Sorting

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
�üïöÜÕ¦ë�>Ü�ï
�üïöÜÕ¦ë�[�½Öï
�üïöÜÕ¦ë�)�½Öï
�üïöÜÕ¦ë�]üÜö¦ï

��ë¢�bÜëö½Ö³�º¦Ïèï�öÜ�üÖ�Üć¦ë��Ö¢�èë½Üë½ö½ĕ¦��üïöÜÕ¦ë�ÉÜ�ïɕ�è�½Öï��Ö¢�³�½Öïɚ�3¢¦Öö½Ě¦¢�
�üïöÜÕ¦ë�ÉÜ�ïɕ�è�½Öï��Ö¢�³�½Öï��ë¦�Ĉë½öö¦Ö�ÜÖ���ë¢ïɚ��üïöÜÕ¦ëï��ë¦��ïÌ¦¢�öÜ�ïÜëö�öº¦�
��ë¢ï�½Ö�¦��º���ö¦³ÜëĎ�²ëÜÕ�ÕÜïö�½ÕèÜëö�Öö�öÜ�Ï¦�ïö�½ÕèÜëö�Ööɚ�jº¦�Ö¦Ĉ�½Öï½³ºöï���Ö�
help to create and sharpen the value proposition.

DISCOVERY

Capabilities
Marketing, Research

DESIRABILITY VIABILITYFEASIBILITY

b�Ï¦ï�(Üë�¦� 
Feedback

�üïöÜÕ¦ë�büèèÜëö�
Analysis

Discussion 
(ÜëüÕï [�è¦ë� 

[ëÜöÜöĎè¦

Explainer Video

böÜëĎ�Ü�ë¢

Card Sorting

[�½ë½Ö³ïɔ



5. Buy a Feature

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
Feature Ranking
�üïöÜÕ¦ë�>Ü�ï
�üïöÜÕ¦ë�[�½Öï
�üïöÜÕ¦ë�)�½Öï
�üïöÜÕ¦ë�]üÜö¦ï

jº¦�³Ü�Ï�Ü²�öº½ï�Õ¦öºÜ¢�½ï�öÜ�üÖ¢¦ëïö�Ö¢�Ĉº½�º�²¦�öüë¦ï�Ü²���èëÜ¢ü�ö��ë¦�èë½Üë½ö½ĕ¦¢��Ď�
öº¦�üï¦ëɚ�3Ö�Üë¢¦ë�öÜ�½¢¦Öö½²Ď�öº¦�ÕÜïö�½ÕèÜëö�Öö�²¦�öüë¦ï�²ëÜÕ���Ï½ïöɕ���³ëÜüè�Ü²�èÜö¦Öö½�Ï�
üï¦ëï��ë¦��ïÌ¦¢�öÜ�ïè¦Ö¢���ºĎèÜöº¦ö½��Ï��ü¢³¦ö�ÜÖ�öº¦�²¦�öüë¦ï�öº¦Ď�Ĉ�Ööɚ�HÜë¦Üć¦ëɕ�
öº¦�¢½ï�üïï½ÜÖ��ëÜüÖ¢�öº¦�èë½Üë½ö½ĕ�ö½ÜÖ���Ö�ë¦ć¦�Ï��üïöÜÕ¦ë�ÉÜ�ïɕ�è�½Öï��Ö¢�³�½Öïɚ

DISCOVERY

Capabilities
Product, Research, Finance

DESIRABILITY VIABILITYFEASIBILITY

b�Ï¦ï�(Üë�¦� 
Feedback

�üïöÜÕ¦ë�büèèÜëö�
Analysis

Discussion 
(ÜëüÕï Clickable 

[ëÜöÜöĎè¦

bèÏ½ö�j¦ïö

(¦�öüë¦�böü�ï

Buy a Feature

[�½ë½Ö³ïɔ



6. Boomerang

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
j�ïÌ��ÜÕèÏ¦ö½ÜÖ�[¦ë�¦Öö�³¦
j�ïÌ��ÜÕèÏ¦ö½ÜÖ�^�ö¦
�üïöÜÕ¦ë�]üÜö¦ï

jº¦��ÜÜÕ¦ë�Ö³�Õ¦öºÜ¢�½ï���²�ïö�Ĉ�Ď�öÜ�½¢¦Öö½²Ď�Ĉ¦�ÌÖ¦ïï¦ï�Ü²����ÜÕè¦ö½öÜë�èëÜ¢ü�öɚ�
3Öïö¦�¢�Ü²��ü½Ï¢½Ö³��Ö¢�ö¦ïö½Ö³���èëÜöÜöĎè¦�Ĉ½öº�üï¦ëïɕ����ÜÕè¦ö½öÜëï�èëÜ¢ü�ö�½ï��¦½Ö³�
used during user testings. The insights can be used to better solve the potential user‘s 
Ö¦¦¢ï�½Ö�öº¦�¦č½ïö½Ö³�Õ�ëÌ¦öɚ

DISCOVERY

Capabilities
Product, Marketing, Research

DESIRABILITY VIABILITYFEASIBILITY

b¦�ë�º�jë¦Ö¢� 
Analysis

�üïöÜÕ¦ë� 
3Öö¦ëć½¦Ĉï

Discussion 
(ÜëüÕï Clickable 

[ëÜöÜöĎè¦

[�è¦ë� 
[ëÜöÜöĎè¦

Buy a Feature

Boomerang

[�½ë½Ö³ïɔ



 

7. Paper Prototype

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
j�ïÌ��ÜÕèÏ¦ö½ÜÖ�[¦ë�¦Öö�³¦
j�ïÌ��ÜÕèÏ¦ö½ÜÖ�^�ö¦
�üïöÜÕ¦ë�]üÜö¦ï

The paper prototype is a sketched interface on paper. Using a sketch is an easy and  
êü½�Ì�Ĉ�Ď�öÜ�¦čèÏ�½Ö�öº¦��ÜÖ�¦èö�öÜ��üïöÜÕ¦ëï�½Ö�öº¦�¦�ëÏĎ�ïö�³¦ɚ��²ö¦ëĈ�ë¢ïɕ�öº¦�³�öº¦ë¦¢�
²¦¦¢���Ì�ÜÖ�öº¦�ï½ÕüÏ�ö¦¢�¦čè¦ë½¦Ö�¦���Ö��¦�üï¦¢�²Üë�º½³º¦ë�Ě¢¦Ï½öĎ�èëÜöÜĎè¦ïɚ

DISCOVERY

Capabilities
Design, Research

DESIRABILITY VIABILITYFEASIBILITY

�üïöÜÕ¦ë
3Öö¦ëć½¦Ĉï

��ë¢�bÜëö½Ö³

�ÜÜÕ¦ë�Ö³
Explainer 

Video

böÜëĎ�Ü�ë¢

Clickable  
[ëÜöÜöĎè¦

Paper Prototype

[�½ë½Ö³ïɔ



8. Data Sheet

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
�üïöÜÕ¦ë�]üÜö¦ï
[�ëöÖ¦ë�]üÜö¦ï

��¢�ö��ïº¦¦ö�½ï�ÜÖ¦�è�³¦�öº�ö��ÜÖö�½Öï��ÏÏ�¦ïï¦Öö½�Ï�½Ö²ÜëÕ�ö½ÜÖ�öÜ�¦čèÏ�½Ö�öº¦�èëÜ¢ü�öʄï�
ö¦�ºÖ½��Ï�ïè¦�½Ě��ö½ÜÖï���Ö¢�öº¦�ć�Ïü¦�èëÜèÜï½ö½ÜÖɚ�jº¦�¢�ö��ïº¦¦ö�½ï�üï¦¢�½Ö��üïöÜÕ¦ë�
Üë�è�ëöÖ¦ë�½Öö¦ëć½¦Ĉï�öÜ�³�½Ö�½Öï½³ºöï���Üüö��üïöÜÕ¦ë�ÉÜ�ïɕ��üïöÜÕ¦ë�è�½Öïɕ��üïöÜÕ¦ë�
³�½Öïɚ�jº¦�¢�ö��ïº¦¦ö���Ö��ÏïÜ��¦�½Ö�Ïü¢¦¢�ÜÖ���ï½ÕèÏ¦�Ï�Ö¢½Ö³�è�³¦ɚ

DISCOVERY

Capabilities
Design, Technology, Marketing

DESIRABILITY VIABILITYFEASIBILITY

[�½ë½Ö³ïɔ

�üïöÜÕ¦ë� 
3Öö¦ëć½¦Ĉï

[�ëöÖ¦ë�˽�büèèÏ½¦ë�
3Öö¦ëć½¦Ĉï

b½ÕèÏ¦� 
B�Ö¢½Ö³�[�³¦

[ëÜ¢ü�ö��Üč

[�è¦ë�
[ëÜöÜöĎè¦

[ë¦ï�Ï¦

ȑ��[ë½Öö

Data Sheet
use in:



9. Customer Interview

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
�üïöÜÕ¦ë�>Ü�ï
�üïöÜÕ¦ë�[�½Öï
�üïöÜÕ¦ë�)�½Öï
3Öö¦ëć½¦Ĉ�^¦²¦ëë�Ïï

