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QUEM?






= QUEM SOFRE MAIS?

= PARA QUEM PODEMOS O
GERAR MAIS IMPACTQO?
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MAS POR QUE EU QUERO
UM FURO?









Your customers don’t buy or
subscribe to your product,

they hire it for a job.

What is it that your users want
to get done?



NETFLIX



“Concorre com tudo que
voce faz para relaxar”

John Doer, Netflix



A UK world sport football opinion culture business lifestyle fashion environment tech travel

home ) tech

Technology

Netflix's biggest competitor? Sleep

Uber v self-driving cars, Facebook v video games. Some of the tech industry’s
biggest rivalries are not what you would expect

Most popular in US

North Korea nuclear
threat: should California
® start panicking?

Donald Trump's North
Korea 'armada’ gaffe was
dangerous buffoonery |
Richard Wolffe
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The Job to be done
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The Job 1o be done









Customer

Job(s)




FUNCIONAL

E a tarefa mais
elementar, basica. E

0 produto ou servico
em Si.

EMOCIONAL

Tarefas que fazem
com que o
usuario/cliente se
sinta melhor. E a
experiéncia

vivenciada, de fato.

SOCIAL

Tarefas que ajudem o
usuario a se conectar
com os outros, ou
que facam com que o
usuario/cliente queira
compartilhar sua
experiéncia com oS
outros.




When ‘I want to I‘SO | can :
/ ) %\

The situation The motivation The expected outcome
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Gain Creators
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Mais
Relevante
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Menos
Relevante




Essencial

Gain Creators
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Products
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Bom que
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Pain Reliever'




FEEDBACK






E SE?



3min de apresentacao
+
3min de feedback



E AGORA O JTBD
MAIS IMPORTANTE
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BUSINESS MODEL CANVAS



The Business Model Canvas

Designed for: Designed by

Key Partners @ | xeyActwities % | value Propositions 5% | customerRelationships @ | Customer Segments 3@
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Key Resources wl ‘ Channels %
N
Cost Structure MR | Revenue Streams é
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The Value Proposition Canvas
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Key Partners & Key Activities ° Value Propositions == Customer Relationships ' Customer Segments ’

Key Resources 2a Channels

Cost Structure Revenue Streams




LEAN CANVAS



PROBLEM SOLUTION UNIQUE VALUEPROPOSITION | UNFAIR ADVANTAGE CUSTOMER SEGMENTS
KEY METRICS CHANNELS
EXISTING ALTERNATIVES HIGH-LEVEL CONCEPT EARLY ADOPTERS
REVENUE STREAMS

COST STRUCTURE




OINgIE

PROBLEM SOLUTION UNIQUE VALUEPROPOSITION | UNFAIR ADVANTAGE CUSTOMER SEGMENTS

KEYMETRICS CHANNELS

EXISTING ALTERNATIVES HIGH-LEVEL CONCEPT EARLY ADOPTERS

COST STRUCTURE REVENUE STREAMS




SOLUTION

le solution for e

PROBLEM

.

Lis: r top 1-3 problems.

[frf()”‘f’f‘y

KEYMETRICS

List the key numbers that tell you

how your business is doing.

EXISTING ALTERNATIVES

UNI[]UE VALUE PROPOSITION

nmc‘r‘r‘y‘rw | ge

ou are different

and worth pay

HIGH-LEVEL CONCEPT

List your X for Y analogy e.g.
YouTube = Flickr for videos.

UNFAIR ADVANTAGE

/ be

Something that cannot eas

bought or copied

HANNELS

ist your path to customers (inboun

or outbound).

~

CUSTOMER SEGMENTS

stomers and

jour target ¢

users.

EARLY ADOPTERS

customers.

COST STRUCTURE

List your fixed and variable costs.

REVENUE STREAMS

List your sources of revenue.




PROBLEM

List your top 1-3 problems.

EXISTING ALTERNATIVES

List how these problems are solved
today.

SOLUTION

Outline a possible solution for each
problem.

KEYMETRICS

List the key numbers that tell you
how your business is doing

COST STRUCTURE

List your fixed and variable costs.

UNIQUE VALUEPROPOSITION = UNFAIR ADVANTAGE

Single, clear, compelling message Something that cannot easily be
that states why you are different bought or copied.

and worth paying attention.

HIGH-LEVEL CONCEPT

List your X for Y analogy e.g.
YouTube = Flickr for videos.

CHANNELS

List your path to customers (inbound
or outbound).

CUSTOMER SEGMENTS

List your target customers and
users.

EARLY ADOPTERS

List the characteristi
customers.

REVENUE STREAMS

List your sources of revenue.




