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What did you think building
a business would be like?

What is it actually like?



Who | am

What we do

My two sides



Toilets / Fire Alarms












Share & Learn




Please take photos of your work,

BUT you will get a resource pack
with ALL the slides
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S set some

Let’

context
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Rebecca Stockdale Sean Sankey

M MUCHCLEARER.COM



San Francisco, 2018
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“Forced us to speak about the things we
didn’t have clarity on... and helped us
start fixing those issues in the room”

Mercarto

“l wish I’'d brought the whole team.
We’re doing a full debrief on this as

soon as we get back!”
Membr

“We're leaving with actions that we can
get started on immediately. Actions on
topics that have become much clearer.”

Reach and Rescue




Elevated questions £
Intentional Experiments

Rapid Progress







HP Barcelona Trip v2.mp4
Much Clearer e : w ‘ ‘
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HP Barcelona Tr}p v2.mp4

Much Clearer
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Much Clearer




Businesses fall In Io
1
with experlments




Growth Experiment Types / Examples

What if we...

Got the attention of 1 retailer in NY

Split tested campaigns on TikTok

Tested a new data offer with client A

Did a 3 week fact find to Austin, TX

Made the next 4 Fridays full day leadership meets

1st US sale in 14wks

Whole new stream

50% of biz, 18 m on

Office open in 6m

Landed Series A






Not a seminar.
An actual workshop... Making things

6 hours
5 exercises

3 people
A suite of specific growth experiments for your company...

...prioritised, ranked and ready to go!

ASSESSMENT IN TERMS OF THE SEQUENCE WE SHOULD EXECUTE (W%

B, THIS ISNT ABOUT THE
RELATIVE IMPORTANCE O& VALINITY
OF THE INDIVIDUAL EXPERIMENTY..
IT'S ALL ABOVT SPEEDR.

UATH LIMITED TIME + RESOURCE,
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Roles

Leaders Rebecca / Sean co-ordinating from the centre. Able
to be pulled into teams where needed to clarify /
problem solve

Businesses Three people from each business.
(incl 1 Facilitator) One person who doesn’t mind scribing / steering
conversation

Partners Allocated to a business for the duration of the event.
Sat on their business’ table supporting them in
succeeding through the process
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Goals &
Grid
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The Boat &
HMW
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Sprint Question / Lens

ala

Lightning
Demos

A Wy
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Growth
Experiments
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Clarify &
Commit




Sprint Question / Lens



Sprint Question

Which 3-6wk experiments would
most help us accelerate progress with
International customers?
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GOALS




Vision
always
outstrips
capacity




“There will always be more challenges,
opportunities and ideas than there are
people, time and cash to execute.”
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Our main market facing

612 iority goals are... .
M, our priority goals are opportunities are...




6-12m, our priority goals are...

6months

. Grow UK by 15%

. Get our first toe-hold
in the US

. Lay foundations for
rapid expansion in H2

Our main market facing
opportunities are...

White-label
partnerships

. New line of sling /

travel bags

. Known distributors

in New York

. Trade Show in

October




=%
)

6-12m, our priority goals are...

1. Launch Iberia service
hetwork

. Add 1 new major
account in each
geography (150K
spend each)

. Launch VIPA solution
in 3 existing depots &
get IP to sell /
franchise

Our main market facing
opportunities are...

Iberia partner
relationship

. Existing country

managers networks

. Invest in our

international
tenders team

. Licensing VIPA




Guidance on getting clear

1. There’'s lots to do (!), but what matters most

2. Focus on Product, Customer or Financial goals

3. Articulate specific customers / channels /
markets as opportunities

4. If you're unclear / torn, don’t worry...
we can iterate!



This time is only as useful to your willingness to
lean into conversations that matter

i ot ctedidiiid AR




1. Launch Iberia service
hetwork

. Add 1 new major
account in each
geography (150K
spend each)

3. Launch VIPA solution
in 3 existing depots &
get IP to sell

6-12m, our priority goals are...

Our main market facing
opportunities are...

1. Tberia partner
relationship

. Existing country
managers networks

3. Invest inour
international
tenders team

4. Licensing VIPA







GRID







What'’s the purpose of a plan?



The purpose of a plan is never to
deliver the plan...




The purpose of a plan is to deliver
alignment and momentum



Two guiding
principles for
SPRINTS




Getting started
Is better than

being right
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The Grid

Discuss

000

Visualise

Align

Let’s start with some space for
meaningful and structured
conversation about

* where you are and
* where you want to be

...with international growth



The Grid

We start by creating space for a

about where you are and where you

want to be with international growth...

Discuss

000
Align

Visualise

Department for
International Trade



SCORING PROMPTS

The Programme

Growth Sprint: Self Assessment

1 Vision & Commitment

2 Offer

3 Finance & Legal

4 Operations

5 Market Presence

6 Market Knowledge

7 Sales

We're all on board, we have a plan

and have strong momentum trading
int'lly.

Some of us don't care about/ don't There's broad agreement, vision and
want international growth. we've got a rough plan.