�üïöÜÕ¦ë�3Öö¦ëć½¦Ĉï��ë¦���Ĉ�Ď�öÜ�êü�Ï½ö�ö½ć¦ÏĎ�Ï¦�ëÖ���Üüö�öº¦��üïöÜÕ¦ë�³ëÜüèɚ��ÜÖ¦�
ë½³ºöɕ�öº¦�½Öö¦ëć½¦Ĉï�ë¦ć¦�Ï�öº¦��üïöÜÕ¦ëʄï�ÕÜö½ć�ö½ÜÖïɕ��º�ÏÏ¦Ö³¦ï��Ö¢��¦º�ć½Üëɚ�jº¦�
�üïöÜÕ¦ë�ÉÜ�ïɕ�è�½Öïɕ�³�½Öï��Ö¢�Ĉ½ÏÏ½Ö³Ö¦ïï�öÜ�è�Ď���Ö��¦�½¢¦Öö½Ě¦¢ɚ�

DISCOVERY

Capabilities
Research

DESIRABILITY VIABILITYFEASIBILITY

[�½ë½Ö³ïɔ

Discussion  
(ÜëüÕï

b�Ï¦ï�(Üë�¦�
Feedback

b¦�ë�º�jë¦Ö¢�
Analysis [�è¦ë

[ëÜöÜöĎè¦

Discovery 
büëć¦Ďï

A Day in the Life

Customer Interview



10. Link Tracking

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
ə�Ü²�üÖ½êü¦�ć½¦Ĉï

�Ď��ë¦�ö½Ö³���Ï½ÖÌ�öº�ö�½ï�öë��Ì��Ï¦�½ö�½ï�èÜïï½�Ï¦�öÜ�ÕÜÖ½öÜë�öº¦��ÜÖć¦ëï½ÜÖ�ë�ö¦ɚ�jº¦�Ï½ÖÌ�
��Ö��¦�½Ö�Ïü¢¦¢�¦ɚ³ɚ�½Ö��Ö�ÜÖÏ½Ö¦��¢ɕ�ÜÖ���ï½ÕèÏ¦�Ï�Ö¢½Ö³�è�³¦�Üë�½Ö��Ö�¦Õ�½Ï���Õè�½³Öɚ�
3ö�º�ï�öÜ�º�ć¦����Ï¦�ë���ÏÏ�öÜ���ö½ÜÖ��Ö¢�öº¦�ć�Ïü¦�èëÜèÜïö½ÜÖ�Ö¦¦¢ï�öÜ��¦�üÖ¢¦ëïöÜÜ¢��Ď�
öº¦��üïöÜÕ¦ëɚ��ÏïÜɕ�öº¦��üïöÜÕ¦ë��¦º�ć½Üë�ÜÖ�öº¦�¢¦ïö½Ö�ö½ÜÖ�è�³¦���Ö��¦�½Öï½³ºö²üÏɚ

DISCOVERY

Capabilities
Technology, Data

DESIRABILITY VIABILITYFEASIBILITY

[�½ë½Ö³ïɔ

Online  
Ad

b½ÕèÏ¦�B�Ö¢½Ö³�
[�³¦

�Õ�½Ï� 
��Õè�½³Ö

use in:

�üïöÜÕ¦ë
3Öö¦ëć½¦Ĉï

bèÏ½ö�j¦ïö

Link Tracking



11. Search Trend Analysis

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
ə�Ü²�Ì¦ĎĈÜë¢�ï¦�ë�º¦ï�Ĉ½öº½Ö���è¦ë½Ü¢�Ü²�ö½Õ¦
Related queries that users searched for

b¦�ë�º�jë¦Ö¢��Ö�ÏĎï½ï�ÏÜÜÌï��ö�öº¦�öÜè�öë¦Ö¢½Ö³�ï¦�ë�º�èºë�ï¦ï�ë¦Ï�ö¦¢�öÜ�öº¦�ë¦ïè¦�ö½-
ć¦�öÜè½��öÜ�½¢¦Öö½²Ď�ë¦Ï¦ć�Öö�èëÜ�Ï¦Õï�öÜ�ïÜÏć¦ɚ�jº¦ë¦���ÖüÕ¦ëÜüï�öÜÜÏï�²Üë�ï¦�ë�º�öë¦Ö¢�
�Ö�ÏĎï½ï�¦ɚ³ɚ�)ÜÜ³Ï¦�jë¦Ö¢ïɕ�)ÜÜ³Ï¦�@¦ĎĈÜë¢�[Ï�ÖÖ¦ë�ɚɚɚ

DISCOVERY

Capabilities
Marketing, Research, Data

DESIRABILITY VIABILITYFEASIBILITY

Discovery 
büëć¦Ď

�üïöÜÕ¦ë� 
3Öö¦ëć½¦Ĉï

Discussion 
(ÜëüÕï bÜ�½�Ï�H¦¢½��

��Õè�½³Ö

b½ÕèÏ¦� 
B�Ö¢½Ö³�[�³¦

Online Ads

Search Trend Analysis

[�½ë½Ö³ïɔ



12. Feature Stub

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
ə�Ü²�üÖ½êü¦�ć½¦Ĉï
# of button clicks
button % conversion rate
ə�Ü²�²¦�öüë¦�ïüëć¦Ď��ÜÕèÏ¦ö¦¢

(¦�öüë¦�ïöü��ö¦ïöï�½²���üï¦ë�½ï�½Öö¦ë¦ïö¦¢�½Ö���ïè¦�½Ě��èëÜ¢ü�ö�²¦�öüë¦�öº�ö�½ïÖʄö�½ÕèÏ¦Õ¦Öö¦¢� 
yet. When the user clicks on the button expected to function a popup states that the 
²¦�öüë¦�½ï�ÖÜö�Ď¦ö�ë¦Ï¦�ï¦¢ɚ�jº¦�üï¦ë���Ö��Ï½�Ì�ÜÖ���ʃÏ¦�ëÖ�ÕÜë¦ʂ�Ï½ÖÌɚ�jº¦��ÜÖć¦ëï½ÜÖ��ÜüÏ¢�
�¦�öë��Ì¦¢ɚ�Oèö½ÜÖ�ÏÏĎɕ���ïüëć¦Ď���Ö��ïÌ�ºÜĈ�Õü�º�½Öö¦ë¦ïö�öº¦ë¦�½ï��Ö¢�½Ö�Ïü¢¦��Ö�¦Õ�½Ï�
ï½³Öüèɚ�(¦�öüë¦�ïöü��ïºÜüÏ¢�ÜÖÏĎ��¦�ëüÖ�²Üë���ïºÜëö�ö½Õ¦�öÜ�ÖÜö�²ëüïöë�ö¦�üï¦ëïɚ

DISCOVERY

Capabilities
Product, Design, Technology

DESIRABILITY VIABILITYFEASIBILITY

Buy a Feature

�üïöÜÕ¦ë�büèèÜëö�
Analysis

Discussion 
(ÜëüÕ

Clickable 
[ëÜöÜöĎè¦

[�è¦ë�[ëÜöÜöĎè¦

Feature Stub

[�½ë½Ö³ïɔ



13. Partner & Supplier Interview

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
# of key partner bids
@¦Ď�è�ëöÖ¦ë�²¦¦¢���Ì

jº¦ï¦�½Öö¦ëć½¦Ĉï��²Ü�üï�ÜÖ�²¦�ï½�½Ï½öĎ��ïè¦�öï��Ö¢��º¦�Ì�½²�è�ëöÖ¦ëï�Üë�ïüèèÏ½¦ëï���Ö��¦�
½ÖćÜÏć¦¢��Ö¢�½²�öº¦Ď���Ö�¢¦Ï½ć¦ë�Ĉº�öʄï�Ö¦¦¢¦¢ɚ��ë¦�Ì¦Ď�è�ëöÖ¦ëï���Ï¦�öÜ�ïüèèÏĎ�öº¦�Ì¦Ď�
resources or carry out the key activities needed for the solution?

