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FILE A CLAIM

Accident Checklist

M

Be Safe

Check for any injuries and attend to
anyone who needs help. Move the
cars to a safe place with the hazard
lights on, but do not leave the scene.

Record the Incident

Survey the accident scene and take
pictures of everything you see,
including the license plate on the
other driver's vehicles when
possible. Exchange names, phone
numbers, and insurance information
with the other drivers, and take
pictures of their driver licenses.

il T-Mobile & 4:27 PM il T-Mobile = 4:33 PM

FILE A CLAIM

FILE A CLAIM

M

Incident Details

Step 1:Please take 4

photos of the damage. Did the airbag(s) deploy?

e “

Is the vehicle driveable?

Take your photographs in a well-
lit area.

3 >

Focus on the damage. Get a mix of close-
ups and full shots for context.

Yes No

Is there damage on your vehicle that is
unrelated to this incident?

ves “

Please rate your damage severity based
on dropdown below:

ratoh Qarana Qmall ding

FIGURE 1-1

Various screens within Metromile’s claims flow
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The strategy that you develop for your product ought not evolve in isola-

tion. Even though the value of user experience is clear, your over-arching
reasons for providing something should be considered with equal weight.

Jesse James Garrett describes the phrase Experience Strategy thusly:
Experience Strategy = Business Strategy + UX Strategy

A mental model helps you visualize how your business strategy looks com-
pared to the existing user experience. Thus, it is a diagram that can support

your experience strategy.

FIGURE 1-2
Sidebar from the book Mental Models © 2008 Rosenfeld Media, LLC
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The Business Model Canvas

Designed for:

Designed by:

Date: version:

Key Resources

& )

¢

2

Relationships '

Channels

Segments

12

Cost Structure

L)

Revenue Streams

CICIOICNO]

DESIGNED BY: Business Model Foundry AG
The makers of Business Model Generation and Strategyzer

FIGURE 2-2

® Strategyzer

strategyzer.com

Business Model Canvas: Nine business model building blocks, Osterwalder, Pigneur, et al. 2008
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PROBLEM SOLUTION UNIQUE VALUEPROPOSITION | UNFAIR ADVANTAGE CUSTOMER SEGMENTS
KEY METRICS CHANNELS

EXISTINGALTERNATIVES HIGH-LEVELCONCEPT EARLY ADOPTERS
COSTSTRUCTURE REVENUE STREAMS
FIGURE 2-3

Lean Canvas: Adapted from The Business Model Canvas, Ash Maurya, 2010

Research — Design | Source — Manufacture ¥ Market ¥ Sell ¥ Service

FIGURE 2-4

The traditional value chain
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Marheineke Markthalle
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FIGURE 2-7
| view my route options

FIGURE 2-9

At the platform, | see from
the sign that the tram is on
schedule
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FIGURE 2-8

| view the overall journey
and walk to the tram
platform
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FIGURE 2-10
| see that I'm approaching
the second of seven stops
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FIGURE 2-11

My phone alerts me to get
off at the next stop

FIGURE 2-13

The train enters the station
at the expected time
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FIGURE 2-12

At the U-bahn platform, |
see the best section to sit
on the train

v Get off soon at I‘
W Mehringdamm \\
= Change to platform U7 '\
SELet - Rudow Ny
P s
= OK
% Ride 7 stops to 10 min
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My phone alerts me
to prepare to change
platforms at the next stop
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walk route and put my daughter at the flea market

phone away on time
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WAIT, WHAT DOES YOUR STARTUP DO? > ==«

AIRBNB
FOR
WEDDING VENUES

REFRESH

FIGURE 3-2
A machine-generated value proposition that says “Airbnb for Wedding Venues”

Value-conscious spouses-to-be in Los Angeles

Description

Engaged person in their 30s
Lives in Los Angeles

Employed full-time

Behaviors Needs & Goals

Looks at parks and gardens as possible venues Dreams of a formal mid-sized wedding
Does wedding planning on her lunch hour and on Wants the ceremony to be outdoors
weekends

Needs the total cost to stay within budget

Open to compromise to save money
Needs an easy way to learn more about venues

Has used Airbnb to find unique places to stay without having to call each one

FIGURE 3-4
Bita’s provisional persona for a value-conscious bride-to-be in Los Angeles
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COMPETITIVE ANALYSIS MATRIX

‘Airbnb for Weddings is an
online marketplace for listing URL of Website or App Store
Login Credentials Funding Rounds

and renting private properties Location G ing
as wedding venues.
DIRECT COMPETITORS

