MJU MASTERCLASS

DESIGN THINKING WORKSHOP

as.Usiuuyd 3udu






Desirability

User-centric design

Viability
Sustainable
business

Feasibility
Feasible
implementation




IWs1:aoRLs1Aa Und:=gv “TLts” Fonaudonnla

—0:07

FoRLs1G2vN1SI=asSv

ijLfJua§o
(FoNAUCDVNIS)

ty¥3sn1sAQUUU “Unoonlluu”
LWDAUKYUSUKINAWNDSYULA:asS1vdonaauloNgAUADVANS















DESIGN THINKING

3snatumsunUayxn
laslgtsiWduaugnalv




SSAquovAUR ...
¢ IKUUSUHN
WU NNKY
DENNUAUNHN
2enH1DLOY
e  DEYIANOADY




Focus Group
WUAgAU User

Stanford d.school Design Thinking Process

Immersion (LUNTUDW)
dolna (Observation)

Questionnaire
Photo Journal
Self Documentary
VOC

Social Listening
Experience Tour

(Aha:=AsAuULUv)

* Seek to understand
“Insights”
* Non-judgemental

* Personas

* Decision
* Challenges
* Pain Point

Personas

Job-to-be-done

Existing Alternative

Pain Points

Gains Points

*** TonglRudloma
wInNga *** (Million Pains)
(Feasible) (Timing) (U1o:iJ
Life Time Value)

(Unmet Needs/ Underserved)

* Role objectives

Share ideas
All ideas worthy

Diverge/Converge
“yes and” thinking

Prioritize

Brain Storm
Qvn Customer
Trends
Database
ASATUAULAYD
Qv1n Compt.
Budding

MIRIRUNIW
« Vg9 .
¢ W@wuuosnda
¢ DlasJy

¢ WuAS:QU
e Storyboards
* Mockups

PROTOYPE

Mockups
Storyboards
Keep it simple
Fail fast
Iterate quickly

naaoufiu User
ISYUSIRLSD

tGLoulpy

LAU Feedback

uIJsuudsv

wAalUov

Fail Fast
D199:(pvNaUTUUIVYOIKL

Understand impediments
What work?

Role play

Iterate quickly

/



What are their needs Create arepresentation of
and insight? your ideas

Who are my users? Brainstorm and come up Share your prototypes
What matters to this persons? with creative solutions for feedback



DESIGN ("

ITERATIVE
DESIGN
PROCESS

. ) PROTOTYPE

EVALUATE

Clickable
prototype

Second \
Concept iteration
Test Detailed
Brief / s ia prototype
irs ir
SPEC- rest iteration Test iteration
Paper
prototype

Final Version
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Design Thinking : Divergence & Convergence Sample Tools (Adopted from 4D Design Thinking Practice)
Define

Empathy Map Template

H

EAR?

THINK & FEEL?

pains

@
50
a

Suggested Time
15 minutes

Level of Difficulty
Easy

Materials Needed
Pens, paper

5 Why

Help you uncover the deep motivations and
assumptions that underpin a person’s behavior.

Steps

1. asking a pretty broad question about your Interview participant’s
habits or behaviors then ask "why” to their response five times in a
row.

2. Remember that you're not asking a horizontal question, (ie "Why
else didn't you get a good harvest this year?”) you're actually going for
depth (ie “Why weren't you able to buy the fertilizer you needed?").

3. Write down what you hear, paying special attention to moments
when it feels like you've moved a level deeper into understanding why
the person does what she does.

Suggested Time
1 Days

Level of Difficulty
Moderate

Materials Needed
Pens, paper,
camera

Experience Tour

Experience Tours can help ‘ground’ your thinking. they
give you a clear perspective for developing ideas that are
intimately connected with the people you’re working for.

Experience Tours are a good way to spark inspirations by learning
first-hand about what makes a great experience — or even what not
to do, in the event that you encounter a negative experience. As
going on an Experience Tour often means being out and about, it
may be difficult to make structured notes on a worksheet.

Take a good look at the questions on the worksheet before you go
out to get some prompts on the things to look out for.

You can either fill out the worksheet in as the Experience Tour
progresses, or use it to jot down quick reminders and then sit down
later to fill in all the details.

The idea is to really try and reflect upon the experience and
understand the deeper layers - think about how it made you feel, as
well as exactly what happened.

