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iIGTC Online Design Resources

[1] Playbook & Toolbox @i / 1a384
18 “iIGTC Toolbox Downloads via Miro Board”

=> Miro-01 // iGTC Value Design Pathway =>
( )

=> Miro-02 // iGTC Innovation Design Toolbox =>
( )

=> Miro-03 // iGTC Design Flow | Learnmg Demo - Miro
nszuIUNIBBNUUL (Design Flow) LADNITNRIUNESINETTA
§5N09§UUIAN55N (Innovation Design for Business: IDB)

( )

=> PDFs // adplfufAn1sn1AauN iIGTC Playbook Field
Work 3: Narrative Inquiry =>

(

[2] A28 tnAlAnNISANEIUSUN (Contextual
Inquiry)

=> Webpage // Strategic Foresight laun Trend Radar,
Network Analysis waz Horizontal Scanning (PESTEL) ns¢l
@nu1 Longevity Economy: Exploring The Untapped
Potent|al of Wellness Food Opportunities // tfisugnaang
1 (Longevity Economy): ﬂgummimqmnumsl‘lwnu
1nﬂmsuwuﬂs nae auuauuﬂ’ma%ua’nmTamamswmm
ﬁsmmmitwam’mmaumm (Wellness Industry Insights)

P2
Aaaa “MYOWA/NT OAD” annal lagsamt aa e leva g 1aneq jecelA el

SOUUNNIOIY

Innovation Design
for Business

An1oulnaniondns
——e Us:nounasunlaus
(Slide Deck)
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1 GTC Online
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Resources
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< iIGTC Online Design Resources

[3] A2089 mAlAnsAnEIK 1o (Narrative
Inquiry)

Design Research Use Case “Narrative Inquiry” 1838015
@nw1 Customer Journey %38 “Laun19aia” a1n Life f
Situation / Global Sltuatlon mmmunamﬂ’mmﬂ (User
Archetype) %38 unam:m! (Personas) 1389ta1 (Narrative
Inquiry) a7n “Life Narrative” #38 “Experiential Narratlve
Uszanadaya uazlaupNa lUan¥aLaInL (sequences) 13
AUNIN (serles)

2 v v o '3 o o Ly
BuAusINUAaneil 17 (User Personas) fia 2 lagainns
WRIUNTINIUVNDUIAR

unanumw”lﬁaun’lm (Emerging Personas) &aiaszviann
Naﬂ’li’sﬁ)mﬂ‘lfﬁ’lu (User Research) ﬂﬂNﬁ‘Jﬂﬁ)Uiﬂ’l‘iﬂ‘Zm’l‘w
uaznsunng (Health & Wellness) nsvinatiian (Tounsm)
NS (Agrlculture) 21N9 %Food) e ﬂaﬂfmmmsmmi
(Gastronomy) INNBUNT lae CoLAB ﬂuﬂm'iﬂnmmu
m'iﬂmmmLmﬂamwmm'imm'immmn nmvwmmm's
YiDaLfig? a1 INgNaaus 1a LaznASINESINETTA

gUGa ABENKNANISANMILAaNEIY L9115 1ns Emerging
Personas by iGTC CoLAB aan (
https://mjuigtc.com/texts/design-compendium/personal/ )

bOWN LOADs powered by Smaply

[1] wuwL‘zlmmsmmsmmunaummnmL‘lJ’lm\mam'm
a’llﬁﬁm’mﬁ‘mﬁl (Beachhead Service Blueprlnt) lWD DN
naﬂnﬁnLuuann'\muﬂuﬂﬂma‘lmmuTm’lnmumLiuuzna
AAA (Beachhead Market Strategy) (
https://app.smaply.com/share/journey _map/84001496b2f7
55d33ea86a1d7e8827¢c468ceb34c8ch9465434f4c8565a7



https://docs.google.com/document/d/1A_rP9gn8mmwif_PbtXifJJD5rSXcWcDhG9LLgpXqGHM/edit
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18 “IGTC Toolbox Downloads via Miro Board”

=> Miro-01 // iGTC Value Design Pathway =>
( htt D) )

=> Miro-02 // iGTC Innovation Design Toolbox =>
(; mil n/app/| )

=> Miro-03 // iGTC Design Flow | Learnmg Demo - Miro
nssuIUNIBanuULU (Design Flow) IADNISTNRIUNESINETTA
§5N09§1UUIAN5IN (Innovation Design for Business: IDB)

(hit Dp/| =)

=> PDFs // adplfuifAn1snAaun iIGTC Playbook Field
Work 3: Narrative Inquiry =>

( htt

[2] #2281 tnAlANISANEIUSUN (Contextual
Inquiry)

=> Webpage // Strategic Foresight laun Trend Radar,
Network Analysis waz Horizontal Scanning (PESTEL) nsed
@nu Longevity Economy: Exploring The Untapped
Potent|al of Wellness Food Opportunities // 1#sugnanng
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https://app.sma

=> TEST figau
A5298ay "291"

b6aef48e2610¢ -

1bd92f7a71ed¢
f8766ed3ccbed

2. Neo Farmer
21U P8NNAUY
ANNNIAIYDIY
https://app.sma
8603537eb566
a0c7a201cee!
2094dc8766ch1

3. Spa Operata
auA1 / usn1s F

1 ummsﬂsvm
“AUIARY 894
falasedneiiar
a5 N lslasau
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A15AAINEINITL
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Product Devglo
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Basics...Back t« .

