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The Value Proposition Canvas
It helps you create value for your customers

Iteration:

[ e

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.g. 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).

Value Proposition
Create one for each Customer Segment in your Business Model

ELeanDisruptor.com’

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?

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?

Customer Segment

Use in conjuction with the Business Model Canvas
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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
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,

53):

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, ...)
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Kotter 8 Step Model
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Action by Removing
Barriers

Source: www.kotterinc.com
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McKinsey 7-S Model
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Source: www.mckinsey.com; Enduring Ideas: The 7-S Framework, 2008
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Agile Methodology
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AGILE
METHODOLOGY
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Source: Association for Project Management; What is agile project management?, 2024
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Ten Types of Innovation

Profit Network Structure Process Product Product Channel Brand Customer
Model Performancel] System Engagement

CONFIGUR ATION OFFERING EXPERIENCE

Source: www.deloittedigital.com; Ten Types of Innovation: The discipline of building breakthroughs, 2024
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