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Designed for:

The Value Proposition Canvas

Do they...

Do something customers are looking for?

Create savings that make your customer happy?
(eg.good design,guarantees, specfc or more feature, )

(et interms of time, money and efort,

Fulfill something customers are dreaming about?

your customer expects or that go
(g helpbig acievements, produce bigeles,

Produce outcom
beyond their expectations?

evel, more of something, less of somethin

Produce positive outcomes matching your customers

success and failure criteria?

(e better performance, lower cost, )

Copy or outperform current solutions that delight your
customer?
g specific features, performan

o Help make adoption easier?
Mak (e lower cost, less investments, lower risk, better quality,

(e fatter learning curve, usability, accessibility,

your customer’s job or life easier?
nore services, lower performe

e, design, .)

costof ownership, ..

Create positive social consequences that your
customer desires?

(e:g makes them look good, produces an increase in power, status, .)

i =

Products & Services

Buyer
(e productsand servics hat help cust

mers compare offers,

decide, buy, take delivery of ctor service

Co-creator

(e products and services that help custo

jons, otherwise contribute value to the o

Transferrer
(et products and services t

 help customers dispose of

a product, ransfer it to athers,or resell

Products and services may eiher by tangble (eg, manufactured goods, face-t
taljvirtual eg, dowrloads, online e

s, qualty assurance), o financial(eg

Pain Relievers

emations, undesired costs and ituations, and isks

Produce savings?

e interms of time, money,or efforts, .)

Eliminate risks your customers fear?
g financial, socal technical risks, or what wrong.)

Help your customers better sleep at night?

Make your customers feel better?
shing conc

at give them a headache, .)

or el

e by helping with big isues, d wating wor

e kil frustrations, annoyances, thing

Limit or eradicate common mistakes customers make?

(e:g usage mistakes, .)

Fix underperforming solutions?
ter qualiy, )

(e new features, bette performance,

Put an end to difficulties and challenges your Get rid of barriers that are keeping your customer
customers encounter? from adopting solutions:

(e.g.make things easier,helping them get don, climinate resistance, .) (e lower or no upfront investment
resistance o chang

sts, flatter learning curve, less

Wipe out negative social consequences your
customers encounter or fear
(e loss oface, power,trus, o status,.)

Use in Conjunction with the Business Model Canvas

Dy Mouh  ver

Oon:

Designed by:

Iteration:

Which savings would make your customer happy?
(e.g in terms of time, money and effort, ...)

What outcomes does your customer expect and what
would go beyond his/her expectations?

less of something ) ark each gainac

(e qua 1, more of somethin

How do current solutions delight your customer?

(e specific fea

What would make your customer’s job or life easier?
(e fatte services,lower cost o ownership,

learning curve, mor

W
customer des
(e.5:makes them look good,increase in power, status, )

hat positive social consequences does your

re?

What are customers looking for?

(e good design, guarantees, specific or more featu

What do customers dream about?

Gains = - =
T Customer Job(S) ) mmm

i includes funcional iy, soil g, positve emotions,andcos s What would increase the likelihood of adopting a solution?

(e Tower cost ess investments, lower risk, better qu

design,

What fisnctional jobs are you helping your customer get done?
fc problem,

(e perform or complete a specific task, solve a spe

What social jobs are you helping your customer get done?
(e tyingtolook god, gain power or satus

What emotional jobs are you helping your customer get don
e

esthetics, fel good, security,

What basic needs are you helping your customer satisfy?

e communication, sex,

What does your customer find too costly?

ime, costs too much money,requivessubstantial efforts,..)

Buyer (eg tryingto ook sod, ain power orsatus, ..

(e takes ot of

Co-creator (eg esthetcs feel good,sccurity,..)

What makes your customer feel bad?
sive them a headache,

Transferrer (e.g. products and services that help customers dispose
of aproduct, transfer it to others,or resell,.)

(e frustrations, annoyances, things th )

How are current solutions underperforming for
your customer?

(e lack of features, performance, malfunctioning

What are the main difficulties and challenges
your customer encouriters
derstanding how things work,diffic

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

(e while driving, out.

[ s getting thi

resistance, .)

