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How to Focus Agile so 
it delivers Value to 
your Stakeholders

Tips Principles and Ideas gathered 
from years of experience on focusing 
Agile development towards delivering 

value to stakeholders.
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Download slides at http://www.gilb.com/dl277

Kai@Gilb.com
Twitter: @kaigilb

Gilb.com
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https://twitter.com/kaigilb
https://twitter.com/kaigilb
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deliver 
value to stakeholders, 

within limited resources.
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Our highest priority is to satisfy the customer
through early and continuous delivery

of valuable software.

Working software is the primary measure of progress.
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Scrum

6

6



deliver 
value to stakeholders, 

within limited resources.

Our highest priority is to satisfy the customer
through early and continuous delivery

of valuable software.

Should we not 
understand and define 

what our stakeholders value?

And set out to deliver that!
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deliver 
value to stakeholders, 

within limited resources.
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Some Players

16

Posten

Webteam - Value Management Certified

Project Owner: Anne Hognestad anne.hognestad@posten.no

Product Owner: Terje Berget terje.berget@posten.no

Lin Smitt-Amundsen & Kristin Nygård

Many Business Groups and internal stakeholders.

Kjetil Halvorsen kjetil.halvorsen@posten.no

Bekk & Ergo Group

Scrum Master: Fredrik Bach fredrik.bach@bekk.no

Technical Architect: Stefan M. Landrø: stefan.landro@bekk.no

Graphics: Espen Satver

Morten Wille Johannessen, Markus Krüger, Dag Stepanenko

NetLife Research

User Experience: Gjermund Also gjermund@netliferesearch.com Kjell-
Morten Bratsberg Thorsen 

Kai Gilb: Management Coach
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Stakeholders

Values

Solutions

DecomposeDevelop

Deliver

Measure

Learn

Value Management 
Learning Process
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Stakeholders

Values

Solutions

DecomposeDevelop

Deliver

Measure

Learn

Identify 
Stakeholders

Who and what cares about the 
outcome of our project?
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Stakeholders

Values

Solutions

DecomposeDevelop

Deliver

Measure

Learn

Value Capturing
Find & specify quantitatively  
Stakeholder Values, Product 

Qualities & Resource 
improvements.
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R U Sure?
historians Robert Friedel 
and Paul Israel 
list 22 inventors of 
incandescent lamps 
prior to Joseph Swan 
and Thomas Edison. 
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http://en.wikipedia.org/wiki/Joseph_Swan
http://en.wikipedia.org/wiki/Joseph_Swan
http://en.wikipedia.org/wiki/Thomas_Edison
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What did
Edison do?

1800 by Humphry Davy -  battery 
carbon glowed, producing light.

1878, the English physicist Sir 
Joseph Wilson Swan - 
demonstrated his new electric 
lamps

1877, Charles Francis Brush 
manufactured carbon arcs to light 
a public square in Cleveland, Ohio.

1879 Thomas Alva Edison
- 40 hours then later 1500 hours

1881 Lewis Howard Latimer 

1903, Willis R. Whitney - wouldn't 
darken the inside

etc....... they are still inventing it
22
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http://www.enchantedlearning.com/inventors/page/l/latimer.shtml
http://www.enchantedlearning.com/inventors/page/l/latimer.shtml
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Stakeholders

Values

Solutions

DecomposeDevelop

Deliver

Measure

Learn

Value Capturing
Find & specify quantitatively  
Stakeholder Values, Product 

Qualities & Resource 
improvements.
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Stakeholders

Values

Solutions

DecomposeDevelop

Deliver

Measure

Learn

Solution 
Prioritization

Find, Evaluate & Prioritize 
Solutions to satisfy Requirements.
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Stakeholders

Values

Solutions

DecomposeDevelop

Deliver

Measure

Learn

Evo Cycles
Decompose the winning Solutions 

down into smaller entities,
then package them so they deliver 

maximum Value. 
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Stakeholders