We've not yet thought about how our

offer needs to change for new We've defined a new offer, butit's not  Our offer is tailored and already has

well tested / understood in reality. traction in different markets.
markets.
We've not set aside any budget / We've got a budget, but we're weak o vgrgcgal?dsg;atﬁ ailtl?g ?t;gvf::tdmg'
made any legal preparations for int’l on the financial / legal implications territgries gnd have great
growth. (tax, compliance etc) of trading abroad. management info.
We've not thought about our We can just about deliver what we do Our international operation is as
capability or processes for delivering overseas, but know there's much efficient and effective as our core UK
products / services overseas. room for improvement. business.

We've yet to trade internationally, and  We have a limited presence (team We have capable people / partners in
have yet to set up any presence / members / partnerships) in some all target markets dealing with real
partnerships. overseas markets. prospects and / or customers.

We've done some research and are
adapting to the different trading
conditions and trends in target
markets.

We've got deep expertise inside our
business on what it takes to be

successful abroad.

We've not done any research on
markets, pricing, trends, competitors,
needs, customs etc.

We've had revenue from reacting to
some int'| opportunities, but have
limited capability in driving sales.

We've got a strong base of sales and
are pro-actively expanding.

We haven't yet sold anything
overseas.



B Where we want to be
In 6mths time

Wial=1=R"=
ScCore Nnow




i Commliment chioed . B The priorities / commitments
that spring from the insight

nave we agreed to take Where co we need hap / have gaps

B The gaps we will have /
help will we need
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First... TOGETHER ALONE

m
Everyone here

1. Individually read
through the 7 criteria

2. Write down the score -
where you think you are |
now & where you need
to be in 6 months

- W
-



Second...

Facilitators

1. 15m conversation to
agree on the Now
and é6mth graph

2. 10m on the
Commitments and

Needs













The Boat




What is a Growth Experiment?



“A 3-6 week effort to test a
theory about something that
could spur growth”




“A 3-6 week effort to test a
theory about something that
could spur growth”




Goals &
Grid

~

/

Sprint Questien / _ens

aba

Lightning
Demos

u y

aOa

Growth
Experiments

u Y

Clarify &
Commit




Sprint Question

Which 3-6wk experiments would
most help us accelerate progress with
International customers?






What’s moving
us forward?




What’s moving
us forward?

What’s holdingtg

us back?




Step 1: Create Input

10m
Our US Sales Conf
Director has We've proven ErEEES
brought in 3 new good product <> 5*“"_*'&‘9.;-('}? again
clients in last market fit - uiiding
six months visibility




neLgeER\W &

o R TME

L One idea per
post-it!




A short sentence is
MUCH better than
just one word
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What’s moving us forward?

4-6m
Our US Sales
Director has We've proven good Conferences
brought in 3 new product <> market starting up again =
clients in last six fit building visibility

months
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What’s holding us back?

4-6m




Step Two:
Move your “Challenges” onto the Voting area




Facilitator “De-duplicates”

5m

NB. Don’t be tempted
to cluster!!!

Literally just remove
the duplicates



Everyone ‘Dot Votes’ the what they think 5m
should get attention first

Grab 5 red dot stickers per
person and DECIDE where
you’re going to vote on the
most pressing challenges /
blockers to growth

Multiple votes are allowed




Step 3: Prioritise

3m

Facilitator moves
post-its across to
form top 3 tiers.

Have a short
discussion about
what’s bubbling up.






Elevated questions £
Intentional Experiments

Rapid Progress




Right now we’ve articulated some problems







Turn a problem into a "HMW...?”







Turn a problem into
multiple potential "HMW’s...?”




Rules for writing a good one

1. Be specific...

2. You’re narrowing down the problem
you’re trying to solve

3. You’re not creating another macro
Sprint Question
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First...

1.

Take
the
top challeng

es

and al
n 1O ea
ch

differepli:;sOn write
potential HV >
MW
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r / Problem
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Last step

1. Pick the most tangible / specific /
HMW that you’ve written and red
dot it (this is your ‘best’ candidate)

2. Pick a second place HMW to take
forward as a backup

3. Create your “stack”



Share & Learn




Share and Learn

1. Follow instructions in the
envelopes on tables.

2. Intro your businesses

3. Share your top voted challenges / ‘i
HMWs and begin pooling ideas









International
Growth Sprint

The Global Scale-up Programme



Welcome Back







Lightning
Demos




()

Lightning
Demos

- /




What’s this for?

1. Taking our HMWs and doing some
research to inform thinking

2. Capture our findings and ideas
simply and quickly



Step 1: Research

20m

8 htips e goagie oom

= ML WaEs B o a

Google

Gocge ofevasine Fronials

My How Might We question is...

My Lightning Demos is taken from...

My main take-away that could help us is...

Three things | learned / they did were...

Step 2: Demo

15m







Lightning Demos

Summary for 122 min present back

My How Might We question is...

My Lightning Demos is taken from...

My main take-away that could help us is...

Three things | learned / they did were...

1







We’re gonna scrape some collective

wisdom from the internet

Google search - “Examples of companies
who have XYZ”

CHATGPT - “Give me ideas for answering
the following question: How might we...”



