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Acknowledgement of Country
Product Anonymous acknowledges the Wurundjeri and Boonwurrung 

people of the Kulin nation and the Ngunnawal people as the Traditional 
Owners of the lands on which our homes are located. We also 

acknowledge the Traditional owners of Country on which we meet and 
work throughout Australia. We recognise that sovereignty over the land 

has never been ceded, and pay our respects to Elders past, present and 
emerging.
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Thank you
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Join our slack - bit.ly/prodanonslack

Say hello on #intros #job-opportunities 
channel

● Your company
● Available roles

or
● Your name
● What role you’re 

looking for

#prodanon bit.ly/prodanonslack www.productanonymous.com#prodanon bit.ly/prodanonslack www.productanonymous.com
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Social!! #dumplings 

26th May Leading the Product

17th June Continuous Discovery @ Fat Secret

Upcoming events
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“Kill your darlings, kill your 
darlings, even when it breaks your 
egocentric little scribbler’s heart, 

kill your darlings.”
–Stephen King, On Writing: A Memoir of the Craft









Human Centred Design

Agile

Lean Change Design Thinking

Desirability

Viability Feasibility
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Opportunity 
Exploration

Product
Direction

Lean
Execution

Launch,
Grow & Scale

Our approach

Product management: A process of understanding and 
prioritising what’s important, being able to say no to what 
isn’t, and moving things forward in the face of uncertainty
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PIECE.
OF.
CAKE.



Linear thinking

Stakeholders or teams don’t understand 
this process is a squiggle, not a line



Fixed 
solutions
The team or organisation 
doesn’t take up the 
hypothesis-driven approach



Teams given goals in 
the form of feature 
sets, not problems

Lack of 
autonomy



Lack of comms, vision alignments 
and focus on objectives.

Here Be Hippos



Too much, too little, the ‘wrong sort’ can grind  the gears of progress

Data derailers



Hell is other 
people

When it comes to product development…
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What can we do?
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1 5

Connect with 
senior 

leadership

Create 
psychological 
safety for flags 

to be raised 
early

Identify the 
complexity and 

take action

Quickly show 
value in working 

this way

Conceptualise 
the approach 
and build it 

together

3 42
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Introducing 
the Diagnostic
Helping set up things right since 2018



Opportunity 
Exploration

Product
Direction

Lean
Execution

Launch,
Grow & Scale
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Diagnosis

When is it done?



Intro Past Present

030201

Diagnostic session framework

29

Future Wrap

0504
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Set the context.

Create a safe space.

01
Intro

● Who’s in the room and what the 
session is about.

● Warm-up activity.
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Understand how we got here.

The further along the process the 
project is, the more emphasis and 
time is spent on what has come 
before.

02
Past

Example activities

● Guided conversation: 
Where did this idea come from? What 
was the trigger? etc...

● Reference previous research/artefacts
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Understand the current state.

What is known and what are the 
gaps?

Uncover the intent for the project.

How aligned are people?

03
Present

Example activities

● Business model canvas

● Journey/value chain mapping

● Unpack the brand and the audience/s
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What needs to change and how we 
could make this a reality?

Consider the organisation and identify 
factors that may contribute to or 
hinder the project’s success.

04
Future

Example activities

● Sketch the future

● Ideal outcomes for customer, business 
and team

● Future vision statement and value 
proposition

● Stakeholder mapping

● Identify project barriers, enablers, 
organisational cultural quirks
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It is important to always end with clear 
next steps.

Discuss when & how will you provide 
a playback of the session.

05
Wrap



Case study
A signature brand experience



People: cross-functional core team, 
key senior leader (8)

Time: Bigly - 2 x 3hr sessions

Agenda: Loosey-goosey

We received: 5kg of research*
(maybe, if printed)

Session Agenda

Day 1

Intro - 15 mins
Intros and set the scene
Warm-up - pitch slide?

