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1) การเรียนรูเนน Constructionism / Social Constructionism หรือ “I + 1 
(ไอพลัสวัน)” เพ่ิมพูน ถายทอด ตอยอด กันและกัน ---> Peer to Peer 

2) เนนกระบวนการคิดเชิงสรางสรรค (Creative Thinking) และกระบวนการ
คิดเชิงวิพากษ (Critical Thinking) ---> Be A Baby Born “The Journey of 
The Unlearner” + Unlearn และ Relearn แลว Learn (to LEAP*) อีกคร้ัง 

3) เนนการอำนวยการความรู (Flow of Knowledge) ท่ีไหลล่ืน มากกวา การ
บันทึกความรู (Storage of Knowledge) ท่ีอยูน่ิง 

4) รักและแบงปน “ขอมูล ความจริง ตัวเลข” ใหกับสมาชิกภายในกลุม ระหวาง
กลุม และผูคนรอบขางในช้ันเรียน ---> Caring is Sharing 
 

* LEAP = Leadership นำเดน | Empathy เห็นใจ | Agility ปรับไว | Professionalism เปนมืออาชีพ

เปาหมายรวมของ “เรา” ระหวาง
ดำเนินการ Workshop

Designed by Anuwat Churyen 2018 Photo Curtsey of Wallpapertop
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See The Same Page

มองภาพใหญ่  เ ห็นภาพเ ดียวกัน  
ผ่านสถานการณ์ปั จจุบัน  และ
การคาดการณ์  “อนาคต ”



See The Same Page

Team The Teams 

Dream The Dreams
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Source: Customer Development 
by Steve Blank, adapted by Brant Cooper

PRODUCT MARKET FIT

product

market

fit

growth
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S e r v i c e  D e s i g n  T h i n k i n g  i s   

a n  i t e r a t i v e  p r o c e s s .  

M A R C  S T I C K D O R N

#MJUiGTC

Source: The Squiggle 
by Damien Newman, Central Inc.



#MJUiGTC

Source: Customer Development 
by Steve Blank, adapted by Brant Cooper

CUSTOMER DEVELOPMENT
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IDEAS FIRST CUSTOMER FIRST



JOBs TO BE DONE NEEDs FRAMEWORK



PRINCIPLE PROCESS PRACTICE
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Job Journey

Opportunity Scoring Matrix

User Story

Key Insight

Job Story



OUTCOME DRIVEN INNOVATION 
CONCEPT WALKTHROUGH



IDEAS FIRST CUSTOMER FIRST



JOBs TO BE DONE NEEDs FRAMEWORK



PRINCIPLE PROCESS PRACTICE





The set of value proposition benefits that you design to attract customers.

Create Value Observe Customers
The set of customer characteristics that you assume, observe, and verify in the market.

DEF·I·NI·TION
VALUE PROPOSITION
Describes the benefits customers can 
expect from your products and services.
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http://strategyzer.com/vpd


The set of value proposition benefits that you design to attract customers.

Create Value Observe Customers
The set of customer characteristics that you assume, observe, and verify in the market.

DEF·I·NI·TION
VALUE PROPOSITION
Describes the benefits customers can 
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จุดสมดุล

*  P r o d u c t  M a r k e t  F i t  |  P M F

http://strategyzer.com/vpd


The Value (Proposition) Map describes  
the features of a specific value proposition  
in your business model in a more structured 
and detailed way. It breaks your value  
proposition down into products and services, 
pain relievers, and gain creators. 

Value
Map

Gain Creators describe how 

your products and services 

create customer gains. 

Pain Relievers describe how 

your products and services 

alleviate customer pains.

The Customer (Segment) Profile describes 
a specific customer segment in your  
business model in a more structured  
and detailed way. It breaks the customer 
down into its jobs, pains, and gains.  

Fit

You achieve Fit when your value map meets your 

customer profile — when your products and services 

produce pain relievers and gain creators that match 

one or more of the jobs, pains, and gains that are 

important to your customer.

Customer
Profile

Gains describe the outcomes 

customers want to achieve or 

the concrete benefits they are 

seeking.  

Pains describe bad outcomes, 

risks, and obstacles related to 

customer jobs.  