JOHN MCELBOROUGH

BLOG CONSULTING

TOOLS

ABOUT

51Inspired Examples of Growth

Hacking Strategies &

Techniques FromThe World's

Most Innovative Businesses

d = Uy
$("#User_logged").a(a);
functiuﬂ(a)3

- Blogs

w chial
Fthic
act Wit
& % A
w chat Examples Capabilities Limitations
w chal ‘BExplain quantum computing in Remembers what user said May occasionally generate
simple terms™ earlier in the conversation incorrect information
 chal
ot any creative ideas fora 10 Allows user to provide follow-up May occasionally produce
o year okd’s birthday?' — corrections harmiful instructions or biased
w chat
mnlent
"How do | make an HTTP request Trained to decline inappropriate
6 in lavasoript?” — reqiiests limited knowledge of world and
salio

events after 2021

dates & FAQ

- Chat GPT

Get Notifications vl

@ Spotify

 for everyone.

ngs and more at your fingertips.

GET SPOTIFY PREMIUM

- Products you use

@ https://www.theguardian.com/technology/2016/may/26/five-of-the-best-meditation-apps

Calm
Android /i0S

icial apps
[ more

Meditate

'~ Daily Calm

¢ May 26 - Pausing

7 Days of Calm

21 Days of Calm

7 Days of Calming Anxiety

7 Days of Focus

- Case studies

Search anywhere and everywhere...

GW,I. Ourdata Ourplatform Resources Pricing About

Report

Connecting the dots:
2022's biggest consumer trends

Download now

- Published research

5 HIVE PRODUCTS SERVICES ABOUT SUPPORT
~

OVERVIEW

Free Amazon Echo Dot (3rd gen)

With every Hive Active Heating purchasel'l.

The Hive Active
Heating Kit

Get the temperature at home just right from wherever

7\

_

you are with the UK’s favourite smart thermostat.

)4

0
O

S'gn "

“
A British Gas innovation

TECH SPECS

- Examples outside of sector



Hannah Ellen

@ Oct 15,2020 - Sminread - Member-only - @ Listen

How Gymshark Used Influencers to Become a

$1.3 Billion Brand

They put competitors to shame

S\ 96

Photo by.

Q
.Jnsplash

Hannah Ellen

2 3K Followers

Just an average, Irish girl with not so average

ideas. | enjoy writing about lifestyle, self

improvement, fithess, health and anything else

that takes my fancy.

Follow @

More from Medium

‘:a Mark Schaefer

20 Entertaining Uses of
ChatGPT You Never Knew
Were Possible

@ David Owasi

How | Went From Unemployed
to Building a $30K/month
Online Business in 12 Months!

@ Benjamin Watkins

S Brilliant Landing Page
Examples

@ ~nastasia Petre... in ILLUMINATL.

| had a 37K YouTube audience,
and that’s what | earned and
learned




How Gymshark Used Influencers to Become a
$1.3 Billion Brand

They put competitors to shame

Just 4
ideas

ttttt

Onlirn

rrrrr

Gymshark
Building profile through influencers

Main takeaway:
Influencers already have reach / audience.
Can we take advantage?

Three things

- Focus on a couple of influencers first.
- Offer THEM something of value.
- Create joint content quickly.
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Use the internet to do
some research on “who’s
done this before?”

Capture your best findings
on your templates

WIFI: GMCC Members
Password: Chamber Members

JOHN MCELBOROUGH

5linspired Examples of Growth g
Hacking Strategies &
Techniques From The World's
Mostinnovative Businesses




— te
. to geners
rive Ways ons
Find a\Te:QOe of recommendaT
|eads o4 clients

How Gymshark Used Influencers to Become a
$1.3 Billion Brand

They put competitors to shame

Just 4
ideas

ttttt

Onlirn

rrrrr

Gymshark
Building profile through influencers

Main takeaway:
Influencers already have reach. Can we take
advantage?

Three things

- Focus on a couple of influencers first.
- Offer THEM something of value.
- Create joint content










Lightning
Demos
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The Big Idea

Don’t worry if you didn’t do it
“perfectly”

The big idea is just to
1. lift / shift thinking and...

2. for everyone to hear
multiple ideas / examples

Speaking of which...




Pt2: Demo your findings 15m

Lightning Demos

My How Might We question is...
My Lightning Demos s taken from...
My main take-away that could help us is...

Three things | learned / they did were...

1. 2 mins to finish template

2. 2-3 minutes per person...
playback your findings

3. Everyone take notes from
every demo










& GM Business MUCHCLEARER
Growth Hub “

Delivering on behalf of GM Business Growth Hub

Growth Sprint

October 2024

M3 [iodedby & MANCHESTER







/

T Al

“3
w assessed by a panel of judges...
/ what’s the most important factor
w -

in whether you’ll be set free?

g -
A \

oty .
A’f”‘" -

-/

W""-rb

.
¢
.
»

i

A Q: If your parole case is being
'-"r‘ o

»

-
-
»
o)
.
o
L\ .
1%

v

.s“‘*" ——




-
-
.
.
-
-
.
.
:
:




In a second we’ll explain what a
growth experiment is and start
building them...

But first...