Customer Journey Template

Develop

i e
-
P

HMW Example

How Might We Action
What
for Stakeholder
in order to What change?
ey
puttonbloe
NOT TOO BROAD NOT TOO NARROW EXAMPLE
Sample Words of HMW
Build Inspire Create Change Align
Make Disrupt Help Motivate Show
Empower Encaurage Show Imagine Develop
Ignite Connect Innovate Connect Assemble
Energize Engage Solve Contruct Share

W—— 00| N

Value Proposition Template

The Value Proposition Canvas

EE]

e

Custamer
o

Pain Rebevers

Suggested Time
15 minutes

Level of Difficulty
asy

Materials Needed
Pen,Paper

Collaborative Sketching

Collaborative action is an ideation technique where we use
the universal language of drawing to build upon each others
ideas.

STEP 1
Ask participants to draw a solution - oriented idea on their
template.

STEP 2
Ask participants to rotate to their neighbours seat and add to
their drawings

STEP3
If everyone is back to their original seat, they should take 5
minutes to reflect in silence before starting a group discussion.

i

STATS
30-60 Minutes

Levelof Difficulty
Moderate

Materials Needed
Pen, Paper

Participants

designing far

PROCESS PHASE

IMPLEMENTATION

=

STATS
EMinutes

Lewvel of Difficulty
Moderate

Materisls Needed
Pers, Paper Matebaok

Participants
Design team, perhaps
communty members

PROCESS PHASE

IMPLEMENTATICN

Story Telling

Sorytelling s an essential too] Sar crmativity. This courss can helg
you get pastthe powerpaintsikes and make your staries and
presentations mare impactul Lasrn o engage youraudi-
mce—hathar it be yourcallesgues clentgar s sdium of
milaakers—andmativate peapls toward change byteling
garies thatsound and feel unmistakatlyhu man Catahzs
people toward action and start cresfing impactthmugh the
mwer afsrytelling.

raliminsry Study
Befare crmating your campany's arbrands Stantelling you must
determine a setof information, whichcan be definedby the
Bllawing ard pany!| custamers lsag-
mentation] and goals.

Develaging the Brisfing

Thare i 1z pariect nd infallit e Srmuls to craste 2 good stary,
tut we know thata good siory s messured by theimpact it has
o peaple, andnat because it fulfilsa list of requiements. All of
the goalsdefined in the previous step should be apart of the
trisfing used to crestethe stary.

arfing theintmduction

Theintmdustion s key slementin the staryd structure s
whenyou lazatian, th
and the situaion in whichhe stands before"something” hap-
pens. Hem, the i pathy in youraud

inthis case, inthe potentisl customers begins At this stage, it
‘el to crestes strangeannestianbecause relsting ta the char
ater will get your viewer jcustamer]interested inyour story and
@ntnue payingatiention to what is being communicated.

Definingthe praklem

The presentation of the prablem should followthe intraduction
because pressntingit will ensare that curicsity scts a3 slinking
dement between the sudience and the story.This problem can
tes range of fferent thags fom & persanadaly e tothe
existence of less prabable dreumstances

Offeing help

Wehave now resched the mamentthat will helpeamps-
ries/brandsta fulfithair goallt is the momeant weintmduce the
trandieampany asthe big modifying agent that will help your
“persana’ta salve the problem, which befare ssemed impassitle

3 Minutes Critique
|

01

02

03

The eritgus chase in Desgn Shuds s s frmal but flavikle
Famewark ussd tohighlight strang idess warthy affurther
sxgansiznwhile discarding wesker iessin s safe, friandly
ewiranment. Theaim of citique & ta pravide actianatle and
mtive cumerargUTants & fose being mads inthe sksteh-
= A marasdvanced famewark S devgn etiqus than anly
snswaring e guestianDass thia sshtian sahve the pratlem?
s'Wha What, and Whyexplained below.

In this 3 miute crifique imebax, the grmup will aitique your
sketch based on {a f=wlofthe Sllowing questions. During this
tine, you can brisflyanswer their gusstansand Sedback
Hefend your sketch) but make sure there isample time for
mmryane thet want tocftigue.

‘Wha:Daes the sketch sabve a prablem farthe intended audi-
ence? Does the soluion speak ta thecustomer or daes it spesk
o the designers agal

WhatWhat isthe agument beingmade by the sadtion and Bt
effective inachieving its gaal? Inother words, it a ompelling
agumant?