Values

Solutions

DecomposeDevelop

Deliver

Measure

Learn

Develop
Develop the packages that

 deliver the Value.
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Stakeholders

Values

Solutions

DecomposeDevelop

Deliver

Measure

Learn

Deliver
Deliver to Stakeholders 

improved Value.
(not always a thing or code)

27



 © 2008 Kai Gilb© Kai@Gilb.com 28

Stakeholders

Values

Solutions

DecomposeDevelop

Deliver

Measure

Learn

Measure Change
Measure how much the Values 

changed.
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Stakeholders

Values

Solutions

DecomposeDevelop

Deliver

Measure

Learn

Learn & Change
Learning is defined as a change in 

behavior.
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Stakeholders

Values

Solutions

DecomposeDevelop

Deliver

Measure

Learn

Value Management 
Learning Process
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Stakeholders

Values

Solutions

DecomposeDevelop

Deliver

Measure

Learn

Plan

Do

Study

Act

31



 © 2008 Kai Gilb© Kai@Gilb.com

Stakeholders

ValuesMeasure

Learn

Value Management 
Learning Process
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Value Management
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Value Management

34

Management

DevelopersDevelopers

Management
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Value Management

35
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Business Goals Stakeholder Value 1 Stakeholder Value 2
Business Value 1 -10% 40%
Business Value 2 50% 10%
Resources 20% 10%

Stakeholder Val. Product Value 1 Product Value 2
Stakeholder Value 1 -10% 50 %
Stakeholder Value 2 10 % 10%
Resources 2 % 5 %

Product Values Solution 1 Solution 2
Product Value 1 -10% 40%
Product Value 2 50% 80 %
Resources 1 % 2 %

Prioritized List
1. Solution 2
2. Solution 9
3. Solution 7

We measure 
improvements
Learn and Repeat

Prioritized List
1. Solution 2
2. Solution 9
3. Solution 7

Value Decision Tables

Scrum Develops
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Product Values Solution 1 Solution 2
Product Value 1 -10% 40%
Product Value 2 50% 80 %
Resources 1 % 2 %

Value Decision Tables
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Product Values Solution 1 Solution 2
Product Value 1
Product Value 2
Resources

Value Decision Tables
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Product Values
Product Value 1
Product Value 2
Resources

Value Decision Tables
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Product Values
Product Value 1
Product Value 2
Resources

Value Decision Tables
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Product Values
Product Value 1
Product Value 2
Resources

Value Decision Tables
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Product Values
Taste

Resources

Value Decision Tables
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Product Values
Taste
Nutrition
Resources

Value Decision Tables

43



 © 2008 Kai Gilb© Kai@Gilb.com 44

Product Values
Taste
Nutrition
Shelf Life
Resources

Value Decision Tables
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Product Values
Taste
Nutrition
Shelf Life

Sum Goodies
Resources

Value Decision Tables
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Product Values
Taste
Nutrition
Shelf Life

Sum Goodies
Resources

Value Decision Tables

20 % 50 % 90 %
30 % 70 % 90 %
80 % 30 % -10 %

130 % 150 % 170 %
40 % 60 % 80 %

Goodies
Resources

Goodies for Resources

46



 © 2008 Kai Gilb© Kai@Gilb.com 47

Product Values
Taste
Nutrition
Shelf Life

Sum Goodies
Resources

Value Decision Tables

20 % 50 % 90 %
30 % 70 % 90 %
80 % 30 % -10 %

130 % 150 % 170 %
40 % 60 % 80 %

Goodies
Resources

Goodies for Resources
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Product Values Solution 1 Solution 2
Product Value 1 -10 % 40 %
Product Value 2 50 % 80 %
Resources 1 % 2 %

Value Decision Tables
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Business Goals Training Costs User Productivity
Profit -10% 40%
Market Share 50% 10%
Resources 20% 10%

Stakeholder Val. Intuitiveness Performance
Training Costs -10% 50 %
User Productivity 10 % 10%
Resources 2 % 5 %