DISCOVERY

Capabilities
Research

DESIRABILITY VIABILITYFEASIBILITY

böÜëĎ��Ü�ë¢

Brochure

Explainer Video

��ö��bº¦¦ö

Letter of 
3Öö¦Öö

Partner & Supplier 
Interview

[�½ë½Ö³ïɔ



 

14. Expert Stakeholder Interview

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
�čè¦ëö�bö�Ì¦ºÜÏ¢¦ë�(¦¦¢���Ì

jº¦�ïö�Ì¦ºÜÏ¢¦ëï��ë¦��ë½ö½��Ï�öÜ�öº¦�ïü��¦ïï�Ü²���èëÜÉ¦�ö�Üë�èëÜ¢ü�ö�ï½Ö�¦�öº¦Ď�èÏ�Ď���
ëÜÏ¦�½Ö�öº¦�¢¦�½ï½ÜÖ�Õ�Ì½Ö³�èëÜ�¦ïï�Ï�ö¦ë�ÜÖɚ�bö�Ì¦ºÜÏ¢¦ë�3Öö¦ëć½¦Ĉï��½Õ�öÜ�üÖ¢¦ëïö�Ö¢�
Ĉº�ö�½ï�½ÕèÜëö�Öö�öÜ�öº¦Õ��Ö¢�Ĉº�ö�Ì½Ö¢�Ü²�ë¦ïüÏö�öº¦Ď�¦čè¦�öɚ�3ÖćÜÏć½Ö³�öº¦Õ�¦�ëÏĎ�ÜÖ�
Ĉ½ÏÏ�Õ�Ì¦�½ö�¦�ï½¦ë�öÜ�³¦ö�öº¦½ë�ïüèèÜëö��Ö¢�öÜ�³�½Ö�ć�Ïü��Ï¦�½Öï½³ºöïɚ�3Ö�¦č�º�Ö³¦ɕ�½öʄï�
�ÏïÜ��¦Ö¦Ě�½�Ï�öÜ�öº¦�ïö�Ì¦ºÜÏ¢¦ëï�öÜ�Ï¦�ëÖ���Üüö�½¢¦Öö½Ě¦¢�üï¦ë�è�½Öï��Ö¢�Ö¦¦¢ïɚ

DISCOVERY

Capabilities
Research

DESIRABILITY VIABILITYFEASIBILITY

böÜëĎ��Ü�ë¢

�üïöÜÕ¦ë�
3Öö¦ëć½¦Ĉï Discovery 

büëć¦Ď

b�Ï¦ï�(Üë�¦�
Feedback

�üïöÜÕ¦ë�büèèèÜëö�
Analysis

Expert Stake-
holder Interview

[�½ë½Ö³ïɔ



15. Customer Support Analysis

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
�üïöÜÕ¦ë�(¦¦¢���Ì
Types of Feature Requests

3ö���Ö��¦��¦Ö¦Ě�½�Ï�öÜ��Ö�ÏĎĕ¦�¢�ö��²ëÜÕ��Ö�¦č½ïö½Ö³��üïöÜÕ¦ë�ïüèèÜëöɚ�jº¦�ë�Ĉ�¢�ö��
²ëÜÕ��üïöÜÕ¦ë�½Öö¦ë��ö½ÜÖï���Ö�ë¦ć¦�Ï�ÉÜ�ïɕ�è�½Öï��Ö¢�³�½Öïɚ�jº¦��üïöÜÕ¦ë�ïüèèÜëö�
ö¦�Õ���Ö����Ì�üè�öº¦½ë�½Öï½³ºöï�Ĉ½öº�¦ć½¢¦Ö�¦�ïü�º��ï�²¦¦¢���Ì�²ëÜÕ��üïöÜÕ¦ë�ïüè-
èÜëö���ÏÏïɕ�¦Õ�½Ïï�ɚɚɚ�¦ö�ɚ

DISCOVERY

Capabilities
Sales, Marketing, Research, Data

DESIRABILITY VIABILITYFEASIBILITY

�üïöÜÕ¦ë� 
3Öö¦ëć½¦Ĉï

Validation  
büëć¦Ď

�čè¦ëö�bö�Ì¦ºÜÏ¢¦ë�
3Öö¦ëć½¦Ĉ bè¦¦¢��Ü�ö

b�Ï¦ï�(Üë�¦�
Feedback

|¦��jë�²Ě�

Customer Support 
Analysis

[�½ë½Ö³ïɔ



16. Online Ad

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
ə�Ü²�üÖ½êü¦�ć½¦Ĉï
# of clicks
Click through rate

�Ö�ÜÖÏ½Ö¦��¢���Ö��¦���êü½�Ì�Ĉ�Ď�öÜ�ö¦ïö��üïöÜÕ¦ë�¢¦ï½ë��½Ï½öĎɚ��Ď�ÕÜÖ½öÜë½Ö³�ºÜĈ�Ĉ¦ÏÏ�
öº¦��¢�è¦ë²ÜëÕï�ɭ½Õèë¦ïï½ÜÖïɕ��Ï½�ÌöºëÜü³º�ë�ö¦ɕ��ÜÕÕ¦Ööïɕ�ïº�ë¦ï�ɚɚɚ�ɮ�½öʄï�èÜïï½�Ï¦�öÜ�
ö¦ïö�ºÜĈ�Ĉ¦ÏÏ�ë¦�¦½ć¦¢�öº¦�Ü²²¦ë½Ö³�½ï��Ö¢�ĈºÜ�½ï�½Öö¦ë¦ïö¦¢ɚ

DISCOVERY

Capabilities
Product, Design, Marketing

DESIRABILITY VIABILITYFEASIBILITY

�üïöÜÕ¦ë� 
3Öö¦ëć½¦Ĉï

b¦�ë�º�jë¦Ö¢� 
Analysis

b½ÕèÏ¦�B�Ö¢½Ö³�
[�³¦ bèÏ½ö�j¦ïö

[ëÜ¢ü�ö�
Box

bÜ�½�Ï�H¦¢½��
��Õè�½³Ö

Email Campaign

[�½ë½Ö³ïɔ



17. Sales Force Feedback

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
ə�Ü²�Ö¦�ë�ï�Ï¦�Õ½ïï¦ï
Feedback on reasons for sale blockers
Types of feature requests

jº¦�ï�Ï¦ï�²Üë�¦�½ï�½Ö��ÏÜï¦��ÜÕÕüÖ½��ö½ÜÖ�Ĉ½öº�öº¦��üïöÜÕ¦ëï�Ĉº½�º�Õ¦�Öï�öº¦Ď��ë¦���
ć�Ïü��Ï¦�ïÜüë�¦�²Üë��üïöÜÕ¦ë�²¦¦¢���Ìɚ�HÜë¦Üć¦ëɕ�öº¦�ï�Ï¦ï�²Üë�¦���Ö����Ì�üè�½Öï½³ºöï�
Ĉ½öº�¦ć½¢¦Ö�¦�²ëÜÕ�ï�Ï¦ï���ÏÏïɕ�¢�ïº�Ü�ë¢ïɕ�¦Õ�½Ïï�ɚɚɚ�jº¦�ë¦�ïÜÖï�ĈºĎ��üïöÜÕ¦ëï�Ĉ¦ë¦�
º¦ï½ö�Öö�öÜ��üĎ��Ö¢�Ĉº�ö��ë³üÕ¦Ööï�Õ�Ì¦�öº¦Õ��ÏÜï¦�öº¦�¢¦�Ï��ë¦�ĈÜëöº�½¢¦Öö½²Ď½Ö³ɚ

DISCOVERY

Capabilities
Sales, Research, Data

DESIRABILITY VIABILITYFEASIBILITY

�üïöÜÕ¦ë
3Öö¦ëć½¦Ĉï

Validation  
büëć¦Ďï

�čè¦ëö�bö�Ì¦ºÜÏ¢¦ë�
3Öö¦ëć½¦Ĉï

bèÏ½ö�j¦ïö

Buy a Feature

Sales Force 
Feedback

[�½ë½Ö³ïɔ



18. A Day in the Life

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
�üïöÜÕ¦ë�>Ü�ï
�üïöÜÕ¦ë�[�½Öï
�üïöÜÕ¦ë�)�½Öï
�üïöÜÕ¦ë�]üÜö¦ï

jº¦�¦öºÖÜ³ë�èº½��ë¦ï¦�ë�º�Õ¦öºÜ¢�ë¦ć¦�Ïï��üïöÜÕ¦ë�ÉÜ�ïɕ�è�½Öï��Ö¢�³�½Öïɚ��Ď�ÜÖÏĎ�
Ü�ï¦ëć½Ö³��üïöÜÕ¦ë��¦º�ć½Üë�½Ö���ë¦�Ï�ï¦öö½Ö³��Ö¢�Ĉ½öºÜüö�½Öö¦ë��ö½Ö³�½öʄï�èÜïï½�Ï¦�öÜ�
gather valuable insights around their experiences.

