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Job Journey

Opportunity Scoring Matrix

User Story

Key Insight

Job Story
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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:



Empathy Map Canvas
Designed for: Designed by: Date: Version:

WHO are we empathizing with? What do they need to DO?
What do they need to do differently?
What job(s) do they want or need to get done?
What decision(s) do they need to make?
How will we know they were successful?

Who is the person we want to understand?
What is the situation they are in?
What is their role in the situation?

GOAL

What do they SEE?

What do they SAY?

What do they DO?

What do they HEAR?

What do they THINK and FEEL?

What do they see in the marketplace?
What do they see in their immediate environment?
What do they see others saying and doing?
What are they watching and reading?

What have we heard them say?
What can we imagine them saying?

What do they do today?
What behavior have we observed?
What can we imagine them doing?

What are they hearing others say?
What are they hearing from friends?
What are they hearing from colleagues?
What are they hearing second-hand?

© 2017 Dave Gray, xplane.comLast updated on 16 July 2017. Download a copy of this canvas at http://gamestorming.com/empathy-map/

1 2

3

4

5

6

7
PAINS GAINS
What are their fears, 
frustrations, and anxieties?

What are their wants, 
needs, hopes and dreams?

What other thoughts and feelings might motivate their behavior?
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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
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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



“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
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SCENARIO PROJECT DATE Job Story Statement



User Research Wall
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User Story Key Insight Job Story



สาเหตุ

เงื่อนไข / ข้อจำกัด

PAINs

GAINs

JOBsJOBs

User Research Wall
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User Story Key Insight Job Story



Customer Journey

ACTION 1 ACTION 2 ACTION 3 ACTION 4 ACTION 5
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ACTION 1 ACTION 2 ACTION 3 ACTION 4 ACTION 5

ACTION 1 ACTION 2 ACTION 3 ACTION 4 ACTION 5
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Job Journey

ACTION 1 OUTCOME 1 ZMOT (0) INSIGHT 1 FMOT (1)
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ANUWAT CHURYEN (2018)

ACTION 2 OUTCOME 5 INSIGHT 2 OUTCOME 7 INSIGHT 3

ACTION 3 SMOT (2) OUTCOME 10 INSIGHT 4 UMOT (4)

User Story 2 Job Story 5 Job Story 6 Job Story 7 Job Story 8

User Story 3 Job Story 9 Job Story 10 Job Story 11 Job Story 12

User Story 1 Job Story 1 Job Story 2 Job Story 3 Job Story 4



User Research Wall
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Job Map

i l lustrated by 

ANUWAT CHURYEN (2018)

Aware Appeal Ask Act Advocate

I  K n o w I  L i k e I  C o n v i n c e d I ’ m  B u y i n g I  R e c o m m e n d

Source: The New Customer Path 
by Philip Kotler, Hermawan Kartajaya, Iwan Setiawan (2017)

50-150 DOS



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.

strategyzer.com

Revenue Streams

Customer SegmentsValue PropositionsKey ActivitiesKey Partners

Cost Structure

Customer Relationships

Designed by: Date: Version:Designed for:

ChannelsKey Resources

Source: strategyzer.com/vpd

The Value Proposition Canvas

Customer (Segment)  
Profile:

copyright:  Strategyzer AG
The makers of Business Model Generation and Strategyzer strategyzer.com

Pains

Gains

Customer
Job(s)

copyright:  Strategyzer AG
The makers of Business Model Generation and Strategyzer strategyzer.com

The Value Proposition Canvas

Gain Creators

Pain Relievers

Products
& Services

Value (Proposition) 
Map:

Value Map Customer Profile

Value Proposition Canvas

Business Value Design Pathway

2
1

i l lustrated by 

ANUWAT CHURYEN (2018)

http://strategyzer.com/vpd


The Value Proposition Canvas

Customer (Segment)  
Profile:

copyright:  Strategyzer AG
The makers of Business Model Generation and Strategyzer strategyzer.com

Pains

Gains

Customer
Job(s)

copyright:  Strategyzer AG
The makers of Business Model Generation and Strategyzer strategyzer.com

The Value Proposition Canvas

Gain Creators

Pain Relievers

Products
& Services

Value (Proposition) 
Map:

Value Map Customer Profile

Empathy Map Canvas
Designed for: Designed by: Date: Version:

WHO are we empathizing with? What do they need to DO?
What do they need to do differently?
What job(s) do they want or need to get done?
What decision(s) do they need to make?
How will we know they were successful?

