
SPRINT
Why should you read this? Sprint is a 1-5 day agil 

and structured method for any company to test 

various ideas and prototypes. 



The Sprint method is a one- to five-day 

agile and structured way to answer critical 

business questions and needs through 

innovation, design, prototyping and testing 

with customers and users. The method has 

been made very popular by Google Ventures, 

who work systematically according to this 

method in the development of new products 

in a fast and collaborative way. The method 

has proven to be useful in a wide range of 

areas and issues, and helps bring better 

ideas to the market faster.

Working together in a sprint can short-

circuit the endless meetings and 

discussions that you often find in companies 

and can help you to get your ideas and 

prototypes tested quickly. Sprint can quickly 

take a team and company into the future 

and see a product and customers’ reactions 

to it before using a large budget. Sprint is 

not the answer to everything but rather a 

method that’s proven its value when a large 

enough problem has appeared that you’re 

willing to invest a little more time in finding 

solutions to. Depending on the issue that 

you choose to work with and how much 

time you want to invest, the length of the 

sprint can vary from one to five days. The 

classic Google Venture sprint lasts five days 

and is designed in the following way:
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 � Monday  The problem is identified and 

mapped, and you choose the area you 

want to focus on for the rest of your 

sprint.

 � Tuesday Different solutions to the 

selected issue are sketched out.

 � Wednesday Decisions are taken and 

ideas are turned into hypotheses that 

can be tested.

 � Thursday    A solid prototype is develo-

ped that acts as a kind of experiment for 

testing your hypotheses.

 � Friday Tests are carried out with 

customers and users.

You don’t need to go through the full sprint 

and you can easily get a lot of value out of 

less, as long as it’s well prepared and the 

right team is in the room.

The first thing you should prepare for is 

whether you actually have a problem that is 

worth solving in a sprint. You have to have a 

problem that you’re willing to put time and 

effort into solving, and if the problem isn’t 

big enough or important enough, you 

PREPARATION FOR A SPRINT



shouldn’t use people’s time on it in a 

sprint. One of the most important factors in 

examining the problem’s importance is your 

customers’ needs. Is the issue that you’re 

thinking of working on in a sprint something 

that your customers need? Is it an issue that 

you’ve received feedback on from your 

customers? Is it a challenge that will make 

things easier and better for your customers? 

If the answers to these questions are yes, 

then you’re well on your way.

When you have a problem that’s worth 

solving, then the right team has to be put 

together. Depending on the nature of the 

problem, then the team that’s put together 

is the one that’s considered to be the best 

to deliver solutions as well as having the 

mandate to make decisions. There has be 

a good mix of specialists in the areas being 

worked on (e.g., marketing, technology, 

UX, design, management). Two roles that 

should be present in every sprint are a 

decision maker, who “owns” the issue and 

has the mandate to make decisions along 

the way, and a facilitator, whose primary 

task is to ensure that the sprint process runs 

smoothly.

Before you start, it’s a really good idea to 

make a short, written summary of what 

the sprint is about and what needs to be 

answered along the way.

This document forms the framework and 

ensures a common starting point before you 

begin. In short, it is about the following:

 � What challenge(s) do we want to find 

answers to?

 � What do we specifically want the team 

to solve and create in the sprint?

 � What do we think we already know 

enough about? What do we need more 

information about?

 � What are the most essential 

requirements that need to be in place 

for these deliverables to be realized?

 � Which critical stakeholders are needed 

for completing the sprint successfully?

 � What are we willing to invest after the 

sprint in terms of people and time for 

possible further development?
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No matter much time you choose to use, 

think about incorporating the following 

elements along the way.

A NUMBER OF IMPORTANT 

EMELEMTS
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Understand the problem: First and fore-

most, it’s about understanding the problem 

you’ve chosen to work with. A good starting 

point is a drawing of the journey the customers 

or users go through so that you have a time 

schedule with defined activities that occur 

from start to finish in this journey. The goal 

is to create a common understanding by 

going through the problem from different 

angles. Here, experts on the problem as 

well as customers and users are involved 

in helping the team understand what is 

actually happening during the journey, 

what customers and users are specifically 

thinking during the journey, together with 

where the specific challenges are and 

what characterizes them. The drawing of 

the customer or user’s journey is adjusted 

continuously so that it matches the input 

you receive from the experts.

For example, work with the following three 

levels in this journey:

 � What is specifically happening during 

the journey (actions)?

 � What is the customer or user thinking 

during the journey (thinking)?

 � How is the customer or the user feeling 

during the journey (emotions)?

