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1. Describe Your Target Customer

a. Visionaries in the Early Market

<List the visionaries for your initial approach here>

	Name
	Position
	Company
	Team Member Responsible for Approaching

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	


b. Segmentation in Niche Markets
I. Develop day-in-the-life scenarios
<Describe day-in-the-life scenarios for your potential target customer/end-user>

	Ideal customer
	Situation and desired outcome
	Problems and economic consequences
	Enabling factors of your product
	Economic rewards of solution

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	


II. Set your priorities

<Rate and rank your day-in-the-life scenarios below>

	Scenario
	Rating
	Priority

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	


2. Identify Buyer Motivation
<Record the main assumptions you make about your customers and their motivation below>

	Customer Pain
	Reason to Buy

	
	

	
	

	
	

	
	

	
	


3. The Whole Product Solution

1. Plan your product development
<Describe your core product and then create your roadmap for the next 12 to 18 months below>

	Core Product
	

	Product Roadmap
	


2. Assess the discontinuity of your product
<Rate the product’s benefit, or gain (A–D, in the figure) from the perspective of your customer. Then rate the customer’s cost (pain) of obtaining the benefit (1–4). Use the instructions in the workbook as a guide>

	A
	B
	C
	D
	

	
	
	
	
	4

	
	
	
	
	3

	
	
	
	
	2

	
	
	
	
	1



Pain



Gain

3. Leverage your value innovation
<Complete the Buyer Utility Map below. Use the instructions in the workbook as a guide>

	
	1.

Purchase
	2.

Delivery
	3.

Use
	4.

Supplements
	5.

Maintenance
	6.

Disposal

	Consumer productivity
	
	
	
	
	
	

	Simplicity
	
	
	
	
	
	

	Convenience
	
	
	
	
	
	

	Risk
	
	
	
	
	
	

	Fun and image
	
	
	
	
	
	

	Environmental friendliness
	
	
	
	
	
	


4. Value Proposition
<Write your value proposition below>
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