DISCOVERY

Capabilities
Research

DESIRABILITY VIABILITYFEASIBILITY

�üïöÜÕ¦ë�büèèÜëö�
Analysis

Discussion  
(ÜëüÕ

b¦�ë�º�jë¦Ö¢�
Analysis böÜëĎ�Ü�ë¢

bÜ�½�Ï�H¦¢½��
��Õè�½³Ö

|¦��jë�²Ě��
Analysis

A Day in the Life

[�½ë½Ö³ïɔ



19. Discussion Forums

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
jĎè¦ï�Ü²�ĈÜëÌɷ�ëÜüÖ¢ï
Types of feature requests

OÖÏ½Ö¦��½ï�üïï½ÜÖ�(ÜëüÕï���Ö��¦���³ë¦�ö�ïÜüë�¦�²Üë�½Öï½³ºöï�²ëÜÕ�èÜö¦Öö½�Ï��üïöÜÕ¦ëïɚ�
|¦�ï½ö¦ï�Ï½Ì¦�ë¦ć½¦Ĉ�èÜëö�Ïï���Ö��¦�ï�ë�è¦¢��Ö¢�öº¦�³�öº¦ë¦¢�¢�ö����Ö�üÖ�Üć¦ë�üÖÕ¦ö�
�üïöÜÕ¦ë�ÉÜ�ïɕ�è�½Öï��Ö¢�³�½Öïɚ�

DISCOVERY

Capabilities
Research, Data

DESIRABILITY VIABILITYFEASIBILITY

�üïöÜÕ¦ë�büèèÜëö�
Analysis

b�Ï¦ï�(Üë�¦� 
Feedback

b¦�ë�º�jë¦Ö¢�
Analysis |¦��jë�²Ě��

Analysis

�üïöÜÕ¦ë�
3Öö¦ëć½¦Ĉï

Email Campaign

[�½ë½Ö³ïɔ



20. Email Campaign

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
Open rate
Click rate
Bounces
Unsubscribes

�Õ�½Ïï��ë¦�¢¦èÏÜĎ¦¢���ëÜïï���ïè¦�½Ě��è¦ë½Ü¢�Ü²�ö½Õ¦�öÜ��üïöÜÕ¦ëïɚ�jº½ï�¦čè¦ë½Õ¦Öö�½ï� 
½¢¦�Ï�²Üë�êü½�ÌÏĎ�ö¦ïö½Ö³�ĎÜüë�ć�Ïü¦�èëÜèÜï½ö½ÜÖ�Ĉ½öº����üïöÜÕ¦ë�ï¦³Õ¦Ööɚ�)Ü�Ïï���Ö�
ć�ëĎ�²ëÜÕ�¢ë½ć½Ö³�öë�²Ě��öÜ���è�³¦�²Üë��ÜÖć¦ëï½ÜÖïɕ�ÜÖ�Ü�ë¢½Ö³�Ö¦Ĉ��üïöÜÕ¦ëïɕ��ü½Ï¢½Ö³�
öëüïöɕ��Ö¢�Ï¦�ëÖ½Ö³��üïöÜÕ¦ëï�Ö¦¦¢ï�öÜ�ë¦ɷ¦Ö³�³½Ö³�¦č½ïö½Ö³�Üë�ÏÜïö��üïöÜÕ¦ëïɚ

DISCOVERY

Capabilities
Product, Design, Marketing

DESIRABILITY VIABILITYFEASIBILITY

b½ÕèÏ¦�B�Ö¢½Ö³�
[�³¦

bÜ�½�Ï�H¦¢½��
��Õè�½³Ö

Explainer Video Concierge

bèÏ½ö�j¦ïö

Link Tracking

Email Campaign

[�½ë½Ö³ïɔ



21. Discovery Survey

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
ə�Ü²�²ë¦¦�ö¦čö��ÖïĈ¦ë�ë¦ïèÜÖï¦ï
ə�è¦ÜèÏ¦�Ĉ½ÏÏ½Ö³�öÜ��¦��ÜÖö��ö¦¢��²ö¦ë�ïüëć¦Ď

��¢½ï�Üć¦ëĎ�ïüëć¦Ď��ÜÖö�½Öï�Üè¦Ö�¦Ö¢¦¢�êü¦ïö½ÜÖï��Ö¢��½Õï�öÜ�ïº½Ö¦�Ï½³ºö�ÜÖ��üïöÜ-
Õ¦ë�ÉÜ�ïɕ�è�½Öï��Ö¢�³�½Öïɚ�jº¦�ïüëć¦Ď�½ï���³ë¦�ö�öÜÜÏ�öÜ�³¦ö���ÏÜö�Ü²�½Ö²ÜëÕ�ö½ÜÖ�²ëÜÕ�
¢½²²¦ë¦Öö�è¦ÜèÏ¦�Ĉ½öºÜüö�Ö¦¦¢½Ö³�öÜ�½Öö¦ëć½¦Ĉ�¦ć¦ëĎ�è¦ëïÜÖ�½Ö¢½ć½¢ü�ÏÏĎɚ�jº¦ë¦²Üë¦�öº¦�
êü¦ïö½ÜÖï�Ö¦¦¢�öÜ��¦��ë�²ö¦¢�½Ö����Ï¦�ë��Ö¢�èë¦�½ï¦�Ĉ�Ďɚ

DISCOVERY

Capabilities
Product, Research, Marketing

DESIRABILITY VIABILITYFEASIBILITY

�üïöÜÕ¦ë� 
3Öö¦ëć½¦Ĉï

bè¦¦¢��Ü�ö

bÜ�½�Ï�H¦¢½��
��Õè�½³Ö b¦�ë�º�jë¦Ö¢�

Analysis

Clickable 
[ëÜöÜöĎè¦

[�è¦ë�[ëÜöÜöĎè¦

Discovery Survey

[�½ë½Ö³ïɔ



22. Brochure

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
ə�Ü²��ëÜ�ºüë¦�ć½¦Ĉï
# of brochures taken
ə�Ü²�½Öö¦ëć½¦Ĉï
ə�Ü²�è¦ÜèÏ¦�ĈºÜ��ÜÖö��ö�ĎÜü
ˁ��Õ�½Ï��ÜÖć¦ëï½ÜÖ�^�ö¦ï

jº¦��ëÜ�ºüë¦�½ï���èºĎï½��Ï�Õ¦¢½üÕ�öº�ö�½Ö²ÜëÕï���Üüö�öº¦�èëÜ¢ü�ö��Ö¢��ÜÖć¦Ďï�öº¦�
èëÜ¢ü�öʄï�ć�Ïü¦�èëÜèÜï½ö½ÜÖɚ�j�ÏÌ½Ö³�öÜ�èÜö¦Öö½�Ï��üïöÜÕ¦ëï�Ĉ½ÏÏ��¦�ÕÜë¦�½Öï½³ºö²üÏ�Ĉ½öº�
the help of a brochure.

DISCOVERY

Capabilities
Product, Research, Marketing

DESIRABILITY VIABILITYFEASIBILITY

�üïöÜÕ¦ë� 
3Öö¦ëć½¦Ĉï

Buy a Feature

[ëÜ¢ü�ö��Üč [ë¦ï�Ï¦

Validation 
büëć¦Ď

Concierge

Discovery Survey

[�½ë½Ö³ïɔ



23. 3D Print

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
�üïöÜÕ¦ë�>Ü�ï
�üïöÜÕ¦ë�[�½Öï
�üïöÜÕ¦ë�)�½Öï
�üïöÜÕ¦ë�]üÜö¦ï

��ȑ��[ë½Öö¦ë�Ü²²¦ëï�öº¦�èÜïï½�½Ï½öĎ�öÜ�ë�è½¢�èëÜöÜöĎè¦���èºĎï½��Ï�ȑ�ɷÜ�É¦�ö�öº�ö���Ö��¦�
öÜü�º¦¢ɚ�jº¦��ÜÖ�¦èö���Ö��¦�Õ�¢¦�ö�Ö³½�Ï¦��Ö¢��üïöÜÕ¦ëï���Ö�½Öö¦ë��ö�Ĉ½öº�öº¦�Ü�É¦�öɚ

DISCOVERY

Capabilities
Design, Technology

DESIRABILITY VIABILITYFEASIBILITY

[�½ë½Ö³ïɔ

�üïöÜÕ¦ë�
3Öö¦ëć½¦Ĉï

[�ëöÖ¦ë�˽�büèèÏ½¦ë�
3Öö¦ëć½¦Ĉï�

use in:

[�è¦ë�
[ëÜöÜöĎè¦

[ë¦ö¦Ö¢�öÜ�OĈÖ
böÜëĎ�Ü�ë¢

B½²¦ɷb½ĕ¦¢�
[ëÜöÜöĎè¦

3D Print



24. Pretend to Own

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
�Ö³�³¦Õ¦Öö�BÜ³�ÜÜÌ

[ë¦ö¦Ö¢�öÜ�OĈÖ�½ï���ÖÜÖɷ²üÖ�ö½ÜÖ½Ö³�ÏÜĈ�Ě¢¦Ï½öĎ�èëÜöÜöĎè¦�öÜ�ë�è½¢ÏĎ�ö¦ïö���èëÜ¢ü�ö�½¢¦�ɚ�
3ö��ÜüÏ¢��¦�ï½ÕèÏĎ�Õ�¢¦�Üüö�Ü²���ë¢�Ü�ë¢ɚ�jº¦�èëÜöÜöĎè¦�½ï�üï¦¢�½Ö�öº¦�¢�ĎɷöÜɷ¢�ĎɷÏ½²¦�öÜ�
ï¦¦�ºÜĈ�Ĉ¦ÏÏ�½ö���Ö��¦�½Öö¦³ë�ö¦¢�½Ö�öº¦���öü�Ï�¦Öć½ëÜÖÕ¦Ööɚ�3ö���Ö��¦�ï¦¦Ö��ï���èë¦ɷïö¦è�
öÜ���Õü�º�º½³º¦ëɷĚ¢¦Ï½öĎ�èëÜöÜöĎè¦�öº�ö�ĈÜüÏ¢��¦Ö¦Ěö�²ëÜÕ�öº¦�¦�ëÏĎ�Ï¦�ëÖ½Ö³ïɚ

