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In the first semester of my Masters program at UC-Berkeley, | took a course called
“Information Organization and Retrieval.” Nerd alert: | really liked it! By organizing
information for you about the pillars of your startup, | can ensure that we are being very

thorough, and I'm able to be thoughtful with how I’'m guiding you.

As a founder, you are responsible for figuring out multiple verticals of your business:

- Market & Customer Research
- Product & Prototype

- User Experience Design & Strategy
- Marketing & Go-to-Market Strategy
- User Acquisition & Growth Strategy
- Pitch Deck & Executive Summary

Wow! That’s a lot of stuff. And, it requires a lot of work. Can you imagine how many

different consultants you would have to hire to cover all of that?

In organizing all of the elements that make up each of these verticals, | noticed that
there are a lot of duplicates that appear in more than each one. It means we’ll always be

killing a few birds with one stone.

This Confidence Rating Card was designed for you to share with me all that you've
previously accomplished and clue me in to where you need to build your competencies.
Throughout our work together, you can revisit this workbook to check-in on your
progress and make sure you're developing all of the core skills required to scale and

grow into the future.



Lady Engineer® Rating Card

HOW TO USE THIS RATING CARD

On the following pages | list out each pillar of your business. Within each, | list items and
deliverables that go into you having well thought out strategies and answers. For each
item, you will rate your confidence from 1 to 5.

One (1) means you have very little, if any, confidence in having this item or deliverable
figured out.

Five (5) means you are very confident that you have figured out that item or deliverable.
| provide a page at the end with an open text area. There, you can share with me your

thoughts and questions. Once you fill out your answers, share this workbook with me as
part of your individual assessment.

Elwiwale The Guesswork
GAIN CONFIDENCE KNOWING
THE ANSWERS
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Lady Engineer® Rating Card

Additional Information Confidence (1-5)

Problem Statement

Assumptions &
Hypotheses

Target Market &
Customer Personas

Qualitative Exercises
(The Why?)

Quantitative Research

(The What?)

Secondary Research

Competition

Analysis

Recommendations

The painful problem that you are solving with a sufficiently
large market willing to pay for a solution

The unproven and untested thoughts you have made
regarding your target audience, their pricing tolerance, and
why they may buy your product.

The numbers around potential customers, future growth
opportunities, and segments currently underserved.

The findings you have from observations, interviews, open-
ended questions and diary accounts with your customer
personas

The insights you have from analytics, data, statistics, some
survey questions, Net Promoter Score, polls and A/B testing
with your customer personas

The research you obtain from other sources like Pew,
Forrester, industry magazines, and research institutions.

The major players in your space, how they are approaching
the customer, which segment of the market they are serving,
and the features they offer.

A thorough synthesis of your findings, important insights, and
evaluation of the problem and market, along with important
nuances about customer segmentation

How your analysis will impact your product and business
strategy going forward

ol
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Lady Engineer® Rating Card

Additional Information Confidence (1-5)

Market & Customer
Research

Storyboarding

Product Defintion

Tasks & User Flows

Design Basics

Sketches

Prototype

User Feedback

Refer to Market & Customer Research table.

Also referred to as the Customer Journey. This captures what
your customer is doing when they experience the problem or
a situation where you want them to think of or find you

product.
This is a high level definition of your product/company that

likely encapsulates a bigger vision, maybe 12-18 months off.
It also has what your product version can be now, in the
short term.

The exact tasks & steps a user currently takes in real life
when using other solutions to accomplish their goals & needs,
and then the steps they would take using your solution.

Your knowledge of basic web layouts, fundamental user
experience principles, and how to organize information on a

page.

These are lightweight pencil drawings of your product’s
physical or digital design. They represent, conceptually, your
vision and how a user will interact with your product or
website.

A prototype is an interactive representation of your product.
It's a higher fidelity than your initial sketches, and represents
at least the smallest set of features needed to demonstrate
your unique way of addressing the opportunity. It can be
working or “smoke-and-mirrors.”

Feedback you have can be related to your User Flows,
Sketches or current Prototype. It should be from 3-5 users
and highlight the insights you heard the most.

ol

See corresponding
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Additional Information Confidence (1-5)

Market & Customer
Research

Problem / Opportunity

Customer Goals &
Needs

Guiding Principles

Product Personality

Key Metrics

Product & Prototype

Refer to Market & Customer Research table.

This is a part of Market & Customer Research but may go
beyond the customer personas to include Market Sizing
(Target, Serviceable & Total)

This building block is also part of your Go-to-Market
Strategy.

