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* Value Proposition Canvas
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How will we do it right ? * Team Alignment Map
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* Explore OR Exploit Portfolio Map

* Value Proposition Canvas
* Business Model Canvas

* Business Environment Map
e  Testing Business Ideas
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The Value Proposition Canvas

* The Culture Map
* Team Alignment Map



The Value proposition Canvas
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The Business Model Canvas * Value Proposition Canvas
* Business Model Canvas

* Business Environment Map
* Testing Business Ideas
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* The Culture Map
* Team Alignment Map




The Business Model Canvas
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* Explore OR Exploit Portfolio Map

* Value Proposition Canvas

* Business Model Canvas

* Business Environment Map
* Testing Business Ideas

* The Culture Map
* Team Alignment Map



* Explore OR Exploit Portfolio Map

Map Out Your Hypotheses

* Value Proposition Canvas
* Business Model Canvas

* Business Environment Map
 Testing Business Ideas

macaal ° Corporate Identity Triangle

* The Culture Map
* Team Alignment Map



Value
Map

The Value (Proposition) Map describes

the features of a specific value propesition
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 s a Ust of all the
Products and Services
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Value Proposition Design

Galn Creators describe how Galns describe the outcomes
your products and sendces customers want to achleve or
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Customer
Profile

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

and detailed way. It breaks the customer
down into its jobs, pains, and gains.
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CREATE
SHARED UNDERSTANDING
1. UNIQUE BLUEPRINT
2. KEY DRIVERS
3. KEY LEADING INDICATORS




Engaging
Supply chain

Exponential

Expansion Growth




EXPONENTIAL GROWTH
WITH LIMITED TIMEFRAME
(ssAdNlnaE1vsIa1SOMETUS=g:1da1911Q)

REPEAT + SCALE



Earning

Easy to Start
Linear Growth
Regional Target
Saturate After

W SME
B Startups

Hard Time on Start
Exponential Growth
Sustainable Competitive at its Core

Ongmal fom PSam Stythunt

Source : Styhunt



REVENUE

Startup Financing Cycle

VCs, Acquisitions/Mergers &
Strategic Alliances

Break even
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Why Startups Fail?

No Market

Poor Human Resource
Poor Money Management
Poor Marketing
Lack of User Focus
PRGN Sowuankanmiidooi “tnSaviio”
ua: “>35sms” aa
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2. Amwlvuuudu

Lack/No Investments
Lack of Product Focus
Lack of Market Research
Competition

Losing the Original Vision
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Poor Mentorship

No Long Term Goal
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INNOVATION TRINITY
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TRANSITION
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" OPPORTUNITY
OPPORTUNITY
OPPORTUNITY

-TIME
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Innovation 1s a new
solutions that comes from
a creative ideas




INNOVATION
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CREATION OF TURNING A NEW

FACT A NEW IDEA IDEA OR CONCEPT
OR CONCEPT TO ENABLE COMMERCIAL
SUCCESS OR

WIDESPREAD USE



A1SASI1VUIONSSU

CREATIVITY Q

=

CAPABILITY 3%



WHERE ARE OUR OPPORTUNITIES ?
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TO DO ... TO HAVE ..

EXPLORE \ OPPORTUNITIES
ANALYSE ) TIME TO MARKET
INVENT e TIME SPEND
DEVELOP y TECHNOLOGY
INCUBATE AM

REDUCE RISKS TICS
LAUNCH DRQUE

SCALE
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10 Types of
Innovation

Profit Model Network

Structure Process Product Product
Performance System
Engagement




pes of Innovation

CONFIGURATION OFFERING EXPERIENCE
Product : Brand & Customer
Profit Model Network Structure Process Service Channel
Performance Message Engagement
The way in which Connections with Alignment of our Signature or Distinguishing Complementary Support and How our offerings Representation of Distinctive
we make money others to create talent and assets superior methods features and products and enhancements are delivered to our offerings and interactions
value for doing our work functionality services surrounding our customers and business
offering users
These types of innovation are focused on the innermost workings of an enterprise These types of innovation are focused on These types of innovation are focused on more customer-facing elements of an
and its business system. an enterprise’s core product or service, or enterprise and its business system.
a collection of its products and services.
Back stage R et e e = Front stage

a ctyateoles, ractLes,

and planwné ,
~ ; ‘prnjacfts. ..

