vFinal 20250806

b T ‘
=) g
I | |
% -

Developing Your Value
Proposition

AUGUST 6™, 2025

TIM DANIEL




About SCORE

As a resource partner of the SBA, we help small businesses by:

S, a
&2 = G

——————————
Providing free Offering low or Sharing free business
business advice no-cost business templates and
and mentoring training resources

Request a SCORE mentor at www.score.org/find-mentor

WWW.SCore.org


http://www.score.org/find-mentor

Agenda

* Introductions

* Meet the Business Model Canvas & Value Proposition Canvas
* VPC hands-on exercises

 Elevator Pitch

* Wrap Up
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Your Presenter

Timothy.Daniel@Scorevolunteer.org

Tim Daniel is a senior-level leader and executive
advisor with broad and deep skills in business
development and turnaround leadership. He has 30
years of experience “looking around corners” and
collaborating across disciplines to lead through a range
of operational phases from start-up to revitalization.
He works with entrepreneurs in the early stages of
business formation as well as existing business
interested in accelerating their growth.

A SCORE mentor since 2009, Tim has mentored
hundreds of entrepreneurs across a wide range of
industries. As a workshop presenter, he is known for
an engaging approach for making complex topics
accessible.
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Purpose & Ground Rules

* Purpose
> Think outside the box (& building).
o Learn something new & have a bit of fun.
> Start working on a value proposition canvas for your business.

* Ground Rules
> This is a “doing” session — participation is expected.
o Exercises are time-boxed and deliberately fast-paced - please do your best to
finish with the group.

WWW.SCore.org



Why do we need a better way to tell
the story of how we create value for

our customers and our company?

Strategyzer.com
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7 of 10

of all new product Strategyzer.com
iInnovations flop
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Reasons Businesses Fail

Not satisfyinganeed  Bad business plan Lack of financing

K SHOPY

A

Bad location Inflexibility Rapid expansion

2 Investopedia
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720\ r/EntrepreneurRideAlong - 8 days ago
%aey FaithlessnessOwn9240

What's one mistake you'd advise every new entrepreneur to avoid?

) reddit
9 re I Starting something new can be overwhelming, and | know a lot of people (myself included) often learn the hard

way. What's one pitfall you fell into early on that you'd warn others about?

S48 O QA shae
*Customer focus dominates the conversation, emphasizing the importance of
understanding, validating with, and building for customers.

*Validation before building is a repeated warning—many commenters describe
overbuilding unvalidated products as a critical early mistake.

*Distribution, marketing, and starting early are highlighted as priorities over perfecting
the product.

*Avoiding isolation, seeking real feedback, and not overthinking are seen as corrective
behaviors.

https://www.reddit.com/r/EntrepreneurRideAlong/comments/1mOp5h8/whats one mistake youd advise every new/
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A great value proposition starts with a deep understanding of
customers...

Put yourself in the
customer’s shoes!

WWW.SCore.org



Demographic Profile Psychographic Profile
of a Prospect of a Prospect

Loves crocheting while
listening to podcasts in
the evening

Age 25-35 o

Female ¢

Wants to become the CEO
. of a sustainable business
Single ¢
Runs 5k every morning
Full-time
employee Spends a lot of time on
Instagram looking at

Household income ¢ — healthy recipes

$35000-$50000
per year

SO

Enjoys traveling solo

POWERED BY
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Buyer Persona #1

Sarah
| CHALLENGES v

Age: 30 Vocational: Get everything
Gender: Female done with a small staff
Education: Bachelors Growth: Finding new channels
Income Level: Middle Class to grow business
BEHAVIORS v EMAIL PREFERENCE v
Subscriptions: Forbes How often do they open:
Actions: Signes up for blogs 60% open rate

related to successful How often do they click:

businesses 25% click rate ( @
GEOGRAPHIC v

Location: USA

POWERED BY
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Choices, Opportunities & Alternatives

PROBLEM SOLUTION UNIQUE VALUE PROPOSITION | UNFAIR ADVANTAGE CUSTOMER SEGMENTS
Top 3 problems Top 3 features Single, clear, Can't be easily copied | Target customers
compelling message or bought
that states why you are
different and worth
buying
KEY METRICS CHANNELS
Key activities you Path to customers
measure
COST STRUCTURE REVENUE STREAMS
Customer Acquisition Costs Revenue Model
Distributing Costs Lifetime Value
Hosting Revenue
People, etc. Gross Margin

https://medium.com/lean-stack/what-is-the-right-f-iII-order-for-a-Iean-ca nvas-18071d0céc8c
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focus on value the proposition!