Why:When sketching patential sakutians, eachparticipant will
chaasedifferant angles of attack based anhis own stance jor
pejudicssl Understandingthat stance—the focus ofattention
orin mssance the'Why ssmathag s mpartantts sohe—ias
impartant as theWhat.
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Value Proposition Canvas
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Value Map Customer Profile
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Create Value

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

Observe 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.

Adopted from Value proposition Design : Alexander O.



Customer Profile

Value Map
AuaNUAI:UDVIUIKUY

HNUMWARIAT

\WuUs:TosU
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Value E/_"’
Map

The Value (Proposition) Map describes

the features of a specific value propoesition II
in your business model in a more structured Illli
——

and detailed way. It breaks your value

Js:lgsu

Customer
Profile

The Customer (Segment) Profile describes
a specific customer segment in your
business model in @ more structured
and detailed way. It breaks the customer
down into its jobs, pains, and gains.

proposition down into products and services,
pain relievers, and gain creators.

S19N1S
"§UAUazusms” |

—
I II|
|
T \
|
|
ll ﬂ U EU H _] \ Yo achieve FIE when your valus map mests your
customer profile —when your products and sanvices
produce Fﬂln rellayers and g:lln cregtors that match
one or more I'IE_C':E =, and galns that are
mport: Cl

Adopted from Value proposition Design : Alexander O.
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Value Map
UHNUMWARIAT

c12dsv
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asivus:lgsunugnailaoagols

PROBLEM
SPACE

**XSIYMS***

‘AUANA=USATS I (T M R

U S nnn fur (Synthesize)
JuunWalauo

ATUA

nvuan

Uon31 JUAILA:USNIS
UDUAZULAIHSDUSSIN
UryHiwovgnmilaogols

Adopted from Value proposition Design : Alexander O.



SOLUTION
SPACE

Customer Profile
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—
Us:lgsu
HUEEY waawsitdu
suUsssungnAUs1aul

tsNMIsOLAS1:K

(Analyze)
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SOLUTION PROBLEM
SPACE SPACE
"DESIGN™ "OBSERVE"




Valuwe Proposidton

Products
& Services

Galn Creators

T

Pain Relievers
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CUSTOMER
PROFILE

9 Gains

what does success
look like?

Customer
Jobs

what are customers
trying to get done?

3 Pains

what does failure
look like?




customer jobs

VIUYDVINAIADD:TS

(1AUTDYAD5VDINGNAT/WIGVIU)

what customers are
trying to get done
IN their work and In
their lives

«  msavndenAmMiigaiv

. Utymﬁamnup"[u
e AJWCDVMMSNDIINIASUNISODUFUDYV

Adopted from Value proposition Design : Alexander O.



Customer Jobs Bl il Bl gt b1 G EEE &

Jobs describe the things your customers are trying to get done
in their work or in their life

: : VIWFSIONAAWS
PURCHIGHINS Jnes LU NMUDIHISNACIDFUNIW
(tasks)

Social jobs VIUMVEVAY

. 1u quiuaunuave undado
(e.g. gain power / status) v

VIUMVAIISEN

Personal/Emotional jobs , o , ,
LU auirgtodvuavnuiugayidan

(e.g. feel good)

Supporting jobs

viwauvauu
(e.g. communication) (U NMISLUSgULAgUTDLAUDCITVE

Adopted from Value proposition Design : Alexander O.




4 Types of
Jobs

e Functional
e Social
e Emotional

e Supporting

Customer Segment

business to
attend to

Gains
.o stay
e somewhere reserve
over night accommo-
dation

fell
connected

sleep & get

with home
rest

feel safe eat

Pains

look good
with clients

(®)Strategyzer

strategyzer.com



4 Types of
Jobs

e Functional

—_— — —

Customer Segment B u S i n eé S Trave I e r

business to
attend to

stay
e somewhere
over night

™

tasks customers try to perform

or complete, problems they try
to solve, or needs they try to
satisfy (e.g. mow the lawn, eat
healthily, write a report, etc.)

sleep & get
rest

(®)Strategyzer

strategyzer.com



4 Types of
Jobs

e Functional

e Social

how customers want to be
perceived by others (e.g. look
trendy, be perceived as
competent, etc.)

