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:Dc?;;?book PRINCIPLES

Field Work 3:

UNDERSTANDING your USERS :::
B
D 0 o
practice “OISIN...OUS[9” 11U “Guvalna...auiv1(e”
USNISNINUADIUANAKUNE  (Unexpected Outcomes) 1ng

Understanding your Users
principles “SIV1...SISY” ;DY “SIN...S9”
pProtess WALKING into the CUSTOMER’s MIND
NISNINUIVII9ANAT (Empathy) 183:A1ANISOUADIUADINNS
fuounAniduavdnanyia=91duaday  NoUY:NINISOONIIUU
)awN:N1suosnnlonalhuiunousodNISALISU  (Customer
Insights) S1gsoUaANIUNISTUBINVDIANAN (Life Situation)
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L(?;fbook PROC ESS

Fieid Work 3: .
Sl Understanding your Users

Stage 1 1Id0IKINAUILINIV (prospect) nSo NaUIUIKUNY (target)
orinciples NAJSANINNISANWIZYEY SOUNUNISWHJUNNIWINUY (YU 1So
process Unanund (Personas) 98U 3 NAU AU

Dractice

Step 1 NAUAAN (partner) lUvJuwads:losu
Step 2 NAUAIIVY (competitor) VAVO / aSWaUdssa
Step 3 NAUAI9 (promoter) aviasulnulurnduwanauinu

Strategy dJIASKVOUAINIWULIILINGIVOU (Stakeholder Map)
180 1nSoulion1sIVUAUNINUIVOT 91N IWUCIIS:UUTIOA
(Ecosystem Map), hadlsnrun (Value Chain), lnsuviand1U
JUWUSNIauAU (Social Network Analysis) IJusiu

www.mjuigtc.com IGTCKnowledge
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Fieid Work 3: .
Sl Understanding your Users

Stage 2 d1s09vouawdou (User Research) AouN1SINIRUISON
orinciples la1 (Narrative Inquiry)

Process Step 1 |§€)\J|€huﬁ8mu (User Story)

Step 2 AoWUUS:auAdouan (Key Insight)

Step 3 WaawsanN1gNanAIUJuKdd (Job Statement)

Dractice

Strategy WAJUNSNNIWINUUAGNUEU (Personas) Inesousauvoa
vuUgUNJ (Primary Data) 17910 NMS&uINm douniy Suniund
3o Us:uoa91n CDP [1] 1Jusiu wuonnuvouavunfauni
(Secondary Data) 15U 19Na1SS19dIU UNAIUNISIVY 1IUUAU

[1] CDP (Consumer Data Platform)

www.mjuigtc.com IGTCKnowledge
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Fieid Work 3: .
Sl Understanding your Users

Stage 3 Us:Uda (consolidation) Us:lidundnunnmol (validation)

orinciples IAzNOUSDUVOINIVSY KSD MSOvaDUNIUUENUIEN (triangulation)

Process Step 1 Consolidation Us:uodavaua 9nnau nuuds:inn

“inSuuvola (Data Preparation)” INoanAUBGoUvaIvoLa
Step 2 Validation Us:10undUQNAOY MSO9d0UANDII
donndod llaznouUNIBafio Inurawn:NUvauIKasvoua
Step 3 Triangulation NOUAOUVDINYYSINJuVOUA (data)

_A_

wlﬁaomm (investigator) NOUN (theory) KSO 383NY (Method)

Dractice

Strategy ﬂOSU’]I?iU@UJaﬂ’]SH\]IﬂS’] HV@UHUU “NS=MIUNISIVE
(User Research Wall)” WoZoa1sAURUTNooNIUU
www.mjuigtc.com IGTCKnowledge
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Fieid Work 3: .
Sl Understanding your Users

IGTC Customer

Exploration is based on

. . Discovery tethr?nqgrap;hi_lc_:hreseaglchf
E@ [ﬂ] [ﬁ] @ H L@ H @@ Practices explgl?atic;(rq\uig to coellggt a(I)ot of

data on potential problem sets
within a given industry or
customer type, and to collect
detailed stories about customer
behavior.