The Business Model Canvas e Doty s oo
Ky Partnars & | ¥oyactvics Valuo Propostions i | Customar Reationships @ | Customer Sogments 38
. Y s

How to create products and

services customers want.

Get started with.. t &
Value iy

- - ‘4:':”- ﬁ'%
Cost Structure M5 | Revenuo Streams & PrOPOSItlon‘-'!T: ".", lI“ X
s oy
Design o
Wrotey prey coe wpe - _" o
:c:-uar P @
Mockaco —
©0086 0 | ZrmmmmmEmm— (3) strategyzer - =
e e gy —

WiLey
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From Business Model Canvas to Value Proposition

The Business Model Canvas

Key Partnen @ | mey Acovties % | vaue Proposmons 8 | Cusomerfeatonsnios @ | Customer Segmeres 39

PR

GO0 B | e T e

Strategyzer.com
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Video goes here




Galn Creators cescribe now
your products and services
Creat! Customer gains

Value
Map

The Value (Proposition) Map describes
the features of a specific Value Propo-
sition in your business meodel in a more

e

structured and detalled way. It breaks
your value proposition down into
products and services, pain relievers,
and gain creators.

A st of all the Products and /
Services a value propasition
s bt around

Galns cescrbe the outcomes
customers want to achweve or
the concrete benefits they are
seexing

|
Pain Rellevers cescribe how
Jour progucts and services

Glleviate customer pans

WWW.SCore.org

Pains describe bao sutcomas,
risks, ang obstaces reloted to
customer jobs.

Customer
Profile

The Customer (Segment) Profile de-
scribes a specific Customer Segment in
your business model in a more structured
and detailed way. It breaks the customer
down into that customer's jobs, pains,
and gains.

Customer Jobs descrng
wnat Customers are trying to
get gone n ther work and in
their ives exprossed in theair

oW words

avers and gain cr

15, paing, and gains that
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HOW WAS THE GREAT! | LEARNED FROM MY

CUSTOMER GRANDMOTHER'S BRIDGE
INTERVIEW? GROUP THAT OUR DATING
APP SHOULD HAVE A
ROTARY PHONE VERSION.
2 / EH =2

iy §




JOBS TO
BE DONE

THEORY

<
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Video goes here
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What is the job to be done?

oo P o ¥
et "
N o i*; R
" T P-
“ryg®
$35 to $50 $400 to $800 $38,000 to

$50,000
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A - Be perceived as technology savvy.

B - Multiple devices.

C - Able to monitor “health.”

D - Technology focused, middle income,
discretionary income.

E - Be perceived as health/fitness conscious.

F - Easy to communicate.
G- Clumsy, “geeky” device.

# 1- Customer Segment

# 3 - Pains




Technology focused, middle income,
discretionary income.

# 4 - Gains
Easy to

communicate.
-

3e perceived as

Able to technology savvy.

onitor “health.”

# 3 - Pains

Clumsy, “geeky” device

Be perceived a
gCious.

Multiple
devices.
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ﬂ .

High-Value Important Tangible Unsatisfied Lucrative
Job

WWW.SCore.org




Jobs can be functional, emotional or social.

Even though customers buy this... .they really want this,

CARBON
SKATEBOARD

. >
swiss 00 1= B ———=
searings @@ —:
.00 = 3 =<?=
»
©0 —- @
TITANIUM ; 5_ HOLLOW =
HARDWARE : " TRUCKS
POLYURETHANE o .
WHEELS jbd.info & intercom.com
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Customer Gains

Gains describe the outcomes and benefits
your customers want. Some gains are
required, expected, or desired by
customers, and some would surprise them.