Wedding Spot Is an online marketplace that aliows

. i com |wedding planners to search, price, and book Ralsed $3.2M in 2 rounds from 3 lead | Venue listing
Wedding Spot — - p Wedding2020! wedding venues. 2013 investors fee/advertising
Iwed il.com |Here Comes the Guide provides nation-wide
Here Comes the Guide om ing20201 wedding vendor [5tings (5 SpoUses-0-be. 1989 Fully funded by the founder Advertising
" com Weddings provides wedding service Allinclusive wedding
Wedgewood Weddings om | T = ) packages with 40+ partnering venues across the 1986 Unknown venue package for
P Wedding2020! USS. to spouses-to-be. customers
COMPETITORS
IPO'd In 2005; privatized in 2018 to Lmb:ln :ﬂ:eﬂlsi:l; ‘("stipﬂgd
The Knot is an all-inclusive wedding website be owned by Permira Funds and | subseriptions; being
y wonderfulweddi jl.com |providing planning tools and a business platform Spectrum Equity, current investors in |y local vendor is their

The Knot hittps://wwtheknot.com password: Wedding2020! that connects spouses-to-be with wedding 1686 Wedding Wire. Raised $19.6M in3 |primary revenue stream.

vendors, including wedding venues. rounds before 4/15/199 from 3 lead |National advertising.

investors
; is a global
com
Wedding Wire : om " engaged couples with local wedding 2007 Raised $381.1M in 5 rounds Vendor advertising
‘Wedding2020!
P professionals.
Iwedk il HitchBird Is & wedding website providing
HitchBird hittps:/fwww.hitchbird.com o 20201 com wedding vendor listings in the Asian (2015 ::;“"‘;“"":"";""2'61“;"“‘"‘ of money in | svertising
g Pacific region to spouses-to-be around the world.

Competitive research spreadsheet example

Discover new keywords

START WITH KEYWORDS

START WITH A WEBSITE

Enter products or services closely related to your business

I Add another keyword

Try not to be tao specific o general. For example, 'meal
delivery" is better than "meals® for a food delivery
business

@ English (default) @ United States

Enter a domain to use as a filter

GD hitps://

GET RESULTS

Learn more

Using your site will filter out services, products, or
brands that you donit offer

FIGURE 4-8

The Google Ads Keyword Planner tool for accessing Google data about the popularity of search terms
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q “wedding venues"

Broaden your search: 4 outdoor event venues + event venues + private function venues + formal event venues + party venues +  weddil

Y Excludeadultideas ADD FILTER 595 keyword ideas available
[J  Keyword (by relevance) - Avg. monthly searches =~ Competition Ad impression share | Top of page bid (low range) ~ Top of page bid (high range)
Keywords you provided
[J  wedding venues 100K-1M  Low - $0.90 $3.50
Keyword ideas
[J  wedding venues near me 100K-1M  Low - §1.03 $3.68
[ venues near me 10K-100K  Low - $0.91 $4.50
[ cheap wedding venues 10K-100K  Medium - $085 $2.99
[0  outdoor wedding venues 10K -100K  Low - 5095 $3.00
[J  wedding reception venues 1K-10K  Low - $1.01 $3.91
[0  small wedding venues TK-10K  Low - $0.97 $4.50

FIGURE 4-9

A partial keyword result set screen that was generated by the Google Ads “Discover new keywords”

function

crunchbase pro [SREEIENREIEES

Advanced v

4 UPGRADE NOW

Lists ¥

e e

Resources v Account ¥

Search Companies

B2 Companies & People Investors
. 44 results
Filters CLEAR (2)
. [ Organization Name -
APPLY PREFERENCES /s
O 1. o= Hunliji
[ Overview « (2) ®
o 2 a Wedding Spot
Description Keywords %
E.g 'RegTech’ ‘Account-t O = @ evenre
venue X
o s . Arrow Park
Headquarters Location O s @ seom
sndustry 2 0O o @ mheHitch
Q. Eg. SaaS, Android, Clouc
o Mayflower Venues
Wedding X
o s Canvas
Number of Employees
1 10001+ o o e Funkey Token Inc.
Founded o 1w oldmill

FIGURE 4-11

$ Funding Rounds

>+ Acquisitions

Description v

Hunlijiis a wedding planner application that helps
couples in China with the planning and sharing of

Wedding Spotis an online marketplace that allows
users to search, price, and book wedding venues.

EVENTupiis the #1 destination to find and book
venues.

Arrow Park is a provider of wedding and event venue
intended to provide a scenic, noncommercial, and

Fintech startup focused on making dream weddings
affordable for more US couples

The Hitch is a marketplace for discovering and
booking wedding venues.

Mayflower Venues finds and customizes unique
spaces like farms, fields, orehards and beaches to

Canvas s a simple and easy o use platform which
takes away the hassle of finding the perfect venue for

Saas, Big Data, Blockchain, Hospitality, Consumer, Bar
& Tavern Events, App, green technology, clean

OldMill provides picturesque settings for events,
meetings, dining, wedding venue and for outdoor

® Schools

Headquarters Location v

Hangzhou, Zhejiang, China

San Francisco, California, United S...