L aitiatives,



Profit
Model

CONFIGURATION

PROFITMODEL

The way in which you make money

For example, how Netflix tumed the video
rental industry on its head by implementing
a subscription model

STRUCTURE

Alignment of your talent and assets

For example, how Whole Foods has built a
robust feedback system for infernal teams

NETWORK

Connections with others to create value

For example, how Target works with renowned

external designers fo differentiate itself

PROCESS

Signature or superior methods for doing
your work

For example, how Zara’s “fast fashion"
strategy moves its clothing from sketch
toshelf in record time

NETFLIX




G = L
\QH g ‘ %;lﬂuntent License

Film Producers TV/Media
Producers

Producers

Netflix l]riginals

Netflix Business Model

4 Content
Free 30 Da}r Trail
GENERATE
MORE USERS
< '....
1‘.‘)
(%) Production Costs Movies, Shows & More Ein Subseriber

& Content 4 - ‘Analytiusiiii
atrorm

GENERATE UNIQUE VALUE GENERATE HIGH LTV




XEROX 914 MODEL




Machine
servicing

|_H|STORIC/—\L CASE

machines

Design the
Value Proposition

Identify Recurring

Public Job-to-Be-Done
demonstrations

(2] A
Xerox 914

Create Asset to

Monetize
Continuously
Machine R&D Capital to _
and finance leased Leasing fee
manufacturing machines $95/month

Earn Recurring Revenue

Source https://www.strategyzer.com/business-model-examples/xerox-business-model



NESPRESSO




Gillette Business Model

el

SN Bait

Hook

< 1904

Business model has an element of innovation




REVENUE PATTERN TYPE : BAIT & HOOK
&) [
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BAIT ( -ﬁ
HOOK ..~ DIRECT CH
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Nespresso’s success key drivers N j R
1. Business model L‘:j Ia BETTER =X
- L
* Low Cost Machine g Fright
*  Premium Coffee Money o produca Experinie
((Bait & Hook Model))

Y
2. Marketing Strategy Y::‘
Direct to consumer channel - Lo Money
* ((allows the brand to build a

deep understanding and . =T
relationship with its drinkers)) Machins




Subscription Magic

Provider

periodically

Order

\ 4

Company S . Customer

Provider

V

periodically Payment

Provider

Freemium

Hook & Bait

Free Product

Customer type 1
Free / Cheap Basic Product

Refil / Complementary Product

Company

Customer type 2




PRODUCT PERFORMANCE

Distinguishing features and functionality

For example, how OX0O Good Grips cost
a premium but its “universal design” has
a loyal following

PRODUCTSYSTEM

Complementary products and services

For example, how Nike+ parfayed shoes,
sensors, apps and devices into a sport
lifestyle suite
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Brand Customer
Engagement

EXPERIENCE

SERVICE BRAND

Support and enhancements that surround Representation of your offerings

your offerings and business

For example, how “Deliver WOW through For example, how Virgin extends its

service" is Zappos' #1 internal core value brand into sectors ranging from soft
drinks to space travel

CHANNEL CUSTOMER ENGAGEMENT

How your offerings are delivered to Distinctive interactions you foster
customers and users

For example, how Nespresso locks For example, how Wii's experience
in customers with its useful members draws more from the interactions in
only club the room than on-screen



Ten Types of Innovation to make your model stronger

How you?

Make money
Connect with other create value
Align your talent and assets

Use superior methods to do your work

Employ distinguish features and functionality

Create complementary products and service

Support and enhance the value of your offering
Deliver your offering to your customers and users
Represent your offering and business

Foster interaction
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The Business Model Canvas

Key Partners
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Pre P/M Fit Post P/M Fit
(GCE CINTHLGEGLRLEYN DR (sze:Haviwsandadaaaia
. Scalable, Repeatable,
G it AL Predictable Growth

Pivot (Product,

GrOWth Experiments Messanging, Target Optimization, Expansion
Customer)

Hustle / Non-Scalable Growth SCRUM / Growth
Process .
Work Machine
Data Qualitative + Quantitative +
Quantitative Qualitative

Channel

Fast Learning Fast Learning

Product
Market Fit

Problem Searching for

Solution Product-
FIT Market Fit

Searching for
Problem-
Solution Fit

FAIL FAST

Pour on the
Resources for
Growth

N

**Your
TORQUE**

Business
Market Fit
|

Time to Market & Size

Grow through
acquisition &
international

Team (200%)

Tactics
Torques

Time




The Business Model Canvas
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VALUE PROPOSITION
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Relationship between Business Model Design & Value Proposition Design

describes
how you

create value

for your
customer

describes
how you

? ?
create value
?
? ?

