LEVEL UP YOUR BUSINESS




WHAT WE WILL COVER TODAY

Value Proposition:

Capturing the value you provide

Creating the Right Fit:

Alignment with customers

Test New Markets:

Explore ways to reach new customers
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STEP 1 -
DESIGNING A BUSINESS MODEL

The Business Model Canvas
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STEP 2:
DETERMINING THE RIGHT FIT

Your Product or Service

® Gain creators

What can you offer your customer to help them
achieve their gains? How do you ocutperform
the current solution? How will adoption by your

@® Products & services customer be easier?

Your Customer

® Gains

What would make your customer happy?
What would make their life and the job-to-be-done easier?
What do customaers dream about?

What are the products and services you can offer
your customer so they can get their job done?

® Painrelievers

How can you help your customer to relieve

their pains? What problems can you eradicate?
How do you fix currant underperforming solutions?
How do you eliminate risks your customers fear?
How do you get rid of current barriers?

@ Pains

What is annoying or troubling your customers?
What is preventing them from getting the job done?
What is keeping your customer awake at night?

® Job-to-be-done

What is the job your customer wants to get done
in their work or life? What are the functional, social,
emotional jobs your customer wants to get done?




BEGIN WITH A

HYPOTHESIS

e Experimentation in Lean Startup is not a “Just do it and see what

ppens” approach
he organizations'vision, it begins with a clear hypothesis
rmine what the assumptions are and then test






® Gain creators ® Gains

What can you offer your customer to help them Whait would make your customer happy? :
achieve their gains? How do you outperform What would make their life and the job-to-be-done easier?
the current solution? How will adoption by your What do custormers dream about?

® Products & services SGRUEIET LTIt ' ® Job-to-be-done

What are the products and services you can offer
your customer so they can get their job done?

— s

@® Painrelievers

How can you help your customer to relieve

their pains? What problems can you eradicate?
How do you fix current underperforming solutions?
How do you eliminate risks your customers fear?
How do you get rid of current barriers?




Do you have the
right customer?

Required gains @)

Expected gains @) 4
Designed gains /_,f’
Unexpected gains % /

KNOW YOUR CUSTOMER

Undesired outcomes

Problem:s, \
Undesired characteristics \\\

Obstacles \

Risks \ |

WHAT THEY NEED

How does your product
or service make
that job easier?

\.__\ Customer JobsO
\ Functional O

Social
Personal / Emotional
a rt' o7~

‘Do consumers recognize that they have
the problem you are trying to solve?

'If there was a solution would they buy it?
‘Would they buy it from us?

+Can we build a solution for that problem?



source:
Strategizer

OBJECTIVE
Visualize what matters to your

customers in a sharable format

OUTCOME

1 page actionable customer profile

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 idea, sketch out

How good is your understanding of your customers’ jobs,

pains, and gains? Map out a customer profile.

Select customer
segment
Select a customer

segment that you want
to profile.

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

S

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

3

identify customer pains
what pains do your
customers have? Write
down as many as you
can come up with,
inclucing obstacles anc
Mnsks.
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identify customer gains
What cutcomes and
benefits do your custom-
ers want 1o achieve?
Write down as many
Qains Qs you can come
up with,

"
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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.



EXAMPLE: VENMO

The Value Proposition Canvas

value Proposition A fast, easy way and social way to transfer funds to friends. Customer Segment Young urban professional millennials with limited
disposable income.

Free to use, Social sharing
low/no fees feature:
platform and
Social User-friendly, |
ia link accessible Gain Creators

N interface: 2 core
and log of
user, friend, ::m pay and [/’
and public arge

charges » ; Pay in seconds without
ebsite
Products exchanging cash
& Services

'.
- e
. started, easy to learn

Frictionless Searchable to find
electronic friends, easy to

cash charge or nudge FDIC
transfer / o b protected
and
Links directly to your bank account or encrypted

credit card: pay with your phone, with connection
no cash or card

Pain Relievers
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WHAT THEY NEED

Do you have the
right customer?

How does your product
or service make
that job easier?

‘Do consumeNggecogpdl that they have
the problem you are trying to solve?

'If there was a solution would they buy it?
‘Would they buy it from us?

+Can we build a solution for that problem?

Undesired ch¥:
Obstacles L% 5
Risks C



ASK THE RIGHT QUESTIONS

® Gains

at can you offer your customer to help them What would make your customer happy?
achieve their gains? How do you outperform What would make their life and the job-to-be-done easier?
the current solution? How will adoption by your What do custormers dream about?

