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EPIC : large user stories
USRES Sy YisBRIA QIR for personas
backlog = epic + user story



« J'ai un beau métier, mais
mes priorités sont ailleurs.
Mon employeur n'est pas

mon seul centre d'intérét »

Jean Luc 36 ans est pilote de
ligne depuis 3 ans dans une
compagnie low cost
européenne.

Il trouve que sa vie manque
de sens, de variété et
d'originalité.

Nom Jean-Luc
Age 36

Vie a Paris
Avec Jeanne

Sans enfant
Education Supérieure (ingénieur école promo ...)
Cv pilote entreprise 1

Pilote entreprise 2
Passionné d’aviation et de modele réduits
Passionné de races de chiens et de voyages en Asie

EPIC / USER STORY / PAIN POINT / PROBLEME

Quel est le probleme de Jean-Luc ?
Quelle est la frustration de Jean-Luc ?
Quels sont les besoins et attentes de Jean-Luc ?

Pourquoi n’est-il pas satisfait des solutions
existantes ?

Revenus

+ 1

Fréquences

Niveau Technique

Usage mobile
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« QUOTE fzappy to
be an entrepreneur in
[OT »

Description: funder of an IOT company
9 employees
7 millions euros turnover

29 clients with 650 shops

DEPARTMENT VALUE CREATION. G ECOLE DE LA FINANCE

Name

Age

Live With

Education

Resumé

Company 2012...2020
Products

PAIN POINTS
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Takako Kimura

28 ans, professeur d'Histoire a Kyoto
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Nom

Age

Viea
Avec
Enfant
JOB
Education

cv

Passionné par

Pain Point / Point de friction / Probléme




Surnom
Age

Vit a

Vit avec
Enfant
JOB
Eduction

Ccv

Passionné par




Millennials

BabyBOOmer (1940 - 1965 +/- 6 ans)
GenX (1955 1985  +/- 8 ans)
GeﬂY = Millennials (19791999 +/-5 ans)

Generation e L A GENERATION Z
954 CONNECTED FROM BIRTH.

bridging # identity
;1(1;1;)t;1met(::,r . Born mid-1990s to 2010.
multi-task risk-taking - 3 \
education fearless DELMAN 600:










Nom du Touchpoint /
Point de contact

Channel / Canal

Interaction du client

Interaction de la marque

Avis du client percu par le client

Décalage avec le
positionnement voulu



Customer Journey Map  Journey Map Title
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METHOD
EMPATHY MAP

WHY use an empathy map

Good design is grounded in a deep understanding of the person for whom you are designing. Designers
have many techniques for developing this sort of empathy. An Empathy Map is one tool to help you
synthesize your observations and draw out unexpected insights.

HOW to use an empathy map

UNPACK: Create a four quadrant layout on paper or a whiteboard. Populate the map by taking note of the
following four traits of your user as you review your notes, audio, and video from your fieldwork:

What are some quotes and defining words your user said?

What actions and behaviors did you notice?

What might your user be thinking? What does this tell you about his or her beliefs?
What emotions might your subject be feeling?

Note that thoughts/beliefs and feelings/emotions cannot be observed directly. They must be inferred by
paying careful attention to various clues. Pay attention to body language, tone, and choice of words.

IDENTIFY NEEDS: “Needs” are human emotional or physical necessities. Needs help define your design
challenge. Remember: Needs are verbs (activities and desires with which your user could use help), not
nouns (solutions). Identify needs directly out of the user traits you noted, or from contradictions between
two traits - such as a disconnect between what she says and what she does. Write down needs on the side
of your Empathy Map.

IDENTIFY INSIGHTS: An “Insight” is a remarkable realization that you could leverage to better respond to
a design challenge. Insights often grow from contradictions between two user attributes (either within a
quadrant or from two different quadrants) or from asking yourself “Why?” when you notice strange
behavior. Write down potential insights on the side of your Empathy Map. One way to identify the seeds
of insights is to capture “tensions” and “contradictions” as you work.

215 = d. 0







iy e s ey el Oy B Rl o

Empathy Map Canvas

1 WHO are we empathizing with? GOAL ) What do they need to DO?
ARG T DETION et et X PO A 2 e rowt O 00 oyt

Al 4 Te B Ty e 0 ANt OB 1) 00 TNy ST v eed 10 e cowe
At & Tew bl # P shatton AR JOIRON( L) B0 Ty et W et
SO wl W ow By wes acosm it

) What do they THINK and FEEL?
PANS QA

e erTer e Nod o D et
Vb Fara o

- - b S ol dve

deoa-ys&?

B Ty e N AT
WA O Ty e # e TV e et
WA OC Ty W O AW 0 2O

W e Ty el ey B e’

Gmoommm

e arv Ve e R k)

e @ by waryg b er ey’
e @ by Wwaryg Y v cdlwapen
e @v Yoy e s ared hae™

) What do they SAY?

W er o tow Ty
PO L e e TeT g

PR O TPOwDM N NS il Ca TPt Y

VR Tev Lt A

£) What do they DO?