What negative social consequences does your
customer encounter or fear?

(e oss offe, power,

What risks does your customer

What's keeping your customer awake at night?

(e bigissues, concerns, worrics,..)

What common mistakes does your customer make?

(e usage mistakes, .)

What barriers are keeping your customer from
adopting solutions?

tance to change, .)

observe
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How does your Product
Get to Customers?







Physical versus Virtual Channels
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How Do You Want Your Product to Get to
Your Customer?



Physical Distribution

OEM

v

» System
& Integrators

e

M Direct Sales

W

::“-ul

Force

v

Our

v
\ 4

Value-Added

Company Reseller

\ 4

Distributors

Retailers/Mass

v

Merchants
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Our
Customers
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Web Distribution

Dedicated

E-Commerce
Your company’s

Platform
App Store
Apple, Android...

2-Step

Distribution
Amazon, Walmart

Aggregator

Lendingtree, Zappos

Social

Commerce
Facebook, Twitter

Flash Sales

Groupon

Our
Customers
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How Does Your Customer Want to Buy
Your Product from your Channel?

« Same day

* Delivered and installed

* Downloaded

« Bundled with other products

« AsS a service

NARAAKXN



Types of Channels
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How Do the Economics Work in
Different Sales Channel?



How Are Channels Compensated?

— Commission
— Percentage of sales price
— Discounted pre-purchase



Channel Economics: “Direct” Sales
List
Your Revenue Price

Cost of Goods Profit + SG&A + R&D

(Supply Chain)

End Consumer

Source: Mark Leslie, Stanford GSB
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Channel Economics: Resellers
List
Your Revenue Price

Cost of Goods Profit + SG&A + R&D Reseller

(Supply Chain)

End Consumer

Source: Mark Leslie, Stanford GSB
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Channel Economics: Distributors/Resellers
List
Your Revenue Price

Cost of Goods Profit + SG&A +
(Supply Chain) R&D

Reseller

Distributor
End Consumer

Source: Mark Leslie, Stanford GSB
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Channel Economics: OEM or IP Licensing

List

Your Revenue Price
A

o

£

=

Cost of Goods : 3 |2

(Supply Chain) ; 3

©

c

L

Reseller

Your Product Becomes Your
Customer’s Cost of Goods

Source: Mark Leslie, Stanford GSB
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How Are Channels Motivated or Incentivated?

— Money! — Margin (what makes them the most?)
— Training - Knowledge and added value tools/content
— Marketing to the channel - Materials that enable more sales

— SPIF - Sales Performance Incentive Fund directly to the team
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Customer Relationships
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Customer Relationships

How do you Get, Keep and Grow Customers?
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Customer Relationships
Physical & Web Mobile Are Different

“Grow Customers”

Earned and “Get Customers”
Paid Media Product
Updates
Loyalty
E Programs
- |

@
c

3
Customers” 35

) Customer Customer
satisfaction surveys — check-in calls

LT

Earned and “Get Customers” “Grow Customers”

Paid Media Product

Updates
and Outreach
_: Programs
—

—
—
—_—
— Py —
—_— |
— —
Contests,

events

Blogs, RSS, Loyalty
e-mails Programs




Customer Relationships
Physical Products — Get Customers

Earned and “"Get Customers”
Paid Media




Customer Relationships
Physical Products — Get Customers

Earned and “"Get Customers”
Paid Media




Customer Relationships
Physical Products — Get Customers

Earned and
Paid Media

LT

Customer Acquisition Cost



Customer Relationships
Physical Products — Keep Customers

Product
Updates
Loyalty
Programs l
l

Customer Customer
satisfaction surveys  check-in calls



Customer Relationships
Physical Products — Keep Customers

pr==g

Attrition/Churn




Customer Relationships
Physical Products — Grow Customers

“Grow Customers”

c
o

o
=
S
o
3
Q

Viral
Loop



Earned and
Paid Media
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Customer Relationships
Physical Products — Grow Customers

Customers”

_un

buijpung

LTV = Customer Lifetime Value



What Investors are Looking For

A well balanced business model

Monetization
(LTV)

Cost to
Acquire a

Customer
(CAC)

Source David Skok Matrix Partners
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