https://app.sma
83f1f454ba563
efa89fce79f7dc

#2888 Custon

628819 Customer Validation Learning Demo

o CBC Conjoint Drinking Plant Based Protein

o iGTC PMF =>
( https://afreeaccountssjc1.az1.qualtrics.com/jfe/for
m/SV_3q5dbAsgLQjkhWm )

o iGTC CSAT =>
( https://afreeaccountssjc1.az1.qualtrics.com/jfe/for
m/SV_9GdV8jd5iSznoWi )

o iGTC CES =>
( https://afreeaccountssjc1.az1.qualtrics.com/jfe/for
m/SV_eDvGPTPwAK5PBIe )

o iGTC NPS =>
( https://afreeaccountssjc1.az1.qualtrics.com/jfe/for
m/SV_3r4ldhoQG65TUBS )

o CBC ( _


https://docs.google.com/document/d/1A_rP9gn8mmwif_PbtXifJJD5rSXcWcDhG9LLgpXqGHM/edit

IUNHIUN9SOUVOY “1S1” SO
ANUUNTS Workshop

1) N1SISYUSIUU Constructionism / Social Constructionism KSo “I + 1
(lowaadu)” IWuwu NYgNon NOUDRN NUIA=NU ---> Peer to Peer

2) IUUNS:=UdUNISAMIBIASESSA (Creative Thinking) 118=NS=UdUNNS
ANIBJIOWINU (Critical Thinking) ---> Be A Baby Born “The Journey of
The Unlearner” + Unlearn 11a: Relearn 1180 Learn (to LEAP*) 9NASJy

L =4

3) IUUNTSOUENISAUS (Flow of Knowledge) Nlraau uinnon NS
UuNNAJIUS (Storage of Knowledge) NogU

4) Sniia:nugdu “voya AoIUISY Malav” Irnuausnngiungu s:rony
NAU IIa:LAUSOUVIUBUISUU ---> Caring is Sharing

* = UniAu | IRUTD | Usulo | IJudiooBw

Designed by Anuwat Churyen 2018
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PRODUCT MARKET FIT

growth

Source: Customer Development
by Steve Blank, adapted by Brant Cooper
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()‘ Service Design Thinking is
Q‘/ an iterative process.
' / @ MARC STICKDORN

\
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Source: The Squiggle
by Damien Newman, Central Inc.
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CUSTOMER DEVELOPMENT

Customer Customer
Validation Creation

Company
Building

Customer
Discovery

Problem Product ( \

Solution Fit Market Fit

Scale
Organisation

Proposed

MVP Business Model Scale Execution

Scale
Operation

Proposed Sales & Mar
Funnel(s) Roadmap \ J

$ “‘
..llll“

Source: Customer Development
by Steve Blank, adapted by Brant Cooper
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JOBs TO BE DONE NEEDs FRAMEWORK



PRINCIPLE PRACTICE




CREATOR INNOVATOR




Discover Define
insight into the problem = the area to focus upon
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CREATOR INNOVATOR




Discover Define
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Problem

t into the problem = the area to focus upon

Opportunity Scoring Matrix

X

Job Journey
Job Story

User Story

Key Insight

CREATOR

utions that work




OUTCOME DRIVEN INNOVATION
CONCEPT WALKTHROUGH
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JOBs TO BE DONE NEEDs FRAMEWORK
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Create Value Observe Customers

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

Source: strategyzer.com/vpd



http://strategyzer.com/vpd

Observe Customers

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

Create Value

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

DEF-I‘NI-TION
VALUE PROPOSITION

Describes the benefits customers can

expect from your products and services. .
* Product Market Fit | PMF

Source: strategyzer.com/vpd



http://strategyzer.com/vpd

Gain Creators describe how Gains describe the outcomes

your products and services customers want to achieve or
create customer gains. the concrete benefits they are
seeking.

Value Customer
Map Profile

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.

This is a list of all the Customer Jobs describe
Products and Services what customers are trying
a value proposition is to get done in their work and
built around. in their lives, as expressed in
their own words.

Pain Relievers describe how Pains describe bad outcomes,

your products and services risks, and obstacles related to

alleviate customer pains. customer jobs.

You achieve Fit when your value map meets your

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.

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.

Source: strategyzer.com/vpd



http://strategyzer.com/vpd

16 JAN 2006 RESEARCH & IDEAS

What Customers Want from Your Products TRENDING

26 JUN 2020 RESEARCH & IDEAS
by Clayton M. Christensen, Scott Cook and Taddy Hall WHY JAPANESE BUSINESSES
ARE SO GOOD AT SURVIVING
CRISES

Marketers should think less about market segments and more about the jobs
customers want to do. A Harvard Business Review excerpt by HBS professor WHAT THE STOCKDALE

Clayton M. Christensen, Intuit’'s Scott Cook, and Advertising Research PARADOX TELLS US ABOUT
Foundation’s Taddy Hall. CRISIS LEADERSHIF

17 AUG 2020 RESEARCH & IDEAS

13 AUG 2020 RESEARCH & IDEAS
6 WAYS TO SUPPORT COVID-




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

. ' WEARY EMPLOYEES
Marketers have lost the forest for the trees, focusing too much on creating products for

narrow demographic segments rather than satisfying needs. Customers want to "hire" a 17 MAY 2017 RESEARCH & IDEAS
product to do a job, or, as legendary Harvard Business School marketing professor MINORITIES WHO '"WHITEN' JOB

Theodore Levitt put it, "People don't want to buy a quarter-inch drill. They want a quarter- RESUMES GET MORE
inch hole!" INTERVIEWS




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

Theodore Levitt

Harvard Business School Marketing Professor



The 5Why(s) Diagram

EXPRESS MYSELF

DECORATE MY HOME

Source: Ash Muraya (2019)

Can get meta-physical

Enjoy art

Showcase artwork

Hang a painting

Secure a hook

Drill a hole

WHY?

