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Adevinta's
Product Discovery
framework



Discovery vs. Delivery

Discovery track Delivery track
Understand problems and Implement solutions that
opportunities, define and validate deliver value to our users
hypotheses, while reducing and clients.

uncertainty in the value delivery.



Discovery vs. Delivery

Problem Discovery Solution Discovery Delivery
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The concept of dual track
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Created by Desiree Sy. Popularized by Marty Cagan and Jeff Patton.



Who participates in Product Discovery?

Permanent contributors

Product Manager Product Designer Support contributors

Data Analyst 1+ Tech Representative UX Researchers Dev Ops Legal

Punctual contributors

/ \ People informed

Managers Other Teams

Developers BizDev Sales

Marketing Customer Support



Phases of Adevinta's Product Discovery model
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The Product Discovery process is not linear

O P A



e Align the team on the
©, ~

desired objective

e Capture and map

Alignment & opportunities

Capture

e Prioritize the opportunity
\_ ) we will focus on




We align on the desired objective

Our objective must be actionable
and measurable by the
responsible teamin a
self-sufficient manner and will
mark the scope of the discovery.

Objective
Key
Results

Framework created by Andrew Grove.



We detect opportunities

Vertical Commu

Add Research

Leveraging existing
knowledge

Type of research that lives here:

» Usability tests « ABtests « Qualitative research

« Personas « User journeys « Quantitative research

Carrying out new research
Filters 457 pieces of research, start exploring!

RESEARCH TYPE




We give structure on the opportunity space

=

OPPORTUNITY OPPORTUNITY

OPPORTUNITY OPPORTUNITY OPPORTUNITY ?
SOLUTION SOLUTION SOLUTION
—  EXPERIMENT EXPERIMENT
—  EXPERIMENT EXPERIMENT
—  EXPERIMENT

Created by Teresa Torres.

A More info at: https://www.producttalk.org



Do's and Don'ts

What's an opportunity?

e The distance between a person's expectations and reality.
e Aninsight, a piece of evidence.

What's not an opportunity?

e  Functionalities, solutions and ideas are not opportunities.
e  Assumptions are not opportunities.
e  Opinions are not opportunities.

How to find opportunities?

e  Through exploratory research.
e  Picking up insights and observations from previous

investigations.

How are opportunities formulated?




© Map opportunities

1. Structure each branch of the tree. Go
create each branch and check these

points:
. increase the buyer's confidence
2.  All the opportunities grouped together in the individual seller
must be sufficiently different from | |
eaCh Other. He needs someone q 7 — Fe:rthauhe:larwill
toguideim nthe ¥ elers honesty. e B

3. Review parent-child relations: solving [ — | | ——

You need to

1 141 1 F f the
C h I I d O p p O rt U n It I e S S h O U I d p a rt I a I Iy Fear that cars Fear that the . have . payre:ern‘: phaese, Fear that the car e ‘!m e
are not up to seller will omit "::::‘a:;‘:" it's an important has hidden ::::::::;L::l“::
. date or available car information expense for vices
solve the parent opportunity. personwho e afersale

4. See if any brothers are missing from
each set based on all the information
you have.



© Assess opportunities in an orderly manner

First give priority to the parents and then the children of the opportunity that comes out as
the highest priority.

Fear that the car will

i ne.eds someone You need to trust the Fear of falling into a have a problem
to guide him in the 5 B
. seller's honesty. scam shortly after buying
buying process. it
|
[ I I I
VeEELE Fear of the
a) Fear that the
Fear that cars Fear that the . . payment phase, Fear that the car o
o o information p o seller will not be
are not up to seller will omit it's an important has hidden .
f P P about the A held responsible
date or available car information expensefor ~ vices
person who them. after sale
sells




© Talk about each of the axes of each opportunity

There is no need to evaluate vser impact
all opportunities. Try to reach 8-
the lowest level of the branch
that you prioritize. i
Yo:eng ::)o:::tty t'he ._> Factors for the company ./\ ¥ § ] § § g § i A e N Market potential
G ®
\\.’,’



@ Alternatively, use a spreadsheet

Opportunity Assessment Template

1

File Edit View Insert Format Data Tool

- o~ P 100% ~
A

Opportunity List

£

Users want to see the profile of the

person who contacted them to
assess their trustworthiness
Users want to exchange more
information about the article to
create more confidence in the
transaction

