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  1|	
  
Put	
  passion^aside.	
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Step	
  2|	
  
Keep	
  the	
  value	
  proposi8on	
  
front	
  &	
  center.	
  



Value	
  	
  
something	
  of	
  importance,	
  
providing	
  usefulness	
  or	
  benefit.	
  

Crea2ng	
  Your	
  Value	
  Proposi2on	
  	
  	
  	
   	
   	
   	
   	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  NYU	
  Stern	
  W.	
  R.	
  Berkley	
  Innova2on	
  Lab	
  	
  



Value	
  Proposi8on	
  	
  
how	
  you	
  will	
  delight	
  customers	
  in	
  
a	
  way	
  that’s	
  clearly	
  surprising	
  and	
  
superior	
  to	
  the	
  status	
  quo.	
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Product	
  is	
  not	
  the	
  biggest	
  
risk	
  startups	
  face;	
  it’s	
  
market	
  risk.	
  The	
  risk	
  that	
  
not	
  enough	
  people	
  will	
  buy	
  
or	
  adopt.	
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What	
  payoff	
  is	
  
your	
  customer	
  
expec2ng?	
  

Who	
  will	
  care?	
  



Step	
  3|	
  
Be	
  willing	
  to	
  go	
  where	
  the	
  
evidence	
  leads.	
  





GPS Tracking for Food Trucks 



Pivot	
  #1:	
  	
  
To	
  be	
  Seamless	
  	
  
for	
  Food	
  Trucks	
  





Pivot	
  #2:	
  	
  
To	
  be	
  Groupon	
  	
  
for	
  Food	
  Trucks	
  



Research	
  &	
  More	
  Research	
  
Primary:	
  
	
  

•  David	
  Weber	
  	
  
–  NYFTA	
  

•  Helena	
  Tubis	
  	
  
–  Vendy	
  Awards	
  

•  Sean	
  Banksini	
  –	
  	
  
–  Street	
  Vendor	
  Project	
  

•  Cindy	
  VandenBosch	
  	
  
–  Turns2le	
  Tours	
  

•  Eight	
  Food	
  Truck	
  Owners	
  
–  	
  Coolhaus,	
  Wafels	
  and	
  Dinges,	
  

Mud,	
  Domo	
  Taco,	
  etc.	
  

Secondary:	
  
	
  
•  Food	
  Truck	
  Handbook	
  

–  NYFTA	
  
•  Peddling	
  Upwards	
  

–  Street	
  Vendor	
  Project	
  
•  Pacy’s	
  Tacos	
  vs.	
  NYPD	
  

–  Court	
  Case	
  













Step	
  4|	
  
Don’t	
  Underes8mate	
  the	
  	
  
Power	
  of	
  the	
  Status	
  Quo	
  



Step	
  5|	
  
Get	
  inside	
  your	
  customer’s	
  head.	
  



Payoff	
  refers	
  to	
  the	
  objec2ves	
  
customers	
  achieve	
  when	
  they	
  
use	
  or	
  buy	
  your	
  product.	
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Aspira8ons	
  are	
  desired	
  
outcomes	
  and	
  benefits.	
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Frustra8ons	
  are	
  anything	
  that	
  
annoy	
  your	
  customer	
  before,	
  
during	
  or	
  afer	
  trying	
  to	
  achieve	
  
an	
  objec2ve.	
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Payoff/Objec2ve:	
  New	
  Jeans	
  

Aspira8ons	
   Frustra8ons	
  

Spouse 
stops 
nagging	



Look good	



Retail 
therapy	



Get dressed 
faster	



Get more 
dates	



Feel more 
confident	



Social outlet	



Mind-
numbing	


selection	



Snippy 
clerks	



Intimidat’g 
to shop	



Trying on 
clothes	



Lugging 
items	



Clothes too 
expensive	



Can’t find 
what I want	



Not style 
confident	



Takes too 
much time	



Hate malls	



Don’t know 
size	



Long lines	



Sloppy racks	



Sales	



Good 
selection	



Near other 
stores	
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  New	
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Payoff/Objec2ve:	
  New	
  Jeans	
  

Aspira8ons	
   Frustra8ons	
  

Spouse 
stops 
nagging	



Look good	



Feel more 
confident	



Lugging 
items	



Can’t find 
what I want	



Takes too 
much time	



Don’t know 
size	



Long lines	



Sloppy racks	



Must	
  Have	
  

Nice	
  to	
  Have	
  

Big	
  Annoyance	
  

Small	
  Bother	
  

Sales	



Near other 
stores	



Good 
selection	





Step	
  6|	
  
Evaluate	
  how	
  well	
  your	
  value	
  
prop	
  aligns	
  with	
  customer	
  
objec8ves.	
  