Gains include functional utility, social gains,
positive emotions, and cost savings.

WWW.SCOre.org SCORE /4 SWI?/I\
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Customer Pains

Pains describe anything that annoys your

customers before, during, and after trying
to get a job done or simply prevents them
from getting a job done.

Pains also describe risks, that is, potential
bad outcomes, related to getting a job
done badly or nhot at all.

WWW.Score.org SCOB___/
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Value Map

Strategyzer.com

Products
& Services

Gain Creators

e

Pain Relievers

®




Products & Services B

Products & Services are what a value
proposition is built around.

It represents a bundle of products and
services that helps your customers get
either a functional, social, or emotional job
done, or helps them satisfy basic nheeds.

WWW.Score.org SCORE /4 SWI?/I\
l
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Gain Creators =

Gain Creators describe how your products
and services create customer gains.

They explicitly outline how you intend to
produce outcomes and benefits that
your customer expects, desires, or would
be surprised by, including functional
utility, social gains, positive emotions, and
cost savings.

WWW.Score.org SCORE //

31 ®




Pain Relievers

Pain relievers describe how exactly your
products and services alleviate specific
customer pains.

They explicitly outline how you intend to
eliminate or reduce some of the things that
annoy your customers before, during, or
after they are trying to complete a job or
that prevent them from doing so.

WWW.Score.org SCOB_E__/

32



What are the jobs-to-be done, pains &
gains for a pizza restaurant’s customers?

WWW.SCore.org



Customer Profile for Pizza Restaurant

r— L
customer

Segment Neighborhood

Ty e Families
Adult Beverages

e’
Kid Celebrate
Budget Eriendl a special
friendly y occasion
specials | |
ﬁ Get
‘\r something
o —
v — to eat
[ =]

Noisy Inconsistent

food

Stayona
budget

WWW.SCore.org




Mhat are the products & services, gain creators and
pain relievers offered by our pizza restaurant?

WWW.SCore.org



Covid Customer Profile

IIC omaer
uoLltulitici

Segment Families who

want to
celebrate

Celebrate
together
virtually

Wide
menu
choices

Celebrate | Stay safe

Food & special at home
drinks occasion

together | 1
Get
b something to
o — eat
; —
O — l
Clean up
Order is Relax &
messed Enjoy
.. up.
~

Cold
food
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New value map

WWW.SCore.org

Support

for multi-

location
(remote)
dining.

Family
friendly
take out
service

Special
occasion
meals.

Packages
can include
beer or
wine.

Individual
menu
choices.

Value Map

At home safety +
restaurant
experience..




Support Packages
for multi- can incigude Wide Celebrate
. together
location beer o menu )
(— el reiees virtually
dining. :
Stay
E N At home Food & éebrate safe at
Family safety + drinks special home
friendly restaurant together occasion
take out experience
service Get
) < F |T7—> something
= to eat
“IIIQ Individual
—— menu
pecia choices.
occasion Order Relax &
meals. 'S T
messed

Easy to b up.

heat &

serve.

Value Map

POWERED BY
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What is the Value Proposition Canvas for a mobile cell

-~ phonerepairservice?

WWW.SCore.org




Your Turn

1 - Having a working phone
2 - Certified technicians & original manufacturer parts
3 - Poor quality repairs

4 - Cost effective repair service

5 - Residents within 10 miles

6 - Convenience - no need to travel

7 - Provide Loaner Phones

8 - Fix while you wait

9 - Saving money

10 - We go to you: home, office or school
11 - Resell lightly used phones

12 - Takes a long time

13 - College Students

14 - Ability to “trade up”

15 - Quick, convenient cell phone repair
16 - Mobile cell phone repair

Customer
Segment .

Copyright 2020 Timothy Daniel. All rights reserved.

POW
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Your Turn
1 - Having a working phone 8:00
2 - Certified technicians & original manufacturer parts °
3 - Poor quality repairs
4 - Cost effective repair service . C
ustomer
5 - Residents within 10 miles— Value Map .