Chicago, lllinois, United States

Monroe Township, New Jersey, Uni.

Boston, Massachusetts, United Sta.

Brooklyn, New York, United States

Boston, Massachusetts, United Sta...

London, England, United Kingdom

Calgary, Alberta, Canada

Toronto, Ontario, Canada

) Events

@ Hubs
B8 EDIT VIEW
1= CBRank (Com... v
18,195
36,623
45,954
76,712
128,039
129,296
145,959
184,734
394,207

432,107

Crunchbase Pro’s result set screen after searching organizations in the wedding industry

EXPORT TO CSV

SAVE SEARCH

Q Saved

Industries v

Apps, Event Management, Wedding

Events, Internet, Location Based S..

Event Management, Events, Marke...

Event Management, Events, Weddi..

Consumer Lending, Credit, E-Com..

Business Intelligence, Content Dis...

Event Management, Online Portals, ..

Event Management, Events, Music

Analytics, Apps, Blockchain, Brewi..

Events, Hospitality, Qutdoors, Wed.
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COMPETITIVE ANALYSIS MATRIX

Your Value Prop Goes Here URL of Website or App | 4gin Credentials Value Proposition
Store Location

DIRECT COMPETITORS

Competitor Name 1

Competitor Name 2

Competitor Name 3

Competitor Name 4

Competitor Name 5
add more rows if needed

INDIRECT COMPETITORS
Competitor Name 1
Competitor Name 2
Competitor Name 3
Competitor Name 4
Competitor Name 5

add more rows if needed

FIGURE 4-12
Competitive Analysis Matrix tool (partial view)

Monthly Traffic: 53.52K views Wedding venues

Twitter: 233k followers, numerous daily posts
Wedding planning tools |Facebook: 796k followers, active daily posts
Local vendors Instagram: 1.4m followers, actively daily posts
Wedding content YouTube: 18.9K followers, weekly videos

Pinterest: 397k followers, active pin boards

Monthly Traffic: 11.5 Million views

Wedding venue listings in 50 states;
700+ venues in Los Angeles

Category: Lifestyle > Weddings it is #1

FIGURE 5-3

Highlighted cells showing color-coding of meaningful attributes
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SWOT Analysis from the

Competitor's Perspective
WEDDING SPOT

Strength:

Product features: The Spot Estimate feature increases price transparency. The side-by-side
venue comparison feature simplifies the user experience in the initial venue research phase. By
providing this price estimation tool to wedding planners, Wedding Spot builds trust between the
platform and the users, and reduces the time spent on responding to undesired leads for venues.

Weakness:

User experience: Since Wedding Spot is a two-sided marketplace and does not have control
over pricing, users will still need to reach out to venues to ask for final quotes based on their
actual needs. This makes the pricing estimate not as useful.

Branding: There is a lack of human touch in Wedding Spot's brand. The choice of website photos
and the copies feel venue-centric but not user-centric.

Opportunity:

New user segment: The Knot could leverage its wedding vendor resources to provide premium
wedding venue packages to the customer segment who want professional wedding venue
services without worrying about price surcharges.

Threat:

Begulation: Online advertising faces threats from intensifying regulations, and consumers are
increasingly aware of the distinction between advertisement and organic search results, which
challenges the company to prove the viability of their current business model.

FIGURE 5-7
Direct competitor analysis example (Wedding Spot)

Airbnb for Weddings - Key Features

1. Aresult set of options showing affordable yet amazing wedding venues

2. An Al-powered engine that guides the customer seamlessly through
wedding preference decision points and then outputs customized
wedding packages along with low-cost alternatives

3. Acoordination system that helps the customers execute the wedding

plan with timely reminders for tracking vendors and activities

FIGURE 6-6
The key features for Airbnb for Weddings
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Search mill & <HAA | 7 ] Search wll & 3:56 PM
FILE A CLAIM FILE A CLAIM
N All Other Claims
What type of incident are you reporting? How did it happen? Please answer to the
best of your knowledge.
Select Incident Type v
I Hit Other
Other Hit Me ()
We hit each other
Done
Several Vehicles
What type of vehicles were involved?
Collision Motor Vehicle o
Fire
Theft & Vandalism Bus

Train

FIGURE 6-6 FIGURE 6-7

Customer selects the type of incident Customer chooses important details

2I3PM il T-Mobile & 4:25 PM
Select Location FILE A CLAIM
1, San Francisco, Califorria 94103, V.0 n Incident Details
-

DAMAGE DETAILS

Select the primary area on the car where
the damage is the most severe from this
incident.

