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Paul: Wouldn’t you want to know 
exactly what your users want from 
your website or your web applica-
tion? Janice Fraser, fro LUXr, is here 
to explain to us some lean user 
experience principles. Janice, just 
introduce yourself. What is it that 
you do?

Janice: Hi. Well, LUXr is a program 
for early-stage companies. Basi-
cally, we help these companies use 
lean startup principles and user 
experience practices to make the 
best possible product and to de-
velop really healthy product teams.

Paul: Okay, great. Now, what is it 
that we’re going to be learning 
today?

Janice: Today, what I chose to put 
into this action video are a couple 
of techniques organized around 
one of our most important princi-
ples, and that principle is goal-driv-
en and outcome- focused product 
management. We’re going to look 
at a few really practical ways that 

you can make your product team 
more focused on the goals and 
have better outcomes.

Paul: Okay. As soon as they’re done 
watching these videos, what are 
they going to be able to do?

Janice: They’re going to be able to 
totally reorganize their icebox, if 
they use Pivotal Tracker. They’ll be 
able to prioritize different pieces of 
work, based on what their custom-
ers need, rather than what features 
might seem the most sexy.

Paul: Okay. So the ability to pri-
oritize features and what is it that 
people actually want.

Janice: Exactly, and really focusing 
on customers more than focusing 
on our own feature and user story 
ideas.

Paul: Tell us more about the prin-
ciple that you were talking about.

Janice: The principle that we’re 
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working on today is that we want 
to be goal driven and outcome 
focused. What that really is about 
is making sure that instead of just 
having these endless product 
cycles, where you just work, work, 
work, work, instead what we want 
to be able to do is divide up our 
product work and our releases 
around accomplishing certain 
goals. As a company, as a business, 
I know it’s really important for my 
users to be able to make a phone 
call really easily from their mobile 
phone, right? So, that’s a user-
centered goal. My customer needs 
this. Right? That’s the goal.

But then, the other part of that is 
outcome focus, which is, how am 
I going to know whether they can 
do it more easily? So, that’s where 
you start getting into the testing 
models, like A/B testing and other 
kinds of analytics or usability test-
ing. It’s not enough to know what 
we want to accomplish on the one 
hand. We also have to be ready to 
check that we’ve accomplished 

it on the other hand. By having 
these goals really defined, we can 
organize our releases around user 
goals. So this is goals almost from 
the point of view of the user more 
than from just our business point 
of view.

Paul: All right. So we know what 
we’re trying to accomplish at a 
high level, but let’s break this 
down. How do we define what’s a 
good problem to even be solving? 
Like, let’s start all the way at the 
bottom here, and we’ll work our 
way up.

Janice: That sounds great. If you 
look at the next slide, my way of 
organizing this is actually to write a 
problem statement in a fairly for-
mulaic way. I learned this first from 
Hiten Shah. He had this way of ar-
ticulating a hypothesis. So, what 
I’m calling a problem statement, 
some people in the lean startup 
community are calling it a hypoth-
esis. Here’s how it goes.
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I actually write this out. We believe 
that people like this have a need to 
do that. Okay?

Paul: Okay.

Janice: So, if you can just imagine 
filling in people like, for my busi-
ness it’s entrepreneurs. So people 
like startup founders have a need 
for help organizing their product 
backlog. So that’s a user-defined 
problem statement that I can then 
go off and start innovating solu-
tions around. By writing a problem 
statement in this way, instead of 
focusing on the features that I al-
ready know I think I need, what 
I’m doing is I’m now able to take 
all of that future thinking and put 
it through the filter of what the 
customer needs. Rather than say-
ing, “Well, I know what I need to 
build. I need to build A, B, C, D.” The 
truth is maybe the user only needs 
A and B, and C and D can wait for 
later. I think that one of the biggest 
problems that entrepreneurs have 
is figuring out what not to do. Like 

we all have way too much to do.

Paul: Correct.

