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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
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Empathy Map Canvas

WHO are we empathizing with? GOAL What do they need to DO?
Who is the person we want to understand? What do they need to do differently?
What is the situation they are in? What job(s) do they want or need to get done?

What is their role in the situation? What decision(s) do they need to make?
How will we know they were successful?

What do they THINK and FEEL?

PAINS GAINS
What are their fears, What are their wants,
frustrations, and anxieties? needs, hopes and dreams? What do they SEE?

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 do they HEAR?

What are they hearing others say?

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

What do they SAY?

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

What other thoughts and feelings might motivate their behavior?

What do they DO?

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

Last updated on 16 July 2017. Download a copy of this canvas at http://gamestorming.com/empathy-map/ © 2017 Dave Gray, xplane.com
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OFTEN, USER STORIES ARE
FORMULATED LIKE THIS: bersona

“AsS a regular customer,

User Story Statement

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

PERSONA ACTION DESIRED OUTCOME

As a
action

................................................. (type of user/persona/role), l want to get notifications
| want from restaurants | prefer that
......................................................................................... (action), are nearby,

outcome
s0 that so that | don’t have to
.................................................................................... (outcome). search.’

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

SRR OMENT lieTd!| & illustrated by
ST 9 IGTCX  Antwarchuaven ots)
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ONE WAY TO FRAME AN INSIGHT IS

User Key Insights

PERSONA ACTION NEED OBSTACLE

WITH THIS TEMPLATE: persona, character, role
Alan

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

. | | | action, situation
.................................................... (OCtIVIt)/, OCtIOn, SItUOtIOﬂ) wants to eat Iess Chocolate’
because aim, need, outcome
............................................................... (aim, need, outcome) because it makes him happy
but restriction, obstacle, friction
............................................ (restriction, obstacle, friction). but it makes him ugl)' (fat) °

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

T@s ISDCEh\})EOLI Tlg)MuEriJ'? iGTCJJJ . illustrated by
<2 Magjo University |12 |G I CX ANUWAT CHURYEN (2018)




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

SCENARIO PROJECT DATE

BBOEW®E

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

................................................................. (situation/context),

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

............................................................... (expected outcome)

1’| | GTC illustrated by
= I X ANUWAT CHURYEN (2018)

Job Story Statement

lwantto.......... Solcan..........
SITUATION MOTIVATION EXPECTED OUTCOME
situation / context

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

motivation

I want to be notified when

I’'m near a restaurant that
matches my preferences

expected outcome

so | can go there directly
instead of searching for it.”



User Research

OFTEN, USER STORIES ARE
FORMULATED LIKE THIS:

As a

.Tli?i’?.?.‘!‘!‘.".'fﬂ?f.ﬁ.‘?ﬂ?. .................... (type of user/persona/role),
| want

ADINITNVHAUITUANNEAT TANYAANAN (action)
......................................................................................... ,
so that

INDLANTIE 1A IHNUATEUASY HasHAIUInNTY (outcome)

User Story

ONE WAY TO FRAME AN INSIGHT IS
WITH THIS TEMPLATE:

LNBAINT

oooooooooooooooooooooooooooooooooooooooooooooooooooo

A BINITNIEN AU EUANNEAS IURNAALAN . . .
?acgv} ‘action, situation)

because

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

but

we lisI5n1sudssy / ua liaINs /. o
ceerepeegs g eeenseserpges S . ,,."ﬁestnction, obstacle, friction).
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Key Insight

illustrated by
ANUWAT CHURYEN (2018)

wall

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

Walu3Tna / auga lnd danuaualngInuaIsai
ANANN TURANAANINNITNEATUALDINITINNFININTY
................................................................. (situation/context),

WHAMNADINTUS LnAaD1v1sUanaNe uaz laa2aneng

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

s v YA Aa p-pon 1 & ' o 1 Qs as
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Eat Well Live Well waz Die Well
............................................................... (expected outcome)

Job Story
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The Three Zones of a Customer Journey Map

SCENARIO GOALS AND EXPECTATIONS Zone A: The Lens
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Source: Customer Journey Map by Kat Kaplan NN/g (2016)
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Source: Customer Journey Map by Kat Kaplan NN/g (2016)
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Job Journey