12 1 2

[

SOUTH OF e 0 4
MARKET o5 it
SELECT LOCATION
i 4
FIGURE 6-8 FIGURE 6-9

Customer pinpoints incident location on a map Customer indicates the areas of damage
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il T-Mobile = 4:29 PM 7 ] sea09 InVision ¥ 8:00 PM

100% (=)

FILE A CLAIM REPAIR SHOP

94107

Step 2: Please take the 6 photos
of your vehicle as instructed
below:

o
4
&

i B s
&

avy Wil
anY Hig

& Pacheco St

(Mote: Metromile will enly accept the
first 6 photos, All other photos will not

be uploaded.) o @um{ﬂﬂ\ St
Puintara St

ot

ang

SIN= e

£ g
2 z
/@(’ S g | (2 FORE
~A C i~ —1 Gth Ave
a:}cfcj,\:_(\ o g Rivera St e

San®

Front Corner Front Corner
(Driver Side) (Passenger Side)

If you already have a repair shop in mind,

[f’?}ﬁg ,eE.u . © Caliber Collision
=X (3L_J@ 5=y 123 Market St.
San Francisco, CA 94107

Back Corner Back Corner Distanch 0.2 miles
(Passenger Side) (Driver Side)

© Caliber Collision
123 Market St.

o San Franzisco, CA 94107
Cistance 0.2 miles
VIN X o
Odometer (Corner of © Caliber Collision
i i i 123 Market St.
7 E\ea.-dhl :g A\ Ar:mnfSh:ildf?r San Francisco, CA 94107
FIGURE 6-10 FIGURE 6-11

Customer is prompted to take photos Customer views a result set of repair shops

@ cmail il & 2:08 PM 0+ @ cmail will = 2:10 PM PR
& metromile.com
& metromile.com h
Policy Coverage X

Your policy covers up to $/day up to $ for the
total. In
allote

We Pick You Up

event that yo
amount indicated on your policy,
those will be considered out of pocket

expenses and will be handled by Enterprise

Looks like you scheduled a repair at
Caliber - Alhambra - 1130 E Main St,

Alhambra, CA 91801
Rent-A-Car upon pick up.
To check on estimated rental prices, visit Would you like us to pick you up at this
www.enterprise.com or call 1-855-266 location?
9289.
== C t &
o A = om,:ac $%8%
B0 45244
P = Standard $ 5§ $

H - @ si5L|sd YES

NO, I'LL SET A DIFFERENT LOCATION

< G @ -

FIGURE 6-12 FIGURE 6-13
Customer selects between car rental options

Customer is prompted with next step options
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Number Of Wedding Guests
50

Wedding Date
2021-05-03

Wedding Budget
$10,000

Wedding City State
Los Angeles, CA

beautiful yet affordable wedding. wedding.

1. Spouse-to-be is having a hard time planning a 2. She enters the major details of her ideal

Catered by Veggie Grill LJ MESSAGES
¥ 1 Entrée Buffet Airbnb for Weddings
« Wine and Beer

¥ v 98000

Catered by Reel Inn
 2-Entrée Buffet

« Open Bar
o/ 3 Tier Cake

packages. must get done.

—

now

Hi Louise. Please contact “Veggie Grill” at 323
| 305 5388 to confirm the delivery time of your
catering order #030866 for your wedding.

4. She selects from a set of customized wedding 5. She receives timely reminders of tasks that

3. She sees a result set of available wedding
venues.

6. The couple has a wonderful wedding without
breaking their budget!

FIGURE 6-17

Storyboard showing value innovation for the spouses-to-be

TradeYa 1.0 - Before Lean (2011)

1.2 Homepage
(1oggacin view)

1.1 Homepage sgnon
L

2.5 My TradeYa

. . -

21 Registraion J|228Brouser 23Browse 24 Brouse 25.1My- 252 Messag 26 Statc Ino
(flows 1925.5) Search Resuls Profies Groups. Trades ing System Pages
tomDotat_|_"proio Do
Lo Wy 253 Watched 254 Account
Settings.
2550 256Edt
— o B Profie Friends | Groups

toms o

40 nitateTrade
Process

Aca Por.
sana o

KEY [ rempies st
] e

Modsl Layers Views

FIGURE 7-5

TradeYa’s site map before and after we went Lean

TradeYa MVP - After Lean (2012)

1.0 Browse Al

TradeYas

Mo !

L

250005 20 TradeYa 20 Submit 4.0 Static

Lorem ltem Page TradeYa Page Template
2.1 Make an

KEY [ pooerompises

T 7 WodsiLoyrs

Figure 7-6 shows the before and after of the homepage wireframes.
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TradeYa - Before Lean (2011) TradeYa - After Lean (2012)

Tradeval T
1% B2 | [ 7] | [Ficsegoes [7] [Fd] ~ Addv Frofiesy Guipsw MyTrdevar

<Joes> Killer Stuff

Start Trading!
e 09 58 B8
m Today's Trade =i

“Jared Krause' fs trading: ‘Brand new Apple TV in the box’

Offers for ‘Jared's’: Brand new Appla TV in the box

Aaont Pecert [

5Usiatp1 | | 50shdp 2

E‘ Reef Snorkeling Package R

u Grow your business AR

Video Studio = Business Consulting aE

Recently Viewed

FIGURE 7-6

TradeYa’s homepage before and after we went Lean

Trade
(s ]

ad
Start Trading!