Janice: So we need to cut through 
all that and decide what not to 
do, and so this is a way of really 
putting a good filter on that huge 
backlog of future requests that is 
always there.

Paul: Okay. Let’s apply this to an-
other example here. Let’s take an 
obvious company in this situation 
would be Flickr, to me. So, you 
could say, “We believe that people 
like amateur photographers have a 
need to share their pictures.”

Janice: I would even get more fo-
cused than that. I remember, and 
actually this is a real story from 
Flickr. I was friends with some of 
the Flickr folks early on, and I re-
member having a conversation 
about this. One of our mutual 
friends had just gotten married. 
We believed that wedding guests 
have a need to share their wedding 
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photos in a way that allows all the 
wedding photos to collect togeth-
er. Right? You can see the feature 
around that could be groups. So 
let’s create a group around Mary 
and Joe’s wedding.

So of all the different things we 
could do with Flickr, we’ve decided 
to prioritize that problem state-
ment. We want wedding guests 
to be able to group their photos 
together, and by solving that prob-
lem for that real set of people, you 
can see how that would extend to 
a thousand other uses.

Paul: Okay. So the goal with the 
problem statement is to get really 
specific.

Janice: I think the goal with the 
problem statement is to be really 
specific, because you have to solve 
real problems for real people. But it 
has to be specific around an arche-
type of a user. One of the things 
that lean startup people and user 
experience people both think 

about is, “Who’s the persona?” So, 
who are we designing this product 
for? The very first thing you have 
to do is go talk to those people. 
So whether you call that customer 
development interviews or user 
research, you’re still figuring out 
what those people need so that 
then you can create these hypo-
thetical problems that represent a 
broad cross section of users.

Paul: Pretend we know nothing 
about this. Break that down even 
further. Put it in dummy language.

Janice: Well, I like to be really spe-
cific, but I like to be specific around 
an archetype of a user, rather than 
an individual person.

Paul: Okay.

Janice: So, in the example of Flickr, 
it’s people attending weddings, 
not my friend, Heather.

Paul: Got it. Perfect.
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Janice: So it’s designing around 
patterns that I’ve seen from the 
interviews that I’ve done with my 
customers. So, lean startup and 
user experience both spend a lot 
of time talking to customers, when 
you use those methods. What we 
want to do is take that insight that 
we get from customers and trans-
late that into relatively specific 
problem statements that I know 
will help me to have problem solu-
tion fit.

Paul: All right. So we now have a 
problem that’s really well defined. 
It’s the start of the process, right? 
Identify a problem. Now, how do 
we scale this up to having five or 
six problems, ten problems that 
we want to solve? Like, how do we 
incorporate this into actual work-
flow?

Janice: So, how do we incorporate 
this into a workflow? Writing these 
problem statements is something 
that we do on a regular basis. Every 
time we know that there’s some-

thing new we need to solve, we’re 
going to choose one of these prob-
lem statements to create a release 
around. I’m a big fan of agile devel-
opment.

Paul: Okay. Give us a quick snap-
shot of what that means.

Janice: For me, what agile means 
is that our software development 
team is working in short iterations 
of maybe one week or two weeks, 
or in some cases, there are deploy-
ments happening every day. But, 
for the most part, a scrum or an 
iteration is a short period of time 
with a short amount of features 
that we can release fairly quickly. 
So how do you incorporate this 
into a workflow?

Paul: Yeah.

Janice: Every time we want to add 
something to the backlog of work 
that needs to get done, we’re go-
ing to add that in the form of a 
problem statement. We always 
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want to be focusing on problem. 
Then, once we decide that that 
problem is important, we’re go-
ing to move it forward and design 
a solution around that. From that 
solution, you get features and the 
user stories that go into, if you use 
Pivotal Tracker, that all comes after 
you’ve made the decision to work 
on that particular problem. Okay?

Paul: Okay.

Janice: All of my work comes with 
an assumption that we’re working 
in an agile environment, so using 
scrum or XP or one of those other 
kinds of agile modes.

