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Single
product
or service

Describe the product or service:

Gain Creators

. How could your product or service outperform current
value propositions and delight your customers?

2. Could your product or service do something specific that

customers are looking for? In terms of good design,

guarantees, or specific or more features.
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Pain Relievers

1. How could your product or service fix under-performing

solutions? By introducing new features, better performance,

enhanced quality.

2. Could your product or service limit or eradicate common
mistakes customers make? By helping them use a solution
the right way
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Gains

1. Which savings, in terms of time, money, and effort, would
make your customers happy?

2. Which quality levels do they expect, and what would they
wish for more or less of?
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Customer
Jobs

1. What is the one thing your customers couldn't live without
accomplishing? What are the stepping stones that could help
your customers achieve this key job?

2. Are there problems that you think customers may not even
be aware of?

Instructions:

Pains

1. What makes your customers feel bad? What are their
frustrations, annoyances, or things that give them a headache?

2. What common mistakes do your customers make? Are they
using a solution the wrong way?

RESEARCHERS @ MANAGEMENT

RESEARCHERS @ MANAGEMENT

INTEREST BALANCE GAUGE

O HIGH O
O 5 O
ReseARCHERS () & (O MANAGEMENT
O O
O LOW O

1. Begin by describing the product or service to be analyzed. This should be an objective, technical description.
2. Describe the job that this service performs to the two key “customer” groups: researchers and management. Use the trigger questions for guidance or inspiration.
3. Next, estimate how important the job is to each customer group by using the “Interest Balance Gauge” (fill out one circle in each column).
4.Then analyze the pains and gains (4), and;
5. pain relievers and gain creators, again using the trigger questions as guidance and inspiration.
6. Finally, grade the value of the product or service in Value Gauge by weighing all the information in the chart together.