WHY?

WHY?
A

WHY?
A

WHY?

WHY?
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Source: Harvard Business Review (2016)
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Know Your Customers’ “Jobs to Be Done” uBR
by Clayton M. Christensen, Taddy Hall , Karen Dillon and David S. Duncan IDEACAST

From the September 2016 Issue

The "Jobs to be Done" Theory of



Source: Harvard Business Review (2016)

Harvard
Business
Review

Customers | Know Your Customers’ “Jobs to Be Done”

Getting a Handle on the Job to Be Done

Successful innovations help consumers to solve problems—to make the progress they need to, while addressing
any anxieties or inertia that might be holding them back. But we need to be clear: “Job to be done” is not an all-
purpose catchphrase. Jobs are complex and multifaceted; they require precise definition. Here are some

principles to keep in mind:

“Job” is shorthand for what an individual really seeks to accomplish in a given circumstance.
But this goal usually involves more than just a straightforward task; consider the experience a person is trying

to create. What the condo buyers sought was to transition into a new life, in the specific circumstance of

downsizing—which is completely different from the circumstance of buying a first home.

The circumstances are more important than customer characteristics, product attributes, new
technologies, or trends.

Before they understood the underlying job, the developers focused on trying to make the condo units ideal. But
when they saw innovation through the lens of the customers’ circumstances, the competitive playing field
looked totally different. For example, the new condos were competing not against other new condos but against
the idea of no move at all.

Good innovations solve problems that formerly had only inadequate solutions—or no solution.
Prospective condo buyers were looking for simpler lives without the hassles of home ownership. But to get that,

they thought, they had to endure the stress of selling their current homes, wading through exhausting choices
about what to keep. Or they could stay where they were, even though that solution would become increasingly
imperfect as they aged. It was only when given a third option that addressed all the relevant criteria that
shoppers became buyers.

Jobs are never simply about function—they have powerful social and emotional dimensions.
Creating space in the condo for a dining room table reduced a very real anxiety that prospective buyers had.

They could take the table with them if they couldn’t find a home for it. And having two years’ worth of storage
and a sorting room on the premises gave condo buyers permission to work slowly through the emotions

involved in deciding what to keep and what to discard. Reducing their stress made a catalytic difference.

Subscribe

Sign In

Q



Source: Harvard Business Review (2016)

Harvard

Business o " . . Q
Review Customers | Know Your Customers’ “Jobs to Be Done Subscribe  SignIn

How did Hershey’s achieve a breakout success with what might seem to be just another version of the decades-
old peanut butter cup? Its researchers began by exploring the circumstances in which Reese’s enthusiasts were
“firing” the current product formats. They discovered an array of situations—driving the car, standing in a
crowded subway, playing a video game—in which the original large format was too big and messy, while the
smaller, individually wrapped cups were a hassle (opening them required two hands). In addition, the
accumulation of the cups’ foil wrappers created a guilt-inducing tally of consumption: I had that many? When
the company focused on the job that smaller versions of Reese’s were being hired to do, it created Reese’s
Minis. They have no foil wrapping to leave a telltale trail, and they come in a resealable flat-bottom bag that a
consumer can easily dip a single hand into. The results were astounding: $235 million in the first two years’
sales and the birth of a breakthrough category extension.

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

Creating customer experiences.
Identifying and understanding the job to be done are only the first steps in creating products that customers

want—especially ones they will pay premium prices for. It’s also essential to create the right set of experiences
for the purchase and use of the product and then integrate those experiences into a company’s processes.

When a company does that, it’s hard for competitors to catch up. Take American Girl dolls. If you don’t have a
preteen girl in your life, you may not understand how anyone could pay more than a hundred dollars for a doll
and shell out hundreds more for clothing, books, and accessories. Yet to date the business has sold 29 million
dolls, and it racks up more than $500 million in sales annually.

What’s so special about American Girls? Well, it’s not the dolls themselves. They come in a variety of styles and
ethnicities and are lovely, sturdy dolls. They’re nice, but they aren’t amazing. Yet for nearly 30 years they have
dominated their market. When you see a product or service that no one has successfully copied, the product
itself is rarely the source of the long-term competitive advantage.

American Girl has prevailed for so long because it’s not really selling dolls: It’s selling an experience. Individual



Jobs aren’t just about function—they have powerful social

and emotional dimensions.




Source: Harvard Business Review (2016)

In loving memory

Clayton M.
Christensen

1952 - 2020

Image Credit: Christensén InSHtutes

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

Clayton M. Christensen

(Harvard Business Review, 2016)









“If | had asked people what
they wanted they would
have said .

- Henry Ford

Photo Credit:The Collections



“A lot of times, people
dont’s know what they want

- Steve Jobs

sss® S
u!

a Wired



Product-oriented

“| ReedramiPod to listen to music”

focusing on a
product

Source: Queric UK (2020)



Product-oriented

“| ReedramiPod to listen to music”

Job-oriented

“When | go running, | \Welgise
motivate myself and set my pacegjiiilg

some music.”

focusing on a
product

focusing on an
outcome

Source: Queric UK (2020)



Product-oriented

SPNneed an IPodiioMiSteEnstoNnusSIC™

;

focusing on a
product

Job-oriented

“When | go running, | \Welaisie;
motivate myself and set my pacejliiia

some music.”

focusing on an
outcome

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

Source: Queric UK (2020)



Source: Replacing The User Story With the Job Story by Alan Klement (2016)

"People don't want to buy a quarter-inch drill.
They want a quarter-inch hole!”
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o:}-‘?
/@en When Coffee and Kale Compete:
corree

s kale Become great at making products people will buy
by Alan Klement (201 6)
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I've written about the problem with user stories before.
At the time, | 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.

| call them Job Stories.

