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The Value Proposition canvas is a tool that helps ensure that a product or service is positioned according to the customer's values and needs. The Value Proposition Canvas was originally developed by Dr. Alexander Osterwalder as a framework to ensure that there is a fit between the product and the market. This is a detailed look at the relationship between two parts of the Osterwalder broader business
model canvas; customer segments and value quotes. Value Proposition Canvas can be used when you need to refine an existing product or service, or when a new offer is developed from scratch. Value Proposition Canvas is built around two building blocks : the customer profile and the company's value proposition. Customer profile profits – the benefits that the customer expects and needs, we would
delight customers and things that can increase the likelihood of accepting the value proposition. Pains – the negative experiences, emotions and risks that the client experiences in the process of getting the job done. Client tasks - functional, social and emotional tasks clients are trying to perform, trying to solve problems and need to satisfy. A customer profile must be created for each customer segment
because each segment has different profits, pains, and tasks. Value Map Gain creators – how your product or service creates customer profits and how it offers added value to the customer. Painkillers – a description of exactly how the product or service relieves the customer's pain. Products and services – products and services that generate profits and relieve pain and underpin customer value creation.
Achieving a fit between the value proposition and customer profile after listing profits creators, painkillers and products and services, each identified point can be ranked as beautiful to be fundamental in terms of value for the customer. A seizure is achieved when the products and services offered as part of the value proposition address the most significant pains and benefits from the customer profile.
Identifying a value proposition on paper is only the first step. Then you need to check what's important to customers and get feedback on the value proposition. These analyses can then be used to go back and continually refine the proposal. Another step is to examine the extent to which a company has a competitive advantage in these areas in order to ensure that the value proposition is unique and
sufficiently differentiated. The matrix can be used to represent all aspects of the value proposition relative to its value to the customer and the competitive advantage that the company has gained in offering that product or service. This allows you to identify basic messages and potential development areas. Basic messages are those probably broad resonance and should be characterized prominently in
marketing literature. Areas in need of improvement may include hygiene hygiene or where market education of the company's offer is required. References Osterwalder, A., Pigneur, Y., Bernarda, G., Smith, A. (2014) Value Proposition Design: How to Create Products and Services Customers Want, John Wiley &amp; Sons. Always start with the customer to familiarize yourself with the value proposition
canvas. First, a conversation with the team about who the client is. Use Persona Canvas to draw the person you're focusing on. to understand the client first after deciding which to focus on, write post-it notes on what jobs customers should do. Don't just think about functional work. Also come up with social (work with others) and emotional (feelings) jobs-to-be-done. For example, when considering
designing a value proposition around cars, is the customer someone who needs to cover the long distance to get the job done? Or is your client someone who often engages in activities with his family? These are different people, with different needs, they need different products to do their job. Maybe they always drive alone, maybe they have families, or they just want to look good. Ask me why enough,
and you'll get that information. Pains are usually the easiest to list. What stands in the way of a man's job? Gains are not simply the opposite of pains. Instead, the gains are the hidden ambitions of people, the goals in life, things that make you happy. It takes the designer mindset to unlock these. If you keep asking better questions, dig a little deeper. What does it mean the client is really pushing to do that
they can't do now? If profits sound somewhat existential to you, it's probably because of great gains often. what value you can create Finally, after you finish on the right side of the canvas, go through the left side. First, list some options for potentially dealing with the work-to-be that come into play. You can combine these ideas into a clearly defined product/service that creates profits and relieves the pain of
making job-to-be-done deals in a unique way that resonates with the customer. Use canvas to think differently about customers and what you offer them. What's more, well done, customers think completely different about why they hired to meet their needs in the first place. How to use the value proposition canvas tesla In this example there is a fit between the right and the left. Tesla very well understood
the potential target audience for an electric car. You can see that the work-to-be done is to commute to work. But it's not just that. Being different from others and conveying the image of success is an important social aspect of the work-to-be-done customer segment. In addition to the person wants to be comfortable while traveling long distances. The pain of electric cars is that there is a lack of charging
stations. You need to find a parking space that the charging point. On top of that, he's in pain. Are. that you often have to charge the car and while driving, you are afraid that you will not reach your destination. Design that is recognized for good taste and getting compliments from your friend for some gains in this example. Other gains are safe journeys and high-end battery technology. If you look on the left
side of the products &amp; services, we see that Tesla understood its target audience very well. Beautiful design, including a 17 inch screen no car has ever had such a big screen. Just a few options that radiate exclusivity. In addition, Tesla has an 8-year battery warranty. We can say that there is a fit on the left and right side of the Value Proposition Canvas. In this second example, the value proposition
canvas that doesn't have a matching canvas. The left side does not match the right side. You can see it on the right side of the target customer Tesla, and on the left you will see a value offer from Toyota. If you look at the left side of the canvas, you see that the product, painkillers and profit creators do not meet the customer's wishes. Toyota just build the same cars, but then an accu and it does not solve
the problems of the customer. The fit is a TOYOTA value proposition. This example shows a match with another client segment. Potential customer with different needs and smaller budgets. I wonder what's going to happen now when Tesla launches the new Model 3. Do they outperform traditional car brands? So, what do you think? Having shown the fit and misfit of Value Proposition Canvas, we
conclude that it is very important to know who the customer is, what their lifestyle looks like and what their real needs are. If you don't know who your customers are, your product/service may be mis-aligned. Make sure that the right side of the canvas matches the left side of the canvas. Get out of the building... WANT TO KNOW MORE? If you are inspired by this tool, check out our other tools here!
Download them for free, print them out and use them with your team. Have you read our book yet? The book contains practical step by step guides to put all the tools into practice and guide you through your entire planning journey, right down to preparing for scaling this business. order your copy today! Copy and paste the HTML code into your site. This embeds the document as an interactive player,
similar to how YouTube videos are embedded online. HTML code TIP: You can change the width and height attributes to best fit the site in which the document is embedded. According to a study by Simon Kucher &amp; Partners, 72% of new products and services introduced to the market do not meet expectations. It doesn't have to be like this. Therefore, a few years ago, Strategyzer launched the Value
Proposition Canvas. Now we're launching a new introductory video that you can use. The value proposition canvas and book Value proposition design has been for a while, but I wanted to share a new video we created to help explain the tool and how to create products and services that customers really want. In addition to this video, we also offer course mastering value offers. This online course will teach
you how to better understand customers and create value to sell. Click here for more details. Usage notes:We recommend sharing the video with your networks, colleagues, and customers. Feel free to use this video for work, counseling, or teaching. You can download the video here. However, we insist that you do not modify the video; the non-integration of video into products; and always reference
Strategyzer as a source. Please also refrain from uploading this content to another video sharing site. For details about the value proposition canvas permissions, see the copyright requirements here. Production credits:Daniela Berto: Content Strategy and Production Lisa Cadamuro &amp; Jeanette Iris Mooney: Script EditingMaria Walnut: Concept, Creative Direction, DesignMax Mörtl: Art Direction, Stop
Motion Animation DirectionCris Wiegandt: Paper Craft AssistantJimi Newport: 2D AnimationJulian Terbuyken: Music and Sound DesignAlex Belcourt: Voice NarrationCrafted and filmed in Berlin by Cris Wiegandt StudioSpecial thanks to Björn Lefers for his contribution to the audience &amp; script analysis
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