- Trevor Owens

BIIOCESS

practice

IGTC Customer Discovery Practice

Refinement

Exploration

of the
building

\:\h\efc the
"\aSic kafpens

Best solvtion

is missed

|
|

A1k

Refine

mmnmn 1
mmnmn .
1
. ) : Many alternate from here
J . so/vfions explored
‘ 9—— our
Comfort

Image credit: Alexej Jordanov Image credit: Trevor Owens
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LW PRACTICE

Field Work 3:

Understanding your Users

Stage 1 Contextualisation; 3Cs Techniques

principles Step 1 Card Unsvala
[@ngﬁfe@ Step 2 Catalogue UfY3S19N1S
,ECC omer Discoveny Practice Step 3 Category lelﬂﬂdszlﬂnﬁaga

Strategy UN9ONIUUAISANWIUSUNIKRINANIUSIN ADIUIVITY
“©UNOYIN" moamsadmmamduaousou (observe) sy
dUWUSNIWOUR (engage) JADUAUAN (immerse) INK
Js=aunisniauiunuainniadAun (Standford d.school, 2018)

www.mjuigtc.com IGTCKnowledge



LW PRACTICE

Field Work 3:

Understanding your Users

Stage 2 Conundrum; 3Ss Techniques an1unsnu “UsAun’
principles NJNY:=NTMRANATWRAIUNADIUADINISINIWA: (Micro-Moment

PIREEESS Habit Forming)

ractice
iGpTC Customer Discovery Practice Ste p 1 S Can ﬂ Of] ﬂ

Step 2 Screen NSOV
Step 3 Store INU

Strategy ZUAUSNYNYINUZENISINAIATNR:0aNSWaTuDUNAR &
WANDANIIUADINISVIWA: (Micro-Moment) an9:=6daN (9 /
NAGUUIN (Dilemma) AUgoUIEN (Paradox) ADUWUINUS
(Alteration) n1a:n21ulnanra (Chaos)

www.mjuigtc.com IGTCKnowledge




LW PRACTICE

Field Work 3:

Understanding your Users

Stage 3 Conversation

principles Step 1 &IINMOYNILAOUSIU (participatory
[@ngﬁfe@ observation) UUFIUVOINISANWIIILDIRYU (analogy) 15U INATA
pmw n1saunununauitnuglugiu=Aulu LsnItdunisagduiu

IUSYUINYUS:UU&DIS-UU BJ2:=1UUlUNNISINYUIAUINS-UIUNAS
1SONIIUSUWUSNYTUS:UUKUINUNS-UOUNISHSOADU
Juwusniglus:-uungoy 1dunu
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LW PRACTICE

Field Work 3:

Understanding your Users

Stage 3 Conversation (50)

principles Step 2 §159998N1sTHoMNSIUDSSUNSSU 9N
[@ngﬁfe@ UAANSUINU (personification) NsEUaOUTOA (inquiry) AOU3S
pm o Pt NISaUNIBNUANAN Imamsauuma\]nluiauuua %001910UZINA

AA—

Tuuaom dnd Wy Usnnronousan la:ns=n1nsgnonsia
Us:rtvnu 10usu
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LW PRACTICE

Fieid Work 3: .
s Understanding your Users

Stage 3 Conversation (50)

principles Step 3 dSWNIWUNUSSSU (visualisation) 18U a$WAAU
Process NIWVola (data visualisation) lazN1sAAUIUAWAVOUA

practlce . . o § y
Strategy UN©ONIVUAISANUIUSUNIKINAAIIUS ADUIVAID

“©gNavIN” moamsadmmamduaousou (Observe) a5y
dUWUSNIWOUR (engage) UADUAUAN (immerse) INMK

US AUNISCURUMIAUAINNNAVAUNA (Standford d.school, 2018)
WoInsul “qmmmums G]_Uﬂmumﬂ (processing questions)”
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LW PRACTICE

Fieid Work 3: .
Sl Understanding your Users

Stage 4 Consolidation

principles Step 1 1530NasSI8INYN (Method) RIKUN=AUILU “I8NS
Proctess Js:iduveya (data validation) 91nnnsuUs:uoavoya (data

ractice R
iGpTC Customer Discovery Practice C O | | e Ct I O n)

—— e —

Step 2 WnUURNIsNIAauU (field visit)

V—l—

Strategy WI98AISOINIUUMNISWNISAUINSIzAIASIAS VO
(data structure) lla:luuausKa (coding tabular) INOININSUIUYA
Voanu (dataset) Noun1sdInS1zrKUs:udawaluanaunalu

www.mjuigtc.com IGTCKnowledge



LW PRACTICE

Field Work 3:

Understanding your Users

Stage 5 Confirmation 1Uand1uru1g 1az8uguvonuwu 9ol
principles INNS:UoUNMS[uS:a:N 3 // n PROCESS Stage 3

Process Step 1 Consolidation Us:ziudavaya ynnau lugds:inn
practice ANADUBIEOUVOINNSINIRUTOUA

Step 2 Validation Us:10undUQNAOY MSO9d0UANDII
donndod llaznouUNIBafio Inurawn:NUvauIKasvoua

Step 3 Triangulation NJUdDUVOINIISURDUVOIA (data)

_A_

QIGIEJOU’WU (investigator) NOUN (theory) KSO 383NY (Method)

Strategy AdsUNIdUdWaN1sadins1:KIdunAunTwvoa (Data
Visulisation)” Iwodoa1snunuuNaoNIiiuuy
www.mjuigtc.com IGTCKnowledge
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Fieid Work 3: .
Sl Understanding your Users

IGTC Customer

Exploration is based on

. . Discovery tethr?nqgrap;hi_lc_:hreseaglchf
E@ [ﬂ] [ﬁ] @ H L@ H @@ Practices explgl?atic;(rq\uig to coellggt a(I)ot of

data on potential problem sets
within a given industry or
customer type, and to collect
detailed stories about customer
behavior.

