The Wheel of Progress

Burden of
being
accountable

Decisions
to be made
hit like a
tidal wave

Concerned that
exisiting 8 hr
per day/5 days
a week care is
not enough

Mom Self doubt
concerned (moving
about the mom to

dog facility)

Feeling :
overwhelmed: Wife felt as

Myriad of options/ being the

permutations of

options make it "ste p-Sister"
hard to choose

manage the
financials of
mom

find the
"right" place
for mom

convince
mom to
move

see how
staff treats
residents

determining all
the costs
involved in

caring for mom
over time
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determine
how it all
works

make the
new place
homy

determine
mom's short
term needs

determine
mom's long
term needs

determining
how we will
pay for, cover
monthly,
annual costs

having
access to

bank
account

being
monitored by
relatives
(dealing with
money)

paying
moms bills

validate
facility is
safe ﬁ?

convince
family

be confident determine if

in the facility can
. meet both short
decision term and long

made term needs

determine all
find a place legal aspects,
for the dog power of

attorney, etc.

Customer Job:

ensure mom

being treated
as a human

being

keep all
options
open

understand
all the
options

Awareness

No place
for dog

Health care
needs (due
to loss of
memory)

Some facilities
don't accept
someone at

later stage

Small
assisted
Living Home
(10 units)

Sr. Living Home

Time period

due to high

cost of 24/7
care

Lack of
available
care givers
(in January)

"Overruled"
by family
and care

giver

*

Homecare
8 hrs per
day, 5 days
a week

Expectations

Touchy topic:
Avoiding
conversation
at all cost

H
availability
of facility

Post Hospital,
Homecare
24/7 for 3

WELELS

que-Offs

Date:

01/13/2021

lteration:

S1/1 (L)

How do we
convince
the family it
IS time

Avoiding
conflict
within
family

Will we be
able to
convince Mom
itis time

Depletion

of mom's

funds (no
estate)

Cafeteria
style eating
area, not

Cost of care
very
expensive

Head nurse
very
regimented

Menu of
costs for
everything

Bad vibe

_
mPlen
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Th e W h ee I Of P rog ress 0 Customer Job: E_gj:gr?agieke Date: 09/06/2022 lteration: S115 (A)

Awareness |l Expectations

Not using

Cannot ride cargo bike on
bus on time normal streets

and miss that | don't
appointments know

Daugther is Double-

quite heavy, stroller in
hard bus not

ride normal good
bike

Having
accient in
pregnancy

Not
comfortable
driving a car

: Accident with
Bein
| g kids when
anxious overlooked
about by car

driving

Messing up Missing
schedule of appointments
the day

Not worry
about
purchase in
maternity

Small Budget:
Hill d seclection of S ?j ¢ ward
el cargo bikes 2ieiiel ElD
within budet to 4K BP

Forget to Weight of Mom worries

charge e-bike bike, | need about grand
from time to to be able to children in
time carry it cargo bike due

to safety

Lack of Don't know Cargo bike

suitable anybody to not very
parking spots talk to about
in the city cargo bikes safe

Testing bike Try bike in Go to doctors Having

Find a way > eats | :
Wi cats in
to commute back on paperwork Never seen
i the cit transport g appointments . q S il &
in the ci arden i in order .
Y boxes g independently Cargo bike

, Check Transport 2-
Pondering Manage
AboUt CArao Safe money second- complex 3 bags of
e J to buy a car hand scheEIuIe grocery IS cargo?
websites shopping bike safe®

Convince

Going to Go to park Let mom i -
0 & Grocery , I j[hat, Parking
classes weekends shopping r carqgo bike a good
Bus not g . narrow
‘l': solution
places

practical Struggle to
with two use the lock

mall Ki Convince
smallikids Replace car RE_SearCht e Transport ; Sh?’" | Strange test drive,
. arking spots . educationa i '
with cargo > - 2B cargo bike . gn WEHL
. or cargo buy cargo videos about PagRg
Not able to bike bikes bike home cargo bikes maSsZueve:nagndl’?u,rn

Struggle to
keep
daugther in

park unusual
everywhere

bus in bl because of :
us in place cize Compare Park bike Take kids to

with other Ride In back Be prap.ared and walk to nursery and Not being

, garden for the for the birth of , N able to see
cargo bike . . final midwife

. first time second child Kids in the
Afraid of types destination apptmt.