N Ny OO ) e
W Y® Pt "t at L -
Lot B L S R




___Perspective Client

- -

PENSE ¢t RESSENT 7

T - e g . —
R

.- -

DATEYTFAIT ?

_—— ey -
—
A ——— . — "

[ —
T?
N ————

- e~

PROBLEMES

BESOSNS

Commmart & meunry b oot




EMPATHY

MAP

TTTTT




*EREAT TER ExROISE

* VISUALIRC uiees' Negps
+ (00D STAGT w6 fowT
« QUK R (T

8| ieeeent
=T TOMFLATES

O, ASPECTS /IWoRDING
FOREFAMLE

hadhd o S AN WRY
( AM' ..-%’ e ee
CALH SeroRE PemNING
FeaasS
FAETICIFANTS
OF TWE
SHAT DO WIORE TCN PEMBERS
VRS WO LOMaAL | STALE A DERS
Ta(Y w56 Tg
SEe
ONELOWAT
AT M Ly WHTESONRD O
PEoMEAT — MRATED aul Mafs
SLEMATS Saves VASKS Ly STKXY NOTES L.
TSmO o0 s puancas
TYRALORY  ACTiav/s @ recinee e DATA
BEMAVIOR, 7 YU Ve (OUECTED
NS ALY h FROM THE RESEARLH

o s ’ (€ 6. VGeQ (NTERNEWS
e COMS WeDS v po (VTR TWAL NGty
M Ponts? FesYRATIS WWT DO ey wat ONLNE suRY

e RN v AhOS 7 TESTROMALS L
CWALLE NGES ~..ouu-.~' S0 Doncast OTE. TECDBALK)

fROBLEMS  DOUSTS .NTLY&‘?%' K nageecn?




[ ] Offre initiale (solution)
l'offre < ’
Probleme resolu
Persona
Carte empathie
Value proposition
Offre finale
Distribution
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Persona E,g de ]
Carte empathie o
Problemes réels

Value proposition

Offre

(solution qui résout le probleme)

Distribution




TIMBROWN




Welcome, kratiroff!

We're going 10 show you how to get the most cut of CardBoard!
i you're new 10 User Story Mapping chwck cut our biog LUser Siavy Monoing for

Beoinoers

User Story
Mapping

For
Beginners

o

(

US

Perfect Onboarding

Perfect place for user story
mapping: cardboardit.com

—amous for LIFT example

-ree sign-in

https://cardboardit.com/2018/10/user-story-mapping-for-
beginners/
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user stories / use cases
MUST SHOULD

Ch tAant A
Ch tAant A

Ch tAant A

FOR SUSTAINABLE .
DEPARTMENT |  VALUE CREATION G ECOLE DE LA FINAN 10/04/2018 RENAULT INTERNAL 130 RENAULT



Exemple de user stories

MUST

En tant que...
Je veux ...

Pour ...

Cn +fAant Arnia
Cn +fant Arnna
Cn +fAant rnia
Cn +fant Arnna

Cn #fant Aann

En tant que...

Je veux ...

Pour ...

SHOULD

En tant que...
Je veux ...

Pour...

Cn #fAant Aann
En +fant Aann
Cn #Aant Aann

En +fant Aanla

En tant que...
Je veux ...

Pour ...
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Détinition / Ordre / Dépendance / Schema

ask

Jser Story

ersona

-PIC

Palin Point

Ticket

Ssue

~eature (fonctionnalité)
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Recette du succes des startups



PROBLEME. SOLUTION. DISTRIBUTION.

Il'y a une situation pour un Vous avez une solution qui Si vous avez la solution a un
persona (interne ou client ou résout 20% a 80% du probléme : vous étes un
utilisateur) qui lui pose un probléme pour plus de 50% de sauveur,

probleme. C’est un point de la population. ... si vous le distribuez : vous

friction (pain point) ou un étes riches

irritant.
hk

Le PFH ne se résout pas
Hubert REEVES

Recette du succes des startups



MVP

minimum viable product

premiere version visible et distribuable
d’un produit

utile pour les tests et choix des
fonctionnalités a ajouter / enlever

utile pour pivoter
POC : proof of concept




MVP
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Cycle ou sprint ou itération mensuel
CD : continuous delivery
Cl : continuous integration
DevOps

la solution ou MVP avance réellement






HOW NOT TO BUILD A MINIMUM VIABLE PRODUCT
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ALSO HOW NOT TO BUILD A MINIMUM VIABLE PRODUCT
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HOW TO BUILD A MINIMUM VIABLE PRODUCT
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https://ree.auto/
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PRODUIT MINIMUM VIABLE

Y oo Y -
A

Fonctionnalité ' Fonctionnaité

Vi

Pas MVP




PMF o

model Pat can make e




Détinition / Ordre / Dépendance / Schema

Prototype
MVP
D\/| —
PIvot

Scalable

POC

Pilot

Demonstrateur

Use case (cas d'usage)