DISCOVERY

Capabilities
Design, Research

DESIRABILITY VIABILITYFEASIBILITY

[�½ë½Ö³ïɔ

�üïöÜÕ¦ë� 
3Öö¦ëć½¦Ĉï

böÜëĎ�Ü�ë¢

Brochure

��ö��bº¦¦ö

B½²¦�b½ĕ¦¢�
[ëÜöÜöĎè¦

Pretend to Own



25. Explainer Video

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
ə�Ü²�üÖ½êü¦�ć½¦Ĉï
# of shares
# of clicks
�ÜÕÕ¦Ööï

�ë¦�ö½Ö³��Ö�¦čèÏ�½Ö¦ë�ć½¢¦Ü�½ï���³ë¦�ö�Ĉ�Ď�öÜ�ć½ïü�ÏÏĎ�èë¦ï¦Öö����üï½Ö¦ïï�½¢¦��öÜ�öº¦�
�üïöÜÕ¦ëɚ�3ö�Õ�Ì¦ï�½ö�¦�ïĎ�²Üë�öº¦��üïöÜÕ¦ë�öÜ�³ë�ïè����ÜÖ�¦èö�Éüïö��Ď�Ĉ�ö�º½Ö³���Ĉ¦ÏÏ�
ïöëü�öüë¦¢�ïöÜëĎÏ½Ö¦�ïö�ëö½Ö³�²ëÜÕ�öº¦�èëÜ�Ï¦Õɕ�èë¦ï¦Öö½Ö³�öº¦�èëÜèÜï¦¢�ïÜÏüö½ÜÖ��Ö¢�
explain the value proposition.

DISCOVERY

Capabilities
Design, Product, Technology

DESIRABILITY VIABILITYFEASIBILITY

[�½ë½Ö³ïɔ

��ö��bº¦¦ö

böÜëĎ�Ü�ë¢

b½ÕèÏ¦�B�Ö¢½Ö³�
[�³¦ ��ë¢�bÜëö½Ö³

[ë¦ö¦Ö¢�öÜ�
OĈÖ

�Õ�½Ï� 
��Õè�½³Ö

Explainer Video



ȐȔɚ�|¦��jë�²Ě���Ö�ÏĎï½ï

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
# of sessions
# of drop-offs
�ÕÜüÖö�Ü²��öö¦Öö½ÜÖ�ć½��º¦�öÕ�èï

jº¦ë¦��ë¦���ÏÜö�Ü²�½Öï½³ºöï�öÜ�³�½Ö�²ëÜÕ��Ö�ÏĎï½Ö³�öº¦�Ĉ¦��öë�²Ě��ÜÖ�öº¦�èëÜ¢ü�ö�Ĉ¦�-
ï½ö¦ɚ�jº¦��ÜÏÏ¦�ö¦¢�¢�ö����Ö�ë¦ć¦�Ï��üïöÜÕ¦ë��¦º�ć½Üë�è�öö¦ëÖï��Ö¢�ïºÜĈ�Ĉº¦ë¦�öº¦�
ěÜĈ���Ö��¦�½ÕèëÜć¦¢�öÜ�¦Ö³�³¦��Ö¢�ë¦ö�½Ö��üïöÜÕ¦ëïɚ

DISCOVERY

Capabilities
Technology, Data

DESIRABILITY VIABILITYFEASIBILITY

[�½ë½Ö³ïɔ

b½ÕèÏ¦�B�Ö¢½Ö³�
[�³¦

�čöë¦Õ¦� 
[ëÜ³ë�ÕÕ½Ö³�bè½Ì¦

b½Ö³Ï¦�(¦�öüë¦�
H{[ �üïöÜÕ¦ë� 

büèèÜëö��Ö�ÏĎï½ï

Validation 
büëć¦Ď

bèÏ½ö�j¦ïö½Ö³

|¦��jë�²Ě���Ö�ÏĎï½ï



27. Referral Program

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
# of advocates
# of advocate shares
# of friends
# of friend clicks
# of friend conversions

��ë¦²¦ëë�Ï�èëÜ³ë�Õ�½Ö�¦Öö½ć½ĕ¦ï�¦č½ïö½Ö³��üïöÜÕ¦ëï�öÜ�ë¦²¦ë�öº¦�èëÜ¢ü�ö�öÜ�²ë½¦Ö¢ï��Ö¢�
²�Õ½ÏĎɚ�jº¦�ÖüÕ�¦ë�Ü²�ë¦²¦ëë�Ïï��ë¦���ïöëÜÖ³�½Ö¢½��öÜë�Ü²�º½³º��üïöÜÕ¦ë�ï�ö½ï²��ö½ÜÖ�Ĉ½öº�
öº¦�èëÜ¢ü�öɚ�jº¦�ë¦²¦ëë�Ï�èëÜ³ë�Õ�½ï���³ë¦�ö�Ĉ�Ď�öÜ�³ëÜĈ�öº¦��üïöÜÕ¦ë���ï¦�Üë³�Ö½��ÏÏĎɚ

DISCOVERY

Capabilities
Technology, Data

DESIRABILITY VIABILITYFEASIBILITY

[�½ë½Ö³ïɔ

�Õ�½Ï� 
��Õè�½³Ö

bÜ�½�Ï�H¦¢½�� 
��Õè�½³Ö

use in:

Link Tracking

b½ÕèÏ¦�B�Ö¢½Ö³�
[�³¦

bèÏ½ö�j¦ïö

Referral Program



28. Social Media Campaign

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
ə�Ü²�ć½¦Ĉï
# of shares
ə�Ü²��ÜÕÕ¦Ööï
# of clicks
# of conversions

����Õè�½³Ö�ÜÖ�ïÜ�½�Ï�Õ¦¢½��èë¦ï¦Ööï�öº¦�èëÜ¢ü�ö�öÜ���Ĉ½¢¦��ü¢½¦Ö�¦��Ö¢���Ö��ööë��ö�
Ö¦Ĉ��üïöÜÕ¦ëïɚ�bÜ�½�Ï�Õ¦¢½����Õè�½³Öï��ÏïÜ��½Õ�öÜ�½Ö�ë¦�ï¦�öº¦��ë�Ö¢��Ĉ�ë¦Ö¦ïï�
and in the end drive sales.

DISCOVERY

Capabilities
Technology, Data

DESIRABILITY VIABILITYFEASIBILITY

[�½ë½Ö³ïɔ

Explainer 
Video

b½ÕèÏ¦�B�Ö¢½Ö³�
[�³¦

ConciergeSocial Media 
Campaign



Validation Experiments
Type
Interaction Prototype
 Clickable Prototype
 Single Feature MVP
 Mash-up
 Concierge
 Life-Sized Prototype
Call to Action
 Simple Landing Page
 Crowdfunding
 Split Test
 Presale
 Validation Survey
Simulation
 Wizard of Oz
 Mock Sale
 Letter of Intent
 Pop-up Store
 Extreme Programming Spike



Validation Experiments

�ć½¢¦Ö�¦�böë¦Ö³öº

�ć¦ë�³¦�j½Õ¦�ɭb¦öɷüè�j½Õ¦ɕ�j½Õ¦�bè�Öɮ
0

1. D–F–V Letter of Intent 
2. D–F–V Extreme Programming Spike
3. D–F–V Simple Landing Page
4. D–F–V Clickable Prototype

5. D–F–V Concierge
6. D–F–V Pop-up Store
7. D–F–V Split Test
8. D–F–V Validation Survey

9. D–F–V Mock Sale
10. D–F–V Presale
11. D–F–V Wizard of Oz
12. D–F–V Single Feature MVP

13. D–F–V Life-Sized Prototype
14. D–F–V Mash-up
15. D–F–V Crowdfunding

1

2

3 4

5

6

7

8

9

15

2

3

4

5

2 3 4

1

10 11 12

13

14



1. Letter of Intent

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
ə�Ü²�BO3ï�ï¦Öö
ə�Ü²�BO3�ć½¦Ĉï
ə�Ü²�BO3�ï½³Ö�öüë¦ï
�üïöÜÕ¦ë��Ö¢�[�ëöÖ¦ë�]üÜö¦ï

�Ď�ï½³Ö½Ö³���Ï¦öö¦ë�Ü²�½Öö¦Öö����üïöÜÕ¦ë���Ö�ï½³Ö�Ï½ï¦�öº�ö�öº¦Ď�ĈÜüÏ¢��¦�Ĉ½ÏÏ½Ö³�öÜ�èüë-
chase the product. The letter of intent is not legally binding but captures the level of 
interest 