Who is the person we want to understand?
What is the situation they are in?
What is their role in the situation?

GOAL

What do they SEE?

What do they SAY?

What do they DO?

What do they HEAR?

What do they THINK and FEEL?

What do they see in the marketplace?
What do they see in their immediate environment?
What do they see others saying and doing?
What are they watching and reading?

What have we heard them say?
What can we imagine them saying?

What do they do today?
What behavior have we observed?
What can we imagine them doing?

What are they hearing others say?
What are they hearing from friends?
What are they hearing from colleagues?
What are they hearing second-hand?

© 2017 Dave Gray, xplane.comLast updated on 16 July 2017. Download a copy of this canvas at http://gamestorming.com/empathy-map/
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What are their fears, 
frustrations, and anxieties?

What are their wants, 
needs, hopes and dreams?

What other thoughts and feelings might motivate their behavior?
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needs, hopes and dreams?
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What are their fears, 
frustrations, and anxieties?

What are their wants, 
needs, hopes and dreams?

What other thoughts and feelings might motivate their behavior?

Value Proposition Canvas (VPC)
Copyright Strategyzer AG 
The makers of Business Model Generation and Strategyzer www.strategyzer.com/vpd

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

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.

strategyzer.com

Revenue Streams

Customer SegmentsValue PropositionsKey ActivitiesKey Partners

Cost Structure

Customer Relationships

Designed by: Date: Version:Designed for:

ChannelsKey Resources 2 1

Toolset designed by 

Strategyzer, NN/G Nielsen Norman Group, Bain & Company

Business Value Design Pathway illustrated 

by Anuwat Churyen (2018)

Business Model Canvas (BMC)
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DE F INE  

Help get 
More Jobs 

Done 

L O C ATE  

JOB EXECUTOR 

P R E P AR E  C O NF IR M 

E XE C UTE  MO NITOR  MO DIF Y  C O NC L UDE  

JOBS-TO-BE-DONE NEEDS FRAMEWORK 

Get the CORE JOB done 
better and/or more 

cheaply  

50-150 desired outcome statements 

 
Desired outcome statement 71 
Desired outcome statement 72 

… 
Desired outcome statement n 

 

 
Desired outcome statement 51 
Desired outcome statement 52 
… 
Desired outcome statement n 
 

 

CORE FUNCTIONAL JOB 

RELATED 
JOBS 

JOB EXECUTOR JOB EXECUTOR 

EMOTIONAL 
JOBS 

JOB EXECUTOR, OTHER BUYER 

FINANCIAL 
OUTCOMES 

CONSUMPTION 
CHAIN JOBS 

Related job statement 1 
Related job statement 2 
Related job statement 3 
Related job statement 4 
Related job statement 5 
… 
Related job statement n 
 

 

Emotional job statement 1 
Emotional job statement 2 
Emotional job statement 3 
Emotional job statement 4 
Emotional job statement 5 
… 
Emotional job statement n 
 

 

Purchase 
Receive 
Install 
Setup 
Learn to use 
Interface with  
Transport 
Clean 
Store 
Maintain 
Upgrade 
Repair 
Dispose 
 

 

Financial outcome 1 
Financial outcome 2 
Financial outcome 3 
Financial outcome 4 
Financial outcome 5 
… 
Financial outcome n 
 

 
 

Desired outcome statement 71 
Desired outcome statement 72 

… 
Desired outcome statement n 

 

Add 
Emotional 

Appeal 

Improve 
User 

Experience

 