— —— ——

Gains
L N ]
v/
Pains
LN
”
Iqok g_ood
with clients

@ Strategyzer

strategyzer.com



4 Types of A
Jobs

Functional

Social

Emotional

Customer Segment

a specific emotional state customers
seek (e.g. seeking peace of mind
regarding one's investments, feel job
security, etc.)

fell
connected

/

with home

feel safe

() Strategyzer

strategyzer.com



4 Types of A
Jobs

reserve

1 Functional accommo-
dation

e Social supporting jobs in the
context of purchasing and

consuming value (e.g.
evaluating, purchasing,

e FEmotional p repairing, etc.)

e Supporting

(®)Strategyzer

strategyzer.com



e

important

M

v
insignificant

asenerssmen Business Traveler

business to
attend to

stay
e somewhere
over night

reserve
accommo-
dation

fell
connected
with home

sleep & get
rest

feel safe

look good
with clients

(®Strategyzer

strategyzer.com



==

important

H

insignificant

look good
with clients

business to
attend to

stay
somewhere
over night

reserve
accommo-
dation

fell
connected
with home

sleep & get
rest

eat

feel safe

@ Strategyzer

strategyzer.com



customer pains

UeyH1UDvgNMIADD:TS

(NTQUIWITHANAIUS:aUAIWEUSD)

describe bad outcomes, risks,

and obstacles related to
customer jobs

Source : Alex Osterwalder & Yves Pigneur - Strategyzer



customer pains

UsyH1UDVINAI1ADD:TS

AGUA 3 : A2 WIFEY

AGUA 1 :wadwsluwous:zavs J§ 7aun 2 : guassa

. - s . e JoRoro:rMikiAanalduseusy
. _ _ e« avnuaudvlutkanAMuaviuuula
35n1so:lsntdlulana T v

v om e e e dunmMmiHavioonlu .
a:Ianuua:)IowaIumrpnms LU
Uwaldguivagioiiadu WU *  D1DJYLFYAWUNLEDND
a:IsﬁﬁﬂﬁqIUdomri’”n?]oq _ . Wboa - Wuduasrgcogunw
:IsNMKSaniuannAsvNNIavul

2o e ! S1AWLWY
:=IsNNIKULUD na
o:IsNNMtKSanludvaa . =

v v LlWavenn

Source : Alex Osterwalder & Yves Pigneur - Strategyzer



cnesenet Business Traveler

check-in/
check-out
(5'+ wait)

expensive
WiFi
($20.-/day)

noisy

bad
mattress

difficult

shower

forgot

(laptop)
adapter

lack of time
(to search)

®sStrategyzer

strategyzer.com
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3 Types of
Pains

e Undesired outcomes,

problems, and dislikes .
e Obstacles preventing customers  check-in/

_ _ check-out . »
from getting a job done (well) (5'+ wait) difficult .
shower
, noisy expwe{;give forgot -

e Risks and fears of what could ($20.-/day) ggg;ggg

go wrong (undesired potential bad

mattress lack of time

outcomes)

(to search)

(®Strategyzer

strategyzer.com



3 Types of
Pains

Undesired outcomes,
problems, and dislikes

—

—_— —

asemerseamet Business Traveler

check-in/
check-out -
(5'+ wait) difficult =
shower
i expensive
oy WiFi -
($20.-/day)
bad
mattress
(®Strategyzer

strategyzer.com



—

3 Types of s v

Business Traveler

Pains

e Undesired outcomes,
problems, and dislikes

e Obstacles preventing customers
from getting a job done (well)

lack of time
(to search)

@®Strategyzer

strategyzer.com
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3 Types of g —

csomerseamert Buysiness Traveler

Pains

e Undesired outcomes,

problems, and dislikes

e OQObstacles preventing customers
from getting a job done (well)

difficult
shower

forgot
(laptop)
adapter

paid too
much

e Risks and fears of what could
go wrong (undesired potential matmss
outcomes)

@®Strategyzer

strategyzer.com




How to Fill Out Pains in a '
Customer Profile |

¢ Going through one job after the other and
listing all the related pains

e Free form: list whatever pains come out of
a brainstorming

(®Strategyzer-

strategyzer.com



—

Job by Job e

csomerseament Buysiness Traveler

sleep & get
rest

(®Strategyzer

strategyzer.com



Job by Job

—_—

—_— — —

bad

desin: £ mattress

sleep & get

loud aircon noisy rest
neighbors -
elevator
(®Strategyzer

strategyzer.com




Job by Job

—_—

—_— —— -

cenecsorer Business Traveler

bad

noisy mattress

sleep & get
rest

room not
dark

loud aircon noisy

neighbors enough

wrong

elevator

pillow

@®Strategyzer

strategyzer.com



Free Form

—

— — —

6-8 hours
of sleep

look good
with clients

Customer
Job(s)

sleep & get
rest

check-in/
check-out
(5'+ wait)

expensive
WiFi
($20.-/day)