@ Products & services oustomer be aasier? ® Job-to-be-done
LS 4 2 What is the job your customer wants to get done

- . . in their work or life? What are the functional, social,
@ Painrelievers @ Pains

emotional jobs your customer wants to get done?
How can you help your customer to relieve What is annoying or troubling your customers?
i ames ; : ; e ; v 3 isiae job done?

ight?
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WHAT YOU OFFER

Assumption: Your
hypothesis suggests
there is a need for this

product or service.

VALUE MAP

. Can you create

D Why do th & - Savings
B : 4 ; - Better outcomes
rysical Tangible . buy it? - Positive social consequences
IDnta:g; ole \ - A fulfilled desire?
Fi:1galnz::ial ::> What is it? \\\_\ : 0 Dl bt
@ Products & services % el T T

® Pain relievers

Relevance?? _ _
How do you alleviate pain?

ave you accuratel Examples..

identified Do you:
the customer's @ Produce savings
/,/ DOINtS? Take away problems
r Whaot h0,0,0@/’)S /f Fix challenges

Eliminate risk?

they don't have it?




EXAMPLE: TOYOTA ELECTRIC CARS

VALUE PROPOSITION CANVAS

ADAPTIVE
CRUISE

CONTROL
CUSTOMIZE L

YOUR DESIGN FOCUS ON

OPTIONS

MANUAL
(AR

COMFORT &
SPACE

PRODUCTS & SERVICES

MODELS:
SPORTS, PRIUS,

MODELS: | LAND CRUISER,

PROACE, MIRAI,
VERSO

BRAND

RECOGNITION HIGH SAFETY

RATINGS

PERFORM LIKE

SEATING
3-5

BE THE SAME
AS FRIENDS

ABIGFAMILY | RANGE OF

150 - 250 KM

(AR

DISTANCES ARE
NOT FAR FROM
HOME

T0 COMPARE
WITH CAR
OF FRIENDS

BUY BEFORE LACK OF

PRICE DROP CHARGING
STATIONS

© BUSINESS MODEL FOUNDRY AG

TOYOTA
SAFTY SENCE

PAIN RELIEVERS

(OMMUTETO
FAMILY
ACTIVITIES

| CONVEY IMAGE

OF HAPPY
FAMILY

FEARTHAT -

SOMETHING
HAPPENSWITHCAR ~ FREQUENT

(HARGING
\

PERSONAL
MOBILITY
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WHAT YOU OFFER

Assumption: Your
hypothesis suggests
there is a need for this

product or service.

Wialote IS Tak __ ®csinersars

@ Products & services

® Pain relievers

HoWydo you alleyfte pain?

ave you accuratel Examp

identified Do you:
the customer's Produce savings
pain points? Take away problems

What happens if Eulx ghauenge:?
they don't have it? iminate risk!
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Finding the right fit

oAl

+Did you find a fit?
+Check your fit
+Do you have the same customer / different context?
Does that call for different solutions?

*Three kinds of fit:
+On paper /In the market /In the bank
**(Create separate maps for different customer segments

‘




THE GROWTH HYPOTHESIS
-~ TESTS HOW PEOPLE WILL FIND DISCOVER A PRODUCT OR SERVICE
- HOW DO YOU MOVE FROM EARLY ADOPTERS TO MASS ADOPTION?

O

e Create new growth by identifying new
customer groups

e Design solutions for new customer groups
using the value map to create fit to thels
needs

e This creates an opportunity to eXpliORENNE,

markets as you are ready for growth




THANKS TO EVERYONE WHO
MAKES THE WE FORUM
HAPPEN!

Mark your Calendar for this upcoming event:

E1 Expo and WE Forum combined

WE Forum #rochmn

Learn, Grow, Connect

J Steve + Dak-‘-\.-'rw Finnie [‘\flangcsh Mane + Hema Sai Kishore
Trail Creek Coffee Little Thistle Brewing Compa Eureka Kids

EE IN-PERSON EVENT AT

MPUS!

SA.‘NT MARYS UNIVERSITY - ROCHESTER CA

Sponsored by T nered with:
" < | | IDER ROCHESTER AREA
r_\ SMt Marys CHAMBER OF COMMERCE
Umver51

OF MINNESOTA

KABARA INSTITUTE FOR SCORE # ses RAEDI

ENTREPRENEURIAL STUDIES Retain. Grow. Diversify.