Customer Jobs describe 

what customers are trying 

to get done in their work and 

in their lives, as expressed in 

their own words. 

This is a list of all the  

Products and Services  

a value proposition is  

built around. 
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"People don't want to buy a quarter-inch drill. 
They want a quarter-inch hole!" 


Theodore Levitt

Harvard Business School Marketing Professor



"People don't want to buy a quarter-inch drill. 
They want a quarter-inch hole!" 


Theodore Levitt

Harvard Business School Marketing Professor



Source: Ash Muraya (2019)

DRILL 
BIT

HOOKS

ART

DECORATE MY HOME

EXPRESS MYSELF

???

Drill a hole

Secure a hook

Hang a painting

Showcase artwork

Enjoy art

Can get meta-physical

WHY?

WHY?

WHY?

WHY?

WHY?

WHY?

The 5Why(s) Diagram

@mjuigtc #SDF2021
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Image Credit: Christensen Institute (2020)

Jobs aren’t just about function
— they have powerful social 
and emotional dimensions. 


Clayton M. Christensen 

(Harvard Business Review, 2016)



Source: Jobs-To-Be-Done by Clayton Christensen via University of Pheonix | 04:55 mins





“If I had asked people what 
they wanted they would 
have said faster horsed.”

- Henry Ford 

Photo Credit: The Collections of The Henry Ford via The Jewish News



“A lot of times, people 
dont’s know what they want 
until you show it to them.” 

- Steve Jobs

Photo Credit: Pual Sakuma / AP via Wired



Product-oriented

“I need an iPod to listen to music”

focusing on a 
product

Source: Queric UK (2020)



Product-oriented

“I need an iPod to listen to music”

Job-oriented
“When I go running, I want to 
motivate myself and set my pace with 
some music.”

focusing on a 
product

focusing on an 
outcome

Source: Queric UK (2020)



Product-oriented

“I need an iPod to listen to music”

Job-oriented
“When I go running, I want to 
motivate myself and set my pace with 
some music.”

focusing on a 
product

focusing on an 
outcome

Source: Queric UK (2020)

Feature: 5 GB 
Benefit: 1,000 songs  in your pocket 
Context: when you go running 
Jobs To Be Done: you want to motivate yourself with some music



"People don't want to buy a quarter-inch drill. 
They want a quarter-inch hole!" 


Theodore Levitt

Harvard Business School Marketing Professor
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) I've written about the problem with user stories before. 
At the time, I found it better to just have the team talk 
over proposed changes to the product. This worked 
great when the team had gelled and the product is very 
mature; however, now I'm working with a new team and 
building a product from scratch. In this case, because 
our canvas is blank, we are having trouble getting on the 
same page when it comes to customer motivations, 
events and expectations. But today, things have turned 
around. I've come across a great way to use the jobs to 
be done philosophy to help define features.

 
I call them Job Stories.

When Coffee and Kale Compete: 
Become great at making products people will buy  
by Alan Klement (2016)



ANUWAT CHURYEN 2020

NARRATOR RESEARCHER CREATOR INNOVATOR



ANUWAT CHURYEN 2020

NARRATOR RESEARCHER CREATOR INNOVATOR



ANUWAT CHURYEN 2020

NARRATOR RESEARCHER CREATOR INNOVATOR

Job Journey

Opportunity Scoring Matrix

User Story

Key Insight

Job Story
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Creative Thinking 
Joy Paul Guiford (1988) ไดศึกษาสำรวจ

พฤติกรรมเก่ียวกับการคิดของมนุษยสามารถ
สรุปคุณลักษณะบงช้ีความสรางสรรคได 2 แบบ 
คือ การคิดแบบเอกนัย (Convergent Thinking) 
เปนการคิดทางเดียวเปนกระบวนการแกปญหา
ซ่ึงแคบ และมีทางเลือกนอยจนไดวิธีการแกปญหา
ท่ีดีท่ีสุดตามบริบทแวดลอมของปญหาน้ัน จึง
เปนแบบท่ีเรียกวา ความคิดวิเคราะห (Critical 

Thinking) โดยตองใชเหตุผลอยางกวางขวาง อีก
แบบหน่ึงคือ การคิดแบบอเนกนัย (Divergent 
Thinking) ซ่ึงเปนการคิดหลายทาง ตองอาศัย