6 - Convenience - no need to travel Segment
7 - Provide Loaner Phones
8 - Fix while you wait

9 - Saving money

10 - We go to you: home, office or school [~
11 - Resell lightly used phones

12 - Takes a long time > E

13 - College Students l

14 - Ability to “trade up”
15 - Quick, convenient cell phone repair
16 - Mobile cell phone repair——>

Copyright 2020 Timothy Daniel. All rights reserved.
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Customer Segment & Job

1 - Having a working phone C

Residents
within 10

miles
Customer
5 - Residents within 10 miles :- Value Map . Segment sct:l?ggﬁfs

9 - Saving money— C
H
IIIII E::f \Néﬁ?é%
phone
@'s) |
13 - College Students :- i~ _f If/laving
oney
/
m C
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Customer Pains & Gains

3 - Poor quality repairs—— E . Cust
mer
Value Map ustome .
Segment
6 - Convenience - no need to travet~ D
7 . Convenience
D - no need to
. travel
F . :
Ability to
"trade up”
12 - Takes a long time > E s . P
— oor °—
e Quality
14 - Ability to “trade up™ D Repairs
. Q) ~ Takes a
E long time

Copyright 2020 Timothy Daniel. All rights reserved.
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Value Map, Products & Services

4 - Cost effective repair service_.-

15 - Quick, convenient cell phone reﬁ@'@—'-

16 - Mobile cell phone repair——>

Copyright 2020 Timothy Daniel. All rights reserved.

WWW.SCore.org

Mobile Cell

Phone Repair

\ Value Map
Quick,
convenient B .
cell phone
repair

).
Cost
effective
repair
service

Customer
Segment

« B




Pain Relivers & Gain Creators

2 - Certified technicians & original manufacturer paf’cs—>-

Customer
7 - Provide Loaner Phoneﬁ- We go to ;
. . . you: home, Provide
8 - Fix while you wait— : office or Loaner
sl Phones
10 - We go to you: home, office or schod—>- [~
11 - Resell lightly used phoner’-

Resell

. lightly used
phones
Q) Certified

Technicians &

Fix Wh”? original
your wait _._ manufacturer

parts

Copyright 2020 Timothy Daniel. All rights reserved.
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Completed Canvas

\(allle P4ap Mobile Cell
Phone Repair Residents Colle
o ge
Customer Segment within10 Students
miles
We go to
you: Eome, Provide Ability to
office or Loaner "trade up”
sdreral] Phones .
: s
Cost NV
effective Have a
repair Resell C : working
: onvenience
phones travel .
1> | =
- ﬂ —
_ Poor
Cost Cerjcnfled Quality S
effective Techryqar:s & Repairs Ma(;/:;%/
repair origina .
service manufacturer ~
parts
Fix while
your wait Takes a
long time

POWERED BY
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———— ———— e
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IDEA TO CONCEPT

P
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TD’s World Famous Pizza

TD’s World Famous Pizza is a
great choice for nearby workers,
college students who want to
party, couples on a date and
family celebrations. Our menu
has something for everyone, not
just pizza, but also burgers, fried
chicken and more. Unlike those
other pizza joints we use only the
best ingredients and offer the
lowest prices in town.

WWW.SCore.org



Celebration Pizza
Any day is a Celebration Day!

Celebration Pizza is where your
family becomes part of our family.
We have proudly served our East
Town neighbors since 2010. We're
here to make any day a celebration
day.

Birthdays, anniversaries and great
report cards are just a few of the
reasons to enjoy our made-from-
scratch pizzas, pasta and salads.

We can accommodate your family’s
dietary needs, promise service with
smile, complementary parking and
clean bathrooms!

WWW.SCore.org
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Tell me about your business...

Elevator Pitch el-e-va-tor
pitch ...noun
a short, clear statement that
explains what your business
does and why it is unique. The
idea is that you can deliver your
elevator pitch quickly and
convincingly during about the
time it takes for an elevator ride.

