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"People don't want to buy a quarter-inch drill. 
They want a quarter-inch hole!" 


Theodore Levitt

Harvard Business School Marketing Professor



Source: Ash Muraya (2019)
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“If I had asked people what 
they wanted they would 
have said faster horsed.”

- Henry Ford 

Photo Credit: The Collections of The Henry Ford via The Jewish News



“A lot of times, people 
dont’s know what they want 
until you show it to them.” 

- Steve Jobs

Photo Credit: Pual Sakuma / AP via Wired



Product-oriented

“I need an iPod to listen to music”

Job-oriented
“When I go running, I want to 
motivate myself and set my pace with 
some music.”

focusing on a 
product

focusing on an 
outcome

Source: Queric UK (2020)

Feature: 5 GB 
Benefit: 1,000 songs  in your pocket 
Context: when you go running 
Jobs To Be Done: you want to motivate yourself with some music



"People don't want to buy a quarter-inch drill. 
They want a quarter-inch hole!" 


Theodore Levitt

Harvard Business School Marketing Professor
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) I've written about the problem with user stories before. 
At the time, I found it better to just have the team talk 
over proposed changes to the product. This worked 
great when the team had gelled and the product is very 
mature; however, now I'm working with a new team and 
building a product from scratch. In this case, because 
our canvas is blank, we are having trouble getting on the 
same page when it comes to customer motivations, 
events and expectations. But today, things have turned 
around. I've come across a great way to use the jobs to 
be done philosophy to help define features.

 
I call them Job Stories.

When Coffee and Kale Compete: 
Become great at making products people will buy  
by Alan Klement (2016)
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Age: 
Job Title: 
Status: 
Location:

“……………………… 
 ………………………”

Favourite Brand:

NAME: …………………………………………………….

ABOUT

GOALS NEEDS

PERSONALITY
introvert 1 2 3 4 5 extrovert
analytical 1 2 3 4 5 creative

busy 1 2 3 4 5 time rich
messy 1 2 3 4 5 organised

independent 1 2 3 4 5 team player

DATE: ……….……………….

PAIN POINTS
Characteristics:

USER NARRATIVE

OUTCOME

NEGATIVE 
FEELING

OUTCOME



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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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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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, enabling)                 and a customer gain

competing value 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)



"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 

When ………. I want to ………. So I can ……….

1 2 3

SITUATION MOTIVATION EXPECTED OUTCOME
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Replacing The User Story With the Job Story 
by Alan Klement (2016)



Toolset designed by 

Replacing The User Story With the Job Story 

by Alan Klement (2016)

Business Value Design Pathway illustrated 

by Anuwat Churyen (2018)

Opportunity Scoring Matrix (OSM)

i l lustrated by 

ANUWAT CHURYEN (2018)



Opportunity 
Algorithm 
Opportunity Score =  
Outcome Importance +  
Max (Outcome Importance - 
Outcome Satisfaction, 0)
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Example 
Opportunity Score DOS01 =  2 + (2 - 4) = 0

Opportunity Score DOS02 =  5 + (5 - 2) = 8



Opportunity  
Score 
Opportunity Score =  
Outcome Importance +  
Max (Outcome Importance - 
Outcome Satisfaction, 0)
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Unmet Needs 
vs Over Served
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Opportunity 
Scoring Matrix 
Opportunity Score =  
Outcome Importance +  
Max (Outcome Importance - 
Outcome Satisfaction, 0)
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ODI Segmentation 
Over-Served —> High SAT Low IMP

Appropriately Served —> Middle SAT Middle IMP

Under-Served —> Low SAT High IMP
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ODI Segmentation 
Over-Served —> High SAT Low IMP
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ODI Segmentation 
Over-Served —> High SAT Low IMP

Appropriately Served —> Middle SAT Middle IMP —> Table Stakes

Under-Served —> Low SAT High IMP
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