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Build Your Own Scrum

Core Competencies: |dentify at least two ways to overcome
the challenges of being a Product Owner for multiple Scrum
Teams

Creating a Product and a Product Goal

Personas

Customer Journey Maps: As Is and To Be

Product Backlog



BUILD YOUR OWN
SCRUM

Define Sprint Planning, Daily Scrum, Sprint Review, and
Sprint Retrospective including their purpose,
participants, sequence, and maximum recommended
timebox



SCRUM FRAMEWORK

Build Your Own Scrum (BYOS)

Stake Molders
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PRODUCT OWNER

CORE
COMPETENCIES

|dentify at least two ways to overcome the challenges of

being a Product Owner for Multiple Scrum Teams




A PO CANNOT BE EVERYWHERE. MULTIPLE TEAMS =
COMPETING PRIORITIES

Ls m: oo an: ritie:

Solution
Selution: lignment and Allocate produc Is/projects
-Establish a Clear Product Strategy and Shared Backiog A g P =1 cEgonlsipros 4

-Prioritize! Kl w::rk 1 . =
-Maintain a unified product backlog rganize backlogs - ee‘p itcicar . Erorlize
-Define product goals and priorities at the top level -Ensure each team contributes to the same
-Break it down. but prioritize centrally outcomes
-Communication and transparency (All Stakeholders) -Empower your teams
-Prevents teams from pulling in different directions _Similar work - streamline it
-Reduces constant re-prioritization conversations _Less Re-Work = Time Saving

-Keeps you focused on Value. not noise
-Everybody is aligned

-Keeps teams connected to the bigger picture
-Makes prioritization and decisions easier
-Shows trust in teams




PRODUCT GOAL

Practice the creation of a product goal. Come up with a
product and map what the goal of that product is



A NEW TRAVEL APP: ONE-STOP TRAVEL APP

THE PRODUCT GOAL BOARD

= romanpichler

Vet s your purpose far creating the peaduct?

GOAL

yihich posoe change should i |'\-I|l|f_ anoLn mallinone place

Eese= Travel and creste a one stop shoa for pour itnerary end seanch for things to dafaodiete. arownd you end 1o keen

TARGET GROUP NEEDS

WL O TAPROT SOGITRTT (s I WINAT [HOEdeT RS O PIOCecs St
pre addrous?
Wihikch e el does || prosdde?

Wl A U LATESE CuSIomers and users?

SEGMENT: -Ease of Travel Burdens

Travelers -Complexity of Organizing

atrig
USERS: -Bookmarks all your

Nounger demographic
-Dlder once able to uze
-Business Travelers
-Lelsure Travelars
-Flrst-time Travelers

screenshots/dream
destinations in one place
-Provides directions/
websites/hours/etc. all in
one place

I'IUST LIKE TO TRAVEL

PRODUCT

Whial prochacs i@ il

Whatt makes & sand ac

% it frasiblo to dewolog the prodect

Product Cne-Stop Trawvel
App

Stand Out: Ease of Use and
searching/finding trave!
destinations. Use of Al
Automation. First of it's
Addtext lind Keeps you organized
and from having to dig
back imo past data.

Ease of Development: Easy
- App Developer

BUSINESS
GOALS

oo s
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POt EranE 10 hono i e

Wkl are L L) et Bl

Beneft to Campany: Cne-Stop Shop
Eage Of Travel for CUStomears - Sossn't
exlgt - Manopaly 8t s point

Business Gosts: Make Profit. Onboard
10E~+ uzers Wwithin the Arst year, Pammer
wiii BK clients/business.

Artitbuios Shareaibe 30 Ueper e Laeme S, /8 8

www.romanpichler.com
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PRODUCT ROADMAP

Create a Product Roadmap for your Product




ONE-STOP TRAVEL APP ROADMAP

THE GO PRODUCT ROADMAP

Core V1. 2nd heretion Vi = nj’;m"
E DATE ~612 Montns 23 e Y=
The date of time fram Year 1 . "
wihan a g:::l shoubd b: mat o1 i 2-6 Weeks
NAME One-Stop Layover Landing
The nama of the new release
Cipelston Mars new
Develop N Pl 0
GOAL App & Launch Functianality Mate Menetzation
LAT juser Avenues
The oulrizm or benafil -Basic validation] “Ewpansion of
FOM A B Functionality Db SO
-Debugging
JGrearchit Al/Automation -Trip Sharing
FEATU RES uploads ;:ig:g;g;pl;i -Paid vs. Free
Tha high-lovel features 2 i i ¥ 5
required to maet the goal. Sipaiatun baok through Loyalty
app Program
-Paid vs Free
_ -5
METRICS Users/ -Partnerships Referrais
The measures to detemine Clicks -% -Parnerships
if the goal has bean met. _Conversions with Social
platforms

www.romanpichler.com
Version OW2023

This template is licensed under a Creative Commons
Atiribution-ShareAlike 4.0 Unporied iicense