Past - 15 mins
Why are we doing this - history and trigger

Present  - 45 mins
Current state summary deck stuck up or just key points/takeouts (JC to identify which slides)
Also have summary deck up on screen to dive into details/discuss
What are our Unknowns - sheet with title

Break - 5 mins

Future - 1hr 30 mins
From>to exercise - sketch and stick up 15
Space for why are we doing this - golden circles x we, by, through 15
Ideal outcomes> AHM leadership>Customers>This team 15
What will our success be measured on? 15

Wrap up - 10 mins  
Day 2

Future

What is the future? 
How could we make this a reality?

What barriers or challenges might we face?
Scale - what’s on/off the table?  

20 What enablers are in play?  (Sheet of paper with both challenges/enablers listed) - 30 mins

What cultural quirks could we anticipate?
How will we make decisions?
What would send this off the rails? (Culture, Decisions, Derailers on a sheet) - 30 mins

Alignment - 30 mins
What do
What does this project need to drive?
What does the project need to support or align with?
What do we need to reference or monitor?
(Ecosystem/stakeholder map)

Wrap up 30 mins
Play back and articulate key insights, considerations, direction.



02/03
Past & Present
An open conversation is a powerful 
tool to understand how the need for a 
new brand experience has arisen 
bubbles up important, unexpected 
factors

Key takeouts from the research were 
discussed to quickly land on position 
on audience and brand positioning… 
and some open questions



If a group has disparate views, you 
can slowly build alignment where 
possible. 

As a group, we unpack ideal 
outcomes for the people involved 
(both internal and external), what 
people believe is the problem and 
proposition, and from there land on a 
Product Vision WIP… an anchor to 
guide us. 

04
Future



Many ways to unpack the future 
experience. 

Like an open conversation, visualising 
can be an unrestricted way to uncover 
views. 

This can lead to a shared mental 
model and alignment on aspiration 
and what needs to be done.

04
Future



Understanding the barriers, enablers 
and quirks of the business context, as 
a group, is a key input in building an 
approach that factors in the ‘people 
problem’ of a successful project

04
Future



Detailed approach, with buy-in 
and understanding of what we 
wanted to do, and how, from the 
business. 

Outcome



Putting into 
practice



Be flexible and conversational

The project team diagnoses

Allow the talk to flow. Keep an eye on the 
clock and what you want to uncover, but 
don’t be too rigid in how you get there.

This can be a vital part of onboarding, 
understanding and team formation and it 
would be a shame to miss the opportunity. 

Collaborative wall-work (brick or 
digital)

Leverage momentum gained

And… start small and do just 
enough

Annotate, synthesise and structure these 
thoughts as the session goes on in a way 
that is visible, shared and at the end of the 
session able to be recapped as part of the 
wrap/approach building

With clear next steps, and having 
potentially brought people together for the 
first time, a well run diagnostic 

Keep this as lean as possible! 

Set-up the session right

Curate who attends, gather any pertinent 
info and make sure they know what they 
are letting themselves in for 

Putting into practice



Applying it 
yourselves
Time to chat to your colleagues



Diagnostic session framework: 
What would you want to cover? What value do you see in this and what challenges/opportunities to implement it do you see?
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Intro Past Present
030201

Future Wrap
0504

People problems: 
Which are you facing?

Linear thinking Fixed solutions Lack of autonomy

Here be hippos Data derailers

Some indicative questions

What ‘past baggage’ do we 
need to be aware of that 
could skew perceptions?

What barriers or challenges 
might we face?

What enablers are in play?

Why are we doing this piece 
of work?

What’s the vision for this? 

What does the project need 
to support or align with?

How will we decide 
what’s important?



Q&A



We’ve created a 
page for you to 
go get:

• This preso
• A miro board as a starter for 

your own remote diagnostic, 
with guide (PLEASE MAKE A 
COPY)

...and reach out if you think you’d 
like some help from us in future

Finally: We are hiring!   
https://isobar.training/anonymous/

https://isobar.training/anonymous/