Paul: Okay.

Janice: To me, what that means is 
that we’re working toward short 
increments of release rather than 
really long, couple of months be-
fore you release any code kind of 
environments.

Paul: Right. Get stuff out there 

quick and see how it actually per-
forms.

Janice: Right.

Paul: Okay.

Janice: Okay. So to scale this up, 
you’ve got this backlog of prob-
lems. What I have found, if you look 
at the next slide, I have found that 
it could be really helpful to go into 
your icebox or parking lot or what-
ever you call that really long list of 
things that you know you need to 
do, you know you need to do but 
they never get done, and really pull 
that apart. I’ve been calling this 
Icebox Zero. Icebox is the term that 
you’ll see in a really popular tool 
called Pivotal Tracker, which is how 
a lot of agile teams organize their 
work. The icebox is just that place 
where stories go to die, because 
you know that if it’s not done in a 
couple of months, it’s just never 
going to get done sort of thing. 
Then everybody feels really guilty 
because their icebox is like 1,000 
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lines of stuff that they’re never go-
ing to do.

It can be really important though 
to keep those ideas alive. Some 
of those ideas are going to be re-
ally important, and we need a way 
to address it all without having to 
live with that big icebox. So here’s 
what I do. What we want to do is 
go through the icebox and write a 
problem card the way that we just 
talked about to summarize any of 
the work that’s indicated in that 
icebox.

Paul: Okay. And that would be the 
“we believe that people like,” that 
statement.

Janice: Yes. What appears in the 
icebox is more like a user story, 
like “add Ajax to this page” kind of 
thing. What we want to do is take 
all of that line level to-do list stuff 
and associate it with a user prob-
lem that matters. What we’re go-
ing to do is go through the whole 
icebox and write problem parts for 

that. I had one team try this about 
two months ago. I think it took 
them about three hours to empty 
their whole icebox. This is a com-
pany that had been around for a 
year and a half.

Paul: Okay.

Janice: Just to give you a sense of 
scale. Then they threw away every 
story. They deleted every story in 
their icebox, which made them feel 
refreshed and new, like a shower 
on a spring day. Then they took all 
of those cards that they had writ-
ten. They had written all of their 
problem statements on 3x5 cards, 
and they taped them on a wall, 
literally just on the wall, which is 
something that we do a lot in agile. 
Incidentally, we also do that a lot in 
user experience, is use the walls as 
a way to organize things.

Then, anytime they have the ca-
pacity to take on another piece, 
they go to the wall and they priori-
tize. They choose the user problem 
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that is the most important to solve. 
So instead of saying, “This week 
we’re going to build a registration 
system and next week we’re going 
to build the dashboard widget and 
the following week we’re going 
to do something else,” what we’re 
trying to do is focus on solving 
the right problem for our custom-
ers. All those problem cards are 
customer-oriented statements. So I 
can say, “The customer needs to be 
able to . . . see their progress.” Okay. 
So the customer has to be able to 
see their progress, so let’s build 
them a dashboard. Right?

Paul: Okay.

Janice: That way we can come 
up with better ideas about solv-
ing that problem, rather than just 
building the first thing that pops in 
our mind. Hey, it would be good to 
have a dashboard.

Paul: Okay. So this is really just a 
way of thinking, like translating 
problems into real-world problems, 

like things that your customers are 
actually bumping up against?

Janice: I think that it’s super easy 
for all of us, whether we’re devel-
opers, designers, product man-
agers, what have you, the easiest 
thing for all of us is to come up 
with a solution first. If there’s one 
thing I know from 15 years work-
ing in design, it’s that our first idea 
is sometimes the best idea, but 
sometimes it’s not. What we need 
to be doing is always finding a way 
to think better. We always want 
to be finding a way to think bet-
ter about what we ought to build. 
That’s why, if we focus on solving 
a customer problem as our unit of 
work, then we’re not presuming 
that we know the solution until we 
really dig into that problem.

Paul: Got it.