VALIDATION

Capabilities
Product, Technology, Legal, Finance

DESIRABILITY VIABILITYFEASIBILITY

[�ëöÖ¦ë�˽�büèèÏ½¦ë�
3Öö¦ëć½¦Ĉï

�üïöÜÕ¦ë� 
3Öö¦ëć½¦Ĉï

B½²¦ɷï½ĕ¦¢�
[ëÜöÜöĎè¦

[ë¦ï�Ï¦ï

b½Ö³Ï¦�(¦�öüë¦�
H{[

Letter of Intent

[�½ë½Ö³ïɔ



2. Extreme Programming Spike

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
Acceptance Criteria
^¦�ÜÕÕ¦Ö¢�ö½ÜÖ

jº¦�ïè½Ì¦��ÜÕ¦ï�²ëÜÕ�èëÜ³ë�ÕÕ½Ö³��Ö¢�½ï�ïÜÕ¦öº½Ö³�öº�ö�½ï�ï½ÕèÏĎ��Ü¢¦¢�öÜ�¦čèÏÜë¦�
èÜö¦Öö½�Ï�ö¦�ºÖ½��Ï�Üë�¢¦ï½³Ö�ïÜÏüö½ÜÖïɚ�jº¦��½Õ�º¦ë¦�½ï�öÜ��ÖïĈ¦ë���êü¦ïö½ÜÖ��ëÜüÖ¢�
²¦�ï½�½Ï½öĎɕ�ë�öº¦ë�öº�Ö��ö�¢¦Ï½ć¦ë½Ö³���ïº½èè��Ï¦�èëÜ¢ü�öɚ

VALIDATION

Capabilities
Product, Technology, Data

DESIRABILITY VIABILITYFEASIBILITY

[�ëöÖ¦ë�˽�büèèÏ½¦ë�
3Öö¦ëć½¦Ĉï

�ÜÜÕ¦ë�Ö³

Data 
bº¦¦ö

b½Ö³Ï¦� 
(¦�öüë¦�H{[

Extreme 
Programming Spike

[�½ë½Ö³ïɔ



3. Simple Landing Page

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
pÖ½êü¦�{½¦Ĉï
j½Õ¦�bè¦Öö�ÜÖ�[�³¦
�Õ�½Ï�b½³Öüèï

��ï½ÕèÏ¦�Ï�Ö¢½Ö³�è�³¦�öº�ö�èë¦ï¦Ööï�öº¦�èëÜ¢ü�ö�½ï�º¦Ïè²üÏ�öÜ�ö¦ïö�½²��üïöÜÕ¦ëï��ë¦�½Öö¦ë¦ïö¦¢�
½Ö�öº¦�ć�Ïü¦�èëÜèÜï½ö½ÜÖɚ�jº¦�Ï�Ö¢½Ö³�è�³¦�ïºÜüÏ¢�º�ć¦�����ÏÏ�öÜ���ö½ÜÖ�ɭ¦ɚ³ɚ��ɷH�½Ï�ï½³Öüèɮɚ�
�ÏïÜ�½ö�ïºÜüÏ¢�½Ö�Ïü¢¦�öº¦��üïöÜÕ¦ë�è�½Öïɕ�öº¦�ïÜÏüö½ÜÖ��Ö¢�öº¦��üïöÜÕ¦ë�³�½Öïɚ

VALIDATION

Capabilities
Design, Product, Technology

DESIRABILITY VIABILITYFEASIBILITY

Online Ads

�üïöÜÕ¦ë� 
3Öö¦ëć½¦Ĉï

bèÏ½ö�j¦ïö |½ĕ�ë¢�Ü²�
Oĕ

Validation 
büëć¦Ď

�üïöÜÕ¦ë�
3Öö¦ëć½¦Ĉï

Simple Landing Page

[�½ë½Ö³ïɔ



4. Clickable Prototype

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
j�ïÌ��ÜÕèÏ¦ö½ÜÖ
�üïöÜÕ¦ë�²¦¦¢���Ì

���Ï½�Ì��Ï¦�èëÜöÜöĎè¦�ï½ÕüÏ�ö¦ï���²üÖ�ö½ÜÖ½Ö³�ï�ë¦¦Ö�½Öö¦ë²��¦�½Ö�Üë¢¦ë�öÜ�ö¦ïö�öº¦� 
üï��½Ï½öĎ�Ĉ½öº�üï¦ëï�Üë��üïöÜÕ¦ëïɚ�3ö���Ö��¦�Ü�ï¦ëć¦¢�ºÜĈ�öº¦�üï¦ë�½Öö¦ë��öï�Ĉ½öº� 
öº¦�¢½ïèÏ�Ď¦¢�½Öö¦ë²��¦ɚ�3ö�½ï��º¦�è¦ë�öÜ�ïö�ëö�Üüö�Ĉ½öº����Ï½�Ì��Ï¦�èëÜöÜöĎè¦��¦²Üë¦� 
ïè¦Ö¢½Ö³�ÕÜÖ¦Ď�ÜÖ�¢¦ć¦ÏÜèÕ¦Öö��Üïöïɚ

VALIDATION

Capabilities
Design, Product, Technology, Research

DESIRABILITY VIABILITYFEASIBILITY

�üïöÜÕ¦ë� 
3Öö¦ëć½¦Ĉï

[�è¦ë� 
[ëÜöÜöĎè¦

�ÜÜÕ¦ë�Ö³ Explainer 
Video

böÜëĎ�Ü�ë¢

H�ïºɷüè

Clickable Prototype

[�½ë½Ö³ïɔ



5. Concierge

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
�üïöÜÕ¦ë�b�ö½ï²��ö½ÜÖ
# of purchases
j½Õ¦�½ö�ö�Ì¦ï�öÜ��ÜÕèÏ¦ö¦�öº¦�èëÜ�¦ïï

�ë¦�ö½Ö³����üïöÜÕ¦ë�¦čè¦ë½¦Ö�¦��Ö¢�¢¦Ï½ć¦ë½Ö³�ć�Ïü¦�Õ�Öü�ÏÏĎɕ�Ĉ½öº�è¦ÜèÏ¦�½Öïö¦�¢�Ü²�
üï½Ö³�ö¦�ºÖÜÏÜ³Ďɚ�pÖÏ½Ì¦�|½ĕ�ë¢�Ü²�Oĕɕ�öº¦�è¦ÜèÏ¦�½ÖćÜÏć¦¢��ë¦�Ü�ć½Üüï�öÜ�öº¦��üïöÜÕ¦ëɚ

VALIDATION

Capabilities
Design, Product, Technology, Legal, Marketing

DESIRABILITY VIABILITYFEASIBILITY

Feature  
böü�

Brochure

b½ÕèÏ¦�B�Ö¢½Ö³�
[�³¦ |½ĕ�ë¢�Ü²�

Oĕ

Referral 
[ëÜ³ë�Õ

H�ïºɷpè

Concierge

[�½ë½Ö³ïɔ



6. Pop-up Store

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
ə�Ü²��üïöÜÕ¦ë�ć½ï½öï
ə�Ü²�¦Õ�½Ï�ï½³Öüèï
�üïöÜÕ¦ë�(¦¦¢���Ì
# of presales
ə�Ü²�ÕÜ�Ì�ï�Ï¦ï
# of sales

��ë¦ö�½Ï�ïöÜë¦�öº�ö�½ï�Üè¦Ö¦¢�ö¦ÕèÜë�ë½ÏĎ�öÜ�ï¦ÏÏ�³ÜÜ¢ïɕ�üïü�ÏÏĎ���öë¦Ö¢Ď�Üë�ï¦�ïÜÖ�Ï�èëÜ-
¢ü�öɚ���èÜèɷüè�ïöÜë¦�½ï�½¢¦�Ï�²Üë�ö¦ïö½Ö³�²��¦ɷöÜɷ²��¦�½Öö¦ë��ö½ÜÖï�Ĉ½öº��üïöÜÕ¦ëï�öÜ�
ï¦¦�½²�öº¦ĎʅÏÏ�ë¦�ÏÏĎ�Õ�Ì¦���èüë�º�ï¦ɚ

VALIDATION

Capabilities
Product, Design, Legal, Sales, Marketing

DESIRABILITY VIABILITYFEASIBILITY

Online  
Ads

�üïöÜÕ¦ë� 
3Öö¦ëć½¦Ĉï

bÜ�½�Ï�H¦¢½��
��Õè�½³Ö Concierge

HÜ�Ì�
b�Ï¦ï

[ë¦ï�Ï¦ï

Pop-up Store

[�½ë½Ö³ïɔ



7. Split Test

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
jë�²Ě�
Control A Conversion Rate
Variant B Conversion Rate

bèÏ½ö�j¦ïö�½ï���Õ¦öºÜ¢�Ü²��ÜÕè�ë½Ö³�öĈÜ�ć¦ëï½ÜÖïɕ�Üèö½ÜÖ����³�½Öïö�Üèö½ÜÖ��ɕ��Ö¢�¢¦ö¦ë-
Õ½Ö½Ö³�Ĉº½�º�Ĉº½�º�ÜÖ¦�è¦ë²ÜëÕï��¦öö¦ëɚ�bèÏ½ö�j¦ïö�½ï�½¢¦�Ï�²Üë�ö¦ïö½Ö³�¢½²²¦ë¦Öö�ć¦ëï½ÜÖï�
Ü²�ć�Ïü¦�èëÜèÜï½ö½ÜÖïɕ�èë½�¦ïɕ��Ö¢�²¦�öüë¦ï�öÜ�ï¦¦�Ĉº�ö�ë¦ïÜÖ�ö¦ï��¦ïö�Ĉ½öº��üïöÜÕ¦ëïɚ