PROBLEM SOLUTION UNIQUE VALUEPROPOSITION | UNFAIR ADVANTAGE CUSTOMER SEGMENTS

List your top 1-3 problems. Outline a possible solution for each Single, clear, compelling message Something that cannot easily be List your target customers and
problem. that states why you are different bought or copied. users.
and worth paying attention.

KEYMETRICS

List the key numbers that tell you
how your business is doing.

CHANNELS

List your path to customers (inbound
or outbound).

EXISTINGALTERNATIVES HIGH-LEVEL CONCEPT EARLY ADOPTERS
List how these problems are solved List your X for Y analogy e.g. List the characteristi
today. YouTube = Flickr for videos. customers.

COST STRUCTURE REVENUE STREAMS

List your fixed and variable costs. List your sources of revenue.




PROBLEM

List your top 1-3 problems.

EXISTING ALTERNATIVES

List how these problems are solved
today.

SOLUTION

Outline a possible solution for each
problem.

KEYMETRICS

List the key numbers that tell you
how your business is doing.

UNIQUE VALUEPROPOSITION | UNFAIR ADVANTAGE CUSTOMER SEGMENTS

Single, clear, compelling message Something that cannot easily be List your target customers and
that states why you are different bought or copied. users.
and worth paying attention.

CHANNELS

List your path to customers (inbound
or outbound).

HIGH-LEVEL CONCEPT

List your X for Y analogy e.g.
YouTube = Flickr for videos.

EARLY ADOPTERS

List the characteristi
customers.

COST STRUCTURE

List your fixed and variable costs.

REVENUE STREAMS

List your sources of revenue.




PROBLEM

List your top 1-3 problems.

EXISTING ALTERNATIVES

List how these problems are solved
today.

COST STRUCTURE

List your fixed and variable costs.

SOLUTION

Outline a possible solution for each
problem.

KEYMETRICS

List the key numbers that tell you
how your business is doing.

UNIQUE VALUE PROPOSITION

Single, clear, compelling message
that states why you are different
and worth paying attention.

UNFAIR ADVANTAGE

Something that cannot easily be
bought or copied.

HIGH-LEVEL CONCEPT

List your X for Y analogy e.g
YouTube = Flickr for videos.

List your sources of revenue.

REVENUE STREAMS

CHANNELS

List your path to customers (inbound
or outbound).

CUSTOMER SEGMENTS

List your target customers and
users.

EARLY ADOPTERS

List the characteristi
customers.




PROBLEM

List your top 1-3 problems.

EXISTING ALTERNATIVES

List how these problems are solved
today.

COST STRUCTURE

List your fixed and variable costs.

SOLUTION

Outline a possible solution for each
problem.

KEYMETRICS

List the key numbers that tell you
how your business is doing.

UNIQUE VALUE PROPOSITION

Single, clear, compelling message
that states why you are different
and worth paying attention.

HIGH-LEVEL CONCEPT

List your X for Y analogy e.qg.
YouTube = Flickr for videos.

UNFAIR ADVANTAGE

Something that cannot easily be
bought or copied.

CHANNELS

List your path to customers (inbound
or outbound).

CUSTOMER SEGMENTS

List your target customers and
users.

EARLY ADOPTERS

List the characteristi
customers.

List your sources of revenue.

REVENUE STREAMS




PROBLEM

List your top 1-3 problems.

EXISTING ALTERNATIVES

List how these problems are solved
today.

SOLUTION

Outline a possible solution for each
problem.

KEYMETRICS

List the key numbers that tell you
how your business is doing.

UNIQUE VALUE PROPOSITION

Single, clear, compelling message
that states why you are different
and worth paying attention.

HIGH-LEVEL CONCEPT

List your X for Y analogy e.qg.
YouTube = Flickr for videos.

UNFAIR ADVANTAGE

Something that cannot easily be
bought or copied.

CHANNELS

List your path to customers (inbound
or outbound).

CUSTOMER SEGMENTS

List your target customers and
USErs.

EARLY ADOPTERS

List the characteristi
customers.

COST STRUCTURE

List your fixed and variable costs.

List your sources of revenue.

REVENUE STREAMS




PROBLEM

List your top 1-3 problems.

EXISTING ALTERNATIVES

List how these problems are solved
today.

SOLUTION

Outline a possible solution for each
problem.

KEY METRICS

List the key numbers that tell you
how your business is doing.

UNIQUE VALUE PROPOSITION

Single, clear, compelling message
that states why you are different
and worth paying attention.

UNFAIR ADVANTAGE

Something that cannot easily be
bought or copied.

HIGH-LEVEL CONCEPT

List your X for Y analogy e.qg.
YouTube = Flickr for videos.