Step	
  6|	
  
Assess	
  how	
  well	
  your	
  value	
  
prop	
  aligns	
  with	
  your	
  
customer’s	
  objec8ves.	
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Understanding	
  what	
  
customers	
  are	
  willing	
  to	
  do	
  
without	
  is	
  just	
  as	
  important	
  
as	
  knowing	
  what	
  they	
  want.	
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Step	
  6A|	
  
Understand	
  the	
  different	
  	
  
types	
  of	
  benefits	
  derived	
  	
  
by	
  customers.	
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Func2onal	
  Benefits	
  
Save	
  2me|	
  Save	
  money|	
  Make	
  money	
  |Comfort	
  |	
  Convenience	
  |	
  
Ease	
  of	
  use	
  |	
  Quality	
  |	
  Compliance	
  	
  

Social	
  Benefits	
  
Status|	
  Belonging|	
  Community	
  |	
  Entertainment	
  |	
  Aesthe2cs	
  |	
  
Style	
  |	
  Admira2on	
  |	
  

Emo2onal	
  Benefits	
  
Safety|	
  Security|	
  Peace	
  of	
  mind	
  |	
  Personal	
  fulfillment	
  |	
  Social	
  good	
  	
  



“Just	
  get	
  me	
  from	
  point	
  A	
  to	
  point	
  B.”	
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“I’m	
  powerful.	
  I’m	
  in	
  control.	
  I’m	
  successful.	
  	
  
Eat	
  your	
  heart	
  out	
  world!”	
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“Hello,	
  world!	
  How	
  about	
  a	
  great,	
  big	
  hug?”	
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Not	
  all	
  benefits	
  will	
  
be	
  equally	
  important	
  
to	
  all	
  customers.	
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What	
  are	
  your	
  points	
  	
  
of	
  parity?	
  
What	
  will	
  be	
  your	
  points	
  
of	
  differen2a2on?	
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  Value	
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Value	
  Drivers	
  Map	
  



6	
  Ways	
  to	
  Innovate	
  on	
  
Deligh2ng	
  Customers	
  

Excerpted	
  from	
  Value	
  ProposiEon	
  Design	
  www.strategyzer.com/vpd	
  



6	
  Ways	
  to	
  Innovate	
  on	
  
Deligh2ng	
  Customers	
  

Excerpted	
  from	
  Value	
  ProposiEon	
  Design	
  www.strategyzer.com/vpd	
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Step	
  7|	
  
Look	
  to	
  see	
  who	
  would	
  be	
  most	
  
delighted	
  you	
  existed.	
  



Has	
  a	
  need.	
  

Evolu2on	
  of	
  an	
  Ideal	
  Customer	
  	
  



Knows	
  they	
  have	
  
a	
  need.	
  

Evolu2on	
  of	
  an	
  Ideal	
  Customer	
  	
  



Ac2vely	
  searching	
  
for	
  a	
  becer	
  way.	
  

Evolu2on	
  of	
  an	
  Ideal	
  Customer	
  	
  



Hacked	
  together	
  a	
  
solu2on.	
  

Evolu2on	
  of	
  an	
  Ideal	
  Customer	
  	
  



Hacked	
  together	
  a	
  
solu2on.	
  

Evolu2on	
  of	
  an	
  Ideal	
  Customer	
  	
  



Willing	
  and	
  able	
  to	
  
pay	
  for	
  a	
  becer	
  way.	
  

Evolu2on	
  of	
  an	
  Ideal	
  Customer	
  	
  



Has	
  a	
  need.	
  

Knows	
  they	
  have	
  a	
  
need.	
  

Ac2vely	
  searching	
  for	
  
a	
  becer	
  way.	
  

Hacked	
  together	
  a	
  
solu2on.	
  

Willing	
  and	
  able	
  to	
  pay	
  
for	
  a	
  becer	
  way.	
  

Evolu2on	
  of	
  an	
  Ideal	
  Customer	
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Step	
  8|	
  
Keep	
  listening	
  and	
  learning.	
  	
  



From	
  the	
  book	
  Talking	
  to	
  Humans	
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Doesn’t	
  mean	
  asking	
  
customers	
  what	
  they	
  think	
  
of	
  your	
  idea.	
  

Crea2ng	
  Your	
  Value	
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Doesn’t	
  mean	
  asking	
  
customers	
  what	
  they	
  want	
  
and	
  building	
  that.	
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Opening	
  Ques2ons	
  

•  Tell	
  me	
  about	
  the	
  last	
  2me	
  you____________.	
  

•  Share	
  with	
  me	
  a	
  story	
  about	
  ____________.	
  

•  Describe	
  a	
  typical	
  day.	
  

Purpose:	
  Invites	
  them	
  to	
  talk	
  expansively	
  about	
  the	
  topic.	
  