Janice: Because there are always 
five or six different ways we could 
solve the problem. Does that make 
sense?
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Paul: Yeah, that does. So are you 
seeing increased efficiency when 
you’re working this way?

Janice: Yes. It makes it a lot easier 
to talk about what you ought to 
do. There’s always more to do than 
any of us have a capacity for. You 
put five smart people in a room, 
and they can come up with a year’s 
worth of work in ten minutes, just 
brainstorming. That’s just the na-
ture of it. What this allows us to do 
is prioritize our effort, based on 
what we understand our customer 
needs most. And that’s really the 
thing. We want to be focusing not 
on what looks sexiest, or what our 
investor wants us to build, but 
what is going to get us to product 
market fit soonest.

Paul: Okay. Now, how many items 
can you hold in this, on your wall 
concurrently?

Janice: That’s part of it, is that it 
doesn’t matter how many ideas 

you have or how many problems 
you observe. You can have 5 in a 
stack, or you can have 40, and I’ve 
seen both happen. What matters is 
that you know enough about your 
customer to be able to choose the 
right one to solve first.

Paul: Okay. So how do we stop, say, 
a wall of 40 items to be our new 
icebox, like our Icebox 2.0?

Janice: Yes, how do you keep it 
from getting stale?

Paul: Right. It seems like if you let 
it build up so much, you’d just be 
trading one problem for another.

Janice: That’s a really good ques-
tion. The difference is in the order 
of magnitude, or I guess you could 
say the granularity. When it’s in the 
icebox, in your tracker, or whatever 
management software you’re us-
ing . . .

Paul: Some people might just have 
a list of things to do in a Word doc-
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ument.

Janice: Yes. But when it’s at that 
level, it’s always at the order of 
magnitude where it’s like build this 
thing or add this to a page. So you 
can’t put it into a priority list and 
choose what to do next on any 
kind of equal basis. They can be, 
like, make a registration system or 
add Ajax to that page. So, you’re 
kind of balancing unequal things, 
and in the backlog or in the icebox, 
you’re going to get a long, long list 
of items that could all summarize 
into one or two problem state-
ments.

On the wall, with the problem 
statements, what you’re going to 
get is a smaller inventory of things 
to compare, and they are all the 
same kind of thing. So it’s a lot 
easier to compare A to B, and you’ll 
have a smaller number to work 
with. Sometimes, the more you 
talk to your customers, the more 
you’re going to know exactly what 
it is that they need. You’ll be able 

to say, “Oh, yeah, we found that. 
Here’s one. We’re going to rip that 
off and tear it up, because it’s not 
necessary anymore. We learned 
that.”

Paul: Okay. So it sounds like the 
point of putting it up on the board 
and converting it to these sort of 
statements, you can just deal with 
things quicker, like you could ac-
tually see what’s important and 
what’s not?

Janice: Yeah. You can see what’s 
important and what’s not. Your 
priority conversations are shorter. I 
think that having more confidence 
in what you choose to work on is of 
super-high value.

Paul: Now, the next step is to write 
the design test. What does this 
mean?

Janice: For that one, I’d like to move 
on to the next slide. Writing the 
design test is an idea that, again, 
I’m a designer, but I love agile and I 
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love a lot of the reliability that agile 
practice has brought to software 
development. One of the patterns 
that I’ve seen in agile is this idea 
of test-driven development. What 
that means is that the software 
developers actually write the test 
that will prove that their software 
is functioning correctly before they 
write the software. You write the 
test, and by writing the test, you’re 
figuring out a lot of the nuances 
of the code. Then, when you write 
the code, it fails, it fails, it fails all of 
your tests until the moment that it 
passes all your tests, and then you 
know you’re done. Right? That’s the 
idea of test-driven development. 
What that’s allowed is for a lot 
more reliability and the quality of 
the code to go up.