จินตนาการ (Imagination) การแวบคิด 
(Intuition)

Illustrated by Anuwat Churyen 2019

dive
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t th
inkin

g
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Value



Illustrated by Anuwat Churyen 2019

Divergent Thinking 
Joy Paul Guiford (1988) อธิบายคุณลักษณะ
การคิดหลายทาง หรือการคิดแบบอเนกนัยเปน

ความคิดสรางสรรคท่ีจะตองประกอบดวย
ลักษณะ 4 ประการ คือ  

1. ความคลองในการคิด (Fluency)  
2. ความยืดหยุน (Flexibility)  
3. ความคิดริเร่ิม (Originality)  

4. ความคิดละเอียดลออ (Elaboration)

dive
rgen

t th
inkin

g
convergent thinkingWhat  

Why  
How

Wow 
Work 
Value



How 
might 
we…

?

What  
Why  
How

Wow 
Work 
Value

Illustrated by Anuwat Churyen 2019
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create 
choice

make 
choice

Illustrated by Anuwat Churyen 2019



คนหา คนพบ

Illustrated by Anuwat Churyen 2019
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Designed by Anuwat Churyen 2019

สะกัดกล่ันขอมูล

What Why How <—> Wow Work Value 
5Why <—> How might we…?

ELICITATION



Designed by Anuwat Churyen 2019

ปรับมุมมอง

What Why How <—> Wow Work Value 
5Why <—> How might we…?

REFRAMING





Age: 
Job Title: 
Status: 
Location:

“……………………… 
 ………………………”

Favourite Brand:

NAME: …………………………………………………….

ABOUT

GOALS NEEDS

PERSONALITY
introvert 1 2 3 4 5 extrovert

analytical 1 2 3 4 5 creative

busy 1 2 3 4 5 time rich

messy 1 2 3 4 5 organised

independent 1 2 3 4 5 team player

DATE: ……….……………….

PAIN POINTS
Characteristics:



Age: 
Job Title: 
Status: 
Location:

“……………………… 
 ………………………”

Favourite Brand:

NAME: …………………………………………………….

ABOUT

GOALS NEEDS

PERSONALITY
introvert 1 2 3 4 5 extrovert

analytical 1 2 3 4 5 creative

busy 1 2 3 4 5 time rich

messy 1 2 3 4 5 organised

independent 1 2 3 4 5 team player

DATE: ……….……………….

PAIN POINTS
Characteristics:

USER NARRATIVE

OUTCOME

NEGATIVE 
FEELING

OUTCOME
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เงื่อนไข / ขอจำกัด

User Story Key Insight Job Story
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ANUWAT CHURYEN (2018)

SCENARIO PROJECT DATE

“As a regular customer, 

I want to get notifications 
from restaurants I prefer that 
are nearby, 

so that I don’t have to 
search.”

persona

action

outcome

User Story Statement

ในฐานะ เกษตรกร

+องการ.จะ 0ฒนา2น3าเกษตรใ456ล8าเ9ม

เ;อ เ9มรายไ>ใ4?บครอบคBว และ0ฒนาหFGาน
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SCENARIO PROJECT DATE

Alan 

wants to eat less chocolate, 

because it makes him happy

but it makes him ugly (fat).

persona, character, role

action, situation

aim, need, outcome

User Key Insights

restriction, obstacle, friction

ในฐานะ เกษตรกร

+องการ.จะ 0ฒนา2น3าเกษตรใ456ล8าเ9ม

เพราะ 2น3าเกษตร5อาIJน เKาเLยMาย

แN ไOPQRการแปรTป / แNไO5ความP /  
แNเUาVงWน หXอYจZยส\บส]นการผ_ต



“When I stroll through a 
new city around lunch time, 

I want to be notified when 
I’m near a restaurant that 
matches my preferences 

so I can go there directly 
instead of searching for it.”
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situation / context

motivation

expected outcome

iGTCx #MJUiGTCi l lustrated by 

ANUWAT CHURYEN (2018)

SCENARIO PROJECT DATE Job Story Statement

เ`อ aบbโภค / คนIคใหO 5ความeนfวเgยว?บสารเค5
ตก3างในผลผ_ตทางการเกษตรและอาหารเ9มiงมากjน

kง5ความ+องการ บbโภคอาหารปลอดmย และใnoQตอpาง
ระqดระrง sงtถาม?บ “.มาของอาหาร” มากjน