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

ACTION A1 OUTCOME 1 INSIGHT 1

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

ACTION 2 OUTCOME 5 INSIGHT 2 OUTCOME 7 INSIGHT 3

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

ACTION 3 OUTCOME 10 INSIGHT 4

illustrated by
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by Anthony W. Ulwick (2018)

e: Jobs To Be Done:Theory to Practice

Sourc

JOBS-TO-BE-DONE NEEDS FRAMEWORK

JOB EXECUTOR

CORE FUNCTIONAL JOB

} LOCATE } PREPARE } CONFIRM }
EXECUTE } MONITOR } MODIFY } CONCLUDE

50-150 desired outcome statements



Source: Jobs To Be Done:Theory to Practice by Anthony W. Ulwick (2018)
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Related job statementn ~ Emotional job statement Transport Financial outcome n
Clean ,
Store Desired outcome statement /1
Help get Add L Desired outcome statement 72
More Jobs Emotional Mainta
Done Appeal Upgrac

Desired outcome statement n

Repair
Jispose Enhance
Improve Business Model

User
Experience



by Anthony W. Ulwick (2018)

e: Jobs To Be Done:Theory to Practice

Sourc

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)




by Anthony W. Ulwick (2018)

Source: Jobs To Be Done:Theory to Practice

Opportunity

= ~ When [job step], how When using [solution]
Algorithm imporiantle kioyouthat | how satised are you Wit
im%o’:tm'wlt ?3%«‘?3' important imr\fgrr‘fgm me{ t‘g;a:ft.g;l mr'.’&” Satisfled 'n\:;:gr~ 51‘4?;??;'(

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



by Anthony W. Ulwick (2018)

Source: Jobs To Be Done: Theory to Practice

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



SCENARIO

PROJECT

OPPORTUNITY MATRIX

Importance nowuanry
Satisfaction nouwuwol9 Max (Outcome Importance -

Opportunity Score =

DATE

Outcome Importance +

Outcome Satisfaction, 0)

Outcome

© 0O N o o B~ W N =

—
— O

12
13
14
15

1
1
1

2

N TN NN NN NN DD NN DD NN DD DN

3

W W W W W W W W wWw wWw w w w w

4

~ A~ A A BB D B B~ B~ B b

Importance (X)

OO oo or o0 O o1 o1 O O O O O O O O

IMP Satisfaction (Y) SAT

1
1
1

2

N TN DN NN NN DD DN DD NN DD DN

3

W W W W W W wWw wWw wWw wWw wWw w wuw w

4

~ A A A A B BB~ B~ BB DM B~ B~ b

5

O o o o O O O1r O1r O O O O1 O O1

(

Opportunity

) + [

) -

)]

OPP

Tom= SchoolofTourism
@y DEVELOPMENT

Succes.s Through Wisc!om
sz Maejo University

O roususu

GTCx

illustrated by

ANUWAT CHURYEN (2018)

10

Job Story Statement

Ilwantto .......... Solcan..........
SITUATION MOTIVATION EXPECTED OUTCOME
overserved
A
|
______ s
o
o
©
______ 7 OO oo TN
© appropriately served
(7)) : : :
; underserved
import;ance — > :
0 2 4 8 10

Source: Jobs To Be Done: Theory to Practice by Anthony W. Ulwick (2018)
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Source: Jobs To Be Done:Theory to Practice by Anthony W. Ulwick (2018)

Opportunity
Scoring Matrix

Opportunity Score = : -~

Outcome Importance + 3

Max (Outcome Importance - .

Outcome Satisfaction, 0)

ODI Segmentation ST sEteae
Over-Served —> High SAT Low IMP + rrocurement Manager Buicomes

Appropriately Served —> Middle SAT Middle IMP
Under-Served —> Low SAT High IMP



Source: Jobs To Be Done:Theory to Practice by Anthony W. Ulwick (2018)

Opportunity
Scoring Matrix

Opportunity Score = e

Outcome Importance + 3

Max (Outcome Importance - .