Gives	
  them	
  the	
  freedom	
  to	
  bring	
  up	
  issues	
  most	
  
important	
  to	
  them.	
  Tends	
  to	
  relax	
  the	
  interviewee.	
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Deeper	
  Dive	
  

•  If	
  you	
  could	
  change	
  one	
  thing	
  
about____________,	
  what	
  would	
  it	
  be?	
  

•  When	
  it	
  comes	
  to______________	
  what	
  keeps	
  
you	
  up	
  at	
  night?	
  

•  What	
  do	
  you	
  like	
  most/least	
  about	
  
______________?	
  

Purpose:	
  Encourages	
  elabora2on.	
  Leads	
  to	
  clarifica2on	
  
and	
  addi2onal	
  details.	
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  Value	
  Proposi2on	
  	
  	
  	
   	
   	
   	
   	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  NYU	
  Stern	
  W.	
  R.	
  Berkley	
  Innova2on	
  Lab	
  	
  



Do	
  They	
  Really,	
  Really	
  Care	
  

•  How	
  ofen	
  have	
  you	
  ______________?	
  
•  When	
  was	
  the	
  last	
  2me	
  you	
  experienced	
  
______________?	
  

•  What	
  steps	
  have	
  you	
  taken	
  to	
  address	
  this	
  need?	
  
•  How	
  happy	
  are	
  you	
  with	
  exis2ng	
  op2ons?	
  
•  How	
  much	
  is	
  ____________cos2ng	
  you?	
  
•  What	
  are	
  you	
  spending	
  for	
  __________?	
  

Purpose:	
  Measures	
  intensity	
  and	
  frequency.	
  Provides	
  
insight	
  into	
  recep2vity	
  and	
  propensity	
  to	
  buy.	
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Customer	
  Interviews:	
  
Do’s	
  &	
  Don’ts	
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Whatever	
  you	
  do,	
  don’t	
  ask	
  if	
  they	
  
like	
  your	
  idea!	
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What	
  to	
  Listen	
  For	
  

What	
  constraints	
  are	
  holding	
  them	
  back?	
  
– Problem	
  is	
  not	
  perceived	
  as	
  one	
  
– Limited	
  resources	
  (2me,	
  budget,	
  manpower)	
  
– Cultural	
  or	
  social	
  expecta2ons	
  
– Lack	
  of	
  awareness	
  it	
  can	
  be	
  fixed.	
  

Are	
  there	
  adjacent	
  or	
  intervening	
  factors?	
  	
  
(remember	
  Street	
  Fare	
  and	
  the	
  parking	
  issue.)	
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Step	
  9|	
  
Work	
  on	
  ar8cula8ng	
  your	
  
value	
  prop.	
  



For	
  (	
  the	
  target	
  customer)	
  

Who	
  (specific	
  needs,	
  demands,	
  buying	
  criteria	
  etc.)	
  

We	
  provide	
  (solu2on	
  name	
  /	
  brand	
  descrip2on)	
  

That	
  (	
  specifies	
  benefits	
  and	
  business	
  values	
  to	
  clients)	
  

Unlike	
  (the	
  compe22on/alterna2ves)	
  

Who	
  (	
  provide	
  solu2on,	
  features,	
  func2ons,	
  benefits)	
  

We	
  (becer	
  approach,	
  solu2on,	
  func2ons,	
  benefits)	
  

That	
  (offers	
  a	
  becer	
  customer	
  experience)	
  

Value	
  Proposi2on	
  Template	
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For	
  budget-­‐conscious	
  young	
  adults	
  and	
  young	
  families.	
  	
  

Who	
  want	
  contemporary	
  home	
  furnishings	
  

We	
  provide	
  moderately-­‐priced,	
  ready-­‐to-­‐assemble	
  items.	
  

That	
  can	
  be	
  carried	
  home	
  in	
  the	
  same	
  day.	
  

Unlike	
  other	
  furniture	
  retailers	
  

Who	
  have	
  merchandise	
  at	
  much	
  higher	
  price	
  points,	
  

ofen	
  long	
  delivery	
  lead	
  2mes	
  and	
  less	
  stylish.	
  

Value	
  Proposi2on	
  Template	
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For	
  fashion-­‐conscious	
  men	
  	
  

Who	
  don’t	
  like	
  to	
  shop	
  

We	
  provide	
  an	
  automated	
  shopping	
  experience	
  

That	
  allows	
  customers	
  to	
  quickly	
  find	
  desired	
  items,	
  try	
  

on	
  more	
  outits	
  in	
  less	
  2me	
  and	
  easily	
  checkout	
  

Unlike	
  other	
  clothing	
  stores	
  

Who	
  are	
  plagued	
  by	
  long	
  lines	
  and	
  over	
  crowded	
  selling	
  

floors.	
  

