RevelX introduces the

MVP
TOOLKIT

A consumer centric framework
to ideate, design, test and validate
new products and features. On steroids.

#LETSGROW



“You deserve an organization that is capable
of launching a new product, every month.”’

Dear entrepreneur, intrapreneur, innovator, marketer, startup enthusiast,

It's easy to come up with great concepts and MVP's in business model
canvas workshops and design sessions, but wouldn't it be cool to challenge
your team to ideate, build and implement new stuff on a regular basis,
twice as fast? Let's build your MVP factory, an assembly line for super fast
validation of new business and marketing concepts.

We hear you think "this will never happen in our organization", but what if
we tell you EVERYONE can start a MVP factory? Whether you are a start-
up, scale-up or corporate, it's always better to launch your ideas instead of
talking about it.

Before you lies a handy toolkit to get started with building your MVP
factory in 5 simple, though essential steps. Get Growing!

Noud van Alem - Partner at RevelX



LET'S DIVE RIGHT IN!

THE 5 STEP FRAMEWORK FOR GROWTH

TEST YOUR
@ %%ﬁ ASSUMPTIONS
@g@ What makes you stand out E Do people really have the
from the competition? How can issues you are trying to solve
you make this tangible? with your product? How do
they use the product?

DESIGN YOUR LEARN AND
MINIMUM VIABLE VALIDATE
Because in the end, your ’@ SOLUTION (MVP) @@@ What should be maintained,
product or service is about ]]é? This is a full working product. m killed, updated or upgraded
helping out people. Better know However, it is the most minimal about your product? Learn from
them well. version of the product, all customer feedback!
designed to test risky

assumptions.
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MVP TOOLKIT - STEP 1: GET TO KNOW YOUR CUSTOMER

The best way to get to know your
customer is by meeting them.

MUST READ: EVENTS TO ORGANIZE: MATERIALS TO USE: TEAM TO ASSEMBLE:

- Interview prep meeting - Contact list of existing - (co)Founder or CxO level

- Customer interviews and future clients, churned clients - |nnovation manager

- Interview evaluation - Empathy Map Canvas - Design minded person (UX)

- Customer Centricity - Customer Centricity Canvas - Marketer (preferably digital)
workshop - Business Model Canvas - Product owner/scrum master

- Business Model - Customer Journey Map - Subject matter experts
innovation workshop for your product

| (features, legal, tech, market)
The Mom Test

- Rob Fitzpatrick

Need help? Feel free to contact us anytime via info@revelx.nl



Empathy Map Canvas

Name:

What does the visitors

THINK & FEEL?

What does the visitors What does the visitors

HEAR? SEE?

What does the visitors

SAY & DO?

What does the visitors What does the visitors
PAIN? GAIN?
Fears, Frustrations, Obstacles Wants/Needs, Measures of happiness

Need help? Feel free to contact us anytime via info@revelx.nl



Customer Centricity Canvas

PERSONA

SEE

HEAR

FEEL

SAY

HOW TO PERSUADE?

ACT

PAINS

GAINS

Need help? Feel free to contact us anytime via info@revelx.nl



Business Model Canvas

Key Partners

Key Activities

A

Key Resources

Value Proposition A,

, Wf Customer Relations Q
Y=i|s -
~<

Customer Segments EE

Channels

Cost Structures

Revenue Streams

Need help? Feel free to contact us anytime via info@revelx.nl



Customer Journey Map

Map out the goal oriented journeys of your users

Goal 1
Customer

Goal 2
User

Goal 3
Supplier

Goal 4
Stakeholder

Need help? Feel free to contact us anytime via info@revelx.nl



STEP 2: Define a Value Proposlt

What is the sparkling set of features dhd traits that makes yog ‘é
company’s proposition valuable? Ideate in a series of Worlisho @ E |
activities. A



MVP TOOLKIT - STEP 2: DEFINE A VALUE PROPOSITION

A great value proposition is timeless, tangible

and true to the company’s nature.

MUST READ:

How to create products and
Serices customers want
Get started with..

Value Sy
Proposition- ‘frn it

Design i

Value Proposition
Design
- Alex Osterwalder

EVENTS TO ORGANIZE:

- Business Model
innovation workshop

- Value proposition design

- Workshop

MATERIALS TO USE:

Business Model Canvas
Value Proposition Canvas
Riskiest assumptions Table

TEAM TO ASSEMBLE:

(co)Founder or CxO level
Innovation manager

Design minded person (UX)
Marketer (preferably digital)
Product owner/scrum master
Subject matter experts

for your product

(features, legal, tech, market)

Need help? Feel free to contact us anytime via info@revelx.nl



Value Proposition Canvas

Gain Creators

Products m

& Services

Customer
Job(s)

Pain Relievers

®
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Need help? Feel free to contact us anytime via info@revelx.nl



Riskiest Assumptions Table

Map out and score your riskiest assumptions

Assumption (SMART) Odds wrong assumption (1-10) Level of Impact if wrong (1-10) Total Risk Level
Hypothesis Odds * impact

Need help? Feel free to contact us anytime via info@revelx.nl






MVP TOOLKIT - STEP 3: DESIGN YOUR SOLUTION (MVP)

Make a minimum viable product with a focus
on testing your riskiest assumptions.