Product Values GUI Style Rex Code Optimize
Intuitiveness -10% 40%
Performance 50% 80 %
Resources 1 % 2 %

Prioritized List
1. Code Optimize
2. Solution 9
3. Solution 7

We measure 
improvements
Learn and Repeat

Value Decision Tables

Scrum Develops
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Business Goals
-10 % 40 %
50 % 10 %

Resources 20 % 10 %

Stakeholder Val. Intuitiveness Performance
-10 % 50 %
10 % 10 %

Resources 2 % 5 %

Product Values GUI Style Rex Code Optimize
Intuitiveness -10 % 40 %
Performance 50 % 80 %
Resources 1 % 2 %

Prioritized List
1.
2. Solution 9
3. Solution 7

Value Decision Tables
Profit
Market Share

Training Costs User Productivity
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Business Goals Training Costs User Productivity
-10% 40%
50% 10%

Resources 20% 10%

Stakeholder Val. Intuitiveness Performance
-10 % 50 %
10 % 10 %

Resources 2 % 5 %

Product Values GUI Style Rex Code Optimize
Intuitiveness -10 % 40 %
Performance 50 % 80 %
Resources 1 % 2 %

Prioritized List
1.
2. Solution 9
3. Solution 7

Value Decision Tables
Profit
Market Share

Training Costs User Productivity

51



 © 2008 Kai Gilb© Kai@Gilb.com

Business Goals Training Costs User Productivity
-10% 40%
50% 10%

Resources 20% 10%

52

Stakeholder Val.
-10 % 50 %
10 % 10 %

Resources 2 % 5 %

Product Values GUI Style Rex Code Optimize
Intuitiveness -10 % 40 %
Performance 50 % 80 %
Resources 1 % 2 %

Prioritized List
1.
2. Solution 9
3. Solution 7

Value Decision Tables
Profit
Market Share

Intuitiveness Performance
Training Costs
User Productivity
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Business Goals Training Costs User Productivity
-10% 40%
50% 10%

Resources 20% 10%

53

Stakeholder Val. Intuitiveness Performance
-10 % 50 %
10 % 10 %

Resources 2 % 5 %

Product Values GUI Style Rex Code Optimize
Intuitiveness -10 % 40 %
Performance 50 % 80 %
Resources 1 % 2 %

Prioritized List
1.
2. Solution 9
3. Solution 7

Value Decision Tables
Profit
Market Share

Training Costs
User Productivity

Intuitiveness Performance

GUI Style Rex Code Optimize
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Business Goals Training Costs User Productivity
-10% 40%
50% 10%

Resources 20% 10%

54

Stakeholder Val. Intuitiveness Performance
-10 % 50 %
10 % 10 %

Resources 2 % 5 %

Product Values GUI Style Rex Code Optimize
Intuitiveness -10 % 40 %
Performance 50 % 80 %
Resources 1 % 2 %

Prioritized List
1.
2. Solution 9
3. Solution 7

Value Decision Tables
Profit
Market Share

Training Costs
User Productivity

GUI Style Rex Code Optimize

54



 © 2008 Kai Gilb© Kai@Gilb.com 55

Business Goals Training Costs User Productivity
Profit -10% 40%
Market Share 50% 10%
Resources 20% 10%

Stakeholder Val. Intuitiveness Performance
Training Costs -10% 50 %
User Productivity 10 % 10%
Resources 2 % 5 %

Product Values GUI Style Rex Code Optimize
Intuitiveness -10% 40%
Performance 50% 80 %
Resources 1 % 2 %

Prioritized List
1. Code Optimize
2. Solution 9
3. Solution 7

We measure 
improvements
Learn and Repeat

Value Decision Tables

Scrum Develops
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examples

56
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Stakeholders

Values

Solutions

DecomposeDevelop

Deliver

Measure

Learn

Value Capturing
Find & specify quantitatively  
Stakeholder Values, Product 

Qualities & Resource 
improvements.
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 Find.Fast

Scale: average time, in seconds, a User with def. [User-Experience, 
default=Normal] uses to find what they and we want them to find.

