Create Value Observe Customers

The set of value proposition benefits that you design to attract customers. The set of customer characteristics that you assume, observe, and verify in the market.

DEF:I‘NI-TION

VALUE PROPOSITION
Describes the benefits customers can
expect from your products and services.

Source: strategyzer.com/vpd




Observe Customers

The set of customer characteristics that you assume, observe, and verify in the market.

Create Value

The set of value proposition benefits that you design to attract customers.

DEF-I‘NI-TION
VALUE PROPOSITION

Describes the benefits customers can

expect from your products and services. .
* Product Market Fit | PMF
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Gain Creators describe how Gains describe the outcomes

your products and services customers want to achieve or
create customer gains. the concrete benefits they are
seeking.

Value Customer
Map Profile

The Value (Proposition) Map describes
the features of a specific value proposition

in your business model in a more structured
and detailed way. It breaks your value
proposition down into products and services,

pain relievers, and gain creators.

This is a list of all the Customer Jobs describe
Products and Services what customers are trying
a value proposition is to get done in their work and
built around. in their lives, as expressed in
their own words.

Pain Relievers describe how Pains describe bad outcomes,

your products and services risks, and obstacles related to

alleviate customer pains. customer jobs.

You achieve Fit when your value map meets your

The Customer (Segment) Profile describes
a specific customer segment in your
business model in a more structured

and detailed way. It breaks the customer
down into its jobs, pains, and gains.

customer profile —when your products and services
produce pain relievers and gain creators that match
one or more of the jobs, pains, and gains that are

important to your customer.

Source: strategyzer.com/vpd
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Customer
Profile

The Customer (Segment) Profile describes
a specific customer segment in your
business model in a more structured

and detailed way. It breaks the customer
down into its jobs, pains, and gains.

Value
Map

The Value (Proposition) Map describes

the features of a specific value proposition
in your business model in a more structured
and detailed way. It breaks your value
proposition down into products and services,
pain relievers, and gain creators.

u11dauo Ju
AtuAN KU -
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customer profile —when your products and services
produce pain relievers and gain creators that match
one or more of the jobs, pains, and gains that are
important to your customer.

Source: strategyzer.com/vpd



http://strategyzer.com/vpd

Value
Map

The Value (Proposition) Map describes

the features of a specific value proposition
in your business model in a more structured
and detailed way. It breaks your value
proposition down into products and services,
pain relievers, and gain creators.

This is a list of all the
Products and Services
a value proposition is
built around.

Source: strategyzer.com/vpd

Gain Creators describe how
your products and services
create customer gains.

Pain Relievers describe how
your products and services
alleviate customer pains.

Us:losu

Customer
Profile

The Customer (Segment) Profile describes
a specific customer segment in your
business model in a more structured

and detailed way. It breaks the customer
down into its jobs, pains, and gains.

JIU

You achieve Fit when your value map meets your
customer profile —when your products and services
produce pain relievers and gain creators that match
one or more of the jobs, pains, and gains that are
important to your customer.
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Value
Map

The Value (Proposition) Map describes

the features of a specific value proposition
in your business model in a more structured
and detailed way. It breaks your value
proposition down into products and services,
pain relievers, and gain creators.

Uu11dauo

AtuA (K

Source: strategyzer.com/vpd
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Gains describe the outcomes
customers want to achieve or
the concrete benefits they are

Pains describe bad outcomes,
risks, and obstacles related to
customer jobs.

Customer
Profile

The Customer (Segment) Profile describes
a specific customer segment in your
business model in a more structured

and detailed way. It breaks the customer
down into its jobs, pains, and gains.

Customer Jobs describe
what customers are trying
to get done in their work and
in their lives, as expressed in
their own words.

You achieve Fit when your value map meets your
customer profile —when your products and services
produce pain relievers and gain creators that match
one or more of the jobs, pains, and gains that are
important to your customer.
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EXERCISE

9

N
N

CANVAS / 1.1

Step into Your

Customers’ Shoes

OBJECTIVE
Visualize what matters to your
customers in a sharable format

OUTCOME
1 page actionable customer profile

How good is your understanding of your customers’ jobs,
pains, and gains? Map out a customer profile.