Outcome Satisfaction, 0)

ODI Segmentation ST sEteae
Over-Served —> High SAT Low IMP + rrocurement Manager Buicomes

Appropriately Served —> Middle SAT Middle IMP
Under-Served —> Low SAT High IMP



Source: Jobs To Be Done:Theory to Practice by Anthony W. Ulwick (2018)

10.0

9.0

Opportunity
Scoring Matrix

8.0

&
o

Opportunity Score = é N
Outcome Importance + -
Max (Outcome Importance - .
Outcome Satisfaction, 0)
ODI Segmentation HPORNE

Over-Served —> High SAT Low IMP
Appropriately Served —> Middle SAT Middle IMP
Under-Served —> Low SAT High IMP

e |T Pro Jobs
m [T Pro Outcomes
A Procurement Manager Outcomes



Source: Jobs To Be Done:Theory to Practice by Anthony W. Ulwick (2018)

10.0

9.0

Opportunity
Scoring Matrix

8.0

Opportunity Score = E
Outcome Importance + 2
Max (Outcome Importance - .
Outcome Satisfaction, 0)
ODI Segmentation WO

Over-Served —> High SAT Low IMP
Appropriately Served —> Middle SAT Middle IMP
Under-Served —> Low SAT High IMP

e IT Pro Jobs
m IT Pro Outcomes
A Procurement Manager Outcomes



Source: Jobs To Be Done:Theory to Practice by Anthony W. Ulwick (2018)

10.0

Opportunity
Scoring Matrix

9.0

Opportunity Score =

Outcome Importance +
Max (Outcome Importance - .
Outcome Satisfaction, 0)

SATISFACTION

ODI Segmentation
Over-Served —> High SAT Low IMP

Appropriately Served —> Middle SAT Middle IMP
Under-Served —> Low SAT High IMP

Opp >15

l" )
LUnder-Served \

IMPORTANCE  _ |1 pro Jobs

m IT Pro Outcomes
A Procurement Manager Outcomes



Source: Jobs To Be Done:Theory to Practice by Anthony W. Ulwick (2018)

Opportunity
Scoring Matrix

Opportunity Score =
Outcome Importance +

Max (Outcome Importance -
Outcome Satisfaction, 0)

SATISFACTION
n

IMPORTANCE 4 |7 Pro Jobs
m IT Pro Outcomes

Over—Served —_— ngh SAT LOW IMP a Procurement Manager Outcomes

Appropriately Served —> Middle SAT Middle IMP
Under-Served —> Low SAT High IMP

ODI Segmentation




Source: Jobs To Be Done:Theory to Practice by Anthony W. Ulwick (2018)

Opportunity
Scoring Matrix

Opportunity Score =

Outcome Importance +
Max (Outcome Importance - .
Outcome Satisfaction, 0)

SATISFACTION

0.0 1.0 2.0 3.0 4.0 5.0 6.0 7.0 8.0 9.0 10.0

OD) Segmentation -
Over—served —> ngh SAT LOW IMP A Procurement Manager Outcomes

Appropriately Served —> Middle SAT Middle IMP —> Table Stakes
Under-Served —> Low SAT High IMP



Source: Jobs To Be Done:Theory to Practice by Anthony W. Ulwick (2018)

10.0

Opportunity
Scoring Matrix

9.0

8.0

&
o

Opportunity Score = : -~

Outcome Importance + 3

Max (Outcome Importance - .

Outcome Satisfaction, 0)

ODI Segmentation ST sEteae
Over-Served —> High SAT Low IMP # Frocurement Manager Quicomes

Appropriately Served —> Middle SAT Middle IMP —> Table Stakes
Under-Served —> Low SAT High IMP
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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
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Value Proposition

Gain Creators

Products
& Services

Pain Relievers

®

COPYRIGHT: Strategyzer AG ® St rategyzer

The makers of Business Model Generation and Strategyzer strategyzer.com



The Value Proposition Canvas

oy Ad-Lib
Va/;Je Pr(;position - | Customer Segment o - alue Pro [ ] OSition
Template

Ad-libs are a great way to quickly shape al- OBJECTIVE
ternative directions for your value proposition. Quickly shape potential value proposition directions
They force you to pinpoint how exactly you are OUTCOME
. going to creating value. Prototype three to five Alternative prototypes in the form of “pitchable”
Gain Creators . . . o .
different directions by filling out the blanks in the sentences
ad-lib below.

.
Products m
& Services

v
V' N

Our___
help(s)

Q) customer Segment
who want to

Pain Relievers

®

®Strategyzer

The makers of Business Model Generation and Strategyzer strategyzer.com

COPYRIGHT: Strategyzer AG

8 Jjobs to be done

Source: strategyzer.com/vpd b g

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

and .

N verb (e.g., increasing, enabling) @ and a customer gain

(unlike

|z| competing value proposition

. _J

Copyright Strategyzer AG @ Strategyzer

The makers of Business Model Generation and Strategyzer WWW. strategyzer. co m/vpd

Illustrated by

ANUWAT CHURYEN (2018)
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