Past 
[Dec. 2008] 

50 sec.

Goal 
[April 2009] 

15 sec.

Tolerable 
[April 2009] 

40 sec.

58
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Find.Fast

Version: 07.01.09 15.00	

 	

 Type: Product Value	

 	

 Owner: Lin

Stakeholders: Product owners, Users, Citymail, Customers, Customers-
Customers(mailreceivers), Job-applicants, Journalists, Partners,  Employees, Citimail, 
Partners, Operations.

Scale: average time, in seconds, a User with def. [User-Experience, 
default=Normal] uses to find what they and we want them to find.

from: def. [Startposition, default = in front of a blank page in a web browser].
to: def. [Found] position where the information is present on the screen of the 
User, and the User have registered it.

Past [14.12.08, Found=Unknown-Product] 50 sec. <- Lin/Terje ”2 user tests”
Tolerable [31.03.09, Found=Unknown-Product] 40 sec. <- Lin/Terje
Goal [31.03.09, Found=Unknown-Product] 15 sec. <- Lin/Terje
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Wargame

61
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Stakeholders

Values

Solutions

DecomposeDevelop

Deliver

Measure

Learn

Solution 
Prioritization

Find, Evaluate & Prioritize 
Solutions to satisfy Requirements.
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Wargame

Past 
[Dec. 2008] 

50 sec.

Goal 
[April 2009] 

15 sec.

Tolerable 
[April 2009] 

40 sec.

63

?

63



Solu%ons
• 12	
  solu(on	
  sugges(ons
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Produktveileder	
  Wizard
Produktveileder Wizard 
Et dynamisk felt på forsiden 
spør brukerne etter deres 
behov på en intuitiv måte.

Resultatene en oversikt over 
aktuelle produkter vises. 
Oversikten er utformet slik 
at man kan sammenligne 
viktige produktaspekt.

(Estimatene er uten innlogging for 
avtalekunder)

1.
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Forside
Produktguide (fasettert)2.

Flytte verktøykasse til 
venstre spalte
Dagens verktøykasse 
plasseres i midtfeltet. Det 
bør fortsatt være dynamiske 
felter brukerne kan skrive 
rett inn i.

9.

Behovsformulering på 
spesialistinnganger
”Forklaringen” gjøres om til 
menypunkt. 
Spesialistnavnet skrives 
under.

8.
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Produktguide	
  Fase;ert
Produktguide fasettert
Baseres på 
søkemotorteknologi og 
søkemotormetaforer.

2.
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Copyright NetLife Research - www.netliferesearch.com - kontakt@netliferesearch.comNetLife Research AS, 

Færre produkter
Presentere det som i dag er 
ulike produkter som 
alternativer på et 
produktark

3.
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Grunnere navigasjon
Slik at brukerne kommer 
raskere til malen 
produktgruppe.

Legges inn mulighet til å gi 
kategoriseringer på 
produktgruppemalen. 

4.

Chat
Kundeservice svarer 
manuelt på hvilket produkt 
som passer for kunden.

12.
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Større kjøpsknapp
Utformes som de andre 
knappene i designmanualen.

5.

Tilgrensende produkter 
på produktark.
Tydeligere visning og 
navigasjon for ”nabo-
produkt”
 
(Estimering tar utgangspunkt i manuell 
redigering)

10.

70
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Copyright NetLife Research - www.netliferesearch.com - kontakt@netliferesearch.comNetLife Research AS, 

”alle produkter” per 
spesialist
Ligtbox med alle produkter 
for den aktuelle spesialisten 
legges på spesialistforside

11.

71
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Vise	
  alle	
  produkter	
  og	
  tjenester
Behovsorientert 
produktinndeling

8.

Vise alle produkter
Alle produkter vises inndelt 
etter kategorier som hjelper 
brukerne med å skille 
produktene fra hverandre.

6.