VALIDATION

Capabilities
Product, Design, Technology, Data

DESIRABILITY VIABILITYFEASIBILITY

�Õ�½Ï���Õè�½³Ö

�üïöÜÕ¦ë� 
3Öö¦ëć½¦Ĉï

Online Ads Brochure

�üïöÜÕ¦ë�
3Öö¦ëć½¦Ĉï

b½ÕèÏ¦�B�Ö¢½Ö³�
[�³¦

Split Test

[�½ë½Ö³ïɔ



8. Validation Survey

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
% disappointed
% likely to refer
ˁ����üë��Ď�Ĉº¦Ö��ÜÕè�ë¦¢�öÜ��üïöÜÕ¦ë�èëÜĚÏ¦

���ÏÜï¦¢ɷ¦Ö¢¦¢�êü¦ïö½ÜÖÖ�½ë¦�üï¦¢�½Ö�öº¦��ÜÏÏ¦�ö½ÜÖ�Ü²�½Ö²ÜëÕ�ö½ÜÖ�²ëÜÕ���ï�ÕèÏ¦�Ü²��üï-
öÜÕ¦ëïɚ��č�ÕèÏ¦ïɔ�b¦�Ö��ÏÏ½ï�j¦ïöɔ�ʂ0ÜĈ�¢½ï�èèÜ½Öö¦¢�ĈÜüÏ¢�ĎÜü��¦�½²�ĎÜü��ÜüÏ¢�ÖÜ�ÏÜÖ³¦ë�
üï¦�öº½ï�èëÜ¢ü�öɛ�{¦ëĎ�¢½ï�èèÜ½Öö¦¢ɕ�ïÜÕ¦Ĉº�ö�¢½ï�èèÜ½Öö¦¢ɕ�Üë�ÖÜö�¢½ï�èèÜ½Öö¦¢ɛʃ�ɭb¦�Ö�
�ÏÏ½ï�j¦ïöɮɟ�ʂ0ÜĈ�Ï½Ì¦ÏĎ�½ï�½ö�öº�ö�ĎÜü�ĈÜüÏ¢�ë¦�ÜÕÕ¦Ö¢�öº½ï�èëÜ¢ü�ö�öÜ���²ë½¦Ö¢�Üë��ÜÏÏ¦�³ü¦ɛ�
Ȏ�ɭÖÜö��ö��ÏÏɮ�öÜ�ȏȎ�ɭ¦čöë¦Õ¦ÏĎ�Ï½Ì¦ÏĎɮʃ�ɭI[bɮɚ

VALIDATION

Capabilities
Product, Marketing, Research

DESIRABILITY VIABILITYFEASIBILITY

b½ÕèÏ¦�B�Ö¢½Ö³�
[�³¦

b½Ö³Ï¦�(¦�öüë¦�
H{[

|½ĕ�ë¢�Ü²�Oĕ �üïöÜÕ¦ë�
3Öö¦ëć½¦Ĉï

Discovery 
büëć¦Ď

Referral 
[ëÜ³ë�Õ

Validation Survey

[�½ë½Ö³ïɔ



9. Mock Sale

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
ə�Ü²�üÖ½êü¦�ć½¦Ĉï
# of purchase clicks
ə�Ü²�èüë�º�ï¦�¦Õ�½Ï�ï½³Öüèï
ə�Ü²�èüë�º�ï¦�è�ĎÕ¦Öö
½Ö²ÜëÕ�ö½ÜÖ�ïü�Õ½öö¦¢

[ë¦ï¦Öö½Ö³���ï�Ï¦�²Üë�ĎÜüë�èëÜ¢ü�ö�Ĉ½öºÜüö�èëÜ�¦ïï½Ö³��ÖĎ�è�ĎÕ¦Öö�½Ö²ÜëÕ�ö½ÜÖɚ�HÜ�Ì�
ï�Ï¦�½ï�½¢¦�Ï�²Üë�¢¦ö¦ëÕ½Ö½Ö³�¢½²²¦ë¦Öö�èë½�¦�èÜ½Ööï�²Üë�ĎÜüë�èëÜ¢ü�öɚ�jº½ï���Ö��¦�¦½öº¦ë�
¢ÜÖ¦�½Ö���èºĎï½��Ï�ïöÜë¦�Üë��ÏïÜ�ÜÖ���Ï�Ö¢½Ö³�è�³¦ɚ�|º¦Ö��üïöÜÕ¦ëï��Ï½�Ì�ÜÖ�öº¦�èë½�¦�
Üèö½ÜÖ�ÜÖ�öº¦�Ĉ¦�ï½ö¦ɕ�ïºÜĈ���ʂĈ¦ʅë¦�ÖÜö�ë¦�¢Ď�Ď¦öʃ�èÜèɷüè�Ĉ½öº�¦Õ�½Ï�ï½³Öüè�²ÜëÕɚ� 
�Ď�½Öö¦³ë�ö½Ö³�Ĉ¦���Ö�ÏĎö½�ï�öº¦��ÜÖć¦ëï½ÜÖ�ë�ö¦ï���Ö��¦��º¦�Ì¦¢ɚ

VALIDATION

Capabilities
Design, Sales, Finance

DESIRABILITY VIABILITYFEASIBILITY

Online Ad

b½ÕèÏ¦�B�Ö¢½Ö³�
[�³¦

Brochure
�Õ�½Ï�

��Õè�½³Ö

b½Ö³Ï¦�
Feature 
H{[

�üïöÜÕ¦ë�
3Öö¦ëć½¦Ĉï

Mock Sale

[�½ë½Ö³ïɔ



10. Presale

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
ə�Ü²�üÖ½êü¦�ć½¦Ĉï
# of purchases
# of abandons

��ï�Ï¦�º¦Ï¢��¦²Üë¦��Ö�½ö¦Õ�½ï�Õ�¢¦��ć�½Ï��Ï¦�²Üë�èüë�º�ï¦ɚ�pÖÏ½Ì¦�ÕÜ�Ì�ï�Ï¦ɕ�ĎÜü��ë¦�
èëÜ�¦ïï½Ö³���ĚÖ�Ö�½�Ï�öë�Öï��ö½ÜÖ�Ĉº¦Ö�½ö�ïº½èïɚ�[ë¦ï�Ï¦�½ï�½¢¦�Ï�²Üë�³�ü³½Ö³�Õ�ëÌ¦ö�¢¦-
Õ�Ö¢��ö���ïÕ�ÏÏ¦ë�ï��Ï¦��¦²Üë¦�ĎÜü�Ï�üÖ�º�öÜ�öº¦�èü�Ï½�ɚ

VALIDATION

Capabilities
Design, Sales, Finance

DESIRABILITY VIABILITYFEASIBILITY

Online Ad

b½ÕèÏ¦�B�Ö¢½Ö³�
[�³¦

Brochure
Concierge

b½Ö³Ï¦�(¦�öüë¦�
H{[

|½ĕ�ë¢�Ü²�Oĕ

Presale

[�½ë½Ö³ïɔ



11. Wizard of Oz

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
�üïöÜÕ¦ë��ï�ö½ï²��ö½ÜÖ
# of purchases
j½Õ¦�½ö�ö�Ì¦ï�öÜ��ÜÕèÏ¦ö¦�öº¦�
process

�ë¦�ö½Ö³����üïöÜÕ¦ë�¦čè¦ë½¦Ö�¦��Ö¢�¢¦Ï½ć¦ë½Ö³�ć�Ïü¦�Õ�Öü�ÏÏĎɕ�Ĉ½öº�è¦ÜèÏ¦�½Öïö¦�¢�
Ü²�ïÜÏ¦ÏĎ�üï½Ö³�ö¦�ºÖÜÏÜ³Ďɚ�jº¦�Ö�Õ¦�|½ĕ�ë¢�Ü²�Oĕ�½ï�¢¦ë½ć¦¢�²ëÜÕ�öº¦�ÕÜć½¦ɕ�Ĉº¦ë¦�
ĎÜü�º�ć¦���ë¦êü¦ïö�öº�ö�½ï�º�Ö¢Ï¦¢��Ď���è¦ëïÜÖɚ�pÖÏ½Ì¦��ÜÖ�½¦ë³¦ɕ�öº¦�è¦ÜèÏ¦�½ÖćÜÏć¦¢�
�ë¦Öʅö�ć½ï½�Ï¦�öÜ�öº¦��üïöÜÕ¦ëɚ

VALIDATION

Capabilities
Design, Product, Technology, Legal, Marketing

DESIRABILITY VIABILITYFEASIBILITY

(¦�öüë¦�böü�

Brochure

b½ÕèÏ¦�B�Ö¢½Ö³�
[�³¦ �ëÜĈ¢²üÖ¢½Ö³

Referral 
[ëÜ³ë�Õ

H�ïºɷüè

Wizard of Oz

[�½ë½Ö³ïɔ



12. Single Feature MVP

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
�üïöÜÕ¦ë�b�ö½ï²��ö½ÜÖ
# of purchases
Cost