I want to do the same for design. 
I think it is at least possible in 
concept, and I believe that going 
through the exercise of writing 
the test first for design is helping 
us to focus more crisply on solv-
ing customer needs, rather than 

entertaining ourselves through 
our own creative genius. Right? 
So, a design test would take that 
problem statement - I believe that 
people like this have a problem do-
ing that. Then I match that with we 
will know that we have succeeded 
when we can see this quantitative 
outcome, a measurable outcome, 
or a qualitative, observable out-
come. We know that those out-
comes contribute to some key per-
formance indicator of our success 
as a company.

Paul: Okay. All right. Fill in these 
blanks for us. Give us some real 
world examples.

Janice: Sure. A quantitative out-
come, so the easiest way to ex-
plain quantitative outcomes is 
through A/B testing, for instance. 
I’m working with a company right 
now to improve their search re-
sults interface. We will know that 
we have succeeded when the A/B 
test shows that the new version 
has higher conversion than the old 
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version. Higher conversion really is 
straightforward. It’s more people 
click on the buy now button, basi-
cally. We can evaluate that using 
analytic software.

Paul: Okay. So this is just a formula. 
I’m sure a lot of people are do-
ing this already, aren’t they, when 
they’re evaluating things? So this is 
just a specific formula. What’s dif-
ferent about this than what people 
are already doing?

Janice: What’s different about this 
is that some people are sometimes 
doing some measurement, but 
they’re not necessarily thinking 
about the measurement before 
they design the solution.

Paul: Okay.

Janice: So that’s a huge change. 
What I’m saying is, if I know that 
what I want to do is increase sign-
ups, or if what I want to do is make 
it easier to use, then I can focus 
my creative thinking around what 

might actually create that out-
come.

Paul: Okay. So you’d say plan this 
from the start. That’s one of the 
biggest changes?

Janice: Yes. What I would say is like, 
instead of saying, “I want to rede-
sign the home page,” I might say, “I 
want to increase . . .” I want to state 
it like this. Instead of saying, “I’m 
going to redesign the home page,” 
what I’m going to say instead is, “I 
believe that our customers have a 
problem understanding what our 
site is about.” I will know that I have 
succeeded with my new design 
when five-second test demon-
strates understanding 25% more.

Paul: Okay.

Janice: Okay? So a five-second test 
is a particular dot-com testing ser-
vice. With that kind of statement, 
I’m saying I’ve done a benchmark, 
say 20% of people understand 
what my site does, and I want to 
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increase that to 25%. Right? Once 
I know that, then it’s not just rede-
sign the home page. It’s I want to 
get this outcome.

Paul: Exactly.

Janice: So, I can work on five or six 
different versions of messaging 
that will help me to get to that out-
come.

Paul: Okay. So you’re identifying 
the exact things you want to do 
before you even start. It’s removing 
a lot of the ambiguity.

Janice: Right. So that we know why 
we’re designing a solution, so that 
we can then know whether our 
designs are effective or not. The 
next blank there that we want to 
fill in is the qualitative/observable 
outcomes. The lean startup folks 
are very keen on quantitative, on 
metrics and analytics, but we need 
to remember also that straight up 
usability can be an outcome. So 
sometimes the goal that we want 

to address is not something that 
we can measure. Sometimes it’s 
something we have to see for our-
selves.

Paul: Like what?

Janice: Well, usability is the classic 
example. If somebody has a hard 
time going through a set of inter-
faces, we can design around that, 
but only if we see why they’re hav-
ing problems. So our quantitative 
analytics can point us to problems, 
but then we’ll have to watch peo-
ple use it to know why they’re hav-
ing problems.

So again, using the easy example 
of registration, I can know that I’m 
getting drop off at the third step of 
my registration, but I don’t know 
why unless I watch someone do it.

Paul: Okay.

Janice: But once I watch two or 
three people do it and they’re all 
getting stuck on a certain thing, I 
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can go, “Oh yeah, okay.” Then I can 
solve that problem.

Paul: Okay. All right. So the next 
thing that we have is the KPI.