6-12m, our priority goals are...

Does my HMW connect to
our goals / market
opportunities?

1. Add 2 new major
accounts (80K spend)

2. Launch VIPA solutionin
3 existing depots & get
IP to sell

If not, can | reword / tighten
/ pick another one?

3. Train all managers to
upsell to existing clients
and target 20k growth
on each account

Our main market facing
opportunities are...

October EXPO
Folkestone 'land grab’
Licensing VIPA

Great relationships with
MDs / Logistics Mgrs to
build on

Fresh / younger
digitally-aware talent
coming through



3.\EV

Take your HMW and a
blank A4

Make rough notes /
sketches from...

1. The lightning demos

2. Your initial ideas on
what a solution /
growth experiment

osaineae P —
TOGETHER ALONE







Growth
Experiments
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Elevated questions £
Intentional Experiments

Rapid Progress




What is a Growth Experiment?



What is an experiment?

A 4-6 week blast of

exploration to test a theory
and drive real learning
from your market




What do they look like?



How might we...

‘NCeease ocue CUEenNT Racc

THeOUCGH Twe
Loca

AVTHcoI ™ se CTy

N

IOo INCEATIVE

Experiment name

SecCtion \©o\vw

Explanation / Hypothesis

What's the theory we're wanting to test? See format below if its helpful.

IE WC mmenNTHH Secton og Peo)ecTsS
AND P ABLE T Tendel | W& oIt

Mo fuust AN oeDen S + INCRERSE

caaenT BAasT

Specific Action Steps

/]
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t is complete?

o k w the experimen P

How will we Ko tor s an indicator It's gone well?
e
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36 weeks
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Experiment name

PWSLCT  MINERPOL

Explanation / Hypothesis

What's the theory we're wanting to test? See format below if its helpful.

ADNOLTISING + OPLminG  <LaY 10és
Yok GONSELL ING  1mmepIAYLLY

WIW POV E CASHfE Low.
Wlomé MWILL O <$eY 1mC L ASLD
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We're starting from XX

If we do YY then hopefully ZZ will b
4 o th:
So let's do ABC 2l

Specific Action Steps
Bullet points Incl what, who and when

)
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How will we know the experiment Is complete?

e /o ~ }
a2 AGe LiTCEY
o SUGaES S | e
: . — PAUNE BuSN =
What are we looking for as an indicator It's gone well? v e & ‘ : : ’ I 7 /ﬂ')l ‘ l_\/’ /; Vg /”t
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Experiment Length

3-6 weeks
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Remember these...???

Capture form on Matay website

Hypothesis:
Adding a simpio form to the website as a call to action

would help us understand what peaple are Jooking
for. We can then call the high value customers.

Get the attention of 1 retailer in NY

Success criteria:

= A100W incresse In Inbound leads from website

Experiment length:
& weeks

o Makay

webize?

Hypochesis:

Adding a simpie form ta the website as a cal to action
would help us understand what peaple are jooking

for. We can then call the high value customers.

« Add L 10 the bottam of website

S plit test campal gns on TikTok

jccess ceiteria

+ A 100W incresse In Inbound leads from website

Experiment length:

v mught

o apture form on Makay website

Hypothesis:
Adding a simpio form to the website as 4 call to action

would help us understand what people are fooking
for. We can then call the high value customers.

Action steps:

Test a new data offer with client A

-+ A100W increase In Inbound leads froem website

Experiment length
» dweeks

Hypochesis:

Complete a 3 week fact find to Austin, TX |—

+ Design super basic form on paper

- Find quick/easy software (Typefarm) to make i
« A4t 10 the battam of website

Success criteria

« A 100W incresse In Inbound leads from website
b mught

" apture form on Makay website

Hypothesis:

Experiment length:
- dweeks

Adding a simpio form to the website as a call to action
would help us understand what peaple are fooking
for. We can then call the high value customers.

Action steps:

—] Next 4 Fridays are full day leadership meets

Success crituria:

= A100W incresse In Inbound leads froem website

Experiment length
& weeks




Experiment Name

Explanation/Hypothesis

Action Steps

Success Criteria

Experiment length



IGS conort = Sector = S8izeofOrg = ExperimentNams = Based on HMW... = Explanaton/ Hypotnasls

Actions Steps Success Criteria = Experimsnt = experiment made gensri: (g0 X to achieve Y} = Experiment = Quaiity of = Typsof Growth =
length i Experiment (Anzofr)

Optimisatic
n

Sepi21 Ecommerce e Roles and Respansbiliies HMW undestand and clardy This is to create @ simple chart of key roles and + Chart constructed with roles and definiions Verbial agreement of roks and confirm we are af desr with | TERM -6 dafine job rokes specific 1o each branch (dfleent countries) | oatmisation ¥ med [ -
everyone s mies and soilties 15) Aliocate them i each senior  + Agree and apportion e ries and expectations what the expecation and jo ok WEEKS in order to clanty rezponsbities and improve how the Penstratian
within both the UAE branch and U: person Io impeove the running and efficiency o the Wee heck n 1o discuss the rcl weak and imgrove business operates/ efficiency
s of the 1ew company CES? business 3nd darfly job roles. where pecessary, By week six a red job description

for nil stxfl withn the businesses.