Theodore Levitt

Harvard Business School Marketing Professor

Point B
A better future reality

Point A
Current Reality

2 4

Vi

A Job-to-be-done
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Discover Define
insight into the problem = the area to focus upon
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Discover Define
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Problem

t into the problem = the area to focus upon

Opportunity Scoring Matrix

X

Job Journey
Job Story

User Story

Key Insight

CREATOR

utions that work
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ANUWAT CHURYEN (2018)
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Creative Thinking

Joy Paul Guiford (1988) [MANWNENSO?
WOANSSUINYOAUNISARVOILULEAISN
asUANUANUNU:UIBAOUESESSATR 2 IIUU
AO NISARIIVUIDNUY (Convergent Thinking)
IdunisAnniRgoIduns:uouNSINTrYKN

g & QSR |

8JIAU Ia:dnwIaanuUagulndsNIsINUYK
NANGAALUSUNIoAdauveddryrtU 3
JuuuRIBendn ADUAMIIAST:K (Critica
Thinking) IngRAaIBINAWADLWNINIVIW DN
IUUKUIAD NSARIUUDILUNUY (Divergent
Thinking) 3310UNISAAKANUNTI FOJOFE
FUMUINNS (Imagination) NSIDUAR

(Intuition)

lllustrated by Anuwat Churyen 2019



AOUAK

2.

lllustrated by Anuwat Churyen 2019

3. ADUA
4. ADUARNA:

EiS’]\JEiSSﬂﬂ’O ol

\/

O\

./

Divergent Thinking

Joy Paul Guiford (1988) oSL
NISANKATLINY HS@ﬂ’]SF a

NUANIANUINU:

uvotunuaidu
S:NOUNIE.

aNuNU: 4 Us:N1s Ao

1. AWUAAIIUNTSAR (Fluency)
AOTAKEU (Flexibility)
ASISU (Originality)
D8NADD (

—lalboration)



lllustrated by Anuwat Churyen 2019
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lllustrated by Anuwat Churyen 2019



Wow
Work
Value

lllustrated by Anuwat Churyen 2019



create ‘ make
choice choice

lllustrated by Anuwat Churyen 2019




lllustrated by Anuwat Churyen 2019
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Illustrated by
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B@B®E

NAMIE

DEMOGRARPHICS

PROTO
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BERAVIOURS

NEED/GOALS

ELICITATION

Designed by Anuwat Churyen 2019
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“I design with all my heart,

thinking about the users”

AGE 21
JOB TITLE UX Designer
STATUS Single
LOCATION Atlanta, GA

PASSIONATE EMPATHETIC
cunious [l AbvenTurous

FAVORITE BRANDS

LD © @i

USER PERSONA

Jane Doe

ABOUT

Jane is a UX Designer that works for a Fortune 500 company in Atlanta, GA. Ever since she was
a child, she loved to make stuff on her own and show them to her parents, friends and
classmates. Over the course of her childhood and throughout her school, she won numerous
design prizes at various well known competitions across the United States and Canada. Due to
her passion for design, she decided to pursue a Master’'s degree in Human Computer
Interaction and learn more about User Experience (UX) and how she can become a better
designer.

GOALS NEEDS
® Become a designer who communicates ® Looking for a design tool that helps to cut
well of her ideas at any place down unnecessary time and effort
® Easily explain her design ideas to other ® Receive feedback on her progress
designers, researchers and engineers whenever needed before presentation
PAIN POINTS PERSONALITY
® There are too many tools that forces her — S
to spend time learning them ¢
Analytical é Creative
® Cannot rely on other people’s opinion
: . : Busy Time rich
because they are highly subjective PS
Mess Organized
e Certain situations require different tools y @ :
to communicate her thoughts Independent Team player



NAME: .. s DATE: ..

ABOUT

GOALS NEEDS

PAIN POINTS PERSONALITY
__________ ntrovert 1.2 .8 4 5 sexrovert
_anaytcal 1 2 38 4 5 creative
______________ busy 1 2 8 4 5  tmerich
____________ messy 1. .2 3 4 5  organised
_Independent 1 2 3 4 S team player




NAME: .. s DATE: ..

ABOUT

USER NARRATIVE

GOALS NEEDS

OUTCOME OUTCOME

PAIN POINTS PERSONALITY

__________ novet 12 3 4 5 exovert
NEGATIVE _anayticl 1 2 3 4 5  creave
FEELING _messy 1 2 8 4 5 organised




OFTEN, USER STOR
FORMULATED LI

ARE
THIS:

As a
Tugruztnunsns

.................................... U.Sé)'pegtvﬁr@rsona/role), Key I ns | g ht J O b StO ry

| want
ABINITNISHAIUIEUANNHAT LANYAATLNY

so that

> irp)
wansgla inuasauas uasianmitny o, rcome).