72
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Brødsmulesti7.
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So

3 sec.

Solution:
Front page sorted by needs

Past 
[Dec. 2008] 

50 sec.

Goal 
[April 2009] 

15 sec.

Tolerable 
[April 2009] 

40 sec.

74

Find.Fast
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S

2 sec.

Solution:
Opportunity to buy from search-results page

Past 
[Dec. 2008] 

50 sec.

Goal 
[April 2009] 

15 sec.

Tolerable 
[April 2009] 

40 sec.

75

Find.Fast
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Sol

5 sec.

Solution:
Product comparison in search

Past 
[Dec. 2008] 

50 sec.

Goal 
[April 2009] 

15 sec.

Tolerable 
[April 2009] 

40 sec.

76

 
Find.Fast
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Past 
[Dec. 2008] 

50 sec.

Goal 
[April 2009] 

15 sec.

Tolerable 
[April 2009] 

40 sec.

Solution

20 sec.

Solution:
Service Guide

77

 
Find.Fast
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Past 
[Dec. 2008] 

50 sec.

Goal 
[April 2009] 

15 sec.

Tolerable 
[April 2009] 

40 sec.

Solution

30 sec.

Solution:
Training

78

 
Find.Fast
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Wargame
Value Decision Table

79

Find.Fast

Sorted.Needs Service Guide

Resources. External

Resources. Internal

79
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”Good websites require prioritization. When there are many needs to consider 
the result can quickly become a jungle that no one can navigate through.

Value Management helps the project to 
prioritize needs up against each other and 
to focus on that which will give the biggest 
Value.
Value Management helps us not to loose sight of the star we are sailing the ship 
towards.

Gjermund	
  Alsos
Senior	
  usability	
  specialist
NetLife	
  Research,	
  Storgata	
  2,	
  6.etg.,	
  0155	
  Oslo
Mobil:	
  (+47)	
  99	
  50	
  40	
  78	
  |	
  Kontortelefonen	
  vår:	
  (+47)	
  22	
  42	
  46	
  42
hMp://www.netliferesearch.no	
  |	
  hMp://www.iallenkelhet.no	
  |	
  hMp://www.badusability.com

80
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Stakeholders

Values

Solutions

DecomposeDevelop

Deliver

Measure

Learn

Develop
Develop the packages that

 deliver the Value.
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about
75

services

What?

What?

Where? How fast?

84
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11
services

What? Where? How fast?
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7
services

What? Where? How fast?
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1
service

What? Where? How fast?
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Stakeholders

Values

Solutions

DecomposeDevelop

Deliver

Measure

Learn

Deliver
Deliver to Stakeholders 

improved Value.
(not always a thing or code)
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Stakeholders

Values

Solutions

DecomposeDevelop

Deliver

Measure

Learn

Measure Change
Measure how much the Values 

changed.
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?
91
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Past 
[Dec. 2008] 

50 sec.

Goal 
[April 2009] 

15 sec.

Tolerable 
[April 2009] 

40 sec.

20 sec. ?

92
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“Our challenge is to measure in practice”

Anne	
  Hognestad
Project	
  Owner:
anne.hognestad@posten.no

93
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Measurements:
Establishing Past Levels

Past 
[March. 2008] 

?? sec.

Scale: Average time, in seconds, a User with def. [User-Experience, 
default=Normal] uses to find what they and we want them to find.

94
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Use Cases:

1.      Send a contract to another company in Oslo. It has to be delivered within two hours 

Correct: (Express – Budservice)

2.       Send five books to an office in Trondheim. The time it takes is not critical.

Correct: (Logistics – Bedriftspakke Dør-til-Dør)

3.       You are selling sofas. You store them in Kolbotn and ship them to customers across the 
country. Find a service to deliver the sofas from your wearhouse to your customers home.

Correct: (Logistics – Hjemlevering, Nasjonalt gods)

4.      You have a container stocked with bicycles that you are going to ship to South-Africa. Find a 
product/service that will do this for you.

