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OVERVIEW



The value proposition is an internal statement that answers the question:

“Why should my ideal customer buy this product or service from us instead 

of either buying a competing product or keep what they have today?”

Value propositions are at the center of the success of any campaign. People look 

for a solution based on having a problem, desire or need. They NEED to believe 

that the personal benefits of buying your product outweighs the perceived costs.



Essentially:  

Our ideal customer buys our product because they 

believes it uniquely satisfies their needs 

or desires and it is more fulfilling than 

any other alternative, including doing nothing.



When you craft a Value Proposition, you are: 

▪ Identifying where and how your product uniquely satisfies the needs, wants and 
desires of your prospect.

▪ Stating the specific and provable “reasons why” your prospect would choose 
you over the competition or status quo.

▪ Communicating with your prospect’s deeper, more primal emotions that drive 
trust, faith, and hope.



How & When to Use a Value Proposition
▪ Sales Enablement: Enables sales to better communicate with buyers

▪ Web Page Headlines: Emphasise top claims of value.

▪ Document or Web Page Body: Body content can EITHER state the value 

proposition (in customer language) or offer elements that SUPPORT the value 

proposition, especially the top claims of value (with proof!).

▪ Calls-to-Action: Re-state the primary claims of value (with proof).

▪ Email Subject Lines: Hint at or state the key claims of value.



Advantages of Clear & Compelling Value Props
▪ More leads (better targeting, more compelling messaging)

▪ Higher conversion rates (clear, specific relevance to need)

▪ Lower Cost of Customer Acquisition (CAC)

▪ Ability to drive higher account Life-Time Value (LTV)

▪ Shorter Sales Cycle (Makes it easier and faster to buy)



OUTPUT GENERATED



You will develop a very specific and prioritised list of Value Claims – the primary 

reasons why someone would buy your product instead of a competitor’s product or 

the status quo. This includes:

▪ Prioritised Claims of Value 

in Voice of Customer

You will then develop a “larger than life” value statement that is never actually used 

verbatim, but forms the “Big Idea” behind everything else you say.

▪ Assignments to gather proof

of the claims of value



GOAL



The primary goal of this exercise is to build the foundation for marketing content 

that creates a high perceived value for your product(s) in the minds of your 

prospects and customers.

You’ll often discover completely different value claims for different use cases or 
key players. (People have a wide variety of “reasons why” they buy a product)

Other times, you might be able to pinpoint one aspect of your company or product 

that consistently produces the highest perception of value for your product.



PERSPECTIVE



What’s the reason?

Is it lack of service features?

Is it pricing?

Is it that they don’t know the service exists?

Why Aren’t People Buying Our Product?



“You cannot create desire for a product. You can only take the 

hopes, dreams, fears and desires that already exist, 

and focus those already existing desires 

onto a specific product.” 

- Eugene Schwartz

The Nature of Desire



The job of the marketer is to discover the core need, desire, or pain, speak directly 

to that pain, and amplify it until the need for resolution becomes greater than the 

cost of living with the pain or living without fulfillment of the need/desire. 

▪ Sometimes a desire or problem is big enough that they search for a solution.

▪ Typically, the pain isn’t big enough to warrant a search. Thus, you’ll need to 

speak to the pain and give them good reasons to consider resolving the pain. 

Can You Create Desire for a Product?



▪ Why does one person buy a Harley and another a Honda?

▪ Why an iPhone over a Samsung?

▪ What causes you to “need” a new car, and why “that” model?

▪ Does someone “earn” or “deserve” a luxury item?

Examples of Core Desires



▪ Why does someone stick with a company, even when the competition has a 

better product?

The job of the marketer is to discover the core need, desire, or pain, speak 
directly to that pain, and amplify it until the need for resolution becomes greater 

than the cost of living with the pain or living without fulfillment of the need/desire. 

Examples of Core Desires



▪ Understand the underlying issues, concerns, needs, desires, dreams and 

wishes of the people most likely to want your product (VOC RESEARCH)

▪ Understand the psychological (emotional) and logical reasons why they 

might consider changing the Status Quo (VOC RESEARCH)

▪ Craft specific claims of value that speak directly to the emotional and 
logical reasons, and understand the “Big Idea” that drives their decision to buy. 

How to Tap into Existing Needs



Why Should I Buy a Harley vs. a Competitor?

Note: you will never see this language anywhere in their
marketing. However, the “big idea” permeates their
event marketing, content marketing and in-store experience.

“What we sell is the ability for a 43 year old
accountant to dress in black leather, ride through 
small towns, and have people be afraid of him.” 



