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RETHINK 
YOUR VALUE 
PROPOSITIONS 
TO YOUR 
BUSINESS
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…YOU COULD 
truly communicate 

the value you create for your customers?

….YOU COULD  
clearly prove how you differentiate from the 

competition across the customer journey and for 
the most critical touchpoints?

…
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of companies have committed investment 
to reconfigure value propositions<15%

of all value propositions are NOT based on 
what truly drives value for customers50%
of companies are not able to communicate 
the value proposition clearly to their 
customers75%
of companies fail to communicate the 
financial impact derived from value 
propositions to stakeholders90%
of companies have changed HOW they 
communicate their value propositions 
(despite move to virtual - +90%)<10%

TOP 
INSIGHTS 
AND TRENDS

Did you know that… 
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WHAT IS A VALUE 
PROPOSITION?

RESONATE
• “I need”
• “Solves my problem”

DIFFERENTIATE
• “No alternatives are as good”
• “Only you offer this”

SUBSTANTIATE
• “I believe”
• “Real value to me”

“WHY should I as a customer 
choose you?” 

WHY
CHANGE? NOW? STAY?YOU?
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We need to build our value propositions based on insights around our unique differentiators

PERCEIVED VALUE TO THE CUSTOMER
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Your Value 
Proposition
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THE RIGHT VALUE PROPOSITIONS ENABLE STRONGER…

Clear value propositions help you map out the 
innovation landscape and clarify which of the 

customers’ jobs and desired outcomes are most 
attractive to innovate

…innovation decisions

Where should we innovate?

Clear value propositions support your decision 
making concerning which strategies to pursue in 

each market and with each product

…go-to market strategy

How should we approach our customers?

Clear and shared value propositions can be used 
by marketing and sales to produce strong 

and relevant messages to and sales dialogues 
with customers

…marketing and sales effectiveness

What conversations should we have with 
our customers?
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…AND THE OVERALL IMPACT CASE IS REVENUE GROWTH

More successful products 
and faster adoption rate

Market expansion 
and market share increase

Revenue growth 
and higher return on marketing investment

Shorter innovation cycles Stronger fit to 
customer needs An adjusted go-to-market approach Increased lead volume 

and quality
Win & switch 

more customers

Insight-based innovation decisions Need based segments Segment specific value 
propositions

Stronger marketing 
message, brand awareness

Convincing customer 
conversations 

Deeper customer understanding Clear & joint understanding 
of customer needs Asking the right questions Differentiated and substantiated 

value propositions

Stronger innovation toolbox Customer-centric mindset Structured strategy 
approach Learning culture Enhanced commercial toolbox

Organisational mindset shift

…innovation decisions …go-to market strategy …marketing and sales effectiveness
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… do you succeed in communicating the 
value that you create for customers?

… do you clearly prove how you differentiate
from the competition across the customer journey 

and for the most critical touchpoints?

…
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HOW GOOD ARE YOUR VALUE PROPOSITIONS?

VALUE PROPOSITION SELF-ASSESSMENT
Fully 

Disagree
Partially 
Disagree Neutral Partially 

Agree
Fully 

Agree

We have something unique to offer our customers that helps them get their 
jobs done and achieve their desired outcome better than our competitors can2
We can quantify the value that we are providing to our customers and 
supplement it with facts and evidence3
When asked, 10 out of 10 customer-facing employees can articulate the key 
reasons as to why our customers should buy our products and/ or services4

5 When asked, 10 out of 10 customer can clearly articulate the value your 
offering brings

6 When asked, 10 out of 10 customers can clearly articulate how your 
offerings differentiate from competitors

We know the jobs our customers are trying to get done, the outcomes they 
are looking for and the extent to which they are able to achieve them1

When we bring new products and/ or services to market, we talk about 
benefits and differentiators rather than product and/or service features7
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Adjust
value messages

In our view, companies that strive to improve their value proposition 
can do so in two ways

RETHINK 
YOUR VALUE 

PROPOSITIONS

Reconfigure
value offerings