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Relationship between "Jobs to Be Done" and
Intellectual Property (No.1)

Towa Nagisa Institute of Intellectual Property
Reseacher

Hiroaki Tsuno

Let us introduce in this essay Competing Against Luck: The Story of
Innovation and Customer Choice. The main author is Prof. Clayton M. Christensen, who
is famous for his theory of “destructive innovation”.

Jobs to Be Done

We have many types of management strategy theory, which let many people
understand the significance of innovation. On the other hand, few people have discussed
how to make innovation. Understanding “Jobs to Be Done” is a solution for this question,
found by Prof. Christensen.

How it differs from traditional marketing strategy?

Traditionally, people analyze sales data and induce how to increase it. Prof.
Christensen points out that sales data just show correlation, not causality. Traditional
approach does not necessarily tell us a reliable way to increase sales.

“Jobs to Be Done” is a hint as to finding out causality. This is “what a customer
wants to achieve under certain circumstances”'?. What is important in “Jobs to Be Done”

1 Example of milkshake Prof. Christensen conducted a study of marketing milkshakes, contemplating “what
kind of things make customers buy milkshakes”. As a result, “Jobs to Be Done” in the weekday morning found to
be as follows : “killing time and nourishing myself in boring commuting time”. Meanwhile, that in the weekend
evening was “satisfying a child by meeting his/her demand”.

2 According to Prof. Christensen, there are five points to be noticed to find out “Jobs to Be Done”: 1)
What does a customer want to achieve? What functional/social/emotional aspects does it have? 2) How/Who/
When/Where is a customer troubled? 3) What prevents a customer from achieving what s/he wants to achieve?
4) Does a customer remain things unfinished and give up? 5) What is a definition of quality of a better solution
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is defined only “under certain circumstances”.

“Jobs to Be Done” might sound similar to “Needs” or “Guidelines on Life”.
Nevertheless, these concepts are always too vague to be associated with certain
circumstances, like “keep healthy” or “be honest”. Prof. Christensen insists that these
vague thoughts cannot be the reasons for selective attitudes in the market.

“Jobs to Be Done” and Intellectual Property Right

If we can comprehend “Jobs to Be Done” of a customer, we can move onto
considering what experience s/he pursues to get the jobs to be done and what the firm can
offer as the best solution, which would be merchandized. The product/service will be
protected by exclusive rights such as patent, utility model, and design right.

Many companies take out patent/utility model/design right to keep others away
from their own market. This is a good reason, yet is not sufficient. For what patent/utility
model/design right protects is a product or service as such and is not “the experience a
customer pursues to get the jobs to be done”. We would like to consider how to protect
“Jobs to Be Done” in the next issue.

(Translated by TIP)

for a customer? What can s/he sacrifice for it?



