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Adevinta Global presence

Source: 1. Company information FY22 including JVs; 2. Company information, as of Feb 2023; 3. Company information, as of Feb 
2023, including JVs; 4. Company information, as of Dec2022 

+8.000
Employees3

+2.5 bn
Monthly visits4

1.644 €
Million revenue1  
(+12 % in Spain)
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We are the largest group of classifieds in 
Spain

1. Comscore MMX Multi-Platform, Total Audience,  
monthly average nov 2020; 2. Company information

212 million €
revenues3

New ads 
daily2+50K

million
UU/month117

1.200 employees4

9
Source: 1. Comscore multiplatform Feb 2022; 2. Company information, as of Dec 2022; 

3. Company information, as of Dec 2022; 4. Company information, as of Oct 2022 



Adevinta's 
Product Discovery 
framework
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Discovery vs. Delivery 
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      Delivery track
Implement solutions that 
deliver value to our users 
and clients.

      Discovery track
Understand problems and 
opportunities, define and validate 
hypotheses, while reducing 
uncertainty in the value delivery. 



Discovery vs. Delivery 

Problem Discovery

Empathize Define

Solution Discovery

Ideate Prototype

Delivery

Test Implementation

Problem / 
opportunity we 
will focus on

Solution we are 
going to 

implement

From problem … to soluton

Diverge
Diverge

Diverge
Converge

Converge

Converge



The concept of dual track
DI
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Sprint 1 Sprint 2 Sprint 3 Sprint 4 Sprint ...

Kill solutions, 
discard 

opportunities..

User stories

Potentially 
shippable software

Opportunities, 
problems

Validated Hypothesis go to 
the delivery track as User 
Stories

Potentially 
shippable software

Potentially 
shippable software

Potentially 
shippable software

Opportunities, 
problems

Opportunities, 
problems

Created by Desiree Sy. Popularized by Marty Cagan and Jeff Patton.



Who participates in Product Discovery?

Permanent contributors

Punctual contributors
People informed

Support contributors

Data Analyst 1+ Tech Representative

Developers BizDev

Marketing Customer Support

Sales

Managers Other Teams

UX Researchers Dev Ops Legal

Product Manager Product  Designer



Ideation & 
Hypothesis 
Generation

Explore & 
Research ValidationAlignment 

& Capture

Phases of Adevinta's Product Discovery model



The Product Discovery process is not linear



● Align the team on the 
desired objective

● Capture and map 
opportunities

● Prioritize the opportunity 
we will focus on

Alignment & 
Capture
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Our objective must be actionable 
and measurable by the 
responsible team in a 
self-sufficient manner and will 
mark the scope of the discovery.

We align on the desired objective

Objective
Key 
Results

Framework created by Andrew Grove.



➔ Leveraging existing 
knowledge

➔ Carrying out new research

We detect opportunities



We give structure on the opportunity space

OUTCOME

OPPORTUNITY OPPORTUNITY

OPPORTUNITY OPPORTUNITY OPPORTUNITY

SOLUTION SOLUTION SOLUTION

EXPERIMENT

EXPERIMENT

EXPERIMENT

EXPERIMENT

EXPERIMENT

?

Created by Teresa Torres.

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



What's an opportunity?

● The distance between a person's expectations and reality.
● An insight, a piece of evidence.

What's not an opportunity?

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

How to find opportunities?

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

investigations.

Do's and Don'ts How are opportunities formulated?



Map opportunities1

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

2. All the opportunities grouped together 
must be sufficiently different from 
each other.

3. Review parent-child relations: solving 
child opportunities should partially 
solve the parent opportunity.

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

He needs someone 
to guide him in the 

buying process.

You need to trust the 
seller's honesty.

Fear that cars 
are not up to 

date or available

Fear that the 
seller will omit 
car information

You need to 
have 

information 
about the 

person who 
sells

Fear of the 
payment phase, 
it's an important 

expense for 
them.

Fear of falling into a 
scam

Fear that the car will 
have a problem 

shortly after buying 
it

Fear that the car 
has hidden 

vices

 increase the buyer's confidence 
in the individual seller

Fear that the 
seller will not be 
held responsible 

after sale



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.

He needs someone 
to guide him in the 

buying process.

You need to trust the 
seller's honesty.

Fear that cars 
are not up to 

date or available

Fear that the 
seller will omit 
car information

You need to 
have 

information 
about the 

person who 
sells

Fear of the 
payment phase, 
it's an important 

expense for 
them.

Fear of falling into a 
scam

Fear that the car will 
have a problem 

shortly after buying 
it

Fear that the car 
has hidden 

vices

_

Fear that the 
seller will not be 
held responsible 

after sale
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Talk about each of the axes of each opportunity

There is no need to evaluate 
all opportunities. Try to reach 
the lowest level of the branch 
that you prioritize.

You need to trust the 
seller's honesty.
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Alternatively, use a spreadsheet4



● Better understand the 
prioritized opportunity

● Identify and investigate the 
assumptions and 
knowledge gaps we have

● Clearly define the problem 
to be solved

24

Explore & 
Research



The Opportunity Canvas as 
an Alignment Facilitator

It helps identify everything we know 
(and don't know) about the selected 
opportunity.

Created by Jeff Patton

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



The Opportunity Canvas 



● Devise solutions for the 
selected opportunity

● Prioritize solutions
● Define the hypotheses to 

be validated 

26

Ideation & 
Hypothesis 
Generation
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One opportunity, multiple solutions



● Identify and prioritize the 
highest risk assumptions

● Define the validation plan
● Run the necessary 

experiments

28

Validation



We identify risks before developing

Feasibility

Desirability

Viability

Do users need/want 
it?

Can we do it?

Should we 
do it?

We believe that our solution is attractive to people who buy a car

We believe 

that the data 

we store 

meets the 

required level 

of security.

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

Which assumptions 
are you making to 
support your 
hypothesis? 

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

30



We choose the appropriate validation method

When choosing a 
method, take into 
account the 
assumption to be 
validated, the level of 
confidence needed, 
and the time and 
resources you have.

31

Desirability

Feasibility Viability

Libro recomendado: “Testing business ideas”
Autor de mapping assumptions y Testing business ideas: David J Bland



Techniques toolkit
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OKRS

DISCOVERY 
PLAN 

OPPORTUNITY 
TREE

OPPORTUNITY 
CANVAS

IDEATION 
TECHNIQUES

PRIO 
TECHNIQUES

VALIDATION 
CANVAS

VALIDATION 
TECHNIQUES

Ideation & 
Hypothesis 
Generation

Explore & 
Research ValidationAlignment & 

Capture

RESEARCH 
METHODS



5 tips for 
Product Discovery 
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1. Visualize: different work types

Product Development



Visualize your team’s real 
workflow including the discovery 
and delivery part.

2. Visualize: team’s workflow



2. Visualize: team’s workflow

Product Development



2. Visualize: team’s workflow

Product Development

Discovery Track Delivery Track



3. Limit Work in Progress

Product Development

Discovery Track Delivery Track

WIP limitWIP limitWIP limit WIP limit



Split discovery work into 
different activities 

Timebox your work items.

4. Slice Discovery work items



4. Slice Discovery work items

Sprint 1



4. Slice Discovery work items

Sprint 1



- Daily Syncs
- Planning meetings

- Demos and Product Reviews

- Retrospectives

5. Discuss Discovery in team’s ceremonies



Q&A

42



44