@ Strategyzer

strategyzer.com



+

extreme

A

v

moderate

—

-— —~—

check-in/
check-out
(5'+ wait)

difficult
shower

noisy exr\»zs:sswe SoTa0h
($20.-/day) (laptop)

adapter
bad

paid too
much

mattress

lack of time
(to search)

(®Strategyzer

strategyzer.com




+

extreme

A

v

moderate

—_—

— —

- f —
commesome B (990 laveler

adapter

nOisy \

bad

a
< mattress

g .
expensive

WiFi -
($20.-/day)
e ————

check-in/

(5'+ wait) 4

check-out —

shower

paid too

much

lack of time

(to search)

@ Strategyzer

strategyzer.com
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CUSTOMER PAIN : TRIGGER QUESTIONS
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customer gains

Us:lguuunvanAnoo:ls

describe the more or less
expected benefits the
customers are seeking

s=QU 1. Us:lgsunddu
s=QU 2. Us:TgsUunmaRIY

s=Qu 3. Us:lgy Gﬁu160q0
s=QU 4. Us:TgsuntkiinAumaKuieg

Source : Alex Osterwalder & Yves Pigneur - Strategyzer



cwenersmet Business Traveler

@®Strategyzer

strategyzer.com



Traveler

clean high-speed
room WiFi
power
plugs
5-8 hours beside bed Ooic: e
of sleep room walking to
service (20’ meetings
max. wait)

custom
mattress

free
laundry

(®Strategyzer

strategyzer.com



4 Types of
Gains

e Required
e [Expected
e Desired

e Unexpected

6-8 hours
of sleep

custom
mattress

power

plugs
beside bed

room
service (20’
max. wait)

high-speed
WiFi

0-15’

walking to
meetings

®Strategyzer

strategyzer.com



Gains

e Required

without this a
solution won't work
(e.g. connectivity for

mobile phones)

(®Strategyzer

strategyzer.com



4 Types of
Gains

Required

Expected

relatively basic gains

that we expect from a
solution, even if it could
work without them (e.g.

smartphone design)

Customer Segment E

power

plugs
beside bed

Traveler

high-speed
WiFi

(®)Strategyzer

strategyzer.com



4 Types of p—
Gains

6-8 hours 0-15' =
of sleep room walking to
: ice (20’ meetings
: gains that go beyond what Service (¢
® Required | we expect from a solution but ecials

would love to have if we could
(e.g. seamless integration of

@ Expected all our digital devices etc.) Ci‘
| v
o

e Desired : | ;

(®Strategyzer

strategyzer.com



4 Types of

Gains

e Required
e [Expected
e Desired

e Unexpected

gains that go
beyond customer
expectations and
desires (e.g.
driverless cars)

s

custom
mattress

(®)Strategyzer

strategyzer.com



How to Fill Out Gains in a 1
Customer Profile 1|

e Going through one job after the other and
listing all the related gains

e Free form: list whatever gains come out of
a brainstorming

(®Strategyzer-

strategyzer.com



Job by Job

design

spacious >
R furniture

room

room with

select room view -
myself at stay
somewhere
over night
-

booking
sound-
available [l Proof room
spa

(®)Strategyzer

strategyzer.com



Free Form

look good
with clients

Customer
Job(s)

sleep & get
rest

6-8 hours
of sleep

check-in/ L

check-out
(5'+ wait)

= expensive
WiFi
($20.-/day)

(®)Strategyzer

Gains strategyzer.com



4

essential

A

v

nice to have

Traveler

clean high-speed
room WiFi
power
plugs
6.8 hours beside bed e G
of sleep room walking to
service (20’ meetings

max. wait)

custom
mattress

Cust
Jo
4
4
[+
\ | >
Pains

@G Strategyzer

strategyzer.com



+

essential

A

v

nice to have

‘ —
custo Clean p
room

WiFi

high-speed
WiFi

custom
mattress

0-15’
walking to
meetings

room !
service (20’ ‘
max. wait)

power

plugs
beside bed ™

/

free
laundry

(®Strategyzer

strategyzer.com
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USEEMPATHY MAP
D UNDERSTAND”

PROTOTYPE

+  nNeED |+ — User Need Statements
The ‘Define’ Stage in Design Thinking

PROBLEM POV*
(POINT OF VIEW)
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Point-of-view (POV)
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Point of View Template - Example

I R

An adult person who lives
In a city

To use a car for 10-60
minute trips 1-4 times per
week

The user would not want
to own his own car as it
would be too expensive
compared to his needs. He
would like to share a car
with others who have
similar needs, however,
there are no easy and
affordable solutions for
him. It's important for the
user to think and live
green and to not own
more than he truly needs.




