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Housekeeping

● Attendance is mandatory!
● Will provide feedback to everyone’s ideas.





Use Cases



Software Development Life Cycle



Use Cases Overview

What are Use Cases?

Use cases are how entities such as your 
customers interact with the product/system and 
the value the interaction provides with other 
entities in the system.  In Unified Modeling 
Language (UML), use case is list of steps, 
typically defining interactions between a role 
(an "actor") and a system, to achieve a goal.



Use Cases

● Uses cases should be simple.
● Specifies functionality and behavior.
● Should not be combination of functionalities.
● About interaction

○ not just human, but system
● Do not confuse with Use Scenario or User 

Stories.



Example

User Scenario: Buy Glasses Online

Use Cases:
● Purchase Glasses - Bad
● Browse Glasses
● Register as a User
● Place Order

From http://tynerblain.com/blog/2007/04/09/sample-use-case-example/



Example Use Case Diagram



Example UML Interaction Diagram



Don’t over process!

Use Cases are used in Unified Process (UP), 
Rational Unified Process (RUP), Oracle Unified 
Method (OUM).  It’s very important to know and 
understand Use Cases, but startups do not 
have the resources for full implementation of 
the Process.



Full Life Cycle Use Case



Full Life Cycle Use Case
● More than how the product is used.
● Full Cycle Use Cases describe customer’s

○ Needs
○ Acquisition
○ Benefits
○ Payments



Full Life Cycle Use Case

1. How end users will determine they have a 
need and/or opportunity to do something 
different.

2. How they will find out about your product.
3. How they will analyze your product.
4. How they will acquire your product.
5. How they will install your product.
6. How they will use your product (in detail; see 

the Satisfier example further on).



Full Life Cycle Use Case

7. How they will determine the value gained 
from your product.

8. How they will pay for your product.
9. How they will receive support for your 

product.
10. How they will buy more product and/or 

spread awareness (hopefully positive) about 
your product.



Example - Televito

● Age 54
● Grandfather of 6 

grandchildren
● Suffered a heart 

attack in 2008

● Has acute heart 
condition

● Visits hospital EVERY 
WEEK

● Routine EKG 
monitoring for cardiac 
pattern recognition

● Needs reliable 
data

● Needs a simple 
to use device

● No cost for the 
device and 
tests





Example: Fillbee 



Example - ESSMART - http://www.
essmart-global.com



Example - ESSMART



ESSMART



High Level Product Specification



High Level Product Specification

● Visual representation of the final product.
● Create a storyboard or diagram.



Example - Altaeros Energies



Example - Baseball Buffer



Example



Build a Brochure

● Before you invest valuable resources, test 
first
○ If whole team agrees on what you should build
○ That you are building what the customer wants

● Do this by making a brochure
○ Physical and electronic as both have value
○ Electronic is preferable – provide invaluable 

analytics
○ Don’t believe everything that people say; test it first

● Allows for spiraling innovation on what best 
product design and sequence should be







Spiraling Innovation -
A repetitive process!



Quantifying the Value Proposition



Quantifying the Value Proposition

● Determine how the benefits of your product 
turn into value that the customer gets out of 
your product.

● Calculate quantitative metrics (in most 
cases) to show this value to the customer.

● “Faster”, “Better”, “Cheaper” too general.  
Get more specific.



Quantifying the Value Proposition

● “As-is” versus the “possible”.
● Don’t over exagerate the “possible”.  

Customers do not like misrepresentation.
● Make sure the “possible” fits your customer’s 

persona.









Define Your Core



Core

● Allows you to deliver the benefits your 
customers value with much greater 
effectiveness than any other competitor.

● Focus point - Should not deviate/change 
often.



Examples - Core

● Customer Experience - Apple
● Customer Service - Zappos
● Low Cost - Walmart, Southwest
● Network Effect - Google, LinkedIn, Facebook
● Quality Family Entertainment - Disney



Chart Your Competitive Position



Definition of Competition

● Alternative your target customers has - real 
or perceived

● Differentiation
○ Product (Quality, Value)
○ Process (Way to Compete)
○ Business Model (Pricing, Distribution)
○ Imaging (Perception)
○ Other (Geographic)



Uniqueness

● What is it that makes you unique compare to 
the alternatives?

● Most specifically, what makes you most 
valuably unique to your persona?

● This will come directly from the persona’s 
priorities.

● How do you sustain the uniqueness?



Toughest Competition

● Always consider that one of the most 
compelling alternatives is to “do nothing” and 
how will you overcome this?

● Considering the alternatives including 
competition, why is yours the best from their 
vantage point (not yours)?

● This will relate back to and build off your 
Core.



Why would customer change?

● Need to understand the reason
● Under what condition will they change?
● Which segment first?  Is this segment 

desirable?  Will it lead to other segments?



Chart Your Competitive Position 





Chart Your Competitive Position

● Quick Visual Validation
● Summary of value proposition
● Re-think position if not top right
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