Sepii21 |l-wnhduﬁn¢ <10, | Attend e i Sren: THMw farnate e teach  Broaden k ans iz, Msocan Toda 2 1 e ¢ X There are projects in grocessng or Sscussan al fhs ime. |6 weeks. imﬂmummhcﬁbmw rw > high Maret 23
Todkicy i fo o G e S 2 it : o f | Prinstrai
(exmting client meommendations) hawe e frionds can b our potential clieats.
without sacificng qualty of

Sepli21 Manufsctunng =10 y managerent  HMW ompensate and manage rish @ more sustairable c; flow for company wh ventory managerm ysiem improved cash cunversion cycle (y 50%) 12 weeks v med Masriet it

with lnger cash canvergan cpd muintaining enough sock of maediats for sales and RED  + look to reduce capdal expenditure through leases comprebansive inventory mansgamen y Yo Peretration
and extendng larger credit lres? « fecorast madels of sxpected sakes derend
+ astline requirerm om R&D
sl hew payment phans, e.g. uplont payrment
Sepii21 pctuing =10 Creating Apgiication Notes HMW more effectvely Creating mare n3tes logethes with our TOS will  + Design a fxed demplate foe appication notes + Decrease in castomer conversin periods by 67% B winwks create rotes on sucts thal outline thoir potentinl  expetiment v hich Mastet -
Sepii21 fnlech >0 Gain our owr first maver advarisge  HMW laversge our sirenghts o have an orignal idea ta test > marke? nal yet dscovered by  research untapped markets new area found. compliance is achievable, aid more 4 weeks research competitors snd broader market for where our ecperimant  *  low - med Mariot v.
c maver  our competio * research compettos arsas resaurces io dscover mare key daty strengths are missing in obers. in order 1o srengthen this Peratratian
vantage? « check compliance i area with promizng initial resulta eiement - be mare compeitive
* camplete ini somer approach o gain feedback
Sepii21 fotech >10 Merchant Ampiication Analysis HMW figure out the best wary o By resaarching which potenial merchants already usea = Gatier  fist of merchants that we can targel based on our | Majorty coming fram thase who dready take BNPLar vice 4 weeks gather It of 500 local (manchester} marchaals and find cul eperiment  med-high Markel -
target and snboard 500 merchants in BNPL senvice. we can delenmine whether our product indesiry targeted vericals (i.e. ansthetios) wers - understanding whi ng betier results and if they tzke our main featie (buy row, pay laler). in order to Penatratian
the greater manchester regios within sccoptanze rate will be higher thar thoze whoden'thave  + Fgure out which ooes already choose thal sids if statisticaly significant. Otherwise target understaind our market

the next 3 month: BNPL. + Analyse and see if here is a differ bath.
uphaioarveraon rak Baacd un whet
siready using BNPL v not

our product lines and their poential  sllow pecole and potential cients 1o understard what we do | + Narmalise experimental data relative b existing (minimise the time between introguctorn to first purchise) applicatons to e a decreazs in customer Penatratian
end-use aplications? and how sur misterials coud be spplied. This wil help 1o matenals « Minimise introductary canversason ime with dients converson perod
enecate higher quality sads and minimise cost of in AN far each uze caze tial we explore or aim o | (<30mins from current 24}

custiomer acquisian in the ong run. n finks, compesit

EML elecirachemical, elc.}

Sepii21 Manufaciunng <10 Sacial Engagernent - Start HMW farm or jain netwarks to Creating sew expert Jeads for expanding collabar . i + Engage with 810 individuals {recetve a reply of intrest) 68 wenks, identify and reach cut to 610 individuals conducting wiperiment  ~ hich Martet -
rezeract refevant fo our praducts; in arder tobegin Pertratian
establissing coliaboratian ani social proaf our products

(add vaidity i ndustry netwarks)

the praductiservice (aps)

1 e causing “uyw_cmﬁﬁemw”lp;_
lsading times on the plalform? - ¥ platform can s before

Sepii21 folech >10 Brand awareness and loyaity How mightwe belier understnd  In the digtal sge, there are 5o many optians for cansismers  « Loyal custamers lerd 1o return more oken and far larger  One of t1e mos prominent and wek known challengse Crestiny ) campaign %o crests more eqeriment * low Mariel -
user behavour to create s tnoee Lo buy onine. Gelsng their ention and keeping purchases trands & Monza. Founded in 2015, it has developes & medis content io | consistent mwaren er loyaity Peratratian
valse propositin o separate us brand is tefir chaiienge. This is why mesting mutusally benefiisl customer retatonship based on engage vith the
and areaing an experence that ki ard collsboratian to buid a bank with over 4.2 peneral public

of e campelifwe consumer's nex
2

i > them warting more to buld brand loyalty i pushing buzz
than ever wound e brand
Sepii21 finloch *10 Usier behaviews analysis How mightwe betier understnd  We need Io find ways Io unéerstand our customes + Usdertake focus greups with targel denographics + Complete X amaunt of surveys and focus groups & 8 weeks undertate surveys on instigram and focus goups in order  experiment  med Markel -
user bebavour to creale n ngue  3nd needs bedter and what bey want from us y . g.poll an instagram story corrile data to undestznd what people want but $1at our competitors do Penstratian

vale propesition to separale us fram competiors esearch lofind & gap in the markel. what people |+ Have a Unigue Value Propasibon rot offer
from the rest of the competie: want but Klama or Clsarpay do not offer
BNPL industry?