These summarize your customers singular challenge you can
solve for them, the absolute mandatory & minimum features
to enable them to address this challenge, and that minimal
viable product.

This details how you want your product/brand to make
customers feel and how you want them to perceive you as
they move from marketing awareness through using your
Your product addresses a problem or opportunity and it does
that over a users lifetime. The most important metric is how
frequently they need to use your product in order to realize
the full value.

These are also all part of your Product vertical. At a minimum,
you should have the tasks, user flows and product definition.

See corresponding
table

See corresponding
table

See corresponding
table
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Additional Information Confidence (1-5)

Target Market &
Customer Personas

Customer Goals &
Needs

Unique Selling
Propositions

Pricing Strategy &
Business Model

Distribution Plan &
Sales Channel

Basic Branding

Strategic
Partnerships

Online Marketing

User Acquisition &
Growth Strategy

Refer to Market & Customer Research table. See how See corresponding
knowing your Target Customers is fundamental to many table

parts of your business?

Goals are what your customer really wants for themselves
“big picture” and their needs are the small objectives your

product may address to help them get there.

Otherwise known as value propositions and product
differentiators, these are what separate you from the

competition and attract your customers to you.

Your insights into what your target customer will pay, and the
way in which you will charge for your product. 3

Direct, inside or outside sales, your own website, via
intermediaries & distributors, on marketplaces like Amazon, 1

Etsy, etc

Your tone of voice, brand archetype, and attitude. This is the
personality you and your brand embody to your target 5

customer.

The existing businesses and thought leaders you can work
with to grow your audience and get your business in front of 5

your target audience.

This is your plan for building awareness amongst your target
customers. It will include your strategies around social S
channels, email marketing, SEO, ads and referral marketing

Combined with your distribution channels and online See corresponding

marketing strategy, this includes the story you tell to a table
customer as they move through your marketing funnel
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Additional Information Confidence (1-5)

Market & Customer
Research

Distribution Plan &
Sales Channel

Sign-up and/or Opt-in

Onboarding / First-

time User

Customer Retention

Pricing Strategy &
Revenue

Referrals

Refer to previous pages for corresponding table. See how this
stuff begins to build up?

This is the “Awareness” phase of a traditional marketing
funnel. How will new customers learn about you? You
detailed this information as part of Marketing & Go-to-
Market Strategy.

This refers to the Acquisition stage of a marketing funnel and
includes the value propositions you leverage to convince
people to sign-up, buy and, generally, engage with you.

This refers to the Activation stage of a marketing funnel and
includes the more nuanced instructions or details that

convince a new user to use your product for the first time.

This is related to your Key Metrics and includes the steps and
language you employ to make sure the user comes back at
the frequency they need to in order to realize the value.

This corresponds with your Pricing Strategy that is part of
your Go-to-Market Strategy. Here, you have added
information on the features or steps through payment.

Organic, non-paid growth comes from existing customers
referring their network to your product. In this area, you have
details on how you will encourage customers to make
referrals.

See corresponding
table.

See corresponding
table.
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Additional Information Confidence (1-5)

Problem / Opportunity

Unique Selling
Propositions
Product Definition

Pricing Strategy &
Business Model

Distribution Plan &
Sales Channels

Competitive Analysis

Management Team

Financial Projections

Key Metrics

Current Status &
Accomplishments to
Date

Timeline, Future
Milestones & Use of
Funds

See how when you have the other parts of your business
figured out, your pitch deck & executive summary become
easier to detail?

These are included in your Go-to-Market Strategy

This is included in your Product & Prototype. Sometimes
advice on pitch decks group these under Underlying Magic.

These are included in your Marketing & Go-to-Market
Strategy

These are included in your Marketing & Go-to-Market
Strategy

This is included in your Marketing & Go-to-Market Strategy

This section describes why you and your team have the right
skills, passion, experience, and network to bring your vision
to life.

This section is based on your pricing strategy, business
model, distribution plan, sales channels and user acquisition
strategy.

You have these defined as part of your User Experience
Design & Strategy

In this section, you define your product status, whether you
are revenue generating, and if you've raised money. In
addition, spell out any notable events like prizes won and
media recognition.

If you're looking for investment, you'll want to spell out your
goals in order to raise your next round or have a liquidity
event. With those goals and your financial projections, you
have figured out how you will use the money to execute.

See UX Design &
Strategy

See corresponding
table

See corresponding
table

See corresponding
table

See corresponding
table

See corresponding
table

See corresponding
table



WHAT THOUGHTS GAME UP FOR YOU

WHILE RATING YOURSELF?
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