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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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OSM = Outcome Based

RFM = Value Based
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SCENARIO PROJECT DATE

iGTCx #MJUiGTC

R-F-M SEGMENTS 
MAP

SEGMENT INTEREST (X) 
R

POWER (Y) 
(F + M ) /2

1. Champion 5 5

2. Loyal Customers 3 , 4 , 5 4 , 5

3. Promising 4 , 5 2 , 3

4. New Customers 5 1

5. Abandoned Checkouts 5 0 , 1

6. Callback Requests 5 0 , 1

7. Warm Leads 4 1

8. Cold Leads 3 1

9. Need Attention 2 , 3 2 , 3

10. Shouldn’t Lose 1 , 2 5

11. Sleeper 1 , 2 3 , 4

12. Lost 1 , 2 1 , 2
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Quintiles of R-F-M Analysis
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1st Year 
Retention Rate 100%

2nd Year 
Retention Rate 40%

3rd Year 
Retention Rate 10%

   อัตรารายได้จากลูกค้าต่อปี (NPV)

     มูลค่าปัจจุบันสุทธิ (Net Present Value)

1 0 , 0 0 0  บ า ท 7 , 0 0 0  บ า ท 5 , 0 0 0  บ า ท

   จำนวนลูกค้าต่อปี 1 , 0 0 0  ค น 4 0 0  ค น 1 0 0  ค น

   รายได้รวมต่อปี 1 0 , 0 0 0 , 0 0 0  บ า ท 2 , 8 0 0 , 0 0 0  บ า ท 5 0 0 , 0 0 0  บ า ท

   อัตราต้นทุนท่ีใช้ในการหาลูกค้าใหม่ต่อคน 

   (CAC 1,000 บาท/คน)

     ค่าใช้จ่ายท่ีทำให้ ได้ลูกค้ารายใหม่ 1 ราย (Customer Acquisition Cost)

1 , 0 0 0 , 0 0 0  บ า ท

   ผลกำไรแต่ละปี 9 , 0 0 0 , 0 0 0  บ า ท 2 , 8 0 0 , 0 0 0  บ า ท 5 0 0 , 0 0 0  บ า ท

   มูลค่าลูกค้าตลอดชีพ (CLV) รวม 3 ปี 

     มูลค่าลูกค้าตลอดชีพของลูกค้า (Customer Lifetime Value)

1 2 , 3 0 0 , 0 0 0  บ า ท

iGTCx #MJUiGTCANUWAT CHURYEN (2018), adapted from HMS Commerce

Customer Lifetime Value (CLV)

   * อัตรารักษาลูกค้าเดิม (Customer Retention Rate: CRR) vs อัตราสูญเสียลูกค้า (Customer Churn Rate: CCR)

     [+] การสูญเสียรายได้ (Monthly Recurring Revenue: MRR)



EXPERIMENT 
MIX

Lab  
Studies

Participatory  
Design

Sale  
Actions

Tracking  
Actions

Learning Prototype

Life-Size Prototype

Wizard of Oz

Mock Sales

Presales


Crowdfunding

Ad and Link tracking

Landing page


Split testing

Illustrations, Storyboards 
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Source: Christian Rohner via Value Proposition Design
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