Noulv / Vvo9nm



SCENARIO PROJECT DATE

B@BOER®

OFTEN, USER STORIES ARE
FORMULATED LIKE THIS:

As a

.1?‘.’?33‘!?"..!’?.?@3?? ................... (type of user/persona/role),

| want

ABINITNDE NRIUIFUANNEAT LANNAANNN .
............................................................ T ereeeseenennennenneene. (@CtiON),

so that

WD LNN318 1A 1HNUATEUASY LasWaININY LY (outcome)

Source:This is Service Design Doing by Marc Stickdorn (2018)

SRR OMENT lieTd!| & illustrated by
ST 9 IGTCX  Antwarchuaven ots)

User Story Statement

Asa.......... lwant................ so that ............

PERSONA ACTION DESIRED OUTCOME

persona
“AsS a regular customer,

action

| want to get notifications

from restaurants | prefer that
are nearby,

outcome

sO that | don’t have to
search.’



SCENARIO PROJECT DATE U Ser Key I ns i g htS

[ 9.< 00,4 O O 3 0
3 % VRN E — wants ......... | .because .......... “

PERSONA ACTION NEED OBSTACLE

ONE WAY TO FRAME AN INSIGHT IS

u,mmmnu Wsa?]wzlauuauumswam

WITH THIS TEMPLATE: persona, character, role
T Alan
2 ....Hﬁjy.?..'iﬂ?{??ﬂ? ........................ (persona character, role)
© dpennsiae wmmaummvm‘l(m a%aﬂgmu tion, situation) action, situation
C:;J’ .................................................... actilvi )/, ac IOn, SITuation wants to eat Iess Chocolate’
>3
o because aim, need, outcome
8 NSNS aummumumﬂau STRIGT KR ) :
O MO (aim, need, outcome) because it makes him happy
;% but restriction, obstacle, friction
% Lm'lm'aﬁn'rsu,ﬂssﬂ (..".".ﬁl?uﬂ% cgcon obstacle, friction). but it makes him ugl)' (fat)°

Tm= SchoolsfTourism

GaTC” 'GTC illustrated by
e I X ANUWAT CHURYEN (2018)




SCENARIO PROJECT DATE

BBOER®

AS AN ALTERNATIVE TO USER STORIES,
YOU CAN ALSO FORMULATE JOB STORIES situation / context
LEVERAGING THE JTBD FRAMEWORK, SUCH AS: ‘“When | stroll through a

Job Story Statement

SITUATION MOTIVATION EXPECTED OUTCOME

i fuilne / augalnd fanadudaisiduasad new city around lunch time,
ANAN TUHANAANINNITNEATUALDINITINNGININAY motivation
................................................................. (situation/context), I want to be notified when
WWNAMNADINIS H%Iﬂﬂﬂ.’m’ﬁﬂaﬂﬂﬂuﬂ Ltaz’l?’%%mazm I’m near a restaurant that
STHASSI AIAIDINAL “NNIPDIDIHI5” HINTU

matches my preferences

............................................................................... (motivation),

oW v Vaca e LS v 4w o expected outcome
#331991 azladzIangued Liuie lastnuasauasIuIue so | can go there directly

Eat Well Live Well vwaz Die Well : : .
................... e e e (expected outcome) instead of searchlng for it.’

Source:This is Service Design Doing by Marc Stickdorn (2018)

T BRROMERT |ieTd!| | illustrated by
ST Y IGTCX  Antwarchuaven ots)




User Story

OFTEN, USER STORIES ARE
FORMULATED LIKE THIS:

As a

.b.l:?‘.l?.'.].?f".'fﬂ?fﬁ‘fﬂ? .................... (type of user/persona/role),

| want

ADINITNISHRIUITUANNHAT LANNAANLNN .
........................................................... R (o Tora (o)) A

so that dling

WNBLANTIE 1A IHNUATEUASY HasHAIUI RN (outcome)

Key Insight

ONE WAY TO FRAME AN INSIGHT IS
WITH THIS TEMPLATE:

LNBAINT

A BINITNIENAM U EUANNEAS IHRNAA AN . . .
?ac*gw} ‘action, situation)

oooooooooooooooooooooooooooooooooooooooooooooooooooo

because

INTIEAUANNEATHDIREAY LULEBNE |,
............................................................... (aim, need, outcome)

but
Lm'l,ug';ﬁn'ml,ﬂsgﬂ /.."."fl:l’.a?rdgg?ﬁfgtﬁon, obstacle, friction).

LALAINNY HIDUIIVBAUVAYUNITHAR

Job Story

AS AN ALTERNATIVE TO USER STORIES,
YOU CAN ALSO FORMULATE JOB STORIES

LEVERAGING THE JTBD FRAMEWORK, SUCH AS:

WU Tna / auga lnd danuauaAlngInuaIsai
ANANN TURANAANINNITNEATUALDINITINNFININTY
................................................................. (situation/context),

JWHAMNADINISUS InADIHsUaDANSY Las ladInDeNg

FENATEN AIAININNY “NNIYDIDINIT” NINTY o
............................................................................... (motivation),

%9179 alafdinndus Lilduie lassdnuasauasauiug

Eat Well Live Well waz Die Well
............................................................... (expected outcome)



OFTEN, USER STORIES ARE
FORMULATED LIKE THIS:

As a
Tugruztnunsns

.................................... U.Sé)'pegtvﬁr@rsona/role), Key I ns | g ht J O b StO ry

| want

ADINITNIWAUITUANNBAT LHNYAANNN e
......................................................................................... ,

so that daling

WNBLNNIE 1A 1NUAIDUASI WASWAIUIHLY (outcome)




|
e” T

ONE WAY TO ’AME AN INSIGHT IS s
WITH THI?EMPLATE:

AN ALTERNATIVE TO USER STORIES,
U CAN ALSO FORMULATE JOB STORIES
VERAGING THE JTBD FRAMEWORK, SUCH AS:

LMNHAING

................ (persona, character, role) Lﬁﬂﬁjﬂ%Iﬂﬂ i/ ﬂug!ﬂalmaj HAMMNAUNINANBINUAISLAN
ABINITNIENRIUITUANNHAT LUNNAAUNN . . . ANATN LURANAANINNISINEATLAZDIHISINNFININTY
.................................................... ?oc'gw}y, action, situation) i
................................................................. (situation/context),
because . " - . ———
g s B i = JWHANMNADINISUS LnAIWSUaBANE waz lddInDeN
INSISAUANNEATNDBEY LULEBNNE |, | v o % o v o .
............................................................................................................................. reerrereeeennnns (@M, NE€d, outcome) FLHATEN MIANINAY “NHIPBDIDIHIT” N NN o
............................................................................... (motivation),
so that but o vamn da C me e .
4 e . . . dnl hﬂ wolais3Ensutlsst / walsif e %9179 alafidInngua Lilduie lasgnuasauasiuiug
PWBEAHTIE W0 NUASELASY WAsWRIMEUIN | (outcome). O vt S ,,.westrlct(ion, obstacle, friction). Eat Well Live Well waz Die Well
UUTYUNVIHAN et seuseesseseseese e assessenesens (expected outcome)

Noulv / vo91nm

illustrated by
ANUWAT CHURYEN (2018)



User Narrative

||
™ - o

ONE WAY TO 'AME AN INSIGHT IS s
WITH THIS TEMPLATE:

................ (persona, character, role) map&!us‘[nﬂ / ﬂuggﬂiﬁu HAMNAUNINNBINUAISLAN
ADINISNIZNRIUIAUANNEAT LUNNAAUNN . . . ANAY LUHNARAANIINISINHASLALD S LAININTY
?ac'gw} ,‘action, situation) R, |

AN ALTERNATIVE TO USER STORIES,
U CAN ALSO FORMULATE JOB STORIES
VERAGING THE JTBD FRAMEWORK, SUCH AS:

because

, INTIEAUANNBATHDIEEAY LULEBNE |,
...................................................................................... (aim, need, outcome)

aIne)

(outcome).

/ (motivation),

28 lagnuAIaUATININY)

stacle, friction). . "
)\ S [, (expected outcome)

noulv / vo91nm

illustrated by
ANUWAT CHURYEN (2018)



WHAT WHY
o:ls N1 U oIS




AS AN ALTERNATIVE TO USER STORIES,

OFTEN, USER STORIES ARE ONE WAY TO FRAME AN INSIGHT IS YOU CAN ALSO FORMULATE JOB STORIES

As a Lﬂ‘ie}ﬁiﬂﬁ'l ...................................... (person.a, character, role) Lﬁagj’u%‘[ﬂﬂ / ﬂug!ﬂiﬂgj ﬁﬂqquﬁ:uﬁggﬁlﬂ'gﬂwuaqmﬂ@

lugwmnuesns (type of user/persona/role), sesmafiwdanduannuas AL tion, situation) anfluiaRdaninsinensuass TR RNDY
................................................................. (situation/context),

| want because

Y 2 e A G .y s g iEed HANNADINITUS InAMIsUanaAN® waz laainn e
@ , INSIZHUANNEASHDNBEY LULENE | v o ¥ e - A s
R R A e, (action), e, teeerereeeneteneas (aim, need, outcome) FTNATEN ANAININAY “NUITBIBINIT” NINTU

............................................................................... (motivation),
so that but

PRy . . - T S P %19 1791 aladdinndusn Likduie laetgnuasauasiuiug
PNBLAHTIE W0 TNUASDUASY WASWMWIMEUIY  (outcome). 00 % oo SR S ,,.Westnctﬁon, obstacle, friction). Eat Well Live Well uaz Die Well
WALIIONNUY HIDUIVBHEUUVHYUNITHARN o ereeeeeiseesesena et eeseassesesastans (expected outcome)
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WHAT WHY
o:ls N1 U oIS

Narrative Inquiry



|
- - o

s AN ALTERNATIVE TO USER STORIES,
NSIGHT IS U CAN ALSO FORMULATE JOB STORIES
VERAGING THE JTBD FRAMEWORK, SUCH AS:

ersona, character, role) Wauilna / auga nd danudauainaInuasiad
ANAN TUHARAANIINITNHATUATD )

NAALNN . : .
lw}y, action, situation)

N8,
(aim, need, outcome) : .
¢ (motivation),

28 lagNUATIUATININY

stacle, friction).
) (expected outcome)

ted by
RYEN (2018)
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ONE WAY TO 'AME AN
WITH THI?EMPLATE:

MNBPAING

because
INTIZEUANNBATHDILHY LULEE

(outcome).

noulv / vo91nm

iHlustra
ANUWAT CH




CURRENT STATE




USER PERSONAs




User Story 1

OFTEN, USER STORIES ARE
FORMULATED LIKE THIS:

As a

fllyngmumns (type of user/persona/role),

| want

ABINNsNIEN AR AUAAEAS LAY AALAN .
........... S evessessorss (action),

so that

Watins121la 1nuATaUATY wasRAIUHY LY (outcome)

User Story 2

OFTEN, USER STORIES ARE
FORMULATED LIKE THIS:

As a

ugmanwasns (type of user/persona/role),

| want

finenIshazAmuduAnEas Ldfyaa AN (action)
sluvionstossonivonlobAeboblsios Nebitiovs v ,

so that

WaLNN e A HNUATEUASY wasWaIUINLY (outcome)

