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One practical set of frameworks
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The Business Model Canvas
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The Value Proposition Canvas
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Customer Journey Map
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Kano model
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RICE

Reach X Impact X Confidence

Effort

R - # customers, events, over a specified time period

| — minimal (0.25), low (0.5), medium (1), high (2), massive (3)
C - 50% to 100%

E — # person-months



Product Basic Requirements

Customer Seqment

Products & Services
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Gain Creators
Hoowwr yousr products/services create customer gains,
Hevw to produce autcormas and benefits.
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Gaing

Dutcomas and benefits your customers want. Inchedes
functiomal utility, soclal galns, positive emotions, and
cost savings
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Pain Relievers

Hower yossr products/services alleviate customer pain
podnts.
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Fains
How wour products/sendoas alleviate custormer paln

paints,
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Customer jobs

Things customers are trying to get
done. Includes tasks, problemsto
sobve, naeds,
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