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Define your value proposition
A product’s value proposition* is defined by the 
creators of the business model canvas as: the unique 
bundle of products/services that creates value for a 
specific customer segment by solving their problems 
and addressing their pains and gains, explaining 
why a customer chooses you over competitors 
(Bland & Osterwalder, 2019).

You may love the product you are developing, but 
will your customers love it enough to buy it, and keep 
buying it?

Yours is one of many products customers can 
choose from, so why would a customer choose your 
product over your competitors? Establishing a value 
proposition* for your product can set you apart, 

carving out a niche that makes your products, and 
your business recognisable (Amit & Zott, 2025). A 
tool has been established to help you build a value 
proposition* – the value proposition canvas (VPC).

This guide will cover:

1.	 Why focusing on your product’s value 
proposition* could improve returns to your 
business.

2.	 How the value proposition canvas helps you 
match your product’s attributes to customers’ 
needs as perceived by them.. 

3.	 Ways to adjust your products to fit your customer 
segment(s).

What is the value proposition 
Canvas (VPC)? 
The value proposition canvas was designed to 
support developing solutions, through building an 
understanding of your customer profile* and then 
using this knowledge to value map* the products or 
services that meet their needs

Figure 1 below shows the value map* and the 
customer profile*, and how these are tied together 
with a value proposition* that meets the problem 
statement*.

Value 
proposition

Problem 
statement

Value map Value proposition canvas Customer profile

Solutions

Pain relievers
How your products 
alleviate customer pains

Gain creators
How your products 
create customer gainsProducts 

& services
A list of the 
products and 
services that 
the value 
proposition 
is built 
around

Pains
The poor outcomes, 

risks and obstacles 
customer face when 

trying to get their 
jobs done

Gains
The concrete benefits 

customers are seeking Customer jobs
What customers 

are trying to get 
done that the 
product will 

assist with

Figure 1 
Value proposition canvas
*See Terminology section for explanation
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Let’s walk you through the VPC.

We start with the customer profile* with its  
three parts:

1.	 Customer jobs outline what customers are trying 
to achieve when considering yours or competing 
products. Different kinds of jobs require different 
product solutions.
•	 Functional jobs focus on key aspects of 

a product that have practical benefits 
that improve daily activities and/or solve 
immediate problems.   

•	 Social jobs focus on how customers want 
others in their social circles to perceive and 
accept them.

•	 Emotional jobs focus on the feelings and 
emotional states customers expect to 
achieve by consuming your product.

2.	 Pains identify the problems customers continue 
to face with existing products, especially where 
their needs remain unfulfilled. 

3.	 Gains are improvements customers are seeking 
from their experience with your product that 
can give them uplifting experiences such as 
satisfaction, joy or delight by going beyond 
expectations.

In combination, these insights from the customer 
profile* are condensed into a problem statement* 
that explains who the customer is, what they are 
trying to achieve, and why they are struggling with 
existing solutions.

Figure 2 depicts an example, where the gym 
community have identified a hydration issue. 

Figure 2 
Customer profile and problem statement - example

Customer profile

     Customer jobs
Stay hydrated before, 

during, and after workouts

Support performance, 
recovery, and overall health

Make quick, convenient 
drink choices at the 

gym or on the go

       Pains
“Healthy” drinks taste 
bland or artificial

Hidden sugars undermine 
fitness and health goals

Confusing labels make it hard 
to trust hydration products

Functional drinks feel overly 
processed or gimmicky

Gains
Refreshing taste that feels 

rewarding after exercise

Confidence that the drink aligns 
with health and fitness goals

Simple, transparent ingredients

E�ective hydration without 
unnecessary additives

Problem
statement
Health-conscious 
gym-goers need a 
way to quickly hydrate 
with a refreshing, 
naturally flavoured 
drink because current 
"so called" healthy 
options often taste 
bland or contain 
hidden sugars

3

2

1

*See Terminology section for explanation
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With a clear problem statement* we move to the 
value map* which defines the unique attributes 
that a product needs to provide a positive customer 
solution. While you may have identified a lot of 
customer jobs, pains and gains, you should prioritise 
the most important aspects of your product.

a.	 Pain relievers: How does your product solve pains 
that existing products do not? Consider time/money/
effort savings, better performance, or reduced 
negative consequences of using the product.

b.	 Gain creators: What benefits and positive 
outcomes will your product deliver over 
competitors to improve customers’ jobs or lives?

c.	 Products & services: What specifically addresses 
these pains and gains? This may be a new ingredient, 
format, delivery method or something else that 
makes your product valuable and sets it apart.