Every 3 days we
post something new 1o trade.

Los :na;;r::;:eg;

Today's Trade

Jaime Levy is trading: User Experience Design Consulting / Mentoring

2 hours of my time (5350 value) either as a 1:1 mentor or helping you figure out a business
model and the user experience for an online product concept.

FIGURE 7-7
My own trade of the day on TradeYa



For UX Strategy Audible/Audiobook - Images to accompany your listening!

S Y
Jewn needs to get towork, @ She puts in her demeKov‘ Che qets malkimedal voule ophons

@ bat becaure o(?ehdmc.%'u, awd desired arvival time. @ oud picks the Fostest owe fhat uses
be late. on air shutile.

wWopk

K

Q

Che aets tovu-by=tuen ey moukhly pass, so she Jenn woles it do work su Hwe,
@ Qelng. diveckiows ko e ® %ttsuiesa\la:o&:“-¥0 e atese © Jom '
pick vp poiut. boording .

FIGURE 7-8
Jessica’s hand-drawn storyboard

'\‘ Adobe Creativity & Design v Adobe XD Features v Pricing v  Learn & Support v

Home / Adobe Creative Cloud |/ AdobeXD | Features / UlKits

Navigo Bauhaus-Inspired

Create a ridesharing app with 60+ Create a travel companion app or website Use historic typography created by a master
customizable screens, plus dozens of that includes flight, hotel, activity listings, and of the Bauhaus, and re-created by Céline.
components and elements for navigation, buttons for social sharing,

etc.

D

FIGURE 7-9
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A sample of Adobe XD Ul kits that Jessica used

Destination Details

ol erizon T 542 PM -

Where to?

Current Location - 4114 Higuera &

Let's get you there

Q | Whereta?

Home
1234 Carson Ave. Culver City
Recent Place

3751 Wilshire Blvd, Los Angeles Check Routes

Air Pickup Air Payment

il vierizan B 542 PM - ool verizan

Your Ride

E Route shutties are black with
yellow stripes and pick up in the
E Route waling area.

All you have o do Is pay for your
ride in the app. hop in the E
Raute line. and you'll be invited
onto the next available shuttle.

Our shuttles are designed for
simplicity and developed for
safaty. Our dedicated team will
monitar your shuttle remately, so
You can take in the sights. listen ta
music, rest for a bit, or get some
work done as you make it to your
destination in record time. We'll
handio the restt

Take this ride for free

Pay for this ride only
$33.00 (6.6 miles @ S5/mi)

Board al Culver City Slation

FIGURE 7-10
Jessica’s artboards for her prototype screens

FIGURE 7-11

Route Options Route Overview Walking Directions
ol Verizon ¥ E:42PM - ol Verizon 5:42 PM _ - ol Verizan ¥ 542 PM -
= .

*  CunientLocalion - 4114 Higuera St Cutvar

® 3781 Wishre B, Los Angeles. CAS00T0

 Driving

A?Iaae Filter options

Fastest Routes

Most Scenic Routes

- Qs < {7 -8 -ED- %2 BB Q207§ 21
I, 18 min $47.50 5, 1 mir
weet -Eil-d 29 Total Fare Estimate T —m—
Nt 524 44, 543 Pi b r $24.25 $35.75
Air 33100 (6.8 miles @ S5} )
Bus: 52.75 r Lindblade St
Other Routes 0.34 mi

& - @33 o @7 (EEA - & 43

&b Walk to Culver City Station (2.2 mi) 4

Boarding Directions Bus Directions

ol v il Verzon B 542 PM -

Satellite

3 H207 207 Bus 3 stops 7
Board at Wilshire ! 5 La Brea 58 PM
Wistise | Mighiand
Wistics ! Rossmare
Wiltics | Lurerrie
Wiistics | Gramarcy

Wilshire | Glympiz

Board al Culver City Station 50 PM Get off at Wiishire [ Western £95 PM

Jessica’s linked prototype reference (see the full prototype at https://adobe.ly/2XcL30R)


https://adobe.ly/2XcL3OR
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1. Value Proposition: A platform to rent electric vehicles on an hourly
basis

2. Experiment Type: User Research Study with Prototype

3. Start/End date: March 2020

4. Experiment Details: Interviewing five people online
that were recruited with a Craig's List ad and shown

the prototype for feedback

once a month because they need to run errands.

purpose? How frequently might you
use the service?