 

All three levels are important, and the 

last level will help you define the specific 

challenges the customer or user experience 

that you can choose to find solutions to. Seen 

from the customer or user’s perspective, 

there will be feelings that are positive and 

feelings that are more negative. These 

moments at the top or bottom contain 

the potential to create more value for the 

customer or user in the next phase.

How might we ...?

You continue to work with the 

challenges you’ve identified in the 

following way:

 � Grab a hold of every single 

challenge that’s defined in the 

customers or users journey. The 

challenge is laid out and every 

member of the team turns the 

challenge around by putting “How 

might we ...?” before the problem 

definition.

 � Every issue is broken down 

into 5–10 “How might we ...?” 

questions.
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 � Each participant has a piece of A4 paper 

which they fold three times and end up 

with eight fields on the paper.

 � In each field, one idea is drawn that is 

related to the challenge being worked 

on.

 � The exercise is carried out in a fixed 

amount of time; for example, only 45 

seconds to draw in each field.

 � You end up with eight drawings from 

each team member that all show 

possible solutions and approaches to 

the issue that the drawing is about.

 � Check that all your “How might 

we ...?” questions contain a wide 

variety of possible solutions. If 

they don’t, then write even more.

Brand mash-up: Get to grips with the most 

important challenges and let yourself be 

inspired by how other businesses and 

people solve similar problems. It’s crucial to 

let yourself be challenged and look outside 

of the usual circles if something new and 

valuable is actually going to come from it. 

Think about how Google, Apple, Noma, IDEO, 

LEGO, etc. would solve your issue. Where 

would they start? How would they actually 

understand the problem? What would be 

the first thing they would do? What would 

their solution look like?

Start drawing: This phase is about drawing 

possible solutions based on insights from 

the first phase and the challenges identified. 

These drawings are carried out individually 

so that variations are included and so that a 

norm in the group about what is right is not 

established too soon. One of the methods 

for this is called “Crazy 8”, where the team’s 

individual members draw eight different 

variations:

Choose the best: You can’t work with all 

the issues in your sprint, which is why you 

have to prioritize at this point. It’s absolutely 

crucial that everyone in the team agrees 

with the criteria for this prioritization, and 

once again it’s here that the customers 

and users’ perspective is at the forefront. 

The criteria can include different things, 

but overall it should be about which of the 

outlined solutions can create the greatest 

value for the customers or users. One of 

the ways to prioritize is to give each team 

member a number of votes with which they 

can grade the solutions they believe will



create the greatest value for the customers 

or users. If there are several drawings that 

receive the same number of votes, it’s the 

decision maker and the “owner” of the issue 

who make the final decision about which of 

the draft solutions will be worked on.

What can the solution really look like?  The 

time has now come to build a solution to 

the issue being worked on. Depending on 

the problem and the initial suggestion for a 

solution, then the prototype that the team 

come up with will vary. Here, it’s crucial not 

to build the entire solution but just enough 

for customers or users to understand it and 

get a sense of it so that they can provide 

useful feedback. The prototype itself can 

take shape in many different ways. For 

example, it might be a PowerPoint slide, 

a software mockup, a cardboard cutout, 

pictures of what an app could look like, 

etc. The most important thing is that the 

prototype reflects the solution you want 

to make, so that customers and users can 

confirm or reject the value of it.

Test with customers or users:  If you don’t 

test your ideas and solutions with the 

customers or users, then you can easily risk 

using a lot of time, resources and money 

on developing solutions that may not have 

value to anyone. You have to get hold of the 

customers and users. 

Show them your prototype, ask what they 

think and really listen to them! Remember 

that most things we’re all trying to find 

solutions to are for people, and so contact, 

feedback and dialogue with people is 

absolutely crucial. Testing will result in 

a number of valuable insights that can 

confirm that you should move forward with 

your prototype, that you have to test it on 

more customers or users, that they like 

parts of the prototype while other parts 

don’t appeal to them, or that they don’t like 

your prototype.

Regardless of the feedback you receive, 

it’s valuable learning: You’ve completed 

your sprint, and on the basis of it you’ve to 

decide what the next step is in relation to 

your prototype. Should you invest more in 

the development of the prototype? Should 

part of the prototype be developed further? 

Should you drop the prototype completely?

In addition, be sure to review the sprint 

process itself and the lessons learnt from 

it. The sprint method is easy to implement, 

and it’s all about throwing yourself into it 

with the help of proper preparation and 

a professional, facilitated process. Put 

customers and users in the center and 

you will experience solving things in a 

completely different way than in your 

everyday work.
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