Value	
  Proposi2on	
  Template	
  

Crea2ng	
  Your	
  Value	
  Proposi2on	
  	
  	
  	
   	
   	
   	
   	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  NYU	
  Stern	
  W.	
  R.	
  Berkley	
  Innova2on	
  Lab	
  	
  



For	
  young	
  men.	
  	
  

Who	
  don’t	
  like	
  to	
  shop.	
  

We	
  provide	
  an	
  automated	
  shopping	
  experience	
  

That	
  allows	
  customers	
  to	
  quickly	
  find	
  desired	
  items,	
  try	
  on	
  

more	
  outits	
  in	
  less	
  2me	
  and	
  easily	
  checkout.	
  

Unlike	
  other	
  clothing	
  stores	
  

Who	
  are	
  plagued	
  by	
  long	
  lines	
  and	
  over	
  crowded	
  selling	
  floors.	
  

Value	
  Proposi2on	
  Template	
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For	
  (	
  the	
  target	
  customer)	
  

Who	
  (specific	
  needs,	
  demands,	
  buying	
  criteria	
  etc.)	
  

We	
  provide	
  (solu2on	
  name	
  /	
  brand	
  descrip2on)	
  

That	
  (	
  specifies	
  benefits	
  and	
  business	
  values	
  to	
  clients)	
  

Unlike	
  (the	
  compe22on/alterna2ves)	
  

Who	
  (	
  provide	
  solu2on,	
  features,	
  func2ons,	
  benefits)	
  

We	
  (becer	
  approach,	
  solu2on,	
  func2ons,	
  benefits)	
  

That	
  (offers	
  a	
  becer	
  customer	
  experience)	
  

Value	
  Proposi2on	
  Template	
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10	
  Traits	
  of	
  Great	
  	
  
Value	
  Props	
  

Excerpted	
  from	
  Value	
  ProposiEon	
  Design	
  www.strategyzer.com/vpd	
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  Traits	
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  Great	
  	
  
Value	
  Props	
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10	
  Traits	
  of	
  Great	
  	
  
Value	
  Props	
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  ProposiEon	
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Step	
  10|	
  
Run	
  tests.	
  Don’t	
  trust,	
  verify.	
  



cv	
   cv	
  

cv	
  

cv	
  cv	
  

cv	
   cv	
   cv	
  

cv	
  

Desirability	
  Feasibility	
  

Viability	
  



Landing	
  Page	
  
A	
  simple	
  one	
  or	
  two	
  page	
  website	
  that	
  
explains	
  your	
  value	
  proposi2on	
  and	
  should	
  
include	
  a	
  call	
  to	
  ac2on	
  such	
  as	
  e-­‐mail	
  sign-­‐up,	
  
or	
  pre-­‐order.	
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Explainer	
  Videos	
  
In	
  two-­‐minutes	
  or	
  less,	
  describe	
  or	
  
demonstrate	
  your	
  value	
  proposi2on.	
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Email	
  
Send	
  a	
  lecer	
  to	
  a	
  target	
  group	
  of	
  people	
  
direc2ng	
  them	
  to	
  a	
  landing	
  page,	
  making	
  a	
  
special	
  offer,	
  reques2ng	
  an	
  interview	
  or	
  other	
  
call	
  to	
  ac2on.	
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Sample	
  Lecer	
  of	
  Introduc2on	
  

	
  Hi,  


I’m  studying  the  challenges  of  opera9ng  and  scaling  mentor  networks  in  
academic  and  corporate  se<ngs.  Specifically,  we’re  exploring  what  kind  of  
tools  administrators  could  use  to  more  efficiently  manage  their  programs  
while  also  enhancing  the    experience  for  both  mentors  and  mentees.    






As  director  of  NYU’s  venture  mentor  network,  your  insights  would  be  
extremely  valuable.  Would  you  have  30  minutes  next  week  to  share  your  
experiences  in  this  area,  either  over  coffee  (my  treat)  or  via  a  quick  call?  If  
you’re  amenable,  I’m  available  next  Monday  and  Wednesday  aQer  3:00pm.  







I  look  forward  to  hearing  from  you.







Wizard	
  of	
  Oz	
  
Deliver	
  the	
  value	
  proposi2on	
  manually	
  behind	
  
the	
  scenes	
  without	
  the	
  customer	
  being	
  aware.	
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Happy	
  Venturing!	
  
Cynthia	
  Franklin	
  	
  
Adjunct	
  Professor	
  of	
  Entrepreneurship	
  
Senior	
  Associate	
  Director,	
  Berkley	
  Entrepreneurship	
  Center	
  
New	
  York	
  University	
  Stern	
  School	
  of	
  Business	
  	
  
Cynthia.franklin@stern.nyu.edu	
  
212.998.0055	
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