USERS NEEDS Surprising
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specific)
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products & services
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A list of all the products and

services a value proposition is
built around

®

Source : Alex Osterwalder & Yves Pigneur - Strategyzer



The Value Proposition Canvas

Value Proposition
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The Value Proposition Canvas

Gain Creators

Pain Relievers

®
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The Value Proposition Canvas —

Val e Arodoson CitizenM
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pain relievers

noun

describe how your products
and services Kill or alleviate
customer pains

i
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Source : Alex Osterwalder & Yves Pigneur - Strategyzer
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The Value Proposition Canvas -

CitizenM

Value Proposition
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PAIN RELIEVER : TRIGGER QUESTIONS
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gain creators

Abasivus:lauu

describe how your

products and services

create customer gains
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The Value Proposition Canvas

Value Proposition
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CUSTOMER GAIN : TRIGGER QUESTIONS
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Value Map Customer Profile
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Customers expect and desire a lof from products
and services, et they also know they can't have
It ol Focus on those gains that matter most to
customers and make a difference

Are you
addressing
essential
customer

gains?

CLSIOMErs Naye 4 ot of palns. No arganizaation oon
rensonably address all of them. FoCus on those
neadaches that matter most and ane Insufmclently

oddressed.



Gains are benefits, results, and
chaoractspstics that custom-

&g require or desira. Thay are
outcomes of jobs o wanted char-
acteristics of a vatue proposition
that hedp customers get o job
donz well

The mora tangible and speciic
you make palns and gains, the
batter. For exampie, Saxomples
from my Industny” IS more
roncrete than relevant to my
rontext™ Ask Customers how they
ME0sUre Qains and pans. Inves-
tigoba how thely Mensure SUCCess
or fakure of 0job they want to
get done,

Make sure you desply under-
stand your customer, If you hove
orily a few sticky notes on your
profle, that probably Indicates o
lock of customer understanding.
Unearth o= many jobs, pains, and
gains as you can. 2anch beyond
those diractly related to your

value proposition.

Yiou should Know our customers’
S0Cial and emotional jobs In add-

. confidence o tion to thelr functional jobs, which
easy bul-in from .o ith with are usualy SOsier o dentmy.
o st w ":""""""I like-minded  colleagues,
boss, clients
applicable w  helps me g
ph.'llﬂmr wﬂﬂl lmh maks things
x acollaboration” 5¢t+ advancy PEoPle want
m ' ;'# carcer =
> "'-l x fnd, bearn, ‘:‘,u::emregmg:bemu
propositions ki | P comince | improve 4 apply SUperficial Understanding of jons.

L methods Why do customers want to Siearn
new knowledge™? it might be that
they want to bring new methods

in b thelr organization. Ask "why®
seyverdl imes to get to the most

important jobs.

MAOkE SUNE You o't just consider
Jobs, pains, and gains reioted to
@ value proposition or product In
N identify those (2., “Bus)-
ness books are too longT) as wel
Qs other axtreme pains (2., *lack
of Hme" or *get boss's attention™,

Source : Alex Osterwalder & Yves Pigneur - Strategyzer
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Rank pains according to RO gains according to
now extreme they are in the now essentiol they are in
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Source : Alex Osterwalder & Yves Pigneur - Strategyzer
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Check marks signify that prod- +applicable Brrsines adt
ucts and services relieve pains conberd el Canwvas content
or create gains and directly
address one of the customers’

jobs, pains, or gains.

X5 show which jobs, pains,
and gains the value proposition
does not address.

Source : Alex Osterwalder & Yves Pigneur - Strategyzer
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When we designed the value proposition
for this book, we strived to address some
of the most important jobs, pains, and
gains that potential customers have and
that are insufficiently addressed by current
business book formats.

ideas +services  suite of busi-
ness

O (%)

Check marks signify that prod-
ucts and services relieve pains
or create gains and directly
address one of the customers’

jobs, pains, or gains.

Xs show which jobs, pains,
and gains the value proposition
does not address.