for your
business




SAMPLE : AIRBNB BUSINESS MODEL CANVAS

The Business Model Canvas

KEY PARTNERS & | KEY ACTIVITIES VALUE PROPOSITIONS #¥ | Customer Relationships

acommo

“Business Model _dations
Canvas”
describes how you
create value

for your business

KEY PARTNERS

Value Proposition to Travelers

The Value proposition Canvas

describes how you
create value

for your
customer

Value Proposition to Host




The Business Model Canvas

KEYPARTNERS & | KEY ACTIVITEES & | vALUE PROPOSITIONS ) | Customer Relationships @ | Customer Segments i The Value proposition Canvas
Affordabl Airbnb is a community-based,
acommo- two-sided online platform
. r
dations avelers .. Our
KEYRESOURCES il Channels - help(s) Travelers
List their 117 e . =2 I
space/ Hosts = " ho want to
Profit 'S o Book affordable acommodations
KEY PARTNERS ® Revenue Streams 6 ;
an .

The Value propositic n Canvas

®strategyzer

t/_@' © . 2 Mropg 0 5 0 B

Airbnb is a community-based,
9 two-sided online platform

ik Ej = Our Airbnb is a ca based. two-sided online platfa .
lp(S)_ Hosts - - - - :

* 2 e N/ M — avele D 2 one side enables o < o 5 pace
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— ir space/ Profit
0 B DU . OUU . DUU B . . >[0 0 B
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(E)Strgtegyzer



The Value Proposition Canvas The Value Proposition Canvas

Value Proposition & Customer:

Airbnb is a community-based, two-
sided online platform that
facilitates the process of booking
private living spaces for travelers.
On the one side it enables owners to
list their space and earn rental

money.

who want to

With over 1,500,000 listings in

’ 34,000 cities and 190 countries, its

b g wide coverage enables travelers to

rent private homes all over the
world. Personal profiles as well as a
rating and reviewing system

provide information about the host
and what is on offer. Vice versa,

hosts can choose on their own who

to rent out their space to.

and.

®Strategyzt_ar

®Strategyzer

Business Model Canvas (BMC)




Desgned for: Designed Dy- Date: Version:

The Business Model Canvas

Key Partners é Key Activities Value Propositions ﬁ Customer Relationships @ | Customer Segments ~ J@

FEASIBILITY DHSIRABILITY

VIABILITY
Cost Structure ‘ Revenue Streams é
DGO @) | S oD s rviny Sows, Sutamtend @ Strategyzer

A R e e R SR e U s
A o Sty IO o st £ o B 17 S Seoet SO 0 s Srorsies Cus SH. S0 strategyzer.com



The Business Model Canvas

FEASIBILITY DESIRABILITY
Can we build it ? Dn they want if; 2

VIABILITY
Sanity Check




100%
[FH] [
- I i D S 80%
desirability acquisition retention
60%
33% =
viability 40%
- ‘ I 339 = +. - ' I 20%
feasibility tech/resources activities partners

0%

Source : Strategyzer



Value
Map

The Value (Proposition) Map describes
the features of a specific value propesition
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 ks a Ust of all the /
Products and Services

@ valuE propasition 15
bullt around.

Value Proposition Desi

Galn Creators describe how
your products and services

Creqte Customear gains.

l

e

QO
s

I
Pain Rellevers describe how
YOUr Procucts ord SENVIces
allevinte oustomer pains.

Pains describe bod cutoomes,

msks, and obstacles redoted 1o

n
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Galns describe the outcomes
customers want to achleve or

the concrete benedits they are

Customer
Profile

The Customer (Segment) Profile describes
a specific customer segment in your

business medel in @ more structured

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

Customer Jobs desorine
whiat customers are tnying
o get done in thedr work and

n thedr Ives, as expressed in
thelr own wonds.

L 2 Map m
whi

duct

3 vices
5 and gain cregtors that matcn

pains, and gains that are
Your customer
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Value Proposition Design
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Value Proposition Design
LUILUUANISas1vAgUAT 3aHSUIAS ?

Startup/ New Business
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Challenges Opportunity
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Value Proposition Design
UUILUUNISas1vAguAl [3aHSUIAS ?

Running Company
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Challenges Opportunity
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Value Map Customer Profile
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Q)

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.

Adopted from Value proposition Design : Alexander O.



Customer Profile

Value Map

AUANU:UDVGNAT

HNuUMWwWAUAM

\wuus:=losU

|

Value h"
Map

The value (Proposition) Map describes

the features of a specific value proposition II
in your business model in a more structured Illli

and detailed way. It breaks your value

Js:louu

Customer
Profile

The Customer (Segment) Profile describes
a specific custemer segment in your
business model in a more structured
and detailed way. It breaks the customer
down into its jobs, pains, and gains.

proposition down into products and services,
pain relievers, and gain creators.
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ll Um I ‘ ! You achieve FIt when your valus map mests your
customer profile—when Ly r products and senice:
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mportant to yoaur Customer.
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Adopted from Value proposition Design : Alexander O.