Sepiiz1 frtects =10 Agp Dowloads HIMW reach 10.000 app dowsloads  The aim |s 10 1sach 10,000 3pp Cownloads in fie Grester  Trial Gierent marketsg avenoes, This witl be defre by coliscing Hie Iformaton on how and 0 weeks. Ukl e caimaign Birough diferent

= med-high Macket -

Explore

I./l OPTIMISATION / EXPERIMENT .E

Out of 216 growth ideas 74 were optimisations & 138 were experiments.
4 were not defined enough to fit into either.

Here is how they spread across quality

Heaith, Wellness and Fitness 4%  Staffing and Recruitmer@alisation Administratiog rams, 2%  Hospitals and Health Care 2%  Telecommu
~—— ~— Manutacturing.12%

HIGH MED-HIGH MED LOW-MED Low

d . o : Types / Methods of Market Facing Experiments

Marketing, 12%

25 51 ¢
PROTOTYPE / MAFIA OFFER A sample trial to validate idea 13

SOLUTION TRIAL To solve a certain problem / address an issue 12

SECTORS ' ' 2

TRAFFIC CAMPAIGN PPC or other web traffic campaign 3

FAKE / PAINTED DOOR TEST Real world test of a new feature to ascertain conversion metrics 3
Fintech,10%
LANDING PAGE Web page for call to action/ conversion 4

SPLIT-TEST a/b test. Compare two versions of a solution 6

Information Technoiogy and Servioas,8% COMPETITOR USABILITY Data collection and analysis of competitors 9

Food anc Beverage, 10% CUSTOMER INTERVIEW Getting feedback from customers 20

TRRVIRVIL

Computer Software/ Hardware 8% 9 UX LOCALISATION Localising a product/service to a specific region. E.g. language 3

ADoarel and Fashion 8%

20XX PRESENTATION TITLE 3 10 PRIMARY RESEARCH Gathering new data 16

11 BUILD RELATIONSHIPS Making or using contacts in their industry 22

12 MARKETING Advertising or using marketing methods not described in adjacent table 28




What do they look like?

1. Split Testing

2. MOM:-Test Customer Interviews
3. Prototype / Mafia Offer

4. Fake Door Trial

5. Secondary Source Research

6. Traffic / Social Media Campaign
7. Competitor Usability

8. UX personalisation

24 Experiment Types

9.

10.

11.

12.

13.

14.

15.

16.

Partner & Supplier interviews
Expert interviews

A day in the life

Discovery survey

Discussion forums

Feature Stub

Email campaign

Pop Up Store

17.

18.

19.

20.

21.

22,

23.

24,

Storyboard / Brochure
Explainer video
Clickable prototype
Single feature MVP
Process change

Simple landing page
Concierge Trial

Wizard of Oz



The top experiment types that
scaling companies gravitate to

1. Split Testing
2. MOM:-Test Customer Interviews
3. Prototype / Mafia Offer



SaaS Startup
2 Email | Upsell webinars are working, but not well
gsteliiecitioElioin attended enough.

¥z Explainer Video
| If we segment our mailing list to three

personas and target content at them with a
super easy ask / micro-commitment then we

should see an uplift in reg's

Compelling content to capture

. Break our list (¢.3000) into A. FANS recurring

buyers, B. WARM LEADS (<ém), and C. COLD
CONTACTS (<12m)

. Create specific 45 sec explainer video & CTA
for each group

. Mail out and monitor click throughs / signups

20-50% uplift in registrations
(average 18 per campaign)



TECH BLUE CHIP

¥ Mom Test Customer Interview The mid-markeft is ready for a true hybrid

working, IT & Facilities subscription-based
b ::4 Mafia Offer model

J Split Tes! If we develop a first level offer and 'MOM-test’
potential pricing structures with six warm
buyers, then we could learn optimal launch
pricing and convince one of them to do a pilot

Get a pilot over the line

¥
1. Consolidate the offer (4 weeks)

2. Run customer interviews - pricing focus
3. Refine and package
4. Look to engage for a pilot

We have a first version offer, tested from 8
complete interviews and have one pilot agreed to go



Not a full solution to
your entire problem /

achieve your goal




Explanation/ Hypothesis




All experiments start with a
theory or hypothesis you
want to test




We believe X...

If we do Y then we
should see Z




We believe US is our highest
potential next market.

If we can secure 1 retail
partner in NY then we can
expand from that footprint




Our assumption is that IT managers
want visibility into their fleet

If we split test two dashboard variants

with 10 users then we'll prioritise our

roadmap, build our value prop AND
sell a pilot!







WHERE WE'RE GOING...

Upsell webinars are working, but not well
attended enough.