Janice: KPI stands for key perfor-
mance indicator, and key perfor-
mance indicator is that small set 
of metrics that determine whether 
your company is doing well or not. 
So the startup metrics for pirates 
is acquisition, activation, referral, 
revenue, and retention. Those are 
most likely some form of KPI for 
your company, and sometimes the 
design work that we’re doing isn’t 
exactly or directly going to hit one 
of those KPIs, but we know that it’s 
related. So we just want to be re-
ally conscious about what it is that 
we’re doing and why we’re doing it 
and why it matters.

Paul: Now let’s apply this to some-
thing we all know, Flickr again. 
We’ll keep using that as our exam-
ple.

Janice: Okay. So with the weddings 
example on Flickr, what you might 
have are quantitative outcomes, 
like people inviting their friends to 
participate in a group or a number 
of people setting up a group, and 
a qualitative outcome would re-
ally have to be around how easy 
it is to do that. The KPI that that 
would connect with would be sort 
of total usage, so number of regis-
tered members for instance. So this 
would be a referral, let’s say, KPI.

Paul: Okay.

Janice: Does that help?

Paul: Yes, it does.

Janice: Okay.

Paul: Okay. So is there anything 
else that we needed to know about 
writing these design tests?

Janice: I do like to get fairly specific 
with these design tests, but when 
you’re getting started doing it, it’s 
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like any other skill. It feels really 
awkward at first, but you get better 
as you try it again and again and 
again. If this becomes habit, it gets 
really easy to just think this way. So 
it will feel weird at first, but it gets 
easier.

All of this, the wireframe check is 
kind of like a bonus idea, because 
what we’ve got so far is this book 
end of like, we’re going to organize 
all of our work according to user 
problems so we know that we’re 
going to have problems solution 
fit, right? So that’s part one of cus-
tomer development, is problem 
solution fit. On the other end, we’re 
measuring the outcomes so we’ll 
know if our experiments have been 
successful, which is classic lean 
startup.

So we know that we’re working 
within the right framework, but 
then inside of that we have to al-
ways make sure that we’re only 
working on the stuff that really 
matters, that we’re not wasting our 

effort. I mean, Eric Ries says, “Stop 
wasting my time, stop wasting 
your time.” The wireframe check is 
one of the best ways to stop wast-
ing time.

If I have only five seconds to teach 
somebody something, it’s this. So 
here’s what you do. If you’re de-
signing a page and you’ve made 
a sketch, I don’t care whether it’s 
on whiteboard and you’ve taken a 
photo of it or a pencil sketch on a 
piece of paper or you’ve like done 
some huge thing in OmniGraffle 
and laid it all out with a beauti-
ful explanation, everything, when 
you finish a wireframe, you have 
a stand up meeting with a devel-
oper.

In that stand up meeting you ask 
four questions. One, is this wire-
frame an accurate reflection of 
the system? Often the answer is 
no. That is often a good thing. It’s 
fine when you have that conver-
sation. What you don’t want is for 
the designer to have accidentally 
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designed something that doesn’t 
match the way the system really 
works. I have done this. Every de-
signer has done this. Having that 
conversation is really important. 
If you’ve misunderstood how the 
system works, you’re spec’ing a lot 
more work for the developer.

Paul: Right.

Janice: So, is this an accurate reflec-
tion of the system is one. Two is, 
what here is hard? Designers often 
just don’t realize that the things 
they are asking for are hard. Maybe 
that’s because of how the date 
model works or whatever. We think 
it’s really easy to move a thing from 
this side of the page to that side of 
the page, but it turns out that it’s 
really, really difficult and it will take 
a day. I could never have anticipat-
ed that.

After is this an accurate reflection 
of the system, what here is hard? 
Then, what alternatives are there? 
Is there some other way? The de-

veloper and designer together can 
come up with other approaches 
that might be easier.

Then after you’ve done that explo-
ration, you can say “Is it worth the 
effort?” I think this whole conversa-
tion takes place over less than five 
minutes.

Paul: Okay.