- .
=, romanpichler
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PERSONAS

Come up with 3 different personas that would use your
product



3 PERSONAS: THE TRENDY JET-SETTER, THE COUPLE WHO
LOVES ADVENTURE, AND THE BUSINESS TRAVELER

O PICTURE & NAME

g DETAILS
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-Find new trendy
travel
(destinations and
activities)
-Pianned and On
the spot

O PICTURE & NAME

B0 Fad plevinsd N0k £ 7 o 15 4 LG Tone &

Q DETAILS

@ GOAL

PICTURE & NAME

e e T

-Carl and Ellie Ups
-‘Older’ Traveler(s)
-Couple
-Suburbs
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-Keep travel simple
and organized In one

spot
-Find places along the
way

DETAILS
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CUSTOMER
JOURNEY MAPS

Create an 'As Is’ and a ‘To Be' storyboard of your user’s experience. Define a particular experience
or workflow that a customer is currently encountering that relates so the problem your product is
intending to solve.

For that same experience, describe what it will look like with y our product or service solving the

customer’s pain points and making the experience awesome!




CUSTOMER JOURNEY MAP -AS IS

Customer Journey Maps

45 mins

Selectone customer and Identify one A5-13 Journey map for that customer and the TO-BE Journey map that your productisenice will provige Iniems of higher value.

Doing

o
L

W
@

[

Trip Planning ( Ressarch

Bocking

Trawvel

©

= | wantito go ona triph

* We are excited!

e This will be fun!

= We are looking forward 1o
this!

QE
@

= We need to figure out where
we want to go

& We need to plan our budget

= ‘We need to do research on
our destinations, places o
stay, and actlvities

& Determined
* Optimistic
* Exciied

®,

%
o &

Su

# There are so many places
10 Qo

# There are so many
websiies o visit

» There are mixed reviews
on everything

* We are overwhelmsd

We nesd 3 break from this

+ We should fust call a frave! agent
becsuse we want to just say Torget
14

= \What dfd we get ourssives Into?

i

=
ki B

= We stlll nead to decide
where to go, but the options
are narrowed down and we
don't have. to book It

» This has upped our budget
significantly

& Btressed, yetrelleved
# Feeling good bout Where we are
guoing

# We need to figure out
activities, where to eat. and
make reservations

= We've never been to this
place, how do we decide

e Let's go back to the travel
agent

* Stregesd
#* Dverwnelmed
+ Confused

We still need help
This is costing us
maore money, so we
are going to be doing
less an the trip

At least we know we
have things booked

Stressed - budget
Discouraged

e We have everything
booksd

& Everything is packed

* We are on our way

Relleved

Mare relaxed

Excited

Sl concerned over budget
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CUSTOMER JOURNEY MAP - TO BE ‘

Doing

Thinking

Tnp Planming Reseesrch

= o

e Iwertto go on o trigh

® We are excited!
e This will be fun!

; 7 ¢ We are looking

Feeling

( forward 1o this!

Booking

! |

@Q 0 » & 8

We neec 10 Tgure out where
we went 1o go

We raec 10 plan sur bucget
We neec 1© do resesrch on
our cestnsbons. pleces o
S18y. anc scovities

We Sunk we want te go 3
the beecn. but which ane?

Determined
Optimisnc
Excived
Uncertain

B 5 ©

There are 50 meny ploces 10
go

Lers explore the one sop epp
There sre o iot of options. we
we are able 10 ook
Sverything nght Nere. we see
pictures. recommendataons
atc

| founc this place on my
‘acebiook feec - I'm gong o
paste nin here ang it geve me
sl of the informeton om !

We ore inspirec. excited ond
ready 10 book this rip

This is going to be fun

We are sbie 1o figure out these
places we've seen online from
our socials and get even more
recommendations

b @
®)

e We nave everyming bocweo

e Everythang = packec
o Ve 2re on our wey

o.;‘

513
:
&

money since we dion't use
on sgent, 50 we hove &
bigger budget for when we
get there

15



PRODUCT BACKLOG

Create a Product Backlog that supports the achievement
of a Product Goal



PRODUCT BACKLOG

Epic 3:
Hotel
Booking

Epic 4
Flight

Epic 5:

Booking

Restaurant
Booking

Epic 7:
Summary
Page
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FINAL THOUGHTS ON
MY CSPO EXPERIENCE

The CSPO course enhanced how | approach product
ownership by reinforcing a value-driven mindset—focusing on
clear product vision, prioritization, and stakeholder
alignment. It strengthened my ability to translate business
needs into actionable work, make informed trade-offs, and
continuously deliver meaningful outcomes through iterative
development. Throughout the course, we worked in groups -
it challenged us to work together, organize our ideas, clarify
priorities, and make sure we were aligned on outcomes so we
could move forward efficiently with a limited amount of time.

“w.Scrum fmScrum
* iAlliance’ ZAlliance

CSPO CSM

PRODUCT OWNER 4 m 77—\
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