User Story 3

OFTEN, USER STORIES ARE
FORMULATED LIKE THIS:

As a

Eyngmymns (type of user/persona/role),
| want

apensfezwauFuAnEas llyaa i (action)
ubsodio/uhebobiibrioiattosionsbatubUmivontyshev ok Souiiss SOOI ,
so that

wipLins e la WnbasauasY uasWmuIvgLinu (outcome)

User Story 4

OFTEN, USER STORIES ARE
FORMULATED LIKE THIS:

As a

ugmanwasns (type of user/persona/role),

| want

finanIshezAmuEuAnEas dfyaa AN (action)
slovionsiossbibedvonl oot euidiovs v ,

so that

WaLNN e la IHNUATEUASY waswaUInLY (outcome)

User Story 5

OFTEN, USER STORIES ARE
FORMULATED LIKE THIS:

As a

.lyiwzmymns (type of user/persona/role),
| want

apensfezwauFuaAnEas lyaa i (action)
.............. ,
so that

WipLing 18 1a IWnLAsaUATY LasWmuIvLNu (outcome)




User Story 1

OFTEN, USER STORIES ARE
FORMULATED LIKE THIS:

As a

Jugnuznwasns (type of user/persona/role),
| want

apensfezwauFuaAnEas lilyaa i (action)
............. ,
so that

wipLins e la WnuasauasY uasWmuIvgLinu (outcome)

User Story 2

OFTEN, USER STORIES ARE
FORMULATED LIKE THIS:

As a

ugmanwasns (type of user/persona/role),

| want

finenIshazAmuduAnEas Ldfyaa AN (action)
...................... \

so that

BN 12 1A 1NUATEUATY LasNMUIHYLNY (outcome)

ONE WAY TO FRAME AN INSIGHT IS
WITH THIS TEMPLATE.:

LMNBPAING

AR AR RN EREEREEE R R R R R E R R R R R R R R LA R R LR NN EENEREENNERENENN]

ﬁmmsﬁazw‘”mmﬁuﬁ'\mum‘lfgggé. INH

(AR AR R NN RN E RN E RN EEEREEREEEREEEREEEEEEEEEREEREENENEEREENRER:]

because

INIZAUANNBATHDIEAY LTINS

but

we kigaon15uls3y / wei by

RALATONNU 13D

%gggﬁgtﬁon, obstacle, friction).

.....'..v..ﬁ..........ﬂ..ﬁ...vl....v.

IVBAUUAUUNTIINAA

User Story 3

OFTEN, USER STORIES ARE
FORMULATED LIKE THIS:

As a

Jugnuznwasns (type of user/persona/role),
| want

apensfezwauFuAnEas llyaa i (action)
....... . ,
so that

wipLins e la WnbasauasY uasWmuIvgLinu (outcome)

(persona, character, role)

ity, action, situation)

(aim, need, outcome)

User Story 4

OFTEN, USER STORIES ARE
FORMULATED LIKE THIS:

As a

ugmanwasns (type of user/persona/role),

| want

finanIshezAmuEuAnEas dfyaa AN (action)
.................. ,

so that

BN 12 1A INUATEUATY LasNBIUIMYLINY (outcome)

User Story 5

OFTEN, USER STORIES ARE
FORMULATED LIKE THIS:

As a

Jugnuzinuasns (type of user/persona/role),
| want

apensfezwauFuaAnEas lyaa i (action)
............ . ,
so that

WipLing 18 1a IWnLAsaUATY LasWmuIvLNu (outcome)



User Story 1

OFTEN, USER STORIES ARE
FORMULATED LIKE THIS:

As a

fllyngmumns (type of user/persona/role),

| want

ABINNsNIEN AR AUAAEAS LAY AALAN .
........... S evessessorss (action),

so that

Watins121la 1nuATaUATY wasRAIUHY LY (outcome)

User Story 2

OFTEN, USER STORIES ARE
FORMULATED LIKE THIS:

As a

ugmanwasns (type of user/persona/role),

| want

finenIshazAmuduAnEas Ldfyaa AN (action)
sluvionstossonivonlobAeboblsios Nebitiovs v ,

so that

WaLNN e A HNUATEUASY wasWaIUINLY (outcome)

User Story 3

OFTEN, USER STORIES ARE
FORMULATED LIKE THIS:

As a

Eyngmymns (type of user/persona/role),
| want

apensfezwauFuAnEas llyaa i (action)
ubsodio/uhebobiibrioiattosionsbatubUmivontyshev ok Souiiss SOOI ,
so that

wipLins e la WnbasauasY uasWmuIvgLinu (outcome)

User Story 4

OFTEN, USER STORIES ARE
FORMULATED LIKE THIS:

As a

ugmanwasns (type of user/persona/role),

| want

finanIshezAmuEuAnEas dfyaa AN (action)
slovionsiossbibedvonl oot euidiovs v ,

so that

WaLNN e la IHNUATEUASY waswaUInLY (outcome)

User Story 5

OFTEN, USER STORIES ARE
FORMULATED LIKE THIS:

As a

.lyiwzmymns (type of user/persona/role),
| want

apensfezwauFuaAnEas lyaa i (action)
.............. ,
so that

WipLing 18 1a IWnLAsaUATY LasWmuIvLNu (outcome)




User Story 1

OFTEN, USER STORIES ARE
FORMULATED LIKE THIS:

As a

Jugnuznwasns (type of user/persona/role),

| want

ABINNsNIEN AR AUAAEAS LAY AALAN .
....... S evessessorss (action),

so that
wipLins e la WnuasauasY uasWmuIvgLinu (outcome)

