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What Misalignment Looks Like oop

‘ ‘ Misalignment is THE biggest reason why organizations break
down. ... It's not about the misalignment of opinions and
views among executives, department leaders, sales,
marketing, and product teams. The only frame of reference
here is misalignment between the customer’'s needs and the

entire organization’s view of those needs.

Ashish Jain, CEO KAIROS Pulse
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How Misalignement Looks Like oOp
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Icons by flaticon.com, author: , Kiranshastry“
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' Customers want a product

with the latest features, like & unipro
solutions

tea in capsules. for a digitally enhanced

tea entertainment.

| want an easy and

Inexpensive way to make

Our other kitchen appliance

Customers will buy it
sold in great numbers, so

this will be a hit.

because they love our
brand.

N

Customer

Marketing Sales

Icons by flaticon.com, author: , Kiranshastry“
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' Marketing doesn’t bring any

value other than creating

N
pretty collateral.

unipro
solutions

cocoon and can never

deliver on time.

e
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A 4

Marketing is far from reality

Sales is incompetent in

positioning the product, and does not understand

customer needs. ' \

NV -
O a Customer

not willing to learn.

Marketing Sales

Icons by flaticon.com, author: , Kiranshastry“
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How Misalighement Looks Like P uniore
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Three Key-Challenges in Strategy Development and Execution (Q)T’uﬂgﬂg

[ Engineering, Strategic direction

: ﬂ Assumptions made '
I Marketing, Sales a often a

about customers ES

e
EEEENEN

working in Silos power struggle
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What are Customer Jobs to be Done? o%’JEEEE‘é
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Examples of Jobs, Customers Want to Get Done Foniee

Functional Emotional Social

 Gettingfromatob * Enjoying oneself » (Getting recognized
« (Calculating a value * (Getting peace of mind * Achieving a higher social status

* Bringing a child to school safely * Feeling proud of achievement * Having the feeling of doing good

Icons by flaticon.com, author Freepik
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The 6 Building Blocks of Building Customer Job Alignment ocs)ot’J%?BE‘é

@ Shared
Purpose
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Shared Purpose

QL
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The 6 Building Blocks of Building Customer Job Alignment ocs)ot’J%EEE‘z

III Trustworthy &
- Transparent Data

@ Shared
Purpose
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Trustworthy & Transparent Data o%?t'%?gﬁ‘;

<




The 6 Building Blocks of Building Customer Job Alignment o%t’&?ﬁﬁ‘;

@ Shared III Trustworthy & Rational Decision-
Purpose - Transparent Data Making Criteria
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Rational Decision-Making Criteria

AT
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Moderated Process cﬁt’&?ﬁﬁ‘;

lj Externally
i/ Moderated
¥ 3

Process

@ Shared Trustworthy & Rational Decision
Purpose Transparent Data Making Criteria
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Externally Moderated Process Zolotione

o by Jason Goo | jon Unsplash



The 6 Building Blocks of Building Customer Job Alignment o%t’&?é’ﬁ‘é

Externall

I Moderat yd . Joint Customer
oderate

s p 1# Job prioritization
rocess

@ Shared III Trustworthy & Rational Decision
Purpose - Transparent Data Making Criteria

January 31, 2024 ©unipro solutions GmbH & Co. KG



Joint Customer Job Prioritization hpro

ampaign Creators on Unsplash



The 6 Building Blocks of Building Customer Job Alignment o%t’&?é’ﬁ‘é

‘# Collaborative

" Strategy Development

Externall

I Moderat yd . Joint Customer
oderate

s p 1# Job prioritization
rocess

@ Shared III Trustworthy & Rational Decision
Purpose - Transparent Data Making Criteria
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Collaborative Strategy Development Zolution.

Photo by Product School on Unsplash



Process & Tools cﬁt’&?ﬁﬁ‘;
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?n Prioritize
| —
[ Customer Jobs
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o |dentify customers’
Jobs to be done

January 31, 2024 ©unipro solutions GmbH & Co. KG



Process & Tools

Customer Interviews

January 31, 2024

|dentify customers’
Jobs to be done

Iteration:

The Wheel of Progress ™
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The Wheel of Progress®

a
unipro Data Protection Documentation Logout & Leave
solutions
Case: Cargo Bike Amelie_eckbo; Desired Outcome
Desired eutcomes describe a future state. They describe positive wishes and desires without knowledge of the specific new solution. The solution space might be known (vaguely).
Questions:

What did you want to accomplish?

What did you enter in your search engine?

How important was finding “the best"?

a Elapsed Element Analysis Time: 5.5 seconds
[@] [@] Finding a way to commute in the city
| IThe presented data provides a list of desired outcomes that a
@ E Having a safe and suitable transportation option for kids customers are seeking when it comes to transportation options, '
03 " bon f ~ specifically related to bikes and cargo bikes. The list includes various
@ Reducing carbon footprint liob statements that customers are trying to accomplish, such as
[@] [@] Having a long battery e for the bike finding a way to commute in the city, having a safe and suitable
transportation option for kids, reducing carben footprint, having a

@ E Having a sturdy bike long battery life for the bike, and having a sturdy bike. v

@ @ Being able to go to appointments on time
(ctri-a, ctri-c to copy)
[@] [#] Rainn shla ta de thinae an mwn farme M
v

Al-powered companio® (inépsd solutions GmbH & Co. KG

A How?