Correct: (Logistics – FCL, Full Containerlast)

5.      You are expecting a shipment of frozen vegetables. Find a service to store them for 2-3 
months.

Correct: (Frigoscandia – Fryselagring, Lagertjenester)

6.       You want to send advertising to children families in Tvedestrand and want to add addresses 
that you do not have in your customer database.

Correct: (Dialogue – Målgrupper og adresser)

7.       You are tasked by your company to find the most profitable way for them to send mail. Your 
company normaly sends about 500 to 600 letters a month.

Correct: (Mail – Fleksipost)

8.       You have already sent out an offer to a list of potential customers, and you now want to 
send to the customers that have not responded, an followup offer. Find the service.Correct: 
(CityMail – Effekt och oppföljning)

95
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Penalty Time:

Wrong Service: The service the user chose would NOT do the 
task.
+300 seconds.

Suboptimal Service: The service the user chose could do the 
task, but it is not the optimal service.
+30-120 seconds

96
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197 seconds

Result data from testing 5 users on 
Find.Fast
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Measurements:
Establishing Past Levels

Past 
[March 2008]

Scale: Average time, in seconds, a User with def. [User-Experience, 
default=Normal] uses to find what they and we want them to find.

98

197 seconds
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Measurements:
Establishing Status Levels

Scale: Average time, in seconds, a User with def. [User-Experience, 
default=Normal] uses to find what they and we want them to find.

99

Status
[May. 2009]

??? sec.
197 seconds

Past 
[March 2008]

-?? sec.
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Measurements:
Establishing Status Levels

Scale: Average time, in seconds, a User with def. [User-Experience, 
default=Normal] uses to find what they and we want them to find.

100

Status
[May. 2009]

148 sec.
197 seconds

Past 
[March 2008]

-49 sec.

100



 © 2008 Kai Gilb© Kai@Gilb.com 101

Stakeholders

Values

Solutions

DecomposeDevelop

Deliver

Measure

Learn

Learn & Change
Learning is defined as a change in 

behavior.
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about
75

services

103
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12
services
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11
services
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2
services
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Business Goals Training Costs User Productivity
Profit -10% 40%
Market Share 50% 10%
Resources 20% 10%

Stakeholder Val. Intuitiveness Find.Fast
Training Costs -10% 50 %
User Productivity 10 % 10%
Resources 2 % 5 %

Product Values GUI Style Rex Service Guide
Find.Fast -10% 40%
Performance 50% 80 %
Resources 1 % 2 %

Scrum Develop
We measure improvements
Learn and Repeat

Prioritized List
1. Service Guide
2. Solution 9
3. Solution 7

Value Decision Tables
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Value Decision Table

110

Find.Fast

Sorted.Needs Service Guide

Resources. External

Resources. Internal

Product
Values

Solutions
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Find.Fast

Stakeholder
Values

Product
Values
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Stakeholder Value Examples

KFS.Charging Scale: number of customers 
per month that charge their postage meter 
“frankeringsmaskin” on www.Bring.no/Mail

Customerservice.Contact Scale:  % of 
customers that get the correct answer on 
their question, the first time they contact 
Customerservice.

113

Stakeholder
Values
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Stakeholder Value Examples

KFS.Charging Scale: number of customers 
per month that charge their postage meter 
“frankeringsmaskin” on www.Bring.no/Mail

Customerservice.Contact Scale:  % of 
customers that get the correct answer on 
their question, the first time they contact 
Customerservice.

114

Stakeholder
Values

“Scrum requires Teams to build an increment of 
product functionality every Sprint. This 

increment must be potentially shippable...the 
increment must be a complete slice of the 

product. It must be “done.” Each increment should 
be additive to all prior increments and thoroughly 

tested, ensuring that all increments work together.”
   

Scrum Guide: http://www.scrum.org/
scrumguideenglish/

114
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Stakeholder Value Examples
Sales:Order.Number Scale: number 
of completed sales per month, from 
Self.Help.Solutions.