User Story 2

OFTEN, USER STORIES ARE
FORMULATED LIKE THIS:

As a

lughusinumsns (type of user/persona/role),

| want

fppen1shaswaIIauAnEas IRy aALAY .
............. . <eeene (Qction),

so that
BN 12 1A 1NUATEUATY LasNMUIHYLNY (outcome)

User Story 3

OFTEN, USER STORIES ARE
FORMULATED LIKE THIS:

As a

Jugnuznwasns (type of user/persona/role),

| want

ABINNSNIENAIRIAUANAEAST LAY AALAN .
....... 3 (action),

so that
wipLins e la WnbasauasY uasWmuIvgLinu (outcome)

User Story 4

OFTEN, USER STORIES ARE
FORMULATED LIKE THIS:

As a

lugumnwesns (type of user/persona/role),

| want
finanIshezAmuEuAnEas dfyaa AN

(action),

so that
BN 12 1A INUATEUATY LasNBIUIMYLINY (outcome)

User Story 5

OFTEN, USER STORIES ARE
FORMULATED LIKE THIS:

As a

Jugnuzinuasns (type of user/persona/role),

| want

ABINNSNIENAIRIARAAEAS LAY aALAN .
..... S veees (action),

so that
WipLing 18 1a IWnLAsaUATY LasWmuIvLNu (outcome)

ONE WAY TO FRAME AN INSIGHT IS
WITH THIS TEMPLATE.:

INHATNS
...................................................... (persona, character, role)

ADINITNENRIUITUANABHAT | ”ﬁgpﬁi. NN . . .
activity, action, situation)

0000000000000000000000000000000000000000000000000000

because

INTIERUANNBATHDEAY LULESNE |,
............................................................... (aim, need, outcome)

but

v

we Lsa5n1sudssy / ua lNaINs /. o
..... O, SRR, .....,,.%estnct{;on, obstacle, friction).

LALAINNY HIDUIIVBAUVAYUNIINARA

AS AN ALTERNATIVE TO USER STORIES,
YOU CAN ALSO FORMULATE JOB STORIES
LEVERAGING THE JTBD FRAMEWORK, SUCH AS:

WU Ina / auga lud dAnunauaigInuaIsad
ANANN TURANAANNAITNHATLAZDINITINN FININTY
................................................................. (situation/context),

HAMNADINISUS LnAadIrIsUanane uaz laainns g

FENATEN AIANINAY “NNIZDIDINT” N INDY o
............................................................................... (motivation),

YVada ==

%9179 zladdianduen Linuie laegnuasauasauiue

Eat Well Live Well waz Die Well
............................................................... (expected outcome)



Customer Journey

ACTION 1 ACTION 2 ACTION 3 ACTION 4 ACTION 5

illustrated by
ANUWAT CHURYEN (2018)



Customer Journey

OFTEN, USER STORIES ARE
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Source: Replacing The User Story With the Job Story by Alan Klement (2016)

"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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. When it comes to innovation, the job, not the product, must be the unit of analysis.

. A job map provides the structure needed to ensure all customer needs are captured.

. When the job is the unit of analysis, needs take the form of customer-defined metrics.
. ODI’s "jobs-to-be-done” principles apply equally well to design innovation.

. The opportunity algorithm makes it possible to prioritize unmet needs.

. Opportunities (unmet needs) dictate which growth strategy to pursue.

. Scattershot brainstorming doesn’t work; sequenced and focused idea generation does.

. Concepts can be evaluated with precision against customer-defined metrics.



1. When it comes to innovation, the job, not the product, must be the unit of analysis.

2. A job map provides the structure needed to ensure all customer needs are captured.

3. When the job is the unit of analysis, needs take the form of customer-defined metrics.

4. ODI's "jobs-to-be-done” principles apply equally well to design innovation.

5. The opportunity algorithm makes it possible to prioritize unmet needs.

6. Opportunities (unmet needs) dictate which growth strategy to pursue.
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8. Concepts can be evaluated with precision against customer-defined metrics.
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The Desired
Outcome
Statement (DOS)

Outcome Statement =

(direction of improvement)

performance metric +
(time or likelihooq)

object of control +
(the desired outcome)

contextual clarifier

(describing the context in which the
outcome is desired)

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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= ~ When [job step], how When using [solution]
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Opportunity Score = ocome1 O @ O O O O O 0O @& O
Outcome Importance + ocome2 O O O O @ O ® O O O

Max (Outcome Importance -
Outcome Satisfaction, 0)

Minimize the time it takes to get the songs in the
desired order for listening

Example

Opportunity Score DOSO1
Opportunity Score DOS02

2+ (2 - 4)

0
5+(5-2)=8
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Opportunity
Score

Opportunity Score =
Outcome Importance +

Max (Outcome Importance -
Outcome Satisfaction, 0)

™

Unmet Needs
vs Over Served

Importance  Satisfaction

Satisfaction
— — Gap
9 6

Importance + Satisfaction Gap = Opportunity Score
9 + 6 = 15
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Customer
Profile

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.

Value
Map

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.

u11dauo Ju
AtuAN KU -
KANINN v

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.

Source: strategyzer.com/vpd



http://strategyzer.com/vpd

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.

Are you
addressing
essential
customer
gains?

Are you
addressing
extreme
customer
pains?

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.

Source: strategyzer.com/vpd
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CIRCLE OF COMPETENCE
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Source: The Circle of Competence, Warren Buffett (1996)
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