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Product Market Fit 
What Makes You Special?	  



Customer Jobs 

Jobs can be the task 
they are trying to perform, 
the problems they are 

trying to solve, or the 
needs they are trying to 

satisfy. 



Customer Pains 
The following list of trigger questions 
can help you think of different potential 
customer pains:  

What does your customer find too costly? E.g. 

does it take them a lot of time, cost them too 

much money, or require substantial efforts?

What makes your customer feel bad? E.g. what 

are their frustrations, annoyances, or the things 

that give them a headache?

How are current solutions underperforming for 

your customer? E.g. which features are they 

missing, are there performance issues that 

annoy them, or malfunctions they mention?

What are the main difficulties and challenges 

your customers encounter? E.g. do they under-

stand how things work, do they have difficulties 

getting certain things done, or do they resist 

certain jobs for specific reasons?

What negative social consequences do your 

customers encounter or fear? E.g. Are they 

afraid of a loss of face, power, trust, or status.

What risks do your customers fear? E.g. Are 

they afraid of financial, social, or technical risks, 

or are they asking themselves what could go 

awfully wrong?

What’s keeping your customers awake at night? 

E.g. What are their big issues, concerns, and 

worries?

What common mistakes do your customers 

make? E.g. Are they using a solution the wrong 

way?

What barriers are keeping your customers 

from adopting a solution? E.g. Are there upfront 

investment costs, a steep learning curve, or are 

their other obstacles preventing adoption?

Link to these trigger questions online: 39

customer pains

describe bad 
outcomes, risks, and 
obstacles related to 
customer jobs



Customer Gains 
The following list of trigger questions 
can help you think of different potential 
customer gains:

Which savings would make your customers 

happy? E.g. which savings in terms of time, 

money and effort would they value?

What quality levels do they expect and what 

would they wish for more or less of?

How do current solutions delight your custom-

ers? E.g. Which specific features do they enjoy, 

what performance and quality do they expect?

What would make your customers’ jobs or life 

easier? E.g. Could there be a flatter learning 

curve, more services, or lower costs of owner-

ship?

What positive social consequences do your 

customers desire? E.g. what makes them look 

good, increase their power or their status?

What are customers looking for most? Are they 

searching for good design, guarantees, specific 

or more features?

What do customers dream about? E.g. What do 

they aspire to achieve or what would be a big 

relief to them?

How do your customers measure success and 

failure? E.g. How do they measure performance 

or cost?

What would increase your customers’ likelihood 

of adopting a solution? E.g. do they desire 

lower cost, less investment, lower risk, or better 

quality? 

Link to these trigger questions online: 
xxx
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customer gains

describe the more or 
less expected benefits 
the customers are 
seeking



Who?	  

•  USERS	  	  
•  The	  person	  who	  uses	  the	  product	  or	  who	  is	  responsible	  for	  
insuring	  that	  it	  is	  used	  correctly	  	  

•  BUYERS	  
•  The	  person	  who	  makes	  the	  purchase	  decision	  –	  usually	  the	  
person	  who	  benefits	  most	  from	  using	  the	  product	  

	  
•  PAYERS	  

•  The	  person	  who	  pays	  for	  the	  product	  or	  service	  



Who	  Else?	  

•  Influencers/Saboteurs	  
– People	  who	  can	  have	  a	  direct	  impact,	  posiIve	  
or	  negaIve,	  on	  the	  buying	  process	  

	  
•  Your	  Eco-‐System	  

– The	  distributors,	  resellers,	  manufacturers,	  etc	  
who	  have	  an	  impact	  in	  bringing	  your	  soluIon	  
to	  market	  



Professional Kite Surfers 
•  Solely concerned with 
performance 

Average Kite Surfer 
•  Performance and cost 

sensitive 
•  “One less thing to carry” 

effect 

 
Prospective Kite Surfer 

•  Cost sensitive 
•  Learning barrier 

:
Customer Segments!Segmentation 



What	  is	  the	  value	  proposiIon	  of	  a	  car?	  



What	  is	  the	  value	  proposiIon	  of	  a	  car?	  



Workshop 1 

Define your Primary Customer Segment 
 

Identify Users, Buyers & Payers 
 

Identify Influencers, Saboteurs  
 

THEY MUST BE HUMANS!!! 



What Makes a Good Customer Segment? 

•  They immediately grasp the value 

•  Obvious who they are 

•  There are very few people that fit 
the description that won’t buy the 
product 

•  Willingness and ability to pay 



BUT REMEMBER!!! 

Customers rarely make decisions in a 
vacuum! �



Co
ns
um

er
s	  

CommunicaIon	  
Infrastructure	  Equip	  
American	  Tower	  
Nortel	  
Lucent	  

Handset	  
Manufacturer	  

Samsung	  
Apple/Foxconn	  
Motorola	  

Chipset	  &	  Electronics	  
Suppliers	  

Texas	  Instruments	  
Qualcomm	  
On	  Semiconductor	  

Carriers	  

Phone	  Retailers	  

AT&T	  
Verizon	  
Vodofone	  

Apple	  Store	  
Verizon	  Store/Web	  
Independent	  

ApplicaIon	  
Distributor	  

Apple	  (iTunes)	  
Google	  (Google	  Play)	  

ApplicaIon	  
Developer	  
Rovio	  
Zynga	  

Media	  Distributor	  
Ne]lix	  
SpoIfy	  

Media	  Developer	  
NBC	  
Disney	  

OS	  Provider	  
Apple	  
Google	  

Real	  world:	  Wireless	  phones	  

14	  



Purchase	  Process	  –	  Teen	  Cell	  Phone	  



Value  
Proposition  

Customer 
 

Segments 



The set of value proposition benefits that you design to attract customers.

Create Observe
The set of customer characteristics that you assume, observe, and verify in the market.

Fit
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Outcome
If a Pain reliever or Gain creator doesn't Fit 
anything, it may not be creating customer 
value. Don't worry if not all pains/gains are 
checked – you can't satisfy them all. Ask 
yourself, how well does your Value Proposi-
tion really fit your Customer?

71

customer profilevalue map



A	  value	  proposiIon	  is	  a	  clear	  statement	  that	  
	  	  

1) 	  explains	  how	  your	  product	  solves	  
	  customers’	  problems	  or	  improves	  their	  
	  situaIon	  (relevancy),	  

	  
2) 	  delivers	  specific	  benefits	  (quanIfied	  

	  value),	  
	  
3) 	  tells	  the	  ideal	  customer	  why	  they	  should	  

	  buy	  from	  you	  and	  not	  from	  the	  
	  compeIIon	  (unique	  differenIaIon).	  

-‐	  Conversionxl.com	  



A	  VALUE	  PROP	  ANSWERS:	  

WHY?	  



Products and Services 
products & services

A list of all the 
products and services 
a value proposition is 

built around
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Pain Relievers 
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pain relievers

describe how your 
products and services 

alleviate customer 
pains



Gain Creators 
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gain creators

describe how your 
products and services 
create customer gains



What	  is	  the	  value	  proposiIon	  of	  a	  car?	  



What	  is	  the	  value	  proposiIon	  of	  a	  car?	  



Workshop 2 

Define your Primary Benefit 
 

Who is the Precise Customer? 
 

Why are they going to buy?  



	  
Degrees of Value 

Propositions 



•  General Value Prop 
–  States a relationship between major variables 
–  It states your understanding of customer pain 

•  Battery manufacturing engineers prioritize 
performance factors (energy density, power density 
and charge acceptance) over other issues (e.g., cost). 

•  Directional Value Prop 
–  Refines the general by stating direction 
–  It states your understanding of customer gain 

•  Lead Acid battery manufacturing engineers prioritize 
charge acceptance over other performance criteria. 

•  Measurable Value Prop 
–  Improves direction with measurable terms 
–  It details your understanding of metrics that matter 

•  Start-Stop Lead Acid battery electrode manufacturing 
engineers demand a 50% increase in charge 
acceptance before incorporating new technology. 



Value Proposition – Common 
Mistakes 
•  Imposing your own opinion in the VP  

•  Words ending in “-er” (Lack of Specificity) 

•  Mistaking technical improvement for value 

•  Describing features (product) rather than value  

•  Not understanding your customer’s metrics 

•  It’s “nice to have” 

•  It’s just a feature of someone else’s product 

•  Not enough customers care 

Value Proposition!



Good Value Propositions... 
•  Sound like something your customer would say 

•  Are quantified: they contain a measureable, testable 
quantity of something of value to the CS 

–  Pain: Cost, time lost, opportunity cost 
–  Gain: Revenue, time savings 

•  Testable 

•  Is the most important to that CS (although others may 
also be important) 

Value Proposition!





Questions? 