- Trevor Owens
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SCENARIO PROJECT DATE

STAKEHOLDER MAP

Find Auriyningovoy
ﬁﬁﬁ(paﬂnen
AIIVJ (competitor)
AL (oromoter)

@ Focus nununls Indaunsou

91U (power)
A2UAUR (interest)

competltor
Conceptual :
Mapping : (24"
E partner ‘e,
E partner
competitor @
promoter competitor

competitor

Tmm= SchoolofTourism Jl = -
& DEVELOPMENT [iGTC G TC designed by
2. Maejo University |IE I X ANUWAT CHURYEN (2018)

primary

secondary

Source: Moonshot Canvas by Futur/io



B@BO®E PROTO B@BO®E PROTO B@B®E PROTO
PERSONA PERSONA PERSONA

NAMIE BERAVIOURS NAMIE BERAVIOURS NAMIE BERAVIOURS

DEMOGRAPRIGCS NEED/CGOALS DEMOGRAPRICS NEED/CGOALS DEMOGRAPRPHICS NEED/GOALS

#mjuigtc oTC |

#mjuigtc oTC |

#mjuigtc

= SchoolofTourism |. ) :
@ DEVELOPMENT 6T’ illustrated by

~¥_ Maejo University |Z ANUWAT CHURYEN (2018)




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




Designed for: Designed by: Date: Version:

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



SCENARIO PROJECT DATE

B@BOER®

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)

T2 Sch lof T¢ [ u .
@ SDCE\?E?L’ SﬁWE'@n% iGTCJJJ G I C illustrated by
¥ Maejo University |IE I X ANUWAT CHURYEN (2018)




SCENARIO PROJECT DATE

B@BOER®

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)

*m> SchoolofTourism (. Jj| = il
@ DEVELOPMENT |iGTC G TC illustrated by
‘m Mae]o Umver5|ty ES I X ANUWAT CHURYEN (2018)




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

hoolofTourism | J| = :
EVELOPMENT  |iGTC G TC illustrated by
aejo University |[E 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.”



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

LMNPAING '

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

................ (persona, character, role) Lﬁgéﬂ%Iﬂﬂ / ﬂug!ﬂalmgj HAMNAUNINABINUEAISLAN
ABINITNENRIUITUANNHAT LUNNAAUNY . : . ANAN LURANAANINNISINEATLAZDIHISINNFININTY
.................................................... ?ac'gw} ,‘action, situation) e
................................................................. (situation/context),
because . " " " wess
- 2 ¥ g JWHANMNADINISUS LnADIWISUaBANE was lddInDeN
, INTIEFUANABATNDIEY US|, | v v L o “ .2
............................................................................................................................. rrererereeenens (@M, Need, outcome) FLHATZN FANAININAY “NN1DIDIHIT” N INAU o
............................................................................... (motivation),
so that at]lhm bUt Qs U YVAada t:idl 1 & . v L4 [+ %4
4 18 o . - 1 welaiZaEnsulssy / e lsisianna w1391 wlangianguenn kiknuilae laatnuasauaiauineg
PRBLAHTIE W0 TNUASEUASY WAsWRImguIv | (outcome). O v e c‘,.:"F'rJestrlc':t{i\on, obstacle, friction). Eat Well Live Well waz Die Well
UUTYUNVTHAN e eiseuseeseesesesseessassensnenesens (expected outcome)

Noulv / Vvo9nm



OFTEN, USER STOR
FORMULATED LI

ARE
THIS:

As a
Tugruztnunsns

| want

ADINITNISNMUIEUANNAT o .°

so that

WNBLNNIE LA 1ANUAIDUATI WASNAIUIHLNY (outcome)

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

ser Story

................................................. (type of user/persona/role),

aIne)

Noulv / Vvo9nm

Key Insight

Job Story
A

Vv



User Narrative: Meta Card Method

£ 6D

©®©© _ PROTO
LY PERSONA

: User Story Key Insight Job Story
A, A
E v

OEMOGRAPHIGS | | MESD/GOALS

Key Insight

Key Insight

Key Insight

Key Insight Job Story
- #mjuigtc

| SRR
iGTC | S
e T i,

Key Insight

(Job Story

Job Story

Job Story

Key Insight Job Story

| 4

(Job Story |

Job Story

=

Job Story

Consumption Chain

Key Insight

—{ User Story 4

Powered by

B

Key Insight

Key Insight

Key Insight

Key Insight

DOWNLOAD

PDFs for Printing

"...ms1ledryrnivosanm
Ad N1sas “lonna”

[hAussn9...”

