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The Value Proposition Canvas
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Gain Creators

Pain Relievers

Products & Services

Gains

Pains

Customer Job(s)
List all the products and services your value proposition is 
built around.
Which products and services do you offer that help your  
customer get either a 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:

Buyer
(e.g. products and services that help customers compare of-
fers, decide, buy, take delivery of a product or service, …)

Co-creator
(e.g. products and services that help customers co-design 
solutions, otherwise contribute value to the solution, …)

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

Products and services may either by tangible (e.g. manufac-
tured goods, face-to-face customer service), digital/virtual  
(e.g. downloads, online recommendations), intangible (e.g. 
copyrights, quality assurance), or financial (e.g. investment 
funds, financing services).
Rank all products and services according to their  
importance to your customer.  
Are they crucial or trivial to your customer?

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?

Do they…
Create savings that make your customer happy?
(e.g. in terms of time, money and effort, …)

Produce outcomes your customer expects or  
that go beyond their expectations?
(e.g. better quality level, more of something, less of  
something, …)

Copy or outperform current solutions that delight 
your customer?
(e.g. regarding specific features, performance, quality, …)

Make your customer’s job or life easier?
(e.g. flatter learning curve, usability, accessibility, more  
services, lower cost of ownership, …)

Create positive social consequences that your  
customer desires?
(e.g. makes them look good, produces an increase in power, 
status, …)

Do something customers are looking for?
(e.g. good design, guarantees, specific or more features, …)

Fulfill something customers are dreaming about?
(e.g. help big achievements, produce big reliefs, …)

Produce positive outcomes matching your  
customers success and failure criteria?
(e.g. better performance, lower cost, …)

Help make adoption easier?
(e.g. lower cost, less investments, lower risk, better quality,  
performance, design, …)

Rank each gain your products and services create according to 
its relevance to your customer. Is it substantial or insignificant? 
For each gain indicate how often it occurs.

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?

Do they…
Produce savings?
(e.g. in terms of time, money, or efforts, …)

Make your customers feel better?
(e.g. kills frustrations, annoyances, things that give them  
a headache, …)

Fix under-performing solutions?
(e.g. new features, better performance, better quality, …)

Put an end to difficulties and challenges your  
customers encounter?
(e.g. make things easier, helping them get done, eliminate  
resistance, …)

Wipe out negative social consequences your  
customers encounter or fear?
(e.g. loss of face, power, trust, or status, …)

Eliminate risks your customers fear?
(e.g. financial, social, technical risks, or what could go  
awfully wrong, …)

Help your customers better sleep at night?
(e.g. by helping with big issues, diminishing concerns, or  
eliminating worries, …)

Limit or eradicate common mistakes  
customers make?
(e.g. usage mistakes, …)

Get rid of barriers that are keeping your customer 
from adopting solutions?
(e.g. lower or no upfront investment costs, flatter learning curve, 
less resistance to change, …)

Rank each pain your products and services kill according  
to their intensity for your customer. Is it very intense or  
very light? 
For each pain indicate how often it occurs. Risks your  
customer experiences or could experience before, during,  
and after getting the job done?

Describe the benefits your customer expects, desires or would 
be  surprised by. This includes functional utility, social gains, 
positive  emotions, and cost savings.

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?
(e.g. quality level, more of something, less of something, …)

How do current solutions delight your customer?
(e.g. specific features, performance, quality, …)

Describe negative emotions, undesired costs and situations, 
and risks that your customer experiences or could experience 
before, during, and after getting the job done.

What does your customer find too costly?
(e.g. takes a lot of time, costs too much money, requires  
substantial efforts, …)

What makes your customer feel bad?
(e.g. frustrations, annoyances, things that give them a  
headache, …)

How are current solutions under-performing  
for your customer?
(e.g. lack of features, performance, malfunctioning, …)

What are the main difficulties and challenges  
your customer encounters?
(e.g. understanding how things work, difficulties getting  
things done, resistance, …)

What negative social consequences does your  
customer encounter or fear? 
(e.g. loss of face, power, trust, or status, …)

What risks does your customer fear?
(e.g. financial, social, technical risks, or what could go aw-
fully wrong, …)

What’s keeping your customer awake at night?
(e.g. big issues, concerns, worries, …)

What common mistakes does your  
customer make?
(e.g. usage mistakes, …)

What barriers are keeping your customer from  
adopting solutions? 
(e.g. upfront investment costs, learning curve, resistance  
to change, …)

Rank each pain according to the intensity it represents for  
your customer.
Is it very intense or is it very light.? 
For each pain indicate how often it occurs.

Describe what a specific customer segment is trying to get 
done. It could be the tasks they are trying to perform and com-
plete, the problems they are trying to solve, or the needs they 
are trying to satisfy.

What functional jobs are you helping your customer 
get done? (e.g. perform or complete a specific task, solve a 
specific problem, …)

What social jobs are you helping your customer get 
done? (e.g. trying to look good, gain power or status, …)

What emotional jobs are you helping your customer 
get done? (e.g. esthetics, feel good, security, …)

What basic needs are you helping your customer  
satisfy? (e.g. communication, sex, …)

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, …) 

Rank each job according to its significance to your  
customer. Is it crucial or is it trivial? For each job  

indicate how often it occurs.
Outline in which specific context a job  

is done, because that may impose  
constraints or limitations.  