7. Minimum
5. Hypotheses Below 6. Validation Questions Below Success
Criteria
Hypothesis # 1 (Value Proposition): Can you envision a need for renting a [80% positive
Customer segment would like to rent a car on an hourly basis at least |car on an hourly basis? For what feedback

Hypothesis # 2 (Business Model):

What do you think the right price

80% positive

than for round trips.

round-trips?

Customer segment will pay at least $15 an hour to rent a car. would be to rent a car by the hour? |feedback
Hypothesis # 3 (Key Feature #1): Do you think you would use this 60% positive
Customer segment is more likely to use this service for one-way trips |service more for one-way trips or feedback

Hypothesis # 4 (Key Feature #2):
Customer segment cares about the proximity of the car more than the
car price/type/quality/year.

What is important to you for renting a
car for a 1-3 hour trip? Prompts: 1)
price 2) proximity 3) type of car 4)
ease-of-use in terms of transaction

60% positive
feedback

FIGURE 8-5

Nico’s filled-out version of the User Research Experiment Design tool

SET-UP (3-5 MINS)

(couple of hours to a day)?

Can you tell me how you get access to a car for a short period of time

for a short period of time?

What are the issues you have encountered when you need to get a car

about the experience?

Have you tried any car-sharing services (i.e. Turo) and can you tell me

FIGURE 8-8

Nico’s setup questions from his user research interviews
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FIGURE 8-9

The first few screens from Nico’s car-sharing prototype “Ourly” (patent pending)

PROTOTYPE DEMO (20 MINS)

Screen 1 - Home/Search

| would like you to reserve a car for a couple hours. Look at this first
screen, tell me how you would go about selecting a car.

What types of things might you do with a short-term rental?
Screen 2 - Search Results

Looking at the filters, can you rank them in order of importance to you?
(key feature #2 validation)

Screen 3 - Item Detail

Is there any information missing from this screen that you would want to
know before renting this car?

Do you think that the price per hour is high or low for renting a car?
(business model validation)

FIGURE 8-10
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HYPOTHESES VALIDATION (3-5 MINS)

Can you envision a need for renting a car on an hourly basis?
(value proposition validation)

How frequently might you use this service? (value proposition validation)

Do you think you would use this service more for one-way trips or
round-trips? (key feature #1 validation)

FIGURE 8-11

Nico’s hypotheses validation questions

Looking for people to give feedback on a new carsharing app (PAID)

Hi! I work for a startup that is developing a mobile app that allows individuals to rent cars on an

hourly basis. I am looking to interview Los Angeles residents ONLINE about the product to get Tk

your honest feedback and test a prototype. You must have a valid driver's license. |
+

The interview will take about 30 minutes and will be conducted over video conference (using :

Zoom which is free to download), so we can all stay safe at home. However, you will need to have -'___-,‘

a webcam on a computer and a decent Internet connection. The interview will take place on

Saturday, March 28th during the day and we can book the exact time after we talk. Participants

will receive $15 via Venmo for compensation. If you are interested, please reply with your phone

number and a good time to reach you to further discuss this opportunity.

FIGURE 8-12
Nico’s Craigslist advertisement for recruiting participants

USER RESEARCH STUDY RECRUITMENT TOOL

mmumw'w When wasthe How long do

Name R . Email Address  Availability I roopriatefor |asttimeyou  youusually  Additional Notes
2= rentedacar?  renta car for?

lan Curtis 310-949-1686  |icurtis@gmail.com All day Saturday Confirmed 9:50 AM 3 last month 2 days

Peter Hook 213-366-7950  |pete_h@yahoo.com Any time after 11AM Confirmed 12:00 PM 3 last week day trip

Deborah Woodruffe 424-361-3483  |debw76@hotmail.com All day Saturday Confirmed 2:40 PM 3 last month 3-4 hours

’Ehephen Morris 661-758-7844 [ morris1964@gmail.com 1PM Saturday Confirmed 3:30 PM 3 last weekend 1 hour to a weekend

Cate Le Bon 213-411-5331 |catecat31@yahoo.com _|All day Sunday backup 2 4 months ago 10 days

Kurt Cobain 818-746-2776 _|kurtco@yahoo.com All day Sunday backup 2 2 months ago 5 days

Pete Shelley 626-306-8945 | p.shelley@gmail.com Not provided backup 2 2 months ago 2-3 weeks Sounded like he was lying

Mark E. Smith 805-506-3931 lemsmith5656@gmail.com |All day Saturday backup 2 last summer 2 weeks Was rude

[Kim Gorden 124-369-5253 |Kimmie9d@gmail.com All day Saturday ‘awaiting response

Bernard Sumner 310-679-1438  [bernard2323@mac.com 10AM Saturday awaiting response

Patti Smith 323-824-2323  |patti4386@gmail.com All day Saturday awaiting response

Steve Albini ‘ET 8-368-4577  [steve.albini@gmail.com Sunday 1:30PM-8PM need to contact

