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Step 2 ANUONUSNS1EOUNISEO
(Purchase Action Ratio: PAR)

Mapping
Industry
Archetypes
/ BAR = 10%
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Toumﬂnq:?ua;zlsnvoausun A1-09 A2-045  A3-020  A4-018  A5-0.10
|
UUS[ﬂﬂnSU§IIUSUﬂ LOYALTY = ATTRACTION CURIOSITY COMMITMENT AFFINITY
TmUumsauuauunnnm P ncreasa Comersion fates
ﬂa"usuﬂ 0.50 0.45 0.90 0.55
A2/A1;045/090 A3/A2:020/045 AL/A3:018/020 A5/A4:010/0.18

Source: The New Customer Path
by Philip Kotier, Hermawan Kartajaya, twan Setiawan (2017)

LMJjuIgic www.mjuigtc.com #IGC
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(Brand Advocacy Ratio: BAR)
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(Business Archetype Mapping)
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(Network Typology & Interpretation)

www.mjuigtc.com

Cross Impact Analysis - CIA O——> Data Visualisation - SNA

. L ‘
D .
o.,~°'. o> IS
™, o Sfcfe
/6
@mijuigtc www.mjuigtc.com #I1C
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(Social Network Analysis: SNA)
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(Time Value of Money: TVM) (Net Present Value: NPV) (Customer Lifetime Value: CLV)
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Create Value Observe Customers

The set of value proposition benefits that you design to attract customers. The set of customer characteristics that you assume, observe, and verify in the market.

DEF:I‘NI-TION

VALUE PROPOSITION
Describes the benefits customers can
expect from your products and services.

Source: strategyzer.com/vpd



http://strategyzer.com/vpd

Observe Customers

The set of customer characteristics that you assume, observe, and verify in the market.

Create Value

The set of value proposition benefits that you design to attract customers.

DEF-I‘NI-TION
VALUE PROPOSITION

Describes the benefits customers can

expect from your products and services. .
* Product Market Fit | PMF

Source: strategyzer.com/vpd
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Gain Creators describe how Gains describe the outcomes

your products and services customers want to achieve or
create customer gains. the concrete benefits they are
seeking.

Value Customer
Map Profile

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.

This is a list of all the Customer Jobs describe
Products and Services what customers are trying
a value proposition is to get done in their work and
built around. in their lives, as expressed in
their own words.

Pain Relievers describe how Pains describe bad outcomes,

your products and services risks, and obstacles related to

alleviate customer pains. customer jobs.

You achieve Fit when your value map meets your

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.

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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