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«People don’t want a drill. 
They want a hole.»

Prof. Theodore Levitt, Harvard
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… is used to invent and improve value propositions

… zooms into the details of two of the building blocks of the 
Business Model Canvas
♦ Value Proposition
♦ Customer Segment
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Value Proposition Canvas …

Value Proposition Canvas
(Osterwalder, Pigneur, Bernarda, Smith, 2014, p. xiv, xvii, xx)
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Start with Why

Simon Senek: Start with Why - https://www.youtube.com/watch?v=IPYeCltXpxw
Full Talk: https://www.ted.com/talks/simon_sinek_how_great_leaders_inspire_action

https://www.youtube.com/watch?v=IPYeCltXpxw
https://www.ted.com/talks/simon_sinek_how_great_leaders_inspire_action#t-136810
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Start with Why – The Need of the Customers

Why: Customer Pains 
and Gains

How: Gain Creators and 
Pain Relievers

What: Business Model 
and Operation
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Why

How
What

The Business Model is determined by the needs of the 
customers.
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(Osterwalder, Pigneur, Bernarda, Smith, 2014, p. 61)
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«People don’t want a drill. 
They want a hole.»

Prof. Theodore Levitt, Harvard

However, there is a reason for a hole. People want to
hang a shelve or build something.

«Think deeper to win customers
and make them happy.»

Scott McKelvey

https://www.websearchsocial.com/why-that-whole-people-dont-want-a-drill-they-want-a-hole-thing-doesnt-go-far-enough/
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(Osterwalder, Pigneur, Bernarda, Smith, 2014, p. 22)
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Customer Profile

■ Describes a specific
customer segement

■ Breaks the customer down 
into
♦ Jobs
♦ Pains
♦ Gains

9Value Proposition Canvas
(Osterwalder, Pigneur, Bernarda, Smith, 2014, p. 9)
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Jobs

■ Jobs describe the things your 
customers are trying to get done in 
their work or in their life:
♦ tasks they are trying to perform 

and complete, 
♦ problems they are trying to solve, 
♦ needs they are trying to satisfy.

■ Types of jobs
♦ Functional jobs
♦ Social jobs
♦ Personal/emotional jobs
♦ Supporting jobs

Value Proposition Canvas 10

(Osterwalder, Pigneur, Bernarda, Smith, 2014, p. 12fx)
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Customer Pains

■ Pains describe anything that annoys 
your customers before, during, and 
after trying to get a job done or 
prevents them from getting a job 
done. 

■ Types of pains
♦ Undesired outcomes, problems 

and characteristic
♦ Obstacles
♦ Risks (undesired potential 

outcomes)
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(Osterwalder, Pigneur, Bernarda, Smith, 2014, p. 14f)
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Customer Gains

■ Gains describe the outcomes and 
benefits your customers want. 

■ Types of gains
♦ Required gains
♦ Expected gains
♦ Desired gains
♦ Unexpected gains
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(Osterwalder, Pigneur, Bernarda, Smith, 2014, p. 15f)
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Profile of a Business Book Reader

Value Proposition Canvas 13

(Osterwalder, Pigneur, Bernarda, Smith, 2014, p. 19)
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Ranking

Value Proposition Canvas 14
(Osterwalder, Pigneur, Bernarda, Smith, 2014, p. 21)
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Creating Value Proposition

Value Proposition Canvas 15

(Osterwalder, Pigneur, Bernarda, Smith, 2014, p. 37)
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Value Map

■ How your Products and
Services Create Value

Value Proposition Canvas 16

(Osterwalder, Pigneur, Bernarda, Smith, 2014, p. 36)



Prof. Dr. Knut Hinkelmann

Products and Services

■ Products and Services help your 
customers complete either functional, 
social, or emotional jobs or satisfy 
basic needs

■ Products and services don’t create 
value alone—only in relationship to a 
specific customer segment and their 
jobs, pains, and gains.

■ Types of Products and services
♦ Physical/tangible
♦ Intangible
♦ Digital
♦ Financial

Value Proposition Canvas 17

(Osterwalder, Pigneur, Bernarda, Smith, 2014, p. 28f)
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Pain Relievers

■ Pain relievers describe how exactly 
your products and services alleviate 
specific customer pains

■ Great value propositions focus on 
pains that matter to customers

Value Proposition Canvas 18

(Osterwalder, Pigneur, Bernarda, Smith, 2014, p. 30f)
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Gain Creators

■ Gain creators describe how your 
products and services create 
customer gains.

■ Focus on those that are relevant to 
customers and where your products 
and services can make a difference

Value Proposition Canvas 19

(Osterwalder, Pigneur, Bernarda, Smith, 2014, p. 32f)
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Value Proposition Design: Business Book 

Value Proposition Canvas 20

(Osterwalder, Pigneur, Bernarda, Smith, 2014, p. 34)
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(Osterwalder, Pigneur, Bernarda, Smith, 2014, p. 42/43)
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Fit

Value Proposition Canvas 22

jobs, pains, and gains the value 
proposition does not address

Products and services relieve pains or create gains and directly address one of 
the customers’ jobs, pains, or gains.
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Relation of Value Proposition Canvas to Business 
Motivation Model

Value Proposition Canvas 25

The Fit of the Value Proposition Canvas corresponds to thatpart of the Business Motivation Model, 
which starts with the customer-related external influencers
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