MUST READ: EVENTS TO ORGANIZE: MATERIALS TO USE: TEAM TO ASSEMBLE:
- Preparation event - Check out the website - Facilitator
- 5-day Google Design Sprint with all the materials - Decider
- Evaluation you need for a design sprint - Customer Expert
- Tech/Logistics Expert
Goto . D ./ Eg ¢ ;
designsprintkit.withgoogle.com eS|gn. Xper
E - Marketing Expert

The Sprint Book

- Jake Knapp E

%%B STEP 3: DESIGN YOUR SOLUTION (MVP)
Need help? Feel free to contact us anytime via info@revelx.nl
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MVP TOOLKIT - STEP 4: TEST YOUR ASSUMPTIONS

Make sure you are measuring the right
stuff. What data helps you learn?

MUST READ: EVENTS TO ORGANIZE:

“Your competition will use this book to outgrow you.”

st Crol & B Yoslovz - DataSetup Event
(install and verify all
' datapoints in your product)
ANALYTICS Weekly analysis of new data
, - Evaluation session
Use Data to Build a

u
OREILLY' i e, Seres e E - E

Lean Analytics
- Croll & Yoskovitz E i

MATERIALS TO USE:

- Data analysis tools like:
- Google Analytics
- Google Optimize
- Visual Web Optimizer
- Google Tag Manager
- Hotjar
- Kissmetrics
- Usabilla
- Etc, etc...

TEAM TO ASSEMBLE:

(co)Founder or CxO level
Innovation manager

Design minded person (UX)
Marketer (preferably digital)
Product owner/scrum master
Subject matter experts

for your product

(features, legal, tech, market)

Need help? Feel free to contact us anytime via info@revelx.nl






MVP TOOLKIT - STEP 5: LEARN AND VALIDATE

Always be learning. There are no bad outcomes, only
learnings to help you improve your next product.

MUST READ: EVENTS TO ORGANIZE: MATERIALS TO USE: TEAM TO ASSEMBLE:

- Growth ideation session - Growth Experiment Canvas - (co)Founder or CxO level

- Sprint meetings - Aknowledge base - Innovation manager

- Weekly standups (Excel, or a tool like) - Design minded person (UX)
- Growth Hacker Projects - Marketer (preferably digital)
- Flow - Product owner/scrum master
- Airtable - Subject matter experts
- Etc. for your product

. (features, legal, tech, market)
Hacking Growth

- Sean Ellis

Need help? Feel free to contact us anytime via info@revelx.nl



rowth Experiment Canvas AN

Growth Objectives Key Metrics

Key Targets ©)r Growth Team iii Key Stakeholders

What are the short-term growth objectives we wish to realize? For each growth objective, what are For each growth objective and metric, Who s in our multi-disciplinary Who are the key stakeholders inside and
Make them S.MART, max. 3 months / 1 quarter ahead the key metrics to measure success? what are the current and target values? growth team? How much time per week outside our organization we need to involve,
can they contribute to experimenting? inform and/or manage?

Tools/Software Experiment

What tools and software do we need Budget
to conduct our experiments? To which

existing platforms do we need data access? Whatis the monthly experiment budget we

need to conduct our experiments?
Includes: tools, ad-spent, agency fees etc.

Awareness Acquisition Activation Revenue '\j Retention Referral ri'._li.l
L)

Experiments creating initial awareness of Experiments contributing to initial interest Experiments activating our audience(s). Experiments facilitating the sale / Experiments motivating customers to Experiments boosting loyalty,

our brand / offerings with our audience(s) from- and engagement with our audience(s) Sign-up, trial, initial contact and interaction transaction and increasing conversion come back, buy again, cross-sell and/or up-sell advocacy and referral to others.

This work is licensed under the Creative Commons Attribution-ShareAlike 4.0 International License. H
@ @ To view a copy of this license, visit http://creativecommons.org/licenses/by-sa/4.0/ WWW‘grOWtheXpe”mentca nvas.com



Happy MVP’ing!

Revel X

realizing growth



We are RevelX

We are a team of (former) startup founders, tech pioneers and seasoned strategy

consultants. Together, we have over 200 years of combined professional experience,in = = = = =
which we failed over 1.000.000 times. It made us discover that failure is the most = -
powerful source of learning and innovation. It helped us-embrace the power of data - - ey - 2
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“Success lies in the creation of a
company culture that embraces data,

celebrates failure, and encourages
learning.”

Thank you for reading our MVP Toolkit! To conclude, I'd like to share a little secret with
you. This very Toolkit is an MVP on it’s own! At RevelX, we are constantly testing new
ways to share our knowledge, experience and expertise. Curious which assumptions we

are trying to validate with this toolkit? Please don't hesitate to ask! Contact me, or one
of my colleagues via revelx.co.

I wish you all the best, and of course exponential growth,

Noud

noud.vanalem@revelx.nl
+316 11413021
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