Buyers want to skip negotiations to

not waste time or feel
uncomfortable
Opportunity 4
Opportunity 5
Opportunity 6
Opportunity 7
Opportunity 8
Opportunity 9
Opportunity 10
Opportunity 11
Opportunity 12

= - 0
s Help Last edit was made on 23 November 2021 by Ariadna
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e Better understand the
prioritized opportunity

Identify and investigate the
assumptions and

knowledge gaps we have

Clearly define the problem
to be solved




The Opportunity Canvas as —
an Alignment Facilitator

Solution Ideas Hypothesis

It helps identify everything we know

Opportunity Canvas ™

(and don't know) about the selected [ o e
opportunity.
A - Created by Jeff Patton

More info at: https://www.jpattonassociates.com/



The Opportunity Canvas

Opportunity Canvas

Adevinta
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Devise solutions for the
selected opportunity

Prioritize solutions

Define the hypotheses to
be validated




One opportunity, multiple solutions




Validation

|dentify and prioritize the
highest risk assumptions

Define the validation plan

Run the necessary
experiments

28



We identify risks before developing

Which assumptions
are you making to
support your
hypothesis?

Which ones would
make your solution fail
if they weren't true?

A

Do users need/want

. We beji
li
it? ‘\\ that OUreve
SOlutjop is
altractjy,q to
DeOp/e Who
Y a car
Desirability
\\e
e e e
\i\]“a\ mne d
we stor® o
mee’ﬁs w \e\Je\
q\,\'\"ed.
‘e{ secuﬂW
Feasibility

L
Can we do it?

Viability

Should we

2 do it?

We believe that
users will be
willing to pay
€45 for our
service.



We choose the appropriate validation method

Feature Stub
When choosing a
Discussion
Card Sorting
: Forums
method, take into —
Desirability Cognitive Walkthrough
account the — —
Link tracking Email campaign
a S S u m p't i O n ‘to b e Data Sheet Discovery survey User/customer interview
Clickable prototype Dogfood Buy a feature  Storyboard
va I I d ate d ) t h e I eve I Of Human Operated tests Explainer video Expert stakeholder interview
Validation survey Simple landing page ~ Mock sale
confidence needed, Feasibility e
. Techpical y
and the time and Review B0y
interviews Competitive
Extreme Analysis
resources you have. A
A Libro recomendado: “Testing business ideas”
L Autor de mapping assumptions y Testing business ideas: David J Bland 31



Techniques toolkit

\

Alignment &
Capture

/

J

OPPORTUNITY
TREE

DISCOVERY
PLAN

Explore &
Research

OPPORTUNITY
CANVAS

RESEARCH
METHODS

Ideation &
Hypothesis
Generation

IDEATION
TECHNIQUES

PRIO
TECHNIQUES

Validation

VALIDATION
CANVAS

VALIDATION
TECHNIQUES

31



5 tips for
Product Discovery



1. Visualize: different work types

Product Development

To do In progress Review Done



2. Visualize: team’s workflow

Visualize your team’s real t \ \ J :
workflow including the discovery @ kil %

and delivery part. - e
m 1 : Eva j X
ju 5] o A




2. Visualize: team’s workflow

Product Development

To do In progress Review Done



2. Visualize: team’s workflow

Product Development

Todo In Progress Review Done To do In progress Review Done

> Discovery Track >> Delivery Track




3. Limit Work in Progress

Product Development

rTTTTT TS T T T T 17 T T Tt T T oI T Ty
To do | In Progress :: Review :: Done To do :: In progress Review
1 " 1! n

| WIP limit | WIP limit | WIP limit : WIP limit

> Discovery Track >> Delivery Track




4. Slice Discovery work items

Split discovery work into
different activities

Timebox your work items.

nindependent /
negotiable

el

estimable
small

NN DO




4. Slice Discovery work items

To do

Define
survey
participants

Send
the
survey

In progress Review
Define Design
survey the

questions survey

Sprint 1

Done



4. Slice Discovery work items

To do In progress Review Done

Design
the
survey
- Define

survey
questions

Define
survey
participants

Send
the

Sprint 1 -




5. Discuss Discovery in team’s ce

- Daily Syncs
- Planning meetings
- Demos and Product Reviews

- Retrospectives
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