(e.g. while driving,  
outside, …)

What would make your customer’s job or life easier?
(e.g. flatter learning curve, more services, lower cost of  
ownership, …)

What positive social consequences does your  
customer desire?
(e.g. makes them look good, increase in power, status, …)

What are customers looking for?
(e.g. good design, guarantees, specific or more features, …)

What do customers dream about?
(e.g. big achievements, big reliefs, …)

How does your customer measure success  
and failure?
(e.g. performance, cost, …)

What would increase the likelihood of  
adopting a solution?
(e.g. lower cost, less investments, lower risk, better quality,  
performance, design, …)

Rank each gain according to its relevance to your customer.  
Is it substantial or is it insignificant? For each gain indicate  
how often it occurs.



                Version 1     CC-BY-SA http://alexboerger.de/lean-startup	
    basierend auf http://leancanvas.com/ and http://www.businessmodelgeneration.com

                 Vielen Dank an: http://www.podolak.de 	
 besucht unsere Xing-Gruppe: https://www.xing.com/net/pric9a0dbx/leanstartuprm/ 

Problem
beschreibe die 1-3 größten Probleme
deiner Kunden

Lösung
beschreibe eine Lösung für 
jedes Problem

Alleinstellungs-
merkmal
Eine einfache, klare Botschaft die
erklärt warum deine Lösung anders 
und beachtenswert ist

Alleinstellungs-
merkmal
Eine einfache, klare Botschaft die
erklärt warum deine Lösung anders 
und beachtenswert ist

Unfairer Vorteil
Etwas das es anderen schwer macht, 
die Lösung zu kopieren,

Kundensegmente
Liste deine Ziel- und Nutzergruppen auf

Kennzahlen
Welche messbaren Zahlen zeigen ob 
die Lösung funktioniert

Kanäle
Wie erreichst du deine Kunden

Bestehende Alternativen
Wie werden diese Probleme 
bisher gelöst?

Kurzkonzept
Die X für Y Analogie
Youtube = Flickr für Videos

Kurzkonzept
Die X für Y Analogie
Youtube = Flickr für Videos

Early Adopter
beschreibe die Eigenschaften deines 
idealen Kunden

Kosten
Liste deine festen und variablen Kosten auf.
Kosten
Liste deine festen und variablen Kosten auf.
Kosten
Liste deine festen und variablen Kosten auf.

Einnahmen
Liste deine Einnahmequellen auf
Einnahmen
Liste deine Einnahmequellen auf
Einnahmen
Liste deine Einnahmequellen auf
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The Business Model Canvas

Revenue Streams

Channels

Customer SegmentsValue PropositionsKey ActivitiesKey Partners

Key Resources

Cost Structure

Customer Relationships
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What are the most important costs inherent in our business model? 
Which Key Resources are most expensive? 
Which Key Activities are most expensive?

is your business more
Cost Driven (leanest cost structure, low price value proposition, maximum automation, extensive outsourcing)
Value Driven (focused on value creation, premium value proposition)

sample characteristics
Fixed Costs (salaries, rents, utilities)
Variable costs
Economies of scale
Economies of scope

Through which Channels do our Customer Segments  
want to be reached? 
How are we reaching them now?
How are our Channels integrated? 
Which ones work best?
Which ones are most cost-efficient? 
How are we integrating them with customer routines?

channel phases
1.  Awareness  

How do we raise awareness about our company’s products and services?
2.  Evaluation  

How do we help customers evaluate our organization’s Value Proposition?
3.  Purchase 

How do we allow customers to purchase specific products and services?
4.  Delivery 

How do we deliver a Value Proposition to customers?
5.  After sales  

How do we provide post-purchase customer support?

For what value are our customers really willing to pay?
For what do they currently pay? 
How are they currently paying? 
How would they prefer to pay? 
How much does each Revenue Stream contribute to overall revenues?

For whom are we creating value?
Who are our most important customers?

Mass Market
Niche Market
Segmented
Diversified
Multi-sided Platform

What type of relationship does each of our 
Customer Segments expect us to establish 
and maintain with them?
Which ones have we established? 
How are they integrated with the rest of our 
business model?
How costly are they?

examples
Personal assistance
Dedicated Personal Assistance
Self-Service
Automated Services
Communities
Co-creation

What Key Activities do our Value Propositions require?
Our Distribution Channels?  
Customer Relationships?
Revenue streams?

catergories
Production
Problem Solving
Platform/Network

What Key Resources do our Value Propositions require?
Our Distribution Channels? Customer Relationships?
Revenue Streams?

types of resources
Physical
Intellectual (brand patents, copyrights, data)
Human
Financial

Who are our Key Partners? 
Who are our key suppliers?
Which Key Resources are we acquairing from partners?
Which Key Activities do partners perform?

motivations for partnerships
Optimization and economy 
Reduction of risk and uncertainty
Acquisition of particular resources and activities

What value do we deliver to the customer?
Which one of our customer’s problems are we 
helping to solve? 
What bundles of products and services are we  
offering to each Customer Segment?
Which customer needs are we satisfying?

characteristics
Newness
Performance
Customization
“Getting the Job Done”
Design
Brand/Status
Price
Cost Reduction
Risk Reduction
Accessibility
Convenience/Usability

types
Asset sale
Usage fee
Subscription Fees
Lending/Renting/Leasing
Licensing
Brokerage fees
Advertising

fixeD pricing
List Price
Product feature dependent
Customer segment  
dependent
Volume dependent

Dynamic pricing
Negotiation (bargaining)
Yield Management
Real-time-Market
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