หrงไwxา จะไ>5oQต.yนยาว ไOเzบ{วย ไ>อ|?บครอบคBวนานๆ 
Eat Well Live Well และ Die Well
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สาเหตุ

เงื่อนไข / ขอจำกัด
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สาเหตุ

เงื่อนไข / ขอจำกัด

PAINs

GAINs

JOBsJOBs

User Narrative
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สาเหตุ

เงื่อนไข / ขอจำกัด

WHAT 
อะไร

WHY 
ทำไม

HOW 
อยางไร
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User Story Key Insight Job Story
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เงื่อนไข / ขอจำกัด

WHAT 
อะไร

WHY 
ทำไม

HOW 
อยางไร
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NOW NEXT NEW

User Story Key Insight Job Story

Narrative Inquiry
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GAINs
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NOW
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เงื่อนไข / ขอจำกัด

PAINs

GAINs

JOBsJOBs
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NEXT



CURRENT STATE FUTURE STATE



USER PERSONAs USER SCENARIOs



User Story 1 User Story 2 User Story 3 User Story 4 User Story 5
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User Story 1 User Story 2 User Story 3 User Story 4 User Story 5

Customer Journey

ACTION 1 ACTION 2 ACTION 3 ACTION 4 ACTION 5
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User Story 1 User Story 2 User Story 3 User Story 4 User Story 5

insight 
เล็กน้อยแต่ย่ิงใหญ่ 
ลึกซ้ึงและซับซ้อน

Customer Journey

ACTION 1 ACTION 2 ACTION 3 ACTION 4 ACTION 5
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User Story 1 User Story 2 User Story 3 User Story 4 User Story 5

insight 
เล็กน้อยแต่ย่ิงใหญ่ 
ลึกซ้ึงและซับซ้อน
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Source: The New Customer Path 
by Philip Kotler, Hermawan Kartajaya, Iwan Setiawan (2017)
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CUSTOMER JOURNEY ELEMENTS

1) Persona 
2) Stage 
3) Action, Emotion & Touchpoint 
4) Supporting Content & Features 
5) Insights and Opportunities
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"People don't want to buy a quarter-inch drill. 
They want a quarter-inch hole!" 


Theodore Levitt

Harvard Business School Marketing Professor

Job Stories 

When ………. I want to ………. So I can ……….

1 2 3
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Replacing The User Story With the Job Story 
by Alan Klement (2016)
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Ad-Lib 
Value Proposition 
Template
Ad-libs are a great way to quickly shape al-
ternative directions for your value proposition. 
They force you to pinpoint how exactly you are 
going to creating value. Prototype three to five 
different directions by filling out the blanks in the 
ad-lib below.

Our ______________ 
help(s) ___________ 
who want to 
_________________ 
by ______ ________ 
and_____ ________.

Products and Services

jobs to be done

verb (e.g., reducing, avoiding)                                 and a customer pain

verb (e.g., increasing, enab(ing)                 and a customer gain

competing va(ue proposition

Customer Segment

(unlike ___________ )

ob#ective
Quickly shape potential value proposition directions

outcome
Alternative prototypes in the form of “pitchable”  

sentences

B2C B2B

Business Value Design Pathway
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JOB EXECUTOR 

P R E P AR E  C O NF IR M 
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The Desired 
Outcome 
Statement (DOS) 
Outcome Statement =  
(direction of improvement) 
performance metric +  
(time or likelihood) 
object of control +  
(the desired outcome) 
contextual clarifier 
(describing the context in which the 
outcome is desired)
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Example; Job of 
listening to music 

Outcome Statement =  
(direction of improvement) 
minimise the likelihood that 
(time or likelihood) 
the music sounds distorted  
(the desired outcome) 
when played at high volume 
(describing the context in which the 
outcome is desired)
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Opportunity 
Algorithm 
Opportunity Score =  
Outcome Importance +  
Max (Outcome Importance - 
Outcome Satisfaction, 0)
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Example 
Opportunity Score DOS01 =  2 + (2 - 4) = 0