CHANNELS

List your path to customers (inbound
or outbound).

CUSTOMER SEGMENTS

List your target customers and
users.

EARLY ADOPTERS

List the characteristi
customers.

COST STRUCTURE

List your fixed and variable costs.

List your sources of revenue.

REVENUE STREAMS




FEEDBACK






E SE?



3min de apresentacao
+
3min de feedback



PROBLEM

List your top 1-3 problems.

EXISTING ALTERNATIVES

List how these problems are solved
today.

SOLUTION

Outline a possible solution for each
problem.

KEY METRICS

List the key numbers that tell you
how your business is doing.

UNIQUE VALUE PROPOSITION

Single, clear, compelling message
that states why you are different
and worth paying attention.

UNFAIR ADVANTAGE

Something that cannot easily be
bought or copied.

HIGH-LEVEL CONCEPT

List your X for Y analogy e.qg.
YouTube = Flickr for videos.

CHANNELS

List your path to customers (inbound
or outbound).

CUSTOMER SEGMENTS

List your target customers and
users.

EARLY ADOPTERS

List the characteristi
customers.

COST STRUCTURE

List your fixed and variable costs.

List your sources of revenue.

REVENUE STREAMS




O QUE VOCE VE?



PROBLEM

List your top 1-3 problems.

EXISTING ALTERNATIVES

List how these problems are solved
today.

SOLUTION

Outline a possible solution for each
problem.

KEY METRICS

List the key numbers that tell you
how your business is doing.

UNIQUE VALUE PROPOSITION

Single, clear, compelling message
that states why you are different
and worth paying attention.

UNFAIR ADVANTAGE

Something that cannot easily be
bought or copied.

HIGH-LEVEL CONCEPT

List your X for Y analogy e.qg.
YouTube = Flickr for videos.

CHANNELS

List your path to customers (inbound
or outbound).

CUSTOMER SEGMENTS

List your target customers and
users.

EARLY ADOPTERS

List the characteristi
customers.

COST STRUCTURE

List your fixed and variable costs.

List your sources of revenue.

REVENUE STREAMS




PROBLEM

List your top 1-3 problems.

EXISTING ALTERNATIVES

List how these problems are solved
today.

SOLUTION

Outline a possible solution for each
problem.

KEY METRICS

List the key numbers that tell you
how your business is doing.

UNIQUE VALUE PROPOSITION

Single, clear, compelling message
that states why you are different
and worth paying attention.

UNFAIR ADVANTAGE

Something that cannot easily be
bought or copied.

HIGH-LEVEL CONCEPT

List your X for Y analogy e.g.
YouTube = Flickr for videos.

CHANNELS

List your path to customers (inbound
or outbound).

CUSTOMER SEGMENTS

List your target customers and
users.

EARLY ADOPTERS

List the characteristi
customers.

COST STRUCTURE

List your fixed and variable costs.

List your sources of revenue.

REVENUE STREAMS







VALIDANDO
HIPOTESES



UNCERTAINTY / PATTERNS / INSIGHTS CLARITY / FOCUS

INNOVATION

| | /

RESEARCH CONCEPT PROTOTYPE DESIGN

Adapted from Central Office of Design



UNCERTAINTY / PATTERNS / INSIGHTS

CLARITY / FOCUS

Estamos

Aqui!




Interview 100
Customers!

Executive
© amarquis@berkeley.edu Besrkeole Education

IIIIIIII OF CALIFORNIA



Easy Taxi

Peca Taxi pela internet

Qual é seu nome e Telefone?

Your answer

Qual é seu enderego?

Your answer

Para onde voceé vai?

Your answer

SUBMIT

Never submit passwords through Google Forms.




PROBLEM

List your top 1-3 problems.

EXISTING ALTERNATIVES

List how these problems are solved
today.

COST STRUCTURE

List your fixed and variable costs.

SOLUTION

line a possible solution for each

UNIQUE VALUEPROPOSITION [ UNFAIR ADVANTAGE

Single, clear, compelling message Somet ot easily be
that states why you are different

and worth paying attention.

KEYMETRICS

List the key numbers that tell you

how

your business is doing

CHANNELS

List your path to customers (inbound

or outbound).

HIGH-LEVEL CONCEPT

List your X for Y analogy e.g.
YouTube = Flickr for videos.

REVENUE STREAMS

List your sources of revenue.

CUSTOMER SEGMENTS

List your target customers and
users.

EARLY ADOPTERS

List the characteristi
customers.




QUAIS HIPOTESES
QUEREMOS
VALIDAR?




COMO PODEMOS
VALIDAR ESSAS
HIPOTESES?