Why? V

Prepare for safety
and comfort

Nkl (s Convince
dad of
safe: turn )
getting a
off gas hearing aid

Extend relative's life

Preserve physical

health
Making sure Feeding
dad ‘;‘;‘is Ot dad healthy
dehydrated food

Making sure

CPAP Giving
machine meds
gets used

Preserve mental

health
Keep dad's
brain working Slow down
(math dementia
problems)

Customer Job Map

Monitoring well-

being
Monitorin
Check vitals . g
dad is not in
(blood
trouble w/
pressure, etc.)
cameras

23



Where the Magic Happens

?n Prioritize
| —
[ Customer Jobs

Decision-making criteria
\

+ + N = &

Customer Job | Importance  Tangibility = Satisfaction Lucrativity Overall Value

J O b I ISt Criteria as proposed by Alexander Osterwalder in his book Value Proposition Design, Wiley & Sons, 2014

2
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Where the Magic Happens

January 31, 2024
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Prioritize
Customer Jobs

Customer Jobs

Scoring scale:

Importance

Does failing the job lead to
extreme pains?

Does failing the job lead to
missing out on essential
gains?

Tangibility

Can you feel the pain?
Can you see the gain?

Satisfaction

Are there unresolved
pains?
Are there unrealized
gains?

Lucrativity

Are there many with this
job, pain, or gain?

Are there few willing to
pay alot?

Value

Focus on the hightest
value jobs and related
pains and gains.

Determining
individuals health
care needs and
prognosis

25

Extend relative's life

23

Ensure
loved one continues
to get quality care

22

Determining who has
the authority to make
decisions on behalf
of relative

©unipro solutions GmbH & Co. KG

21

Criteria as proposed by Alexander Osterwalder in his book Value Proposition Design, Wiley & Sons, 2014




Process & Tools

‘ |deate The Wheel of Progress®Transmission Canvas Organizational Purpose Statement Date:
X
Strategy New Value iti

Passive Searc Active Search

Trigger questions:
- How can we inspire people?
- Can we offer diagnosis, self-as ent or advice?
- How can we help people to iden e right solution category?
- Which channels do the searc e for information?
- Which keywords and modi o customers use?
Trigger questions: - How can we position our ion so that it can be found in the relevant product categories?
- How can we help people realize problems faster so they can lock for solutions? - Define the solution cat (give ita name).
- How can we help people overcome their hesitation or denial of deficit? - How can we encourag ople to give up or change their habits?
- What are the typical events that can trigger a first thought? - How can we find peog o are actively searching?
- How do we find people with these problems?

New ValuefProposition w Value

Experience Trade-Off

Trigger questions:
- How can we help customers who have not yet found a solution?
- How can we build trust in our brand?
Trigger questions: - How can we match customers with the best solution for them?
- How can we solve existing pains? - How can we be perceived as a suitable solution?
- How can we realize potential gain creators? - How can we offer evidence or references?
- How can we better perform newly created customer jobs? - How can we help customers to find the best compromise?
- How can we reassure people that they bought the right product? - What is the value of our solution compared to the other options / competitors / temporary solutions?
- How can we help people make progress (C and C + 1) with solutions (V and V + 1) and our portfolio? - How can we make it affordable, total cost of ownership, reduce the hassle of buying it?
- How can we use elements of the "comfort zone" so customers feel comfortable? - How can we help customers buy something when time is of the essence?
- How can we make it easier for people to leave their "comfort zone"? - Which customer jobs do we want to advertise on our home page?
- How can we reduce the total cost of ownership? - How could customers try out our offer?
- How can we help people overcome the limiting context? - How can we create thea most compelling offer?

0 The Value Proposition shape were inspired by Alexander Osterwalder, Yves Pigneur, Alan Smith, Greg Bernarda, and Partricia Papadakos.
© 2021 Eckhart BOhme The Wheel of Progress is a registered EUIPO trademark, Trade Mark Nr. 018225455
V 1.0 - unipro-solutions.com
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Process & Tools

Helping guardians of seniors to take care of all
x I d eate The Wheel of ProgreSS® Tra nsm ission ca nvas matters related to achieving a life in dignity. Date: April 28, 2021
x St ra tegy Ideas for advemiéing camr.jaign motive?s | New Value Proposition ﬂ A

of relatve

P
Sunset life phase

Don't want dad feeling disconnected, on the M Study finds prolonged sitting and TV
sidetrack, without sense of purpose? watching is ‘dangerous’ for seniors.
. — Family alignmen

Core Messaging Channels

- Plan the last phase of 2 with your relative as long =5 there i time 1o do & propperly. - Physicians
-~ Coptue the il of your relative o3 long os hefshe is oble 1o articulate it - Financial planning mogodines(portols
- The importance of a contingency plan. - Heaith magazines

Blaniing prinids happiness. and prace of i, Hospitsls

Messaging

iou prepzred for an amergency?
verylbing cul?
+ Here is & list of things 1o take care of

Passive Search Active Search

- 1T 15 NG YO CaN ENSUIE YOUT (e Ives T st phase of Il n dignity

Don't want mom feeling disconnected, on
the sidetrack, without sense of purpose?