Bussed are falling back

not in time being Raleigh- 2 kids seats in Husband

: C Lock, :
pregnant Making sure Stride 2, Big bike : : N drives a
. working with adaptable for Insurance
cars behing used, 2 spaces : : | company
fingerprints UeElelCr &lie
keep a gerp -
kS wheel newborn car

safe distance

: Bike seat on : - : :
Seats with husbandie Kids helmet Cargo bike Small child Cargo bike

harness . websites seat videos
bike
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The Wheel of Progress

Not
knowing
the hidden
details

Own bias in
the way

The pain of trying
to make the
leadership team
understand the
value of the JTBD
methodology

Linear
innovation
model not

being totally
successful

Product
failures

Need to
understand the
full product
journey and
consumer job

The need to
understand
how far a
prototype is
solving the job

Challenges in
understanding
consumer jobs
and product
journeys

The struggle to find
the right people or
consultants to
support the
implementation of
JTBD

The challenge
of not being
biased by
preconceived
ideas

Not understand
the journey of
the product,
ppl. consume at
evenings

Having a large
enough capacity
to interview a
diverse
consumer base

Alternatives
to dairy,
cheese

See hidden
needs,
explore

consumer is

behaving

Developing
a job map
for cheese

Building
MVP

Do qual interviews
to understand how
ppl. would
consume cheese
what is the journey

Product
always
connected
to a job

Designing
products based
on consumer
job maps

Delivering
pleasure
through
cheese

Understand what Learning
jobs products about different

have (kids use, jobs,
job map, what emotional

U jobs, sovials

Educating
organization
members on

consumer jobs %

N

Solving for the
job of
providing a
snack while
commuting

Deeper
understanding
of job

A

Create
innovations

Identifying Everyday eating
e d running as
specific jobs an 2
P J different jobs
that products that cheese can
fulfill fulfill

Customer Job:

Awareness

Research
budget for

40
interviews

Time
constraints for
interviews and

evaluations

Leaders in
love of their
solution, not
questioning
assumptions

Qualitative
Surveys

JTBD

Expectations

Not enough
breadth for
survey
project

The difficulty in

getting support
for implementing
JTBD in product

development

The need to
share
resources
among
startups

Job maps as a
G.M. basis for
consulting product

SerV|CeS deVelopment
Strategy

Interviewees,
consumers

Prototyping
products
based on

identified jobs

Date:

A prototype

MVP that is

delivering a
job

12/4/24

Iteration:

S1/13(J.)

Avoiding the
effort to
change from
familiar
processes

Not wanting to
live with the
pains of
unsuccessful
product
launches

Avoiding bias in
understanding

the job map

Not wanting to
be locked into
preconceived

notions of what a
product delivers

Concerns about
the sufficiency of
conducted
interviews due to
budget
constraints

Uncertainty about
whether the job
map will lead to

successful product

innovation

Concerns about
whether the
leadership team
will accept and
support the JTBD
methodology

Experie
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Date: lteration:

12/4/24

Customer Job: JTBD S1/12 (T)

The Wheel of Progress

Awareness

Expectations

Need to be Avoid being

Misinterpretation

Don't know
value of the
thing we
produced

Designer:
brining B2C
to B2B
world

Have we
missed our
market
research?

No failing

fast

outcome-
based as per
large scale
Agile

Need to
digitalize heavily
manual
industries like oil,
gas, and
construction

Misalignment
within
company
departments

The challenge of
transforming
from gut feeling
decisions to
data-centric
decisions

Kodak's failure
due to
sponsorship of
ineffective
projects

Inefficiencies in
building houses
as it takes as
much time as it
did decades ago

Data
centricity,
least

of building a
vision, market,
and defining

needs

Frustration with
UI/UX designers
not effectively
capturing user

transformed

Gut driven

Belief

based

project
sponsoring

Products only
satisfying
emotional

needs

(pleasing VP)

needs

Difficulty in
changing the
mindset from
solution-first
to needs-first

Struggle to
measure
internal

efficiency

Struggles with
aligning
departments
towards
common goals

What is
outcome vs.
output

Explain past
successes

Optimizing

Step 2 and
3 of Roman
Pichler
framework

Compiling
methods in
order to
progress

Qutcome
foced

Summarize
book

Get VP
something
fun to talk

about

Defining the
product based
on identified
needs

Create a
vision

Finding
solutions
for
customers

Defining
audience

- I

Do market
research,
surveys

Finding and
applying a
vision for
products

Fill the gaps
of other
frameworks

To put together
all products
needed to start
and shut down
oil production

Support
customers

Questioning,
ppl coming
with
assertions

Pre-work

Integrating job
to be done
with lean and
agile
frameworks

Digitalizing
industries that
have not been

transformed

Mapping market
needs and
launching
surveys to

understand them

Measure
increase in
satisfaction
(indicator of

success)

Decide on
project

To manage a
digital factory
producing
applications for
internal and
external use

Budget
limitations for
conducting
extensive user
research

Company
politics/
power
struggles

To strategize
and prioritize
user needs
and business
cases

Managing
change
within an
organization

Segmenting
the internal
market using
clustering
algorithms

Researched
outcomes
based
innovation

Adopting
job to be
done
vocabulary

VPs want
shiny
objects

Different
vocabularies
used across
departments
hindering
communication

Time constraints
due to working
with teams in
different time
zones

Al Hype
(resist)

Difficulty in
getting buy-in
for yearly
budgets and
headcounts

output
based

Be outcome
based
butwhat does
it mean

Avoiding the
sponsorship
of 'bullshit’
projects

Avoiding the
effort to
change from
familiar
processes

Avoiding the
misalignment
of teams and
departments

Concerns about
whether focusing
on user needs
will lead to a
good business
case

Uncertainty
about the
effectiveness
of Al projects
in the industry

Concerns about
the effectiveness
of management
of change
without proper
sponsorship