Your value proposition* will summarise the value 
map* in the same way that your problem statement* 
condenses the customer profile*. 

The example taken in Figure 2 is mapped to the value 
map* and value proposition* shown in Figure 3.

Matching the value proposition* solution to the 
problem statement* confirms you can answer 
that initial question “what should customer expect 
to obtain from your product that they can’t get 
anywhere else?” 

Value map

  Pain relievers
No hidden sugars or 

artificial sweeteners

Natural flavours that avoid 
bland or chemical tastes

Clear, honest labelling for easy 
decision-making

Minimal processing to build trust

      Gain creators
Refreshing, enjoyable taste experience

Naturally functional hydration 
(electrolytes/minerals)

Clean, premium feel aligned 
with fitness lifestyles

Convenient formats 
that fit gym routines

Products 
& services
Naturally flavoured 
electrolyte hydration drink

Clean-label formulation 
with essential minerals

Ready-to-drink bottle 
or dissolvable 
sachets

Value 
proposition
Functional 
hydration by 
nature, not by 
fortification

c

a

b

Problem
statement
Health-conscious 
gym-goers need a way 
to quickly hydrate with 
a refreshing, naturally 
flavoured drink 
because current "so 
called" healthy options 
often taste bland or 
contain hidden sugars

Customer
profile

Solutions
RTDs that are natural 

and can aid in hydration, 
recovery and performance. 

Convenient packaging, 
clean labels, aligned to 

fitness goals. 

Figure 3 
Value map and value proposition - example
*See Terminology section for explanation
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Things to avoid: building your  
canvas from the product side. 

Creating a static value map* and retrofitting the 
customer profile* just invents a mythical ‘perfect 
customer’ who loves everything you provide. Even if 
these customers do exist, they may not be enough to 
make your product economically viable. 

Using the VPC in your business 
Now apply these ideas to one of your own products 
in the table. 

Once a rough canvas is complete, test the product 
through experimentation. Simple prototypes will 
reveal whether customers respond as expected 
to your pain relievers and gain creators. Small 
production runs at farmers markets, trade shows, 
food festivals, or through limited releases let you 
validate value propositions* before scaling. Exploring 
social media and direct-to-consumer channels 
can provide immediate feedback for refining value 
propositions* once on market. 

The Value Proposition Canvas, like the business 
model* it supports, is never static. Rather, it is a tool 
that can be continually used to reflect market trends 
and sentiment changes. 

When markets shift, reviewing your value 
propositions* will ensure they are providing the right 
value, to the right people, in the right way. 

Regular assessment will keep your offerings 
aligned with customer needs and relevant in your 
competitive landscape.

Part of the value proposition canvas Describe how your product aligns with each of the following

Customer Profile

1.	 Customer jobs

•	 Functional jobs

•	 Social jobs

•	 Emotional jobs

2.	 Pains

3.	 Gains

Problem statement

Value Map

a.	 Pain relievers

b.	 Gain creators

c.	 Products and services

Value proposition

Solution

Value proposition table*See Terminology section for explanation

5 R&D strategy: Define your value proposition Australia’s Food and Beverage Accelerator



Key takeaways
Having a process to capture customer insights 
and match these to the product you create should 
strengthen your product’s value proposition*. We 
have covered how:

•	 Understanding and addressing customer needs 
directly impacts product success.

•	 Developing your value proposition* ensures your 
products will have relevance and competitive 
advantage.

•	 Matching value propositions* to problem 
statements* increases confidence that a new 
product will be fit for the needs of the market.

Additional information
To find more information, use the following search 
terms: value proposition canvas, value proposition*, 
customer profile*, customer-centric innovation, pains 
and gains.

*See Terminology section for explanation
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Terminology
Business model: the business activities and 
relationships that generate profits from products and 
services.

Customer profile: the right side of the Value 
Proposition Canvas describing customer jobs, pains, 
and gains.

Problem statement: a concise description of the 
issues that customers face. 

Value map: the left side of the Value Proposition 
Canvas describing your products/services, pain 
relievers, and gain creators.

Value proposition: a clear and concise description 
of the benefits that a customer receives from the 
product.
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