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1. STAKEHOLDERS
ANALYSIS







TOOL#1 STAKEHOLDERS ANALYSIS

Stakeholders

people who have a claim or interest in the problem
and a potential solution



TOOL#1 STAKEHOLDERS ANALYSIS

Stakeholders

*"Who will benefit from the success?
"Who has an interest in it being a success?
*"Who do we collaborate with?
*"Who provides us with valuable ideas?
"Who is blocking the idea, and for what reasons?

"Who benefits from a failure?



Use case 9.)

user

Stakeholders ﬂp
Identify all stakeholders

External

stakeholders

Internal
stakeholders

Customer/

Publie
stakeholders
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Create the map |aé<<‘ﬁ]

Place the stakeholders in the map

Kela’rwnshlps %
Draw the appropriate

relationship
relation
Unclear, informal relationship . S
Institutional Relationship

Directed flow of information =

Relationship with conflict potential
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Findings

Describe your findings from the Stakeholder Map.
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SO WE KNOW WHO...BUT WHO?




1. STAKEHOLDERS
ANALYSIS

2. IDENTIFY EXTREME
USER




IDENTIFY EXTREME USER




TOOL#2 EXTREME USER
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Use case

Define the use case.

Stakeholders

Identify all stakehoiders
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Place the stakeholders in the map

Relationships %
Draw the appropriate

relationships.

relation

Unclear, informal relationship .
Institutional Relationship

Directed flow of information
Reigtionship with conflict potential
Interrupted relationship ——peg—

H

Findings

Describe your findings from the Stakeholder Map.
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Age
Development
Ability

Time

Frequeuncy

Child Elderly

Developing cotintry ™%, Sci—fi/Future
Disability’ Siperhuman ability
Tradifional Future,techuologies
JQ'(e—ﬁme . Often

Experience . /__Novice M

Average users



oninmTilnnnsuus user (1w AaLEegie, 1381, Ussaunisel,
218 4a%)
q

lwuAazinamazuUIgnA1agnels 1dw d1unmumAe
ANELBEEey asuualae (HSI509nK T 1ay € ----m---- =2 Hegguunng)

a1g azuvolag (agiay € -mmnnmmm- =2 91g37n)

1
Y (= |

dszydaanle THssyLae

Q/ Q/

AAIAUINALTNN1WNULASNDW



_l'}harauferis’rics Pefine users Prioritize

o8 g S

1

T
¥ r-1
L‘Q‘k )

freshman average user expert

ldeas -@-

Geta PDF

I_:imlings

Premium Design

Thinking Template:

dTP THE DESIGN THINKING TOOLBOX BASIC TEMPLATE WWW.DT-TOOLBOOK.COM/ SHOP




1. STAKEHOLDERS
ANALYSIS

2. IDENTIFY EXTREME
USER

KNOW WHO IS
YOUR USER
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3. JOB-TO-BE-DONE
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People don't want quarter-inch
drills. They want quarter-inch holes.

T
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JOB-TO-BE-DONE

“to understand what
motivates people to
act, you first must
understand what it is

they to need to

Prof. Clayton Christensen




Emotional

Functional Tohe

Jobs

Social Jobs




LIGHT ALARM CHRONOGRAPH
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FUNCTIONAL JOB
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SOCIAL JOB -
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EMOTIONAL JOB




TOOLS # 3 JOB-TO-BE-DONE

When
| take a photograph with I wantto SoI can
the digital camera, be able to edit it in such a way

that it looks like it's been taken
by a professional photographer.

Whew I want fo So T can
| take a photograph with be able to edit it in an share it quickly with
my cell phone, easy and simple manner. my friends.




Sitvation r}? ! Motivation 2 Expected result g

Describe the situation and application. Explain the mativation. Define the result and goal of the task.

Sentence: When| ... | want to... s0 | canm ...

1st iteration

g"\

2nd iteration

g\

3rd iteration
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3. JOB-TO-BE-DONE

4. PAIN AND GAIN
ANALYSIS







WHAT IS PAIN?

Pains describe anything that annoys your customers
before, during, and after trying to get a job done

or simply prevents them from getting a job done



PAIN POINTS

BEFORE DURING AFTER



PAIN POINTS TYPES
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PAIN POINTS TYPES
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PAIN POINTS TYPES
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WHAT IS GAIN?

Gains describe the outcomes and benefits your
customers want.

Some gains are required, expected, or desired by
customers, and some would surprise them.



naag1dA1aINgIgn1 GAIN
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naag1dA1aINgIgn1 GAIN
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PAIN VS GAIN




| PAIN VS GAIN

PAIN / GAIN #uasinu

“EXPECTATION”



1. JOB-TO-BE-DONE
+

2. PAIN AND GAIN
ANALYSIS

JOBS
TO BE DONE

CUSTOMER PROFILE



TOOLS # 4 CUSTOMER PROFILE

leadsto Ctlear Rlﬂtﬁzﬁd

results indicators can apply by team You should know your customers'
_ Cideally quick t:mm with ~_ social and emotional jobs in addi-
wins) 3 confidence look good tion to their funchional jobs, which
easy to buy-in fr?—. conmect with with are usually easier to dentify.
y understand  helpwhen leadership like-minded ~ colleagues,
e i boss, cients
applicable with " helps me - N
ideas p::::uﬂnur W m , improve skl mheﬂ-m
- pay raise c mcollaboration 58t + advance people
find, learn, E.- Make sure you 9o beyond a
+apply superficial understanding of jobs.
methods Why do customers want to Slearn
- new knowledge™ It might be that
::m they want to bring new methods
or help them into their organization. Ask “why™
- saveral times to get to the most
""d;;‘;-nb" important jobs.
well
I'mi i I"-I;k Make sure you dom't just consider

jobs, pains, and gains related to
a walue propaosition or product in
mind. ldentify those (e.g., “Busi-

ness books are too long™) as well

as other extreme pains {e.g., “lock
of time™ or “get boss’s attention™.



TOOLS # 4 CUSTOMER PROFILE

CUSTOMER PROFILE



RANK THEM!!

' Job importance ' Pain sewverity ' Gain relevance
' Rank jobs according to their ‘ Rank pains according to ' Rank gains cocording to
IMportance o Oustomers. how extreme they are in the

oy essantial they are in
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1

Select customer

segment.

Select a customer
segment that you want
to profile.

2

Identify customer jobs.
Ask what tasks your
customers are trying to
complete. Map out all of
their jobs by writing each
one on an individual
sticky note.

3

Identify customer
pains.

What pains do your
customers have? Write
down as many as you
can come up with,
including obstacles and
risks.

L

Identify customer
gains.

What outcomes and
benefits do your custom-
ers want to achieve?
Write down as many
gains as you can come
up with.

——

+ + +
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5

Prioritize jobs, pains,
and gains.

Order jobs, pains, and
gains in a column, each
with the most import-
ant jobs, most extreme
pains, and essential
gains on top and the
moderate pains and

nice-to-have gains at the
bottom.



1. JOB-TO-BE-DONE

2. PAIN AND GAIN
ANALYSIS

CUSTOMER PROFILE
UNDERSTAND THEM
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