Opportunity Score DOS02 =  5 + (5 - 2) = 8
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Unmet Needs 
vs Over Served
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ODI Segmentation 
Over-Served —> High SAT Low IMP

Appropriately Served —> Middle SAT Middle IMP

Under-Served —> Low SAT High IMP
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ODI Segmentation 
Over-Served —> High SAT Low IMP

Appropriately Served —> Middle SAT Middle IMP —> Table Stakes

Under-Served —> Low SAT High IMP
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The Value (Proposition) Map describes  
the features of a specific value proposition  
in your business model in a more structured 
and detailed way. It breaks your value  
proposition down into products and services, 
pain relievers, and gain creators. 

Value
Map

Gain Creators describe how 

your products and services 

create customer gains. 

Pain Relievers describe how 

your products and services 

alleviate customer pains.

The Customer (Segment) Profile describes 
a specific customer segment in your  
business model in a more structured  
and detailed way. It breaks the customer 
down into its jobs, pains, and gains.  

Fit

You achieve Fit when your value map meets your 

customer profile — when your products and services 

produce pain relievers and gain creators that match 

one or more of the jobs, pains, and gains that are 

important to your customer.

Customer
Profile

Gains describe the outcomes 

customers want to achieve or 

the concrete benefits they are 

seeking.  

Pains describe bad outcomes, 

risks, and obstacles related to 

customer jobs.  

Customer Jobs describe 

what customers are trying 

to get done in their work and 

in their lives, as expressed in 

their own words. 

This is a list of all the  

Products and Services  

a value proposition is  

built around. 
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งาน

ประโยชน

ปญหา

หาทางเพ่ิม

หาทางแกไข

นำเสนอ 
คุณคาใหม 
(สินคา /บรกิาร)

http://strategyzer.com/vpd


Fit
You achieve fit when customers get 
excited about your value proposition, 
which happens when you address 
important jobs, alleviate extreme 
pains, and create essential gains 
that customers care about. As we will 
explain throughout this book, Fit is 
hard to find and maintain. Striving for 
fit is the essence of value proposition 
design.

Customers expect and desire a lot from products 

and services, yet they also know they can’t have 

it all. Focus on those gains that matter most to 

customers and make a difference. 

Customers have a lot of pains. No organization can 

reasonably address all of them. Focus on those 

headaches that matter most and are insufficiently 

addressed. 

Your customers are the judge, 
jury, and executioner of your 
value proposition. They will be 
merciless if you don’t find fit! 

Are you 
addressing 
essential 
customer 
gains?

Are you 
addressing 
extreme 
customer 
pains? 

Fit
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Source: strategyzer.com/vpd

The Business Model Canvas

designed by:  Strategyzer AG
The makers of Business Model Generation and Strategyzer

This work is licensed under the Creative Commons Attribution-Share Alike 3.0 Unported License. To view a copy of this license, visit:
http://creativecommons.org/licenses/by-sa/3.0/ or send a letter to Creative Commons, 171 Second Street, Suite 300, San Francisco, California, 94105, USA.
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Customer SegmentsValue PropositionsKey ActivitiesKey Partners

Cost Structure
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SCENARIO PROJECT DATE

iGTCx #MJUiGTC

LOTUS BLOSSOM BRAINSTORMING
Explore เสาะแสวงหา 
           กำหนดส่ิงท่ีเราสนใจ อาจจะเปน 
             วัตถุ หรือ ส่ิงของท่ีเราสนใจในระบบ 
             งานน้ันๆ (entity) [ ชอง A-H ]
Expand ขย้ี-ขยาย เหตุแหงปญหา 
           ระบุคุณสมบัติของวัตถุท่ีเราสนใจ (attribute) 
             โดยทำการบันทึกสาเหตุ หรือรูปแบบความ 
             สัมพันธ (relationship) ในระบบงานน้ันๆ 
             [ หมายเลข 1-8 ]
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i l lustrated by 

ANUWAT CHURYEN (2018)

Source: Lotus Blossom Brainstorming Technique originally developed by 
Yasuo Matsumura of Clover Management Research in Chiba City, Japan



SCENARIO PROJECT DATE
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PRIORITISATION 
MATRIX

designed by 

ANUWAT CHURYEN (2018)
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