1

Select customer

segment

Select a customer
segment that you want
to profile.

@) Do this exercise online

Instructions

Map the profile of one of your currently existing
customer segments to practice using the customer
profile. If you are working on a new ideq, sketch out
the customer segment you intend to create value for.

1. Download the Customer Profile canvas.
2. Grab a set of small sticky notes.

3. Map out your customer profile.

—

.

2

Identify customer jobs
Ask what tasks your
customers are trying to
complete. Map out all of
their jobs by writing each
one on an individual
sticky note.

Source: strategyzer.com/vpd

3

Identify customer pains
What pains do your
customers have? Write
down as many as you
can come up with,
including obstacles and
risks.

-

N

Identify customer gains
What outcomes and
benefits do your custom-
ers want to achieve?
Write down as many
gains as you can come
up with.

+
+
+

N
7/
N
7/

N 7/
(1] ] ]]]

yd
N

| HuEEEE,
Z
N

5

Prioritize jobs, pains
and gains

Order jobs, pains and
gains in a column each
with the most important
jobs, most extreme pains
and essential gains on
top and the moderate
pains and nice to have
gains at the bottom.

Customer Profile

(® Strategyzer

Copyright Business Model Foundry AG
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The Value Map

(® Strategyzer
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e
|
1

List products and services
List all the products and services of
your existing value proposition.

@) Do this exercise online

Outline pain relievers

Outline how your products and
services currently help customers alle-
viate pains by eliminating undesired
outcomes, obstacles, or risks. Use one
sticky note per pain reliever.

Outline gain creators

Explain how your products and
services currently create expected
or desired outcomes and benefits for
customers. Use one sticky note per
gain creator.

N N N
\% \% N\
| | |

Rank by order of importance

Rank products and services, pain
relievers, and gain creators according
to how essential they are to customers.
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Customers expect and desire a lot from products
and services, yet they also know they can’t have
it all. Focus on those gains that matter most to
customers and make a difference.

Are you
addressing
essential
customer
gains?

Are you
addressing
extreme
customer
pains?

Customers have a lot of pains. No organization can
reasonably address all of them. Focus on those
headaches that matter most and are insufficiently
addressed.

Source: strategyzer.com/vpd
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Fit?

When we designed the value proposition
for this book, we strived to address some
of the most important jobs, pains, and
gains that potential customers have and
that are insufficiently addressed by current
business book formats.

Check marks signify that prod-
ucts and services relieve pains
or create gains and directly
address one of the customers’
jobs, pains, or gains.

Source: strategyzer.com/vpd
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Value Proposition Customer Segment

Gain Creators

Products Customer
& Services Job(s)

il —
- =

Pain Relievers
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Fit?

When we designed the value proposition
for this book, we strived to address some
of the most important jobs, pains, and
gains that potential customers have and
that are insufficiently addressed by current
business book formats.

Check marks signify that prod-
ucts and services relieve pains
or create gains and directly
address one of the customers’
jobs, pains, or gains.
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Template

Ad-libs are a great way to quickly shape al-
ternative directions for your value proposition.
They force you to pinpoint how exactly you are
going to creating value. Prototype three to five
different directions by filling out the blanks in the
ad-lib below.

EI Products and Services

help(s) i
who want to

8 Jjobs to be done

N\ verb (e.g., reducing, avoiding) @ and a customer pain
a n d |

N verb (e.g., increasing, enabling) @ and a customer gain

E competing value proposition

Copyright Strategyzer AG @ st rategyzer

The makers of Business Model Generation and Strategyzer www.strategyzer.com/vpd
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Template

Ad-libs are a great way to quickly shape al-
ternative directions for your value proposition.
They force you to pinpoint how exactly you are
going to creating value. Prototype three to five
different directions by filling out the blanks in the
ad-lib below.

/= Products and Services

help(s) ____
who want to

8 jobs to be done

b
and .

N verb (e.g., increasing, enabling) @ and a customer gain

Ny verb (e.qg., reducing, avoiding)

EI competing value proposition
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Template

Ad-libs are a great way to quickly shape al-
ternative directions for your value proposition.
They force you to pinpoint how exactly you are
going to creating value. Prototype three to five
different directions by filling out the blanks in the
ad-lib below.