WWW.SCore.org



QUESTIONS ANSWERS

What is the customer problem that you Property owners don't always have time to screen tenants, collect
are solving? rents, advertise, and maintain their properties

How does your product/service solve this We make owning property easy by handling the operations so
problem for your customer? property owners can sit back and collect the cash

How is it different from other products/ Unlike our peers, we specialize in properties in the Culver City area
services? What is your competitive Since we live and work in the area, we understand the neighbor-
advantage? hood and can provide hands-on experience

Who will buy it? New landlords, absentee landlords, and landlords tired of the

headaches of property management will buy our services

% Why will they buy it from you? Our background in tenant/landlord law, convenience, and efficiency
are good reasons to hire us

WWW.SCore.org




The Elevator Pitch

* Product/Service is FOR..... (who is the intended
customer)

e WHO WANT..... (to solve what problem or fill
what need)

* THE Product.... (your product name)

* IS AN...... (design, service, device, ???)

 THAT PROVIDES .... (what value to the customer)
 UNLIKE.... (competitor or “status quo”)
 THE Product/Service.... (does what?)

WWW.SCore.org



An Elevator Pitch Example

TJ’s Bird Sanctuaries are FOR discerning bird lovers WHO
WANT to attract specific types of birds to dwell safely. The
Sanctuaries include a dwelling and a specialized feed service
that provide birds with a safe home. UNLIKE existing “one size
fits all” offerings, TJ’S SANCTUARIES are designhed as safe
dwellings for unique bird types and for multiple installations
(on porches, poles, trees,...) and come with specialty foods
specific to your bird.

WWW.SCore.org



Your Turn: Create An Elevator Pitch

1. Answer the question "What does the business do”?"
2. Use the words work with, want, or offer.

3. State how your business solves a problem or offers a
solution.

4. Describe what makes your business unique.

5. Tell a quick story.

WWW.SCore.org



IF | WERE OUR TEENAGE

GIRLTARGET, I WOULD

LOVE OUR NEW PRODUCT. HAVE YOU ACTUALLY
TALKED TO ANYTO
MAKE SURE?

WHAT? AND
LEAVE THIS

WWW.SCore.org
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Resources

 Kauffman Foundation

« Strategyzer - Value Proposition Canvas

« Talking to Humans (customer discovery & validation)

« Lean Startup (Eric Ries)

¢ Customer Development (Steve Blank)

WWW.SCore.org


https://s3.amazonaws.com/TalkingtoHumans/Talking+to+Humans.pdf
https://s3.amazonaws.com/TalkingtoHumans/Talking+to+Humans.pdf
https://www.strategyzer.com/canvas/value-proposition-canvas
https://www.strategyzer.com/canvas/value-proposition-canvas
https://www.strategyzer.com/canvas/value-proposition-canvas
https://s3.amazonaws.com/TalkingtoHumans/Talking+to+Humans.pdf
https://s3.amazonaws.com/TalkingtoHumans/Talking+to+Humans.pdf
http://theleanstartup.com/
http://theleanstartup.com/
https://steveblank.com/
https://steveblank.com/

Questions?




Helpful Links

* Find SCORE resources for small businesses at
www.score.org/templates-resources

* Find more SCORE live and recorded workshops and
courses at www.score.org/get-business-training

« Contact Tim Daniels:
Timothy.Daniel@Scorevolunteer.org

* Book an appointment with a SCORE mentor at
www.score.org/find-mentor

WWW.SCore.org



http://www.score.org/templates-resources
http://www.score.org/templates-resources
http://www.score.org/templates-resources
https://www.score.org/get-business-training
https://www.score.org/get-business-training
https://www.score.org/get-business-training
https://www.score.org/get-business-training
https://www.score.org/get-business-training
mailto:Timothy.Daniel@Scorevolunteer.org
http://www.score.org/find-mentor
http://www.score.org/find-mentor
http://www.score.org/find-mentor
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PARTICIPATION
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Funded in part through a cooperative
agreement with the U.S. Small Business
Administration.

All opinions, conclusions, and/or
recommendations expressed herein are
those of the author(s) and do not
necessarily reflect the views of the SBA.
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