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@ LESSON 7D - Erameworks

Overview

We will cover the foundation of Product Management.

Introduce you to the common terms and set clear definitions.

Let’s start!




How is HEART Measured?

- Engagement - How much an average user is using your product (by time, - Analytics
' - sessions, etc) :

Adoption The percent of users that adopt your product after signing up Analytics
: - (user onboarding), and/or the percent of users that adopt a 5
- specific feature of your product



HEART & GSM via example

—
Goals Signals Metrics

Happiness . Customer is satisfied with checkout App store rating, Google play The rating should improve every month
: . processonapp and all orders get . storerating :

- delivered :
Engagement . Increase the number of orders and total 5 Number of order per “ Av.order per customer per month
: - value of each orders : customer : = Av. basket-value per customer per

: ' 5 Average basket value per : month

customer :

Adoption . User should open the app to purchase a = No. of App download Ratio between customer who download the
: - product as soon they installed the App : - No. of App open . app and those who are making an order, :

: : . have to increase every month
Retention Customers should make a new order No. of customers who are making Ratio of customers this month and last
: . every month anorder month
Task success - Reduce abandoned cart - Incompleteorders - No. of abandoned cart

- Finish an order within 5 minutes - Time of making anorder = Av.time to check-out



HEART & GSM: In action
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@ LESSON 7D - Frameworks

HEART & GSM: In action

HEART Framework for 2-Step Verification Feature

Goals Signals Metrics

_ ) The percentage of cur chent base that feels
That our clients feel even more satnfied Positive feadback when we ask our users more satished and secure after enabling the

Happinness and secure psing owr products. about the festure in the form of a survey, 1

Engagement  N/A NA N/A

i - The number of chents who enabled the
To have the majority of owr user-base When a client enables the functionality in functionality e botad St at

Adaption enabie the two step verification feature. the security seftings page. Sank ace

_ _ The duration of featire ise, being
The users who enabied the faature CONTIne 1, .. i i shown when a et disables veasured from the day & user enables & to

Retention 1o use i throughout the whole AUREION o g fuature in the securiy setings page.  the day they disable I, i rlaton 10 hese
. total contract length.

That 3 users who enable the feature, The event logs per user show that all three
Task Success  manage successfully after the first try (there steps were completed successfully in the :’;u:“m::mlm' Mmt‘o;:umaﬂ
are 3 steps to enabling the feature). first go.



LESSON 7D - Frameworks

AARRR

Acquire
How are you getting the users?

Activate
Are the users getting a great onboarding experience? Are they
using afeature of the product.

Retain
Are they coming back? How frequently?

Revenue
How are you monetizing

Refer
Is your product so good that your users are talking about?

----------------------------------

..................................

I

How do users become aware of you?
SEQ, SEM, widgets, email, PR, campaigns, blogs...

Do drive-by visitors subscribe, use, etc.?
Features, design, tone, compensation, affirmation...

Does a one-time user become engaged?
Notifications, alerts, reminders, emails, updates...

Do you make money from user activity?
Transactions, clicks, subscriptions, DLC, analytics...

Do users promote your product?
Email, widgets, campaigns, likes, RTs, affiliates. ..



AARRR and what you should track

—

Element Function . Relevant Metrics
Acquisition Generate attentionthrough a variety of means, bot Traffic, mentions, cost per click, search results, cost of acquisition,
: : organic and inorganic . openrate
.~ Activation Turntheresulting drive-by visitors into users who are Enrollments, signups, completed onboarding process, used the
: : somehow enrolled - serviceat least once, subscriptions
Retention Convince users to come back repeatedly, exhibiting Engagement, time since last visit, daily and monthly active use,
' - sticky behavior - churns
Revenue Business outcomes (which vary by your business Customer lifetime value, conversionrate, shopping cart size, click-
: : model: purchases, ad clicks,content creation, . throughrevenue

. subscriptions etc) :

Referral Viral and word-of-mouth invitationsto other Invites sent, viral coefficient, viral cycletime

. potential users

.....................................................................................................................................................................................................................



AARRR startup example

Generally speaking, AARRR framework offers you 5
means of measuring the customer lifecycle.

Acquisition 1000 visitors per month

Hereisasimpleexample. ..................................................................
- Activation  : 70% signup or product visits 5
Consideratypical e-—commerce Startup . ..................................................................
- Retention - 20% of activated customers :

Revenue 10% of retained customers
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Eric Ries’'s Engines of Growth

Sticky engine
Similar to retention phase of pirate metrics

Virality engine
Getting the word out. Key metric is viral coefficient

Paid engine
Similar to revenue phase of pirate metrics



More frameworks - Lean canvas

Lean canvas box Some relevant metrics
problem | ————————
CSouton | ResparistowlstrylebVBoemrek et st st eedfetuesperplovillivetopsy |
R T ——————— e

- proposition(UVP)  : competitive analysis

......................................................................................................................................................................................................................

Channels Leads and customers per channel, viral coefficient and cycle, net promoter score, openrate, affiliate margins, click-through
. rate, PageRank, message reach :

Unfair advantage Respondents’ understanding of UVP, patents, brand equity, barriers to entry, number of new entrants, exclusivity of

: . relationships

- Revenue streams Lifetime customer value, average revenue per user, conversionrate, shopping cart size, click-throughrate

Cost structure Fixed costs, cost of customer acquisition, cost of servicing the nth customer, support costs
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More frameworks - Growth pyramid

Sean Ellis’ product/market fit survey

HO\g W?;Hd you feel if you could no longer use this SCALE ﬁteﬁvp%rlcgtsgapsré%ums
roduct? . . ' '
3 y GROWTH 8 and channels.
e Verydisappointed
e Somewhat disappointed )y  STACK THE ., s de ot o
e Not disappointed 000S t o
e N/A-1nolongeruse this product ) ks ot ccdiancotiv
If 40%+ are very disappointed, you have product/. 7 PRUDUC[:TI{TMARKET Decide what you sell to
fit. -, whom, then prove it.



So many frameworks!!

Thumb rules-
1. Follow common sense
2. Don't gooverboard. Keep it simple, get a hang of it, then add another metric if needed
3. Follow asingle framework at a time
4. Everythingis mutating - your metrics dashboard should be updated frequently, till you find no reason to
update. Frequency should be at least 3 times your experiment length.



To conclude
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Thank you.
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