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IMPORTANCE PERFORMANCE ANALYSIS
Importance ความสำคัญ 
Performance ขีดความสามารถ

i l lustrated by 

ANUWAT CHURYEN (2018)
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Attribute Performance (P) Importance (I) Discrepancy (D)
1 1  2  3  4  5 1  2  3  4  5 P   -   I   =   D
2 1  2  3  4  5 1  2  3  4  5 (        ) - (        ) = (        )
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PESTEL ANALYSIS | Horizontal Scanning
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P - Political E - Economic S - Social

T - Technological L - LegalE - Environmental

ปัจจัยด้านนโยบาย  
การเมือง การปกครอง 

กรอบความร่วมมือระหว่างประเทศ

ปัจจัยด้านเศรษฐกิจ การเงิน 
อัตราแลกเปล่ียน อัตราเงินเฟ้อ 

การจ้างงาน ต้นทุน การเติบโตทางเศรษฐกิจ

ปัจจัยด้านสังคม วัฒนธรรม  
ค่านิยม ทัศนคติ ธรรมเนียม ประเพณี  
พฤติกรรมผู้บริโภค รูปแบบการใช้ชีวิต

ปัจจัยด้านเทคโนโลยี นวัตกรรม 
การวิจัยและพัฒนาเทคโนโลยี 

การเข้าถึง กระจายตัว และการยอมรับ

ปัจจัยด้านสิ่งแวดล้อม 
ภัยพิบัติธรรมชาติ สภาพภูมิอากาศ 

ลักษณะทางธรรมชาติ ลักษณะทางภูมิศาสตร์

ปัจจัยด้านกฏหมาย 
ระเบียบ กฎ ข้อจำกัด ข้อบังคับ 
ข้อตกลง เงื่อนไข แผนท่ีสิทธิบัตร
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TRENDS MATRIX | PESTEL Analysis
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SCENARIO DEVELOPMENT PROCESS
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SCENARIO MATRIX
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SCENARIO STORY
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OPPORTUNITY MATRIX
Importance ความสำคัญ 
Satisfaction ความพึงพอใจ
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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 (      ) + [ (      ) - (      ) ]
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STAKEHOLDER MAP
Find ค้นหาผู้ท่ีเก่ียวข้อง 
           คู่ค้า (partner)  
             คู่แข่ง (competitor)  
             คู่ใจ (promoter)
Focus คบคนท่ีใช่ ใกล้คนท่ีชอบ 
           อำนาจ (power)  
             ความสนใจ (interest)

promoter

partner

partner

competitor
competitor

partner

competitor

competitor

Conceptual  
Mapping
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ANUWAT CHURYEN (2018)
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สาเหตุ

เงื่อนไข / ข้อจำกัด

PAINs

GAINs

JOBsJOBs

User Narrative

i l lustrated by 

ANUWAT CHURYEN (2018)

User Story Key Insight Job Story
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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 JOBs



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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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?

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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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?

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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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?

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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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

i l lustrated by 

ANUWAT CHURYEN (2018)
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WHAT 
อะไร

WHY 
ทำไม

HOW 
อย่างไร

กำหนดเป้าหมาย 
และผลลัพธ์สุดท้าย
ของการพัฒนา

i l lustrated by 

ANUWAT CHURYEN (2018)

วัตถุประสงค์ (Objective)

เป้าหมาย (Purpose)

ผลลัพธ์สุดท้าย (Key Results)



ระยะส้ัน ระยะกลาง ระยะยาว

i l lustrated by 

ANUWAT CHURYEN (2018)



สิ่งท่ีต้องทำ  
Tasks (Backlog)

ดำเนินการ 
W.I.P.

สำเร็จ 
Done

วัตถุประสงค์ 
Objective

ผลลัพธ์ 
Key Results

i l lustrated by 

ANUWAT CHURYEN (2018)
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