‘Deborﬂh Harry ‘626—869—3883 debharry@hotmail.com All day Sunday rejected 1 never

FIGURE 8-13

Participant screener and schedule
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USER RESEARCH STUDY (INTERVIEWS):

A 5 c |
USER RESEARCH STUDY (INTERVIEWS):
(I March 28-29, 2020
Ourly
2
ERll PARTICIPANT INFO |
4 Name of Interviewee lan Curtis Peter Hook f
5 Contact Email [pete_h@yanoo.com
5 Contact Phone, 310-949-1686 213-366-7950
7 Time of Session 11:00 AM 12:00 PM
0
0

Hi <name> 'm Nico. | am conducting this study because my team

You will be paid at the end of the interview. Thank you o much for ogle Photos

hoing e s st

Can you tell me how you get fora short period of et “Turo when in a new city |Has heard of Turo, people get confus.
42 time (couple of hours to a day)? People put ad on CL to rent out their
4» What are the issues you youneed o geta, car was crappy and overpriced

car for time?

Have you tried any car-sharing services (-e. Turo) and can you tell | Would borrow Gar from friend or famiy. | Rental Gar, her car i oid, depends o
i me about the experience? Or use Turo if in new city (but on his

rent's accou

[

[l PROTOTYPE DEMO (20 MINS)

16 Screen 1 - Home/Search
Twould Iike you to reserve a car for a couple hours. Look at this | Drag on the map 1o the closest car where,
first screen, tell me how you would car. | want to start my trip from

Would use the search bar

Fomn

18 What types of things might you do with a short-term rental? Ikea for furniture Run errands, grocery store, bank:

19 Screon2- Search Results [

o Looking atth ters, an you rank fhem I order of Fpertance o | rce, distance, ange Gstance, i, range o
u? (key experience #2 validation) #

21 Scraen 3 - tem Datail

View Artboard

+

= Userinterviews - +] <

FIGURE 8-14

Nico’s desktop configuration during his user interviews

Screen 13 - Trip Summary

If you had a rental car for just a couple of hours, how | 40-60 miles 40 miles 10-20 miles for city driving,
many miles do you think you would drive? 75-150 miles for longer trip
Screen 14 - Host Portal

Would you consider renting out your driveway to one | Yes would consider being a Yes but it depends on how Yes because when she gets to
of the fleet vehicles? host much she got paid drive it, it would be convenient
Other than being compensated for renting out your Security clause so the host The access is not a big deal Testimonial upstream to

spot and having personal access to a car, is there knows what to expect since she could walk close by |encourage people to be a host
something else that would convince you to be a host? and get a car

FIGURE 8-15
Snippet of Nico’s notes from his online interviews

ANALYSIS SECTION Validation summ

Did the partipant validate key feature 1? (yes or no) no yes yes
Did the partipant validate key feature 2? (yes or no) yes no yes
Did the partipant validate the value proposition? (yes or no) yes yes yes
Did the partipant validate the business model? (yes or no) yes yes yes

FIGURE 8-16
Analysis section for summarizing your hypothesis validation results



For UX Strategy Audible/Audiobook - Images to accompany your listening!

® © 06 © © o v Value Proposition Validated
83.3% of participants said they would like to rent a car on
an hourly basis at least once a month because they need
to run errands.

i @ e e B v Business Model Validated
100% of interviewees approved of the “pay by the
hour” model and said they would sign up to be a “host”
in order to make additional money.

e > /-~ Key Insights
w Participants are more likely to use this service for one-way trips.
Participants care more about price and proximity than the type of car.
Many participants preferred a monthly membership model.
FIGURE 8-17

Slide summarizing the results of Nico’s user research study

Awareness

Interest

Action

FIGURE 9-3
Stages of the AIDA marketing funnel



For UX Strategy Audible/Audiobook - Images to accompany your listening!

1. Value Proposition: An app for|4. Experiment Details: Running one ad on Facebook at two
booking automated cashless different audiences. Each ad campaign will have a 350-400€
custom car washes. budget and will start on the same date. Compare the

2. Experiment Type: Landing outcomes of the ad campaigns and the landing pages.

Page Experiment

3. Start/End date: Wednesday
April 22, 2020 through
Wednesday April 29, 2020

7. Minimum

.H hesis Bel . Validation Method Bel

5. Hypothesis Below 6. Validation Method Below Success Criteri
Drivers in German urban cities |Run one Facebook ad at two different [1% CTR on the
are likely to want this service geographical customer segments in | Facebook ads, 5%

more than drivers in rural areas. |Germany. Send the click throughs for |Conversion (people
each audience to identical versions of |clicking on the

the landing page and compare the download app button)
conversion rates and the CAC. on the landing page

FIGURE 9-8
Landing Page Experiment Design tool in the UX Strategy toolkit

< ¢ @ © & https://www.einfach-autowaschen.de - @ W YinD ® & =

EinfachAutoWaschen

WERDE
BARGELDLOS,

KONTAKTLOS, -

PROBLEMLOS, e

DEN DRECK LOS

A l(".(lu‘w:;‘k' p\ay
Uber unsere App kénnen Kunden einfach
und smart ihre Fahrzeugwésche buchen
und bezahlen: ob UnlimitedWash fur
unbegrenzte Waschen, bequem Guthaben
aufladen mit WashWallet oder mit
SingleWash fur Einzelwaschen.