T~

N\ verb (e.g., reducing, avoiding) @ and a customer pain

and .

N verb (e.g., increasing, enabling) @ and a customer gain

E competing value proposition
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Ad-Lib
alue Proposition

Template

Ad-libs are a great way to quickly shape al-
ternative directions for your value proposition.
They force you to pinpoint how exactly you are
going to creating value. Prototype three to five

different directions by filling out the blanks in the
ad-Llib below.

OBJECTIVE

Quickly shape potential value proposition directions
OUTCOME

Alternative prototypes in the form of “pitchable”

sentences

Our
help(s)

@ Customer Segment




our

help(s) i
who want to

@ Jobs to be done

ces



N\¢ verb (e.g., reducing, avoiding)
a n d L

N verb (e.qg., increasing, enabling) @ and a customer gain

Q) and a customer pain

E competing value proposition
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who want to

@ Jobs to be done



who want to

@ Jobs to be done



our

help(s) .
who want to

ces




Opportunity Scoring Matrix

= 6
<}
G
g s
2
3 4

IMPORTANCE |1 Pro Jobs
m [T Pro Outcomes

s=uauNanA1siouN1sNiKaNS9 (WU “Jobs To Be Done”)
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N\¢ verb (e.g., reducing, avoiding)
a n d L

N verb (e.qg., increasing, enabling) @ and a customer gain

Q) and a customer pain

E competing value proposition
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¢ verb (e.g., reducing, avoiding) d a customer pain
a n d L

N verb (e.qg., increasing, enabling) @ and a customer gain

E competing value proposition
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N\¢ verb (e.g., reducing, avoiding)
a n d L

N verb (e.qg., increasing, enabling) 1 a customer gain

Q) and a customer pain

E competing value proposition
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N\¢ verb (e.g., reducing, avoiding)
a n d L

N verb (e.q., increasino enabling) @ and a customer gain

Q) and a customer pain

npeting value proposition
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Ad-libs are a great way to quickly shape al-
ternative directions for your value proposition.
They force you to pinpoint how exactly you are
going to creating value. Prototype three to five
different directions by filling out the blanks in the
ad-lib below.

help(s)
Q) customer segment
who want to

@ jobs to be done

 verb (e.g., reducing, avoiding) ® and a customer pain
M verb (

(e.g., increasing, enabling) G and a customer gain

E competing value proposition
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The Ritz-Carlton i1s a place where the genuine care
and comfort of our guests is our highest mission.

We pledge to provide the finest personal service
and facilities for our guests who will always enjoy
a warm, relaxed, yet refined ambience.

The Ritz-Carlton experience enlivens the senses,
instills well-being, and fulfills even the
unexpressed wishes and needs of our guests.
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We pledge to provide the finest personal sepuet
and facilities for our guests who will always enjoy
a warm, relaxed, yet refined ambience.

- ! Q o
The Ritz-Carlton experience €nlivens the senses,
instills well-being, and fulfills even the
unexpressed wishes and needs of our guests.
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Employees are empowered to
create unique, memorable and
personal experiences for our
guests

Employees note all the
preferences of the guests and
fulfill these, even if the guest
doesn’'t ask it explicitly

Each employee has a budget to
serve the customer in any way he
ikes

Employees are also treated like
ladies and gentlemen

“We Are
Ladies and

Gentlemen

Serving

Ladies and

Gentlemen”

THE RITZ-CARLTON

2

THE Ritz-CARLTON®

CREDO

T'he Ritz-Carlton Hotel is a

place where the genuine care

and comfort of our guests is
our highest mission.

We pledge to provide the finest
personal service and facilities
for our guests who will always
enjoy a warm, relaxed vet
refined ambience.

The Ritz-Carlton experience
enlivens the senses, instills
well-being, and fulfills even
the unexpressed wishes
and needs of our guests.




THREE STEPS of SERVICE

A warm and sincere greeting.
//
Use the guest's name. Anticipation and fulfillment
of each guest's needs.
//
Fond farewell. Give a warm good-bye and use the
guest's name.
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