If we segment our mailing list o three
personas and target content at them with a
super easy ask / micro-commitment then we

should see an uplift in reg's

Compelling content to capture 6 weeks

Rl 1. Break our list (c.3000) into A. FANS recurring
i n e buyers, B. WARM LEADS (<ém), and C. COLD
= ’ e CONTACTS (<12m)
B 2. Create specific 45 sec explainer video & CTA
i for each group
3. Mail out and monitor click throughs / signups

%

et ¥

20-50% uplift in registrations
(average 18 per campaign)




Guidance on writing a good one

1. Get a sharp hypothesis (if we, then we) and
the plan will look after itself

2. Focus on testing something in the market...
engage (potential) customers!

3. If struggling with 6wk limit, ask "what could
a smaller / first slice of this look like?”



, .

So you're going to...
Webinars are working, but not well attended
enough.

1. Ta ke your HMW 9 ’ﬁ“\ A If we segment our mailing list to three

personas and target content at them with a
super easy ask / micro-commitment then we
should see an uplift in reg's

2. Write a hypothesis

Compelling content to capture 6 weeks

3. Suggest what actions would get you

sta rllled Wl'l'h an experlmeni . Break our list (¢.300) into A. FANS recurring

buyers, B. WARM LEADS (<ém), and C. COLD
CONTACTS (<12m)

Create specific 45 sec explainer video & CTA

4. Define specifically the result / " for each group
Iearning you're Icoking o achieve . Mail out and monitor click throughs / signups

20-50% uplift in registrations
(average 20 per campaign)

5. Set the timeframe & Name it!









Share and Read

a) Silently read through
each others GE’s

b) Add questions / ideas
as post-its

Experiment Name

Compelling content to capture

Explanation Hypothesis

target content at them with a super easy
ask / micro-commitment then we should
see 30-50% increase in reg in 6 weeks

Action Steps

B. warm (<6m), and C. cool (<12m)

2. Shape hooks, content & specific ask
for each segment

3. Mail out and monitor click throughs

Success Criteria

20-50% uplift in registrations
(average 20 per campaign)

Experiment length

6 weeks

If we segment our list to three personas,

1. Break our list (c.300) into A. recurring,

nNNNNN

nNNNNN

Experiment Name

Compelling content to capture

Explanation Hypothesis NI

If we segment our list to three personas,
target content at them with a super easy
ask / micro-commitment then we should
see 30-50% increase in reg in 6 weeks

Action Steps

1. Break our list (¢.300) into A. recurring,
B. warm (<6m), and C. cool (<12m)

2. Shape hooks, content & specific ask
for each segment

3. Mail out and monitor click throughs

Success Criteria

20-50% uplift in registrations
(average 20 per campaign)

Experiment length
nNNNNVN

6 weeks

—,

nNNNNN

TOGETHER ALONE

5m

Experiment Name

Compelling content to capture

Explanation Hypothesis

If we segment our list to three personas,

target content at them with a super easy
ask / micro-commitment then we should
see 30-50% increase in reg in 6 weeks

Action Steps

1. Break our list (c.300) into A. recurring,

B. warm (<6m), and C. cool (<12m)

2. Shape hooks, content & specific ask
for each segment

3. Mail out and monitor click throughs
Success Criteria

20-50% uplift in registrations
(average 20 per campaign)

Experiment length

6 weeks

nNNNNN

nNNNNN




Discuss

Discuss and clarify

anything that needs
more diving into
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Experiment Name

Compelling content to capture

Explanation Hypothesis

If we segment our list to three personas,
target content at them with a super easy
ask / micro-commitment then we should
see 30-50% increase in reg in 6 weeks

Action Steps

1. Break our list (c.300) into A. recurring,
B. warm (<6m), and C. cool (<12m)

2. Shape hooks, content & specific ask
for each segment

3. Mail out and monitor click throughs

Success Criteria
20-50% uplift in registrations
(average 20 per campaign)

Experiment length

6 weeks

nNNNNN

nNNNNN

Experiment Name

Compelling content to capture

Explanation Hypothesis

If we segment our list to three personas,
target content at them with a super easy
ask / micro-commitment then we should
see 30-50% increase in reg in 6 weeks

nNNNNN

Action Steps
1. Break our list (¢.300) into A. recurring,
B. warm (<6m), and C. cool (<12m)
2. Shape hooks, confent & specific ask
for each segment
3. Mail out and monitor click throughs

Success Criteria

20-50% uplift in registrations
(average 20 per campaign)

Experiment length
nNNNNVN

6 weeks

—’

nNNNNN

10m

Experiment Name

Compelling content to capture

Explanation Hypothesis

If we segment our list to three personas,
target content at them with a super easy
ask / micro-commitment then we should
see 30-50% increase in reg in 6 weeks

Action Steps

1. Break our list (c.300) into A. recurring,
B. warm (<6m), and C. cool (<12m)

2. Shape hooks, content & specific ask
for each segment

3. Mail out and monitor click throughs

Success Criteria

20-50% uplift in registrations
(average 20 per campaign)