FIGURE 9-9
Top section of Volkswagen Group Services GmbH Einfach AutoWaschen landing page
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y - » DEINE VORTEILE
- P s Anstehen, austeigen und Bargeld gehéren
i jetzt der Vergangenheit an:

BARGELDLOS OHNE LANGES SUCHEN
Bate wohlen Sie zwischen B Bezahle kontaktlos ohne Kleingeld Finde teilnehmende Partner in deiner
> @ Uber die App N&he mit der digitalen Map.
BEQUEM OPTIONALE FLATRATE
Buche direkt aus dem Auto dein Einmal zahlen - all you can wash!
Waschprogramm,
SCHNELL ANLAGEN VOM
Keine Wartezeiten an der Kasse. RZRRIEULIRER
Dein sauberes Auto - gewaschen von

modernsten WashTec-Anlage.

FIGURE 9-10
Key features section of Volkswagen Group Services GmbH Einfach AutoWaschen landing page

FEEDBACK

EINE AUSWAHL AN NUTZERSTIMMEN

Tolle Idee und gute Umsetzung. Macht den Kauf einer Autowasche sehr einfach und komfortabel. Und
mit den Flatrate Waschangeboten spart man sich auch Geld und Zeit! Kann diese App nur jedem der
oft sein Auto wascht empfehlen.

BMW-Bernd

FIGURE 9-11
Testimonial section on Volkswagen Group Services GmbH Einfach AutoWaschen landing page

Einfach Auto waschen .o
Gesponsert

Noch nie war das Autowaschen so einfachl
Lade unsere App herunter, buche deine
Wasche bequem per .. Mehr anzeigen

EINFACH

S

D s

WASCHEN €
-

WERDE BARGELDLOS,
KONTAKTLOS, PROBLEMLOS, gy
DEN DRECK LO {

EINFACH-AUTOWASCHEN.DE
Wasche jetzt in deiner Nihe MEHR DAZU
@ @ Abdallah Alkhani und Pia Whoever

[b Gefallt mir [:] Kommentieren 7> Teilen

FIGURE 9-12

Volkswagen Group Service’s Einfach AutoWaschen Facebook ad
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Shorten your daily commute forever. Be one of
the first to try out LA's new flying taxi service.

FlyAbove see

Sponsored - &®

Tired of sitting in traffic? Stressed out by the
long daily commute to work?

FLYABOVE.APP

Try FlyAbove—LA's New LEARN MORE

Flying Taxi Service

[ﬂ) Like D Comment &> Share

FIGURE 9-13

FlyAbove

Sponsored

FLYABOVE.APP
FlyAbove Will Get You There

LEARN MORE

Jessica’s two different Facebook ads, one focusing on the problem and one on the solution

Bid

Ad Set Name Strategy Budget
Problem Ad Lowest cost $5.00
Link Clicks Lifetime
Solution Ad Lowest cost $5.00
Link Clicks Lifetime

FIGURE 9-14

Jessica’s Facebook ad campaign results

|ﬁ} Like (J) comment &> Share
Results Reach Impressions S
Result
43 1,402 1,425 $0.12
Link Clicks Per Link Click
1 1,150 1,216 $0.45
Link Clicks Per Link Click
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L U a4 5 11.62% .

— Problem Standard .
vola.website/page? a o visitors  conversions  conversion rate "

i (S I Y 1 9.09% .

— Solution Standard o .
vola.website/pagei o o visitors  conversions  conwversion rate "

FIGURE 9-15
Jessica’s Unbounce landing page results

Online Smoke Test mit , Einfach Auto Waschen*

Raum Liéndliche

BN Region
Duration 5 Tage 8 Tage

Costs 350€ 400€

Impressions 55.647 90,362

wru‘;lull—ﬂ:iﬂbtkr:n:J|a:)m'L:EN|JQWNmm)lmnzu — i 20,525
— Link Clicks 510 581
Conversions 18 56

HIER GEHTS WEITER ZUM APP DOWNLOAD

Conversion Rate 3.53% 9.64%

CAC 19.44€ 7.14€

FIGURE 9-16

Volkswagen Group Services GmbH Einfach AutoWaschen landing page experiment results with urban city on left and
rural city on right ( numbers have been altered for confidentiality reasons)