Sales.Leadsgeneration Scale: 
number of Electronic-Leads per month 
generated on bring.xx to the Specialists.

SMB.Selfservice Scale: % SMB 
customers tht use self service solutions 
rather than other channels.
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Stakeholder
Values
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Stakeholder
Values
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Value Decision Table
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Stakeholder
Values
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Project Management

Business Owners

Developers

Steering Committee

Push Technical Solutions Wants to make decisions about  
Technical Solutions

Thinks and understands Technical Solutions
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Project Management

Business Owners

Developers

Steering Committee

 What are your 
real needs?

Sign off on Value 
Improvements

What technical solution will give maximum
Product Value improvements?
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“Our challenge is to, in practice, 
make payments based on value delivery.”

Anne	
  Hognestad
Project	
  Owner:
anne.hognestad@posten.no
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the road ahead ...
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Posten

Webteam - Value Management Certified

Project Owner: Anne Hognestad anne.hognestad@posten.no

Product Owner: Terje Berget terje.berget@posten.no

Lin Smitt-Amundsen & Kristin Nygård

Many Business Groups and internal stakeholders.

Kjetil Halvorsen kjetil.halvorsen@posten.no

Bekk & Ergo Group

Scrum Master: Fredrik Bach fredrik.bach@bekk.no

Technical Architect: Stefan M. Landrø: stefan.landro@bekk.no

Graphics: Espen Satver

Morten Wille Johannessen, Markus Krüger, Dag Stepanenko

NetLife Research

User Experience: Gjermund Also gjermund@netliferesearch.com 
Kjell-Morten Bratsberg Thorsen 

Kai Gilb: Management Coach

The Team
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To download this presentation
You will find it here:         http://www.gilb.com/FileGalleries
Direct link:                      http://www.gilb.com/dl277
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Job Description:
Implement a specific CRM 

system in a big telecom 
organization.?

Jens Evensen - Avenir

!
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Stakeholders

Values

Solutions

Decompose
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Forget 
CRM, what do 

you want to 
achieve?

?
Stakeholders

Values

Solutions

Decompose
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Not losing
 € 9.300.000,-

per Year

Stakeholders

Values

Solutions

Decompose
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I can fix that 
in 2 weeks!

Stakeholders

Values

Solutions

Decompose
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“and so he did !”
Saving his client about
€ 9.300.000,- per Year

Stakeholders

Values

Solutions

Decompose

Jens Evensen - Avenir

LosingContracts
Scale: € lost per year, in 

expiring contracts.
Past [at meeting] €9.300.000.- 
Goal [2 weeks later] €0.-
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take home points

130Copyright: Kai@Gilb.com
130



131



 © 2008 Kai Gilb© Kai@Gilb.com

Past 
[Dec. 2008] 

50 sec.

Goal 
[April 2009] 

15 sec.

Tolerable 
[April 2009] 

40 sec.

132Copyright: Kai@Gilb.com

 
Find.Fast

Clear Quantified 
Stakeholder Values

Product Values
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Training Costs User Productivity
Profit -10% 40%
Market Share 50% 10%
Resources 20% 10%

Intuitiveness Find.Fast
Training Costs -10% 50 %
User Productivity 10 % 10%
Resources 2 % 5 %

GUI Style Rex Service Guide
Find.Fast -10% 35 %
Performance 50% 80 %
Resources 1 % 2 %

Scrum Develop
We measure improvements
Learn and Repeat

Prioritized List
1. Service Guide
2. Solution 9
3. Solution 7

Value Decision Tables

Connect all levels
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What you can do 
immediately!

• List your Stakeholders

• Quantify their critical Values

• For every Solution/Strategy, 
check that it impacts the critical 
Values.
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deliver 
value to stakeholders, 

within limited resources.
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Slides download:  www.gilb.com/dl277

Kai@Gilb.com
Twitter: @kaigilb

Gilb.com

Thank you!
Email me for free 
book manuscript: Evo
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