Experiment length

6 weeks

nNNNNN

nNNNNN
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Read and Write

a) Silently read through
each others GE’s

b) Add questions / ideas
as post-its

Experiment Name

Compelling content to capture

Explanation Hypothesis

target content at them with a super easy
ask / micro-commitment then we should
see 30-50% increase in reg in 6 weeks

Action Steps

B. warm (<6m), and C. cool (<12m)

2. Shape hooks, content & specific ask
for each segment

3. Mail out and monitor click throughs

Success Criteria

20-50% uplift in registrations
(average 20 per campaign)

Experiment length

6 weeks

If we segment our list to three personas,

1. Break our list (c.300) into A. recurring,

nNNNNN

nNNNNN

Experiment Name

Compelling content to capture

Explanation Hypothesis NI

If we segment our list to three personas,
target content at them with a super easy
ask / micro-commitment then we should
see 30-50% increase in reg in 6 weeks

Action Steps

1. Break our list (¢.300) into A. recurring,
B. warm (<6m), and C. cool (<12m)

2. Shape hooks, content & specific ask
for each segment

3. Mail out and monitor click throughs

Success Criteria

20-50% uplift in registrations
(average 20 per campaign)

Experiment length
nNNNNVN

6 weeks

—,

nNNNNN

TOGETHER ALONE

5m

Experiment Name

Compelling content to capture

Explanation Hypothesis

If we segment our list to three personas,

target content at them with a super easy
ask / micro-commitment then we should
see 30-50% increase in reg in 6 weeks

Action Steps

1. Break our list (c.300) into A. recurring,

B. warm (<6m), and C. cool (<12m)

2. Shape hooks, content & specific ask
for each segment

3. Mail out and monitor click throughs
Success Criteria

20-50% uplift in registrations
(average 20 per campaign)

Experiment length

6 weeks

nNNNNN

nNNNNN




Discuss

a) Discuss and clarify
anything that needs

more diving into
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Experiment Name
Compelling content to capture

Explanation Hypothesis

If we segment our list to three personas,
target content at them with a super easy
ask / micro-commitment then we should
see 30-50% increase in reg in 6 weeks

Action Steps

1. Break our list (c.300) into A. recurring,
B. warm (<6m), and C. cool (<12m)

2. Shape hooks, content & specific ask
for each segment

3. Mail out and monitor click throughs

Success Criteria

20-50% uplift in registrations
(average 20 per campaign)

Experiment length
6 weeks

nNNNNN

nNNNNN

Experiment Name
Compelling content to capture

Explanation Hypothesis NI
If we segment our list to three personas,

target content at them with a super easy

ask / micro-commitment then we should

see 30-50% increase in reg in 6 weeks

Action Steps
1. Break our list (¢.300) into A. recurring,
B. warm (<6m), and C. cool (<12m)
2. Shape hooks, confent & specific ask
for each segment
3. Mail out and monitor click throughs

Success Criteria

20-50% uplift in registrations
(average 20 per campaign)

Experiment length
nNNNNVN

6 weeks

—'

nNNNNN

10m

Experiment Name
Compelling content to capture

Explanation Hypothesis

If we segment our list to three personas,
target content at them with a super easy
ask / micro-commitment then we should
see 30-50% increase in reg in 6 weeks

Action Steps

1. Break our list (c.300) into A. recurring,
B. warm (<6m), and C. cool (<12m)

2. Shape hooks, content & specific ask
for each segment

3. Mail out and monitor click throughs

Success Criteria

20-50% uplift in registrations
(average 20 per campaign)

Experiment length

6 weeks

nNNNNN

nNNNNN
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Sprint Question

Which 3-6wk experiments would
most help us accelerate progress with
International customers?



4

Plan

1. Assign an owner

2. Agree the first
couple of actions to
get started

3.Get a date and time
in the diary fo review

progress.

Experiment

Who's Leading

First Actions

When do we check
progress?




~

Goals &
Grid

/

ala

The Boat &
HMW

N W

Sprint Question / Lens

ala

Lightning
Demos

A Wy

e

Growth
Experiments

A Wy

Clarify &
Commit




it all

Taking
back
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Sessions like this
can be great...
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Three critical questions we can’t leave without answering

Who’s gonna co-ordinate experiments being done?
What EXACTLY does getting going look like?

When will we review and iterate from what we learn?



Someone who...
1. Cares
2. Is organized

3. The team will support in
making things happen




Getting started TOMORROW

What’s the phone call that
needs to be made?

... the meeting that needs
to be booked?

... the software that needs
to be purchased?




What we REALLY want...

BACKLOGm

EXECUTE

REVIEW
& SCALE

45m

learn

A

JTest n
learn learn learn

o a Q




C)\ Review every 8 weeks
* What’s happened?

45m

 What have we learned?

Which experiments do we...
. x Scale / Double down

O Restart / Tweak

—

— :
2 Shelve / Bin




Celebrating completion... =
even on failure /£
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Elevated questions £
Intentional Experiments

Rapid Progress




Vision
always
outstrips
capacity




You will get a resource pack with
ALL the slides







GM Business Growth Hub
Workshop/Programme Feedback

Form




Closing
Thoughts

Ishan Duttar

Global Scale-Up Support
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Thank you