Value Map

Customer Profile

HNUMWARIAT

ANIANUAIZUDVINA

-
Us:lguu
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Adopted from Value proposition Design : Alexander O.
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Value Map

HNUMWARIAT
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Adopted from Value proposition Design : Alexander O.

Customer Profile
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Value Map
HNUMWARIAT
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Adopted from Value proposition Design : Alexander O.



Customer Profile
ANIANUAIZUDVINA
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SOLUTION
SPACE
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customer jobs
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what customers are
trying to get done
INn their work and In
their lives
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Adopted from Value proposition Design : Alexander O.



Customer Jobs

Jobs describe the things your customers are trying to get done
in their work or in their life

VIUaSIVHaAaWS

runc)tlonal jobs (U muaIHISAACDIUNIW
tasks

vVIUMVavay

Social jobs . e e e i
lsu QuduAuNnuauy ulgono

(e.g. gain power / status)

Personal/Emotional jobs VNVAIWSEN
(e.g. feel good)

(U auigtodouavnulugeytan

Supporting jobs viwguvayu :
(e.g. communication) LU MsSIUSgULNgUTDIaUDCIIVe

Adopted from Value proposition Design : Alexander O.



Main Job
to be Done

Emotianal
Aspects

Functional
Aspects

Personal Social
Dimension Dimension

Related Jobs
to be Done

Emotianal
Aspects

Functional
Aspects

Jobs Story

Personal Social
Dimension Dimension

WHEN | WANT TO SOICAN _ _
SITUATION MOTIVATION EXPECTED OUTCOME



customer pains

UsryH1WDVGNAADD:LS

describe bad outcomes, risks,

and obstacles related to
customer jobs

Adopted from Value proposition Design : Alexander O.



customer pains
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Adopted from Value proposition Design : Alexander O.



customer pains
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customer gains
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customer gains
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products & services
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pain relievers

nounN

describe how your products
and services Kill or alleviate
customer pains
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gain creators
adasivus:=lasu

describe how your

products and services

create customer gains
Jumua:usnmsuovls10IslawatRanMIASU
Us:=lgsuuivognv IIwINLw19:ANQHID
l1BKSaIUAMU

Us:lgwudnduwugiu
Us:lguunA1aHIv
Us:lggunuiaoga
Us:TggUnIKUDAIWATIOHKUIE

Adopted from Value proposition Design : Alexander O.



gain creators

dulAasi1=Hcbaswus:lgvu

ma

la/lila

1 n')?HiTISIT)\J'IUHSDUJC?UD\JEI?')H'I\J'IEIUU o:)amsiamun
\J'IEIUU lU?ﬂ\)\)?ElUU USleSFIU'IﬂUU HSDaOC'IUI‘IUfTISlUU
(D1UDV

2 n°7IcTzHljanj‘m7s:auanmmﬁﬁa£j?uﬂomfuua-n°7?r7
anmsanwowa?a?uuouaonfuauuauwamo us:=ansanw
HSDF]ﬂJﬂ‘)W

;s
e

3 MtHanmMQATU TauouIndu Hodanu:godu

4. UDUUIBDENIVAZNAIAIAVUBVHT 16U A1SaDAIlUUNG
A1SSUUS:AU HSDAUAUUCTIHU

5. taumumwdsvsnuﬂrmuanm IoaUJaZHWanwssa
JouAoenldHEsag1 U HED UssINIAIWEINGIUIA

6. mZHmawaawsnanmmaHJ\JHsaﬂouumuan:nu
A1QHUY [agp101aunAtUN WﬂH\JﬂJ?HSDTUﬂHOU?\JDEJ'I\J

7. dS1WAAl WSI')Oll a:doQ0AAaD VAL ﬂﬂJTDOFD'IUEI ‘usaua-
mwauma:)uaoanm uuvds:=an5m wnUUHsanunmao




Value Map
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Customers expect and desire a lob from products
and services, yet they also know they can't have
It ol Focus on those gains that mather most to
customers and make a difference

Customers hove a kot of palns. Mo organization oon
reqsonably oddress all of them. Focus on those
neadaches that matber most and are Insufficlently

oddressad.

Are you
addressing
essential
customer

gains?
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Gains are Denefits, results, and
charocteristics that custom-

a5 require or desire. Thay are
OUtComes of jobs o wanted char-
acteristics of o vatue proposition
that hedp customers get o job
donz well

The more tangible and speciic
you make palns and gains, the
better. For exomple, Sexomiples
from my Industry” 1= more
concrete than relevant to my
contet” Ask customers how they
MEOSUre gains and pains. Inves-
tigate how they measure SUCCESS
or falure of a job they want to
get done.