Enhance 
Business Model 
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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)



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



Opportunity  
Score 
Opportunity Score =  
Outcome Importance +  
Max (Outcome Importance - 
Outcome Satisfaction, 0)

So
ur

ce
: J

ob
s T

o 
Be

 D
on

e: 
Th

eo
ry

 to
 P

ra
ct

ic
e 

by
 A

nt
ho

ny
 W

. U
lw

ic
k 

(2
01

8)

Unmet Needs 
vs Over Served



SCENARIO PROJECT DATE

iGTCx #MJUiGTC

OPPORTUNITY MATRIX
Importance ความสำคัญ 
Satisfaction ความพึงพอใจ

i l lustrated by 

ANUWAT CHURYEN (2018)
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Outcome Importance (X) IMP Satisfaction (Y) SAT Opportunity 
Score

OPP
1 1  2  3  4  5 1  2  3  4  5 IMP  +  (IMP - SAT)

2 1  2  3  4  5 1  2  3  4  5 (      ) + [ (      ) - (      ) ]

3 1  2  3  4  5 1  2  3  4  5

4 1  2  3  4  5 1  2  3  4  5

5 1  2  3  4  5 1  2  3  4  5

6 1  2  3  4  5 1  2  3  4  5

7 1  2  3  4  5 1  2  3  4  5

8 1  2  3  4  5 1  2  3  4  5

9 1  2  3  4  5 1  2  3  4  5

10 1  2  3  4  5 1  2  3  4  5

11 1  2  3  4  5 1  2  3  4  5

12 1  2  3  4  5 1  2  3  4  5

13 1  2  3  4  5 1  2  3  4  5

14 1  2  3  4  5 1  2  3  4  5

15 1  2  3  4  5 1  2  3  4  5

Job Story Statement

Opportunity Score =  
Outcome Importance +  
Max (Outcome Importance - 
Outcome Satisfaction, 0)

0

2

4

6

8

10

0 2 4 6 8 10

s
a

ti
s

fa
c

ti
o

n
 —

>

i m p o r t a n c e  — >
u n d e r s e r v e d

a p p r o p r i a t e l y  s e r v e d

o v e r s e r v e d



So
ur

ce
: J

ob
s T

o 
Be

 D
on

e: 
Th

eo
ry

 to
 P

ra
ct

ic
e 

by
 A

nt
ho

ny
 W

. U
lw

ic
k 

(2
01

8)

13.2



Opportunity 
Scoring Matrix 
Opportunity Score =  
Outcome Importance +  
Max (Outcome Importance - 
Outcome Satisfaction, 0)
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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

Under-Served —> Low SAT High IMP



Opportunity 
Scoring Matrix 
Opportunity Score =  
Outcome Importance +  
Max (Outcome Importance - 
Outcome Satisfaction, 0)

So
ur

ce
: J

ob
s T

o 
Be

 D
on

e: 
Th

eo
ry

 to
 P

ra
ct

ic
e 

by
 A

nt
ho

ny
 W

. U
lw

ic
k 

(2
01

8)

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

Under-Served —> Low SAT High IMP
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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

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



Opportunity 
Scoring Matrix 
Opportunity Score =  
Outcome Importance +  
Max (Outcome Importance - 
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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



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

ประโยชน์

ปัญหา

หาทางเพิ่ม

หาทางแก้ไข

นำเสนอ 
คุณค่าใหม่ 
(สินค้า /บริการ)

http://strategyzer.com/vpd


Gain Creators

Pain Relievers Pains

Gains

Products
& Services

Customer
Job(s)

Value Proposition Customer Segment
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The Value Proposition Canvas
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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
Gain Creators

Pain Relievers Pains

Gains

Products
& Services

Customer
Job(s)

Value Proposition Customer Segment

copyright:  Strategyzer AG
The makers of Business Model Generation and Strategyzer

The Value Proposition Canvas

strategyzer.com

Source: strategyzer.com/vpd
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