Janice: It’s a stand up conversa-
tion. Maybe it will inspire a longer, 
more in-depth conversation, but 
only if it’s worth it. What we want 
to avoid here is a situation that I’ve 
seen happen way too many times, 
where a designer puts together a 
page and they hand it off to the 
developer. The developer, with all 
good intentions, wanting to be a 
good team player, says, “Oh, crap. 
This is going to be really difficult.” 
They go off and they spend two 
days busting their ass to deliver 
what the designer specified. They 
come back and they’re like, “Oh 
man, it was really hard, but I did it. 
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Here you go. Isn’t it beautiful?”

The designer goes, “Oh my god. I’m 
so sorry. I didn’t know that was go-
ing to be hard.” Then everybody is 
like [makes sound]. You have these 
two people who are trying to do 
their best work and be good team 
players really pissing each other 
off. This quick wireframe check will 
do away with that 90%. That’s what 
the wireframe check is for. Let’s just 
make sure that we’re spending our 
time on the things that really de-
serve it.

Paul: Okay. It seems like that would 
be good practice for a startup that 
has a designer and a coder. But 
what if it’s a one-person team or a 
two-person team? I guess it’s not 
much of a team if it’s just one per-
son.

Janice: Yeah, this is really best for 
teams. It doesn’t matter whether 
it’s a designer or not. I say designer 
only when I mean whoever is cre-
ating the spec that the developer 

is going to be developing off of. 
In most of my clients, that’s not a 
designer. It’s somebody acting in 
a design capacity. It doesn’t mat-
ter if it’s the product manager or 
the CEO or business person or 
whatever. Whoever is making that 
wireframe should check in with the 
developer and ask those four ques-
tions before the developer starts 
coding.

Paul: Let me set up a scenario here. 
Let’s say there’s a business guy and 
a developer. That’s the startup. 
Would it make sense for the engi-
neer to create the wireframe and 
then code it?

Janice: No. Usually this would ap-
ply to a case where the business 
guy was making wireframes.

Paul: Okay.

Janice: The coder is just going to 
start coding. If you can code, you’re 
just going to start building pages. 
Maybe you’ll sketch them on a pad 
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of paper first. A developer is at less 
risk of asking for more work than 
is necessary. The coder, hopefully 
if they’re any good, will be able to 
in their head figure out the easi-
est way to accomplish something. 
That’s just how a developer is go-
ing to think.

Paul: Right.

Janice: This is for people who aren’t 
developers, who don’t know how 
this assembly works from a back-
end point of view, and who need 
to communicate efficiently and ef-
fectively with a developer to have 
a conversation about how much 
work they’re asking for.

Paul: Got it. Okay. Is there anything 
else that we need to know about 
this whole process? We’ve learned 
how to first identify a problem, 
how to organize it, and how to 
use these wireframes to make sure 
that we’re not just wasting time. Is 
there anything else that we need 
to know?

Janice: There are a thousand things 
we all need to know, but you 
can’t know everything. I would 
say about this is the thing that we 
need to keep in mind is that what 
we’re all looking for is product mar-
ket fit. What we want is to make 
a piece of software that solves a 
real problem for real people who 
are probably not a lot like us. Even 
if it started out and we were our 
target audience, as soon as you 
start building the software, then 
you’re kind of less objective. The 
more time we can spend with real 
customers or prospects, the better 
able we are to decide which prob-
lems are most important to solve.

The thing to keep in mind here is 
that everything goes back to real 
customers and talking to them and 
getting to know them as well as 
you can.

Paul: Janice, thanks a ton for your 
time, and thanks for showing us 
how to use this method to make 
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our businesses more efficient. I can 
think of so many different times 
when this would be helpful for me, 
just going back and forth with the 
developer, specifically. This is just 
going to save me a ton of time.

Janice: Right. I’m so happy to help.

Paul: All right. Hey, thanks again, 
and we’ll see you again soon.

Janice: All right. Bye-bye.

Video transcription by Speechpad.
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