Trigger questions:
- How can we inspire people?
- Can we offer diagnosis, self-as: ent or advice?
- How can we help people to ident] e right solution category?
- Which channels do the searchi e for information?
- Which keywords and modifi lo customers use?
- How can we position our ion so that it can be found in the relevant product categories?
- Define the solution call (give it a name).
- How can we encourag ople to give up or change their habits?
- How can we find peog ho are actively searching?

Trigger questions:

- How can we help people realize problems faster so they can look for solutions?
- How can we help people overcome their hesitation or denial of deficit?

- What are the typical events that can trigger a first thought?

- How do we find people with these problems?

. New Value Proposition :w Value Proposition n

lives in dicrity duting
Limite tinances Time 1o mave sher

last phase of Ife
(Bue to Covid-19) teurn rote]

Ensuring relative’
well eing (mentally
and physicelly)

Making selaive feo
nectes

T— Ensuing relntvcts Undorstand apians
Purposaibaig woodod. well beirg and associeted cost
and can we atford it

(cundocrer
Ensuring refative’s ,
Making relotive foel
woell eing (mentally
N Vi -

e, vy
Esivh v,

ey R Experience Trade-Off -

- gardening is beneficial for older people

~is an enjoyable form of exercise

epeciians: - nereases Jevels of physical activily and helss mabiliy and flexiaiity
~encourages use of all motor skills

In Canae, o briliant idea was applied. They incorpuated the
neasing iomes info the arphanages. The resul exceeded al
The el foun cranaeriIdien, arahans Tor the Trst ime felt b e sk
ot is pareral iove ang corc bt ot oo e on oo
Oider propie v signieant imeavementin mi et an 0P O G e v
e interest i e was testored, doctars sai
- provides simulation and interest in nature 2nd the ouidgers
- imaroves welloeing o a res.lt of sacial interaction
- £an provicie NUErIoU, AOME-CroWN ProgUCe.

Trigger questions:
- How can we help customers who have not yet found a solution?
- How can we build trust in our brand?
- How can we match customers with the best solution for them?
- How can we solve existing pains? - How can we be perceived as a suitable solution?
- How can we realize potential gain creators? - How can we offer evidence or references?
- How can we better perform newly created customer jobs? - How can we help customers to find the best compromise?
- How can we reassure people that they bought the right product? - What is the value of our solution compared to the other options / competitors / temporary solutions?
- How can we help people make progress (C and C + 1) with solutions (V and V + 1) and our portfolio? - How can we make it affordable, total cost of ownership, reduce the hassle of buying it?
- How can we use elements of the "comfort zone" so customers feel comfortable? - How can we help customers buy something when time is of the essence?
- How can we make it easier for people to leave their "comfort zone"? - Which customer jobs do we want to advertise on our home page?
- How could customers try out our offer?

- How can we reduce the total cost of ownership?
- How can we help people overcome the limiting context? - How can we create thea most compelling offer?

Trigger questions:

The Value Proposition shape were inspired by Alexander Osterwalder, Yves Pigneur, Alan Smith, Greg Bernarda, and Partricia Papadakos.

© 2021 Eckhart Bohme The Wheel of Progress is a registered EUIPO trademark, Trade Mark Nr. 018225455
V 1.0 - unipro-solutions.com
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The Why?

H#1
custom
job
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A How?

Why? V

Prepare for safety
and comfort

Make home Convince
dad of
safe: turn )
getting a
off gas hearing aid

The Why, The What, and The How

The What?

Extend relative's life

Preserve physical

health
Making sure Feeding
dad dgﬁs "ot Yad healthy
dehydrated food
Making sure
CPAP Giving

machine meds

gets used

Preserve mental

health
Keep dad's
brain working Slow down
(math dementia
problems)

Customer Job Map

©unipro solutions GmbH & Co. KG

Monitoring well-

Check vitals
(blood
pressure, etc)

being

Monitoring
dad is not in
trouble w/
cameras

The How?

New Value Proposition

Giving residents a sense of Ensuring relative's
purpose/being needed. well being
Gardening (outdoor or

greenhouse), nursing
babies, etc.

Parent not
getting
enough
exercise

Ensuring relative's
well being (mentally
and physically)

Making relative f
connected

feel guilt
and angst
burden of

being
accountable

28



Aligning Around Customer Jobs

1 I—

Organzations typically

| A

structure themselves around 'I

function or business unit or

Engineering Product
geography — but successful Management
growth companies optimize ( JIBD
around the job.

Clayton M. Christensen, HBS Professor : H
W B

Marketing Sales

) ) Icons by flaticon.com, authq@g ,Kiranshastry”
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START

eckhart.boehme@unipro-solutions.com

ALIGNEMENT
PROCESS

https://unipro-solutions.com
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