Uncertainty in
how to
integrate JTBD
with existing
frameworks

Staff Frameworks like

Product Scaled Agile and
Lean to support

OWI’]GI‘, product
Digital development

JTBD to be
output
focused

Market JTBD
research framework

Challenges in
changing the
mindset of
people used to
4 traditional
[ methods
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Not found .
anything NO ||nk tO

useful for ’ other

g frameworks *
analysis o )

UX focuses
on job
description,
not the jobs

Expe

: . Enterprise .
Usmg SpOI’]SOI‘ShIp architepcture Pl P.

clustering f . transformation
) Or projects Management
algorithms for Pro) §¥ booksforvalue W o\ fomimD T 9 -S

market 1:0 ensure 1004 stream mapping fP for defining Prc Of Change )

and process lexa as |
segmentation they fIy mapping company values framework

Outcome Ay B
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The Wheel of Progress

Big data doesn't
give you insights
into motivation
(reason why ppl
buy, scenario, back
drop)

Don't have
data that
tells me

what to do

Traditional means
of reserach are
unreliable, time

consuming,
expensive, less
objective

BUT: Not trying
to find out who
are customers
for companies
(not reliable)

Difficult to

1

|

High cost
related to
enticing people
(large sample
necessary)

Interviewees
answers are
not
trustworthy

Playing the
blame game
when
something
doesn't work

Hard to
change
habits of
people

Changing features

Difficult to
make the
right
decisions

Sceptical of
what's
happening

Customer
research results
have no
correlation with
reality

Being a bit
cynical (in
relation to
market
research)

Don't know
what big data
means
(motivation)

Traditional
methods of
customer
research
don't work

Social Media is
a beauty
contest (not
reliably showing
trend)

Investment in
customer
rsearch is not
justified

Incentivising
peole results
in bias

Customers
don't buy it
despite high
agreement
rate

No guaranteed
results despite
high investment

Wasting $5k
on Google
Ads (O
outcome)

No corelation

between data,

conclusion and
action

No system,

provide
certification

for my
customers

offer
training,
consulting,
tools

target the
right people
with my
products

Feel &
believe
what's right
(intution)

Self-help your
business
(knowing

what's right)

do market

research for

own
business

Get people to

focus on
conversation

Get insigths

for one
individual

-

help
companies
create
strategies

Interact
with
prospects
on pricing

Research what
people want in

social media

offer a
website with
info about
services

discover

trends on
social
media

getting
"direct into
action"

Explaining
things to myself
(while talking to

ppl. who don't
care)

Measure
engagement

Create
portfolio of
winners

conduct
annecdotal
interviews
with ppl. 1:1

critical thinking
to qualify or
disqualify what
people are
saying

make
decisions
based on
information

go with the
trend

Foward
looking
based on
data

Compete with
company in
SF who
overpromise

Customer Job:

Customer Research

Awareness

Customers
are a
moving
target

Chaotic world
makes things
difficult to
predict)
(enviornment
changes)

People don't
answer
inquiries to talk
(difficult
access)

and derive

Collect data ‘
insights

Economic
indicators

are retro
find out ( )

what
people
want

Provide
training to
my
customers

thinking while

sleeping and

knowing what
to do

Keep hands
on the
market

Surveys (C-
1)

E Sleeping/
pondering

A

Customer
decides based
on emotions
and irational

Customer needs
change (learn
vs. being
entertained)

Getting
access to
big data

Focus

groups (C-1)

Multiple-choice

questionnaire
on screen

Confusing
and
contradictory
data

B2B
depends on
insights
about B2C

You need a lot
of money and
a lot of peole
to get results

Lots of
noise and
information

Observations

(C-1)

Giving
speech at

conference

Timing is
tricky (things
change over

time)

No structured,
organized way to
get accurate
acitonalbe
information to act
on (giant casino)

Talk to
people

Reports

Expectations

Multi-Channel
strategy to talk
to gather
insights

Website

social media
(linkedin
interaction)

survey on
improving their
product
management

Date:

Google Ads
Campaign
(C-1)

Autobiographical
thinking

newsletter
(analysing
clicks)

Test
solutions

24/11/2021

Uses now a
mixure of
data,
interviews and
intuition

Do and fix it
if it doesn't
WOrk

Algorithm that
shows what
people are
buying right

now

All info that
can be found
on digital
interaction

lteration: S (G.)

Ambiguity

Don't want to
overpromise

Feedback
Score (like
NPD) on own

products

u
Bl Sticky notes Il

data collected
research
(digital
interaction)

Work in
SUEHREEIS

Ppl work

Trello
from home

training

NSE Co n 2 4.( 3. T ice ecC : Dy- otte S, ain View,
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approach,

not suitable gy don'tthe
method that can . .
z for strategic ! reasoning /
|

really help ]
making better planning :I the why

decisions

and measure
E success is
inconclusive based
on customer wi
feedback

connect the dots
(different data
points) (multi- h
dimensional)

Unsuccessul C
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