��²üÖ�ö½ÜÖ½Ö³�Õ½Ö½ÕüÕ�ć½��Ï¦�èëÜ¢ü�ö�Ĉ½öº�öº¦�ï½Ö³Ï¦�²¦�öüë¦�Ö¦¦¢¦¢�öÜ�ö¦ïö�ĎÜüë��ï-
ïüÕèö½ÜÖɚ�b½Ö³Ï¦�(¦�öüë¦�H{[�½ï�½¢¦�Ï�²Üë�Ï¦�ëÖ½Ö³�½²�öº¦��Üë¦�èëÜÕ½ï¦�Ü²�öº¦�ïÜÏüö½ÜÖ�
ë¦ïÜÖ�ö¦ï�Ĉ½öº��üïöÜÕ¦ëïɚ

VALIDATION

Capabilities
Design, Product, Technology, Legal, Marketing, Finance

DESIRABILITY VIABILITYFEASIBILITY

Concierge

|½ĕ�ë¢�Ü²�Oĕ

b½ÕèÏ¦�B�Ö¢½Ö³�
[�³¦ �ëÜĈ¢²üÖ¢½Ö³

Validation 
büëć¦Ď

�üïöÜÕ¦ë�
3Öö¦ëć½¦Ĉï

Single Feature MVP

[�½ë½Ö³ïɔ



13. Life-Sized Prototype

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
�üïöÜÕ¦ë�ÉÜ�ï
�üïöÜÕ¦ë�è�½Öï
�üïöÜÕ¦ë�³�½Öï
�üïöÜÕ¦ë�²¦¦¢���Ì
ə�Ü²�ïü��¦ïï²üÏ�ÕÜ�Ì�ï�Ï¦ï
ə�Ü²�¦Õ�½Ï�ï½³Öüèï

B½²¦ɷï½ĕ¦¢�èëÜöÜöĎè¦ï��ë¦�½¢¦�Ï�²Üë�ö¦ïö½Ö³�º½³º¦ë�Ě¢¦Ï½öĎ�ïÜÏüö½ÜÖï�Ĉ½öº��üïöÜÕ¦ëï��ö���
ïÕ�ÏÏ�ï�ÕèÏ¦�ï½ĕ¦ɕ��¦²Üë¦�¢¦�½¢½Ö³�öÜ�ï��Ï¦�ĎÜüë�ïÜÏüö½ÜÖɚ

VALIDATION

Capabilities
Product, Design

DESIRABILITY VIABILITYFEASIBILITY

Buy a Feature

��ö��bº¦¦ö

�üïöÜÕ¦ë�
3Öö¦ëć½¦Ĉï

HÜ�Ì�
b�Ï¦ï

Explainer 
Video

�ëÜĈ¢²üÖ-
ding

Life-Sized Prototype

[�½ë½Ö³ïɔ



14. Mash-up

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
�üïöÜÕ¦ë�b�ö½ï²��ö½ÜÖ
# of purchases
Cost

H�ïºɷüè�½ï���²üÖ�ö½ÜÖ½Ö³�Õ½Ö½ÕüÕ�ć½��Ï¦�èëÜ¢ü�ö�öº�ö��ÜÖï½ïöï�Ü²��ÜÕ�½Ö½Ö³�ÕüÏö½èÏ¦�
¦č½ïö½Ö³�ï¦ëć½�¦ï�öÜ�¢¦Ï½ć¦ë�ć�Ïü¦ɚ��Üü�Ö¦¦¢�öÜ�è½¦�¦�öÜ³¦öº¦ë�ÕüÏö½èÏ¦�¦č½ïö½Ö³�ö¦�ºÖÜ-
ÏÜ³½��Ï��ÜÕèÜÖ¦Ööï�öÜ�¢¦Ï½ć¦ë��Ö�Üć¦ë�ÏÏ�ïÜÏüö½ÜÖɚ�H�ïºɷpè�½ï�½¢¦�Ï�²Üë�Ï¦�ëÖ½Ö³�½²�öº¦�
ïÜÏüö½ÜÖ�ë¦ïÜÖ�ö¦ï�Ĉ½öº��üïöÜÕ¦ëïɚ�

VALIDATION

Capabilities
Product, Design, Technology, Legal, Marketing, Finance

DESIRABILITY VIABILITYFEASIBILITY

b½ÕèÏ¦�B�Ö¢½Ö³�
[�³¦

bÜ�½�Ï�H¦¢½��
��Õè�½³Ö

Explainer Video Concierge

bèÏ½ö�j¦ïö

Link Tracking

Mash-up

[�½ë½Ö³ïɔ



15. Crowdfunding

Cost

b¦öɷüè�j½Õ¦

j½Õ¦�bè�Ö�

�ć½¢¦Ö�¦�böë¦Ö³öº
Referrers
ə�Ü²�üÖ½êü¦�ć½¦Ĉï
ə�Ü²��ÜÕÕ¦Ööï
ə�Ü²�ïÜ�½�Ï�Õ¦¢½��ïº�ë¦ï
# of pledges
[Ï¦¢³¦��ÕÜüÖö

(üÖ¢½Ö³���èëÜÉ¦�ö�Üë�ć¦Ööüë¦��Ď�ë�½ï½Ö³�Õ�ÖĎ�ïÕ�ÏÏ��ÕÜüÖöï�Ü²�ÕÜÖ¦Ď�²ëÜÕ���Ï�ë³¦�
ÖüÕ�¦ë�Ü²�è¦ÜèÏ¦ɕ�öĎè½��ÏÏĎ�ć½��öº¦�3Öö¦ëÖ¦öɚ��ëÜĈ¢²üÖ¢½Ö³�½ï�½¢¦�Ï�²Üë�²üÖ¢½Ö³�ĎÜüë�Ö¦Ĉ�
�üï½Ö¦ïï�ć¦Ööüë¦�Ĉ½öº��üïöÜÕ¦ëï�ĈºÜ��¦Ï½¦ć¦�½Ö�ĎÜüë�{�Ïü¦�[ëÜèÜï½ö½ÜÖɚ

VALIDATION

Capabilities
Product, Design, Marketing, Finance

DESIRABILITY VIABILITYFEASIBILITY

Online Ads

bÜ�½�Ï�H¦¢½��
��Õè�½³Ö

b½ÕèÏ¦�B�Ö¢½Ö³�
[�³¦ �Õ�½Ï�

��Õè�½³Ö

b½Ö³Ï¦�(¦�öüë¦�
H{[

�üïöÜÕ¦ë�
3Öö¦ëć½¦Ĉï

Crowdfunding

[�½ë½Ö³ïɔ



Pop-Up
Store

Crowd-
fundingExplainer 

Video

Experiment running order
B2C

�Ȑ��0�ë¢Ĉ�ë¦�b¦êü¦Ö�¦

3D PrintPaper
Prototype

Search Trend 
AnalysisCustomer 

Interview

�Ȑ��bÜ²öĈ�ë¦�b¦êü¦Ö�¦

Wizard of Oz
Mock SaleClickable  

Prototype

Email 
CampaignSimple  

Landing Page

Online AdCustomer 
Interview

�Ȑ��b¦ëć½�¦ï�b¦êü¦Ö�¦

Concierge
PresaleEmail  

Campaign

Simple  
Landing PageOnline Ad

Search Trend 
AnalysisCustomer 

Interview



Presale

Data Sheet

Partner & Supplier 
Interviews

Pop-Up Store

Letter of Intent

Partner & Supplier 
Interview

Data Sheet

Buy a Feature

Experiment running order
B2C, B2B2C, Highly regulated

�Ȑ�Ȑ��Ĉ½öº��Ȑ���čè¦ë½Õ¦Öö�ö½ÜÖ�b¦êü¦Ö�¦

Concierge

Presale

Explainer 
Video

Simple
Landing Page

Online Ad

Customer 
Interview

0½³ºÏĎ�ë¦³üÏ�ö¦¢�b¦êü¦Ö�¦

Brochure

Explainer 
Video

Storyboard

Sales Force 
Feedback

Customer  
Support Analysis

Validation 
Survey

A Day in  
the Life



Crowdfunding

Letter of  
IntentMash Up MVP

Experiment running order
B2B

�Ȑ��0�ë¢Ĉ�ë¦�b¦êü¦Ö�¦

Data 
Sheet3D Print

Paper
PrototypeCustomer 

Interview

�Ȑ��bÜ²öĈ�ë¦�b¦êü¦Ö�¦

Single  
Feature MVPPresale

Clickable 
PrototypeBoomerang

Discussion 
ForumsCustomer 

Interview

�Ȑ��b¦ëć½�¦ï�b¦êü¦Ö�¦

Concierge
Presale

Brochure

Customer Sup-
port AnalysisExpert Stakeholder 

Interview