Make sure you desply under-
stond your customer. I wou have
onity a few sticky notes on your
profile, that probably indicates o
lack of customer understanding.
Unearth as many jaos, pains, and
gains as you can. Search beyond
those directly refated to your
walue proposition.

leads to cher recegnized
resslts indicators canapply bUteam You should KNow wour customers’
(el quick *:m""' with N social and emotonal jobs In addl-
uring) — corfidence oo tion ko thelr funchianal jobs, which
sazl to bugin from oo ith with are usually eqsler to identify.

ideas communicate  leadsto e
Ppromotion or prove things
r Pay raise ™y ideas ‘mhlh ’set+ advance PeoPle want
home run carcer
vk ﬂ::n{:;?h x Mm Mmamregmg:begcmu

Proposi tions reduce risk) 4 hm , mprove superfiial understanding of jobs.

or build
proferred 1 g business Why do customers want to Searn

(g-l-ir.} L methods new knowledge™? it might be that

make :ﬂﬂwﬂwﬁu they want to bring new methods
“"""'-'i""‘"* ":’: % orhelp them in o thelr organization. &sk “why”
i confdence - several times to get to the most

Mmportant jobs.

Make sure you don't just consider
Jobe, pains, and gains reloted to
a value proposition of product In
mind. kdentify those (e.g., "Busl-
ness books are too long”) as well
as other extreme pains (e.g., *lack
of time" or *get boss's attention™).
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Exercise

Our ethical fashion customer is Hannah, a 28-year-old photographer.
Our e-waste removal customer is Silvio, a 52-year-old facilities manager.




Let's have a look at Hannah’'s “JOBS-TO-BE-DONE"

Hannah is shopping for new clothes.

She needs items that can be worn at work — so they have
to look professional.

She's sick of hand-washing clothes, but also doesn’t want
to spend too much on dry cleaning.

She hates the idea of “Fast Fashion”, having watched a
documentary on the environmental impacts of
manufacturing.

She wants her clothes to make her feel confident, that
they flatter her figure but aren’t too revealing.

Her favourite colours are pastels, and she has an aversion
to details like beads and embellishment that jingle when
she walks.




Let's have a look at Silvio’s “JOBS-TO-BE-DONE"

Silvio has been tasked with clearing out
the remaining computers and
photocopiers left over from a former
tenant of his office building.

There's far too much for their usual waste collection, and
some of these items seem like they can't be put in a
regular bin.

He's pushed for time as is, and doesn’t want to have to
monitor several people.

He can't stand to see this technology wasted, and feels a
responsibility for contributing so much to landfill.

He also has budget pressures, and needs to justify all
decisions with the CFO.
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Let's have a look at Hannah’s “PAINS & GAINS”

Hannah loves shopping online, without pushy retail
assistants, teenagers and loud music.

She wants to be able to easily return items that don't fit,
and hates paying for shipping to Australia.

Versatility is really valuable, because it means she can
wear her favourite items in a range of outfits.

She won't overpay for a designer label,
and has an eye for quality.

She wants to feel that what she buys can make a difference
in the world, and loves having people ask her about where
she bought her clothes.

Her taste is well regarded amongst her friends, and she’'d
like to keep that reputation.




Let's have a look at Silvio’s “PAINS & GAINS”

Silvio wants to make one call and have everything
sorted, and wants all the items collected by this Friday.

He wants to make sure that everything is disposed of
properly — partly because it's the right thing to do,
partly because he doesn’t want the company to get any
negative publicity for breaking the law.

He doesn’t want to overpay, so whoever he goes with
needs to be priced similarly to their usual garbage
company.

Silvio's company pride themselves on being responsible
corporate citizens, and want to show their customers
that they aren’t heartless landlords.




Hannah

ncreased confidence

Gairs

Making g-difference
Sharing a good story
Fashion influencer

CuUstoameer

Silvio

Simplicity

Immed iaJtE.rEnIIectinn
L

Peace of mind

Feeling that I've done
the right thing

Headaches
Overpaying

Faams

-
]

Legal issues

EJStratgg:.rz&r



Now we're getting a clearer picture of our customers
and their thought processes.

It seems that they don’t have a particular product or
service in mind, but rather a series of principles that
guide their decision making

e.g. Is this convenient?

Am I getting a good price?

Does this match my worldview?
Does this fit with my reputation?
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Value Proposition
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