What are their specific Value Claims that support their “Big Idea”?
▪ The distinctive sound of a Harley expresses the rider’s individuality

▪ The Harley look is completely unique and helps to “define” the rider

Why Should I Buy a Harley vs. a Competitor?

“What we sell is the ability for a 43 year old
accountant to dress in black leather, ride through 
small towns, and have people be afraid of him.” 



Note that “quality”, “performance” and “reliability” are NOT value 

drivers for Harley’s ideal customer. 

You must identify what’s important to YOUR ideal customer.

Why Should I Buy a Harley vs. a Competitor?

“What we sell is the ability for a 43 year old
accountant to dress in black leather, ride through 
small towns, and have people be afraid of him.” 



WHAT IS A VALUE 
PROPOSITION?



If I am your ideal prospect, why should I buy from you rather than any of your 

competitors or sticking with what I have today?

▪ You are fundamentally tapping into the questions asked by your prospect, either 
consciously or unconsciously.

▪ A value prop focuses on a specific customer persona or key player role.

Why Should Your Ideal Prospect Purchase?



▪ Core “Big Idea” that ultimately drives the decision.

▪ A value proposition must differentiate you from your competitors. In at least 

one way, you should have an “only” factor.

Why Should Your Ideal Prospect Purchase?



Goals

Example of the “Big Idea” Value Proposition
Do you get coffee at Costa? If your answer is “yes,” then you’ll understand their 

value proposition by examining your essential reasons why:

▪ How do you feel when you are inside the store?
▪ What gets you inside Costa instead of McDonalds?
▪ Why not a local or smaller coffee house? 
▪ Is it: Trust? Familiarity? Convenience? (You can always find one)
▪ If you opt for the independent coffee roaster, why? Do you feel ethically or 

morally superior? Does it feel more like “family?” 



Goals

How is a Value Proposition Used?
The value proposition is used in two key ways throughout your marketing:

▪ The Value Proposition defines the primary “theme” or what copywriters call the 
“Big Idea” that weaves through your entire marketing campaign. Everything ties 
back to this Big Idea. The Big Idea must be relevant, timely and something 
about which your prospect truly cares. 

▪ The “statements of value” and their associated proof elements are used 
throughout your copy to support and accentuate the Big Idea.



Goals

The Value Proposition is NOT:
▪ A long list of product or service features

▪ It’s not a “Mission Statement”.

▪ It’s not something you put on your website, on sales literature, or in marketing 
campaigns.

▪ And, it’s not something salespeople or telemarketers use in their sales scripts.



Goals

The Value Proposition IS:
▪ A GUIDE for crafting marketing and sales messages & content.

▪ The BIG IDEA that flows through marketing campaigns (The Angle).

▪ And, most importantly, it’s how you answer their fundamental question of 
why they should buy this product from you instead of living with what they 
have or buying something different.



Goals

Buying is NOT a Purely Rational Decision
For most product purchases, the decision to buy one product over another has at 

least as many emotional elements as it does intellectual or practical elements. 

Thus, the job for the marketing team is to uncover as many of these quite 
different elements and prioritise them in terms of their importance to the 
customer. 



Goals

Perception is More Important than “Reality”
“Value” is a perception that’s based on many factors. Brand loyalty, for example, 

can persist long after the initial reasons for that brand loyalty have passed. 

A product may be perceived as “more valuable” by a customer simply because 

they trust the salesperson or had a great experience with the website.



In other words...

Your value prop must be framed in both Customer Logic and Customer Language 

(rather than company logic & language) in order to be RECEIVED by the prospect.

It addresses their needs, concerns, dreams, and their pains...IN THEIR WORDS.

The Bottom Line



THE VALUE 
PROP FORMULA



Drives content, landing pages and any conversion point.

Value Cost Net Value

Clear & Credible 
Message

Appeal & 
Exclusivity

Cost Perception 
(Effort & Money)

ResonanceResonance



1. "I’m interested...” (Emotional)

2. "I understand what you’re 
saying.” (Cognitive)

3. I believe what you say may be 
true.” (Emotional)

What Happens When You Get the Formula Right?

4. “This is cool. I like it/want it.” 
(Emotional)

5. “Let me explore all the options & 
look at the details.” (Cognitive)

6. “OK, I’m ready to buy.” 
(Emotional/Cognitive)



Because…

▪ What you say (or show) is quickly and easily understood.

▪ It syncs with an actual need, desire, want, or interest.

▪ It is both credible and appealing.

