ldea to Launch






Why?



What? Who?



Solving A Problem Sharing a Love






Data Talk Listen

Test Explore Understand



Who?






Understand Known For Skills

Imagine Motivates Give
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Value

Exclusive and Cash Cow
Expensive

Customer

Labor of Love Easy and Popular




Designed for:

The Value Proposition Canvas

It helps you create value for your customers

IA

-

Products
and
Services

List all the products and services
your value proposition is built
around.

Which products and services do you
offer that help your customer get
eithera

Functional, social, or emotional job
done, or help him/her satisfy basic
needs?

Which ancillary products and
services help your customer
perform the roles of:

Products and services may either by
tangible (e.. manufactured goods,
face-toface

customer service), digital/virtual
(e.g. downloads, online
recommendations),

intangible (e.g. copyrights, quality,
assurance), or financial (e.g.
investment funds,

financing services).

Gain
Creators

Describe how your products and
services create customer gains.

How do they create benefits your
customer expects, desires or would be
surprised by, including Functional utility,
social gains, positive emotions, and cost
savings?

Designed by: O

Iteration:

Gains

Describe the benefits your
customer expects, desires or
would be surprised by.

This includes Functional
utility, social gains, positive
emotions, and cost savings.

Customer .
Job(s) =

Describe what a specific customer segment
is trying to get done. It could be the tasks
they are trying to perform and complete,
the problems they are trying to solve, or
the needs they are trying to satisfy.

Besides trying to get a core job done, your
customer performs ancillary jobs in
different roles. Describe the jobs your

Pain
Relievers

Describe how your products and
services alleviate customer pains. How
do they eliminate or reduce negative
emotions, undesired costs and
situations, and risks your customer
experiences or could experience
before, during, and after getting the job
done?

Value Proposition

Create one for each Customer Segment in your Business Model

v
rS

customer is trying to get done as:

Buyer (e.g. trying to look good, gain power
or status, ...)

Co-creator (e.g. esthetics, feel good,
security, ...)

Transferrer (e.g. products and services that
help customers dispose

of a product, transfer it to others, or resell,

o)

.. -
~ Pains

Describe negative emotions,
undesired costs and situations,
and risks that your customer
experiences or could experience
before, during, and after getting
the job done.

Outline in which specific context a job
is done, because that may impose
constraints or limitations.

(e.g. while driving, outside, ...)

Customer Segment



Understanding Risks

2 ¥ $ 1

Customers won't Customers Not enough
pay for your won’t pay customers
product enough



Next Riskiest Assumption

Riskiest Next Riskiest Next Riskiest Optimize
Assumption Assumption Assumption .. GROWTH

Strategic Lever 2
Strategic Lever 3
Strategic Lever




Example 3 Phase Approach

Understand NEED Understand REACH Optimize GROWTH

Strategic Loss
Market Share

Margins




Example 5 Phase Approach 18

Understand Understand Understand Understand Optimize
NEED FIT REACH SCALE GROWTH

Strategic Loss
Market Share




Example of a Phase Detail




Understand

The NEED

Is this useful enough for customers?



VPs of Product with Small
Teams
Focus on Engagement

Willing to engage for consultation

5 Positive Write-ups

Exit criteria, try up to 3 months




UNDERSTAND NEED Phase

Focus (c/) Incentive @ Constraint A
Engage with customers Discounts No travel
Learn what’s desirable Duration up to 3 months
Adapt pricing
istributi Success ‘
Target @ Distribution fey i
Blog, Website, LinkedIn 5 Customer write-ups

Existing customers



Where? When?



Take the first step