Key Insight

Key Insight

Key Insight

Key Insight
Job Story

:

{ Job Story

User Story 1 Job Story

Job Story

Job Story

Job Story

)

Job Story

User Story 2 Job Story

Key Insight Key Insight Persona
- - Key Insight Key Insight
Llfe Narratlve + Key Insight
] = Key Insight
Experience Narrative o)
Job Story User Story 5 /..——(m
Key Insight User Story 3 Job Story
Key Insight Key Insight
Key Insight

illustrated by
ANUWAT CHURYEN (2018)
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NAME

PROTO
PERSONA

BERAVIOURS

a -~
150uyld (User Story)
Tugu: (As a) sy “yndnuni* Adugijeas nduithnuns naugls

(type of user / persona / role),
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Source: Customer Journey Map by Kat Kaplan NN/g (2016)
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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)

FINANCIAL

RELATED EMOTIONAL CONSUMPTION
OUTCOMES

JOBS JOBS CHAIN JOBS

Related job statement 1 Emotional job statement 1 Purchase Financial outcome 1
Related job statement2 ~ Emotional job statement 2 Receive -inancial outcome 2
Related job statement3 ~ Emotional job statement 3 nstall -inancial outcome 3
Related job statement4  Emotional job statement 4 Setup -inancial outcome 4
Related job statement5  Emotional job statement 5 Learn to use -inancial outcome 3
nterface with
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
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Source: Jobs To Be Done:Theory to Practice

Opportunity

= When [job step], how When using [solution],
AI g Orlth m important is it to you that how satisfied are you with
you are able to: your ability to:
Not a o

Opportunity Score =
Outcome Importance +

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



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)
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Source: Jobs To Be Done:Theory to Practice by Anthony W. Ulwick (2018)
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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
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Opportunity
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10.0

9.0

Opportunity
Scoring Matrix

8.0
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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
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Opportunity Score =

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

SATISFACTION
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Over-Served —> High SAT Low IMP

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

Opp >15
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Opportunity
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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
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The Value Proposition Canvas

Value Proposition

Gain Creators

- A

Products
& Services

Customer Segment

Pain Relievers

R

COPYRIGHT: Stralegyzer AG
The makers of Business Model Generation and Strategyzer

v
-~

@®Strategyzer

strategyzer.com

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.

E Products and Services

help(s) i
who want to

8 Jjobs to be done

b
and .

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

Ny verb (e.qg., reducing, avoiding)

EI competing value proposition

Copyright Strategyzer AG
The makers of Business Model Generation and Strategyzer

(®Strategyzer

www.strategyzer.com/vpd
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deliver
olutions that work

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

Opportunity Scoring Matrix

)

Problem

CREATOR

Job Journey
Job Story

User Story

Key Insight




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

Job Stories

e Point B
A better future reality

| want to .......... Solcan.......... F
e —

SITUATION MOTIVATION EXPECTED OUTCOME Point A
Current Reality

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

A Job-to-be-done



Triangulation:
Using Multiple

UX Methods

5

Diversiiying user research methods ensures
more reliable, valid results by considering
multiple ways of collecting and Interpreting
data.
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Ardotiols (data creditibility)

NSO nau INU

nsouvola (data preparation) NAUToIR995J (data elicitation)
JAINUVOAUWU (dataset) AD8N1SNOUEDU (data triangulation) 1as
NougI (data validation)

“Knowing Context & Understanding Customer” N N / g

Quantitative
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www.mjuigtc.com
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Qualitative
Comments

Triangulation

METHODS

Expert
Analysis

Kathryn Whitenton (2021)

#IGTGCGolLalb



Opportunity Scoring Matrix (OSM)

Importance  Satisfaction
Point B
A better future realii e 8.0 Over-Served
P Satisfaction ¢
— —_ Gap g o '
POillt A 9 6 g 5.0
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a e - & .-/
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—) — S Am 4 T A ,,'
3 2.0 v / 9&16
e Appropriately Served 'Un’der-Servo;l ety
A Job-to-be-done Importance + Satisfaction Gap = Opportunity Score
IMPORTANCE  _ 7 b1 Jobs
9 -+ 6 - 1 5 o :1 :ro i):tcomes

a Procurement Manager Outcomes

Toolset designed by
Replacing The User Story With the Job Story
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