▪ There is a sense that they can’t get this anywhere else without a lot of effort.

Why Does This Happen?



▪ Ultra-Specific
▪ Useful
▪ Urgent
▪ Unique

*Remember the 4 U’s

It Happens Best When the Value Prop is…



VALUE PROP 
CREATION STEPS



How We Move from NO to YES
Every request for action MUST be in context of the Value Prop!

Value Cost Value Cost

From This “NO” To This “YES”



1. Identify the key problem the product solves.

1. Summarise why the product might be “important” to the customer.

1. Identify at least 5 claims of value.

1. Use the 5-Why process to put the value claims into Voice of Customer.

1. Rank and prioritise the claims of value.

Value Proposition Creation Steps



6. Identify existing and needed PROOF for the claims of value.

6. Summarise your value proposition in Voice of the Customer.

Value Proposition Creation Steps



Step 1: Identify the Problem the Product Solves 
Examples:
“I’m in a dead-end job with no benefits. I desperately need to get something more secure that 

can last the rest of my life.

“I find that every time I need to do maintenance on the equipment, I have problems 

getting the pressure sensors to work properly. This is causing untold headaches.”

“I am able to get my test completed, but only after hours of trial and error trying to align the 

time and frequency domains. Even then, I’m never sure if something’s going to be missed.”



▪ It fulfills my dream of having my own business.

▪ It keeps me from worrying about my design breaking down once it’s in the field.

▪ I no longer have to deal with maintenance issues and headaches.

▪ It’s going to save us lots of money each year, which will make me a hero with all 
the perks.

Step 2: Summarise the Benefits



Step 3: Identify 5-10 Potential Claims of Value

A claim of value is in terms of the value 
to your customer. It is NOT a feature 

(speed, capacity, etc.). It has specific 

meaning to a customer, ideally in their 

words.



Step 4: Use the 5-Why Process to Input VoC
Claim: “It has the highest bandwidth for a product in it’s price range.”

▪ Why is this important? “Can run more simultaneous tests with one device.”

▪ Why? “It saves time while reducing the chance of mistakes.”

▪ Why? “More work is accomplished in less time and with greater success.”

▪ Why? “They’re less stressed & produces high quality products w/ low failure 

rates.” 



Step 4: Use the 5-Why Process to Input VoC
▪ Why? “They get higher job satisfaction, feels better about themselve, and the 

company has more reliable products with lower production costs.”

Claim in VOC: “A higher bandwidth enables you to run more simultaneous tests 

with greater accuracy, increasing product reliability, reducing production costs, and 

allowing you to get more done in less time.”



Step 5: Rank & Prioritise Claims of Value
The APPEAL is a driving force of the value prop. It represents the level of interest 

the prospect has and is based on the PAIN they experience that can be relieved by 

having the product. EXCLUSIVITY says to what extent can your competitors make 

the same claim. PAIN is expressed in terms of want versus need versus desire.
▪ “Sounds good. I’d like to have it.”
▪ “I need this product.”
▪ “I must have this product.”
▪ “I must have this product NOW.”



Step 5: Rank & Prioritise Claims of Value



Step 6: Identify Existing & Needed Proof
For the top 2-3 claims of value, identify the proof elements you already have:

▪ Statistical or scientific validation (internal or external test results)

▪ Customer success stories with specific results

▪ External industry expert testimony

▪ Industry validation – rankings, comparisons, industry tests



Step 6: Identify Existing & Needed Proof
Proof is…specific (33.6%, 10,230...), verifiable and believable.

Example: 

▪ No Proof: “This product will save you time and money.”

▪ With Proof: “Independent tests run by National Labs showed that the Model 
XYZ reduced lag times by as much as 37%.” 



Step 6: Identify Existing & Needed Proof
Identify the proof you need to get. You may discover that you do not have any 

customer success stories with specific results or that the test data you have is 

dated. Create a list of the needed proof and assign a team to research and uncover 

the needed proof. Evidence can be:

▪ Internally-Driven: “50% more direct support staff than leading competitor”

▪ Industry-Driven: “Rated number 1 by...”



Step 6: Identify Existing & Needed Proof
▪ Customer-Driven: Testimonials, Case Studies...

▪ Experience-Driven: “Independent studies have shown that...”



Step 7: Craft Your Value Proposition
Using your top 2-3 claims of value, create a high-level summary of the overall 

reasons why your ideal customer should buy this product. 

REMEMBER: The claims of value are specific (numbers, names, dates, etc.), 

verifiable (they can look them up) and believable.


