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When I joined the June Motherhood team, we thought we were building a matching platform that 
would enable an expecting mother to find a qualified, vetted doula in her area and schedule an 
in person meeting. There was a virtual component, whereby we would try to assemble cohorts 
of women with similar due dates to participate in regular virtual group meetings. However, 
customer testing suggested the real value would be in enabling expecting mothers to meet a 
doula in person. Our idea was that expecting mothers would find a doula on the June platform 
and establish a relationship with her that would culminate in the doula’s presence at the birth.  
 
In what turned out to be a prescient move in the context of worldwide lockdowns, a little before 
the halfway point of the semester, we decided to move to a 100% virtual platform. This enabled 
us to onboard doulas much faster as we were no longer constrained by geography. By keeping 
all interactions with our doulas virtual, we ensure that our customers are interacting with our 
providers solely through June, allowing us to better fulfill our mission of becoming expecting 
families’ number one partner in pregnancy. Making our product 100% virtual makes it much 
easier to explain to stakeholders. Another major change was the decision to offer free, live 
online classes in response to the COVID-19 crisis. This has been a powerful tool to engage with 
potential new customers and to respond to the cancellation of many in person childbirth classes 
in the current environment.  
 
My June journey has taught me that the best products (i) solve a well defined problem, (ii) can 
articulate their solution effortlessly, and (iii) can acquire and onboard customers seamlessly. 
Knowing what you’re trying to fix is so important not just to communicate the product to others 
but also to guide strategic design choices. Secondly, the best products are easy to describe. 
One of my realisations when we made the shift to 100% virtual is how much easier 
conversations with potential investors/partners/advisors became, since the product was now a 
lot simpler. Finally, I have learned that the quality of your product is irrelevant if you cannot get 
customers to use it! This means we need to have efficient, inexpensive ways of attracting and 
onboarding customers. Customer acquisition has generally proved more challenging than I 
thought it would be. The free classes we are now offering have helped us get the word out, but it 
remains to be seen whether we can convert participants to paid users. 
 
In terms of development process, I think it took us a little longer than we would have ideally liked 
to hire a developer. Once we found one we were able to establish scope of our MVP relatively 
quickly. However, we went through many iterations of the scoping document before getting to a 
place where our developer was ready to start work. One unforeseen advantage of this back and 
forth was that our decision to go 100% virtual took place before our developer had started our 
build, so we were able to easily tweak a few things in our scoping document to accommodate 
our shift. Another advantage we had during the development process was that Sophia had 
already built a website that had all the functionality we needed to continue to operate the 
platform in a ‘hacky’ manner while our developer worked. Sophia did a fantastic job of making 



changes to our existing site very quickly, which enabled us to get live classes up and running in 
very short order. 
 
One thing that surprised me in our interactions with our developer was how little room for 
negotiation there was on fees. I did not appreciate how commoditised the development 
profession is. Our developer had a fixed rate card that he was not willing to deviate from, 
regardless of the particular specifications of our product. I am not sure that we could have 
managed this any better given time constraints, but it was a valuable lesson for future developer 
interactions. 
 
I feel privileged to have been able to join the June team this semester. Joining once the team 
was underway, I did not have the benefit of the extensive consumer testing done last semester, 
and at the start of the courseI felt I was struggling to add value. However, Julia, Sophia and Tina 
took the time to get me up to speed and to let me know how I could be helpful. If there is one 
lesson I have learned, it is that you have to have humility, especially as a joiner. I was very 
conscious that I did not know as much as my teammates about the problem or the product, and 
so I offered to do any task that needed doing to a.) enable me to learn and b.) free up the 
co-founders to focus on things that only they could do. Humility is also key in enabling iteration. I 
was really impressed with my teammates’ ability to step back from what they had started to build 
last semester and criticise it. They didn’t get too attached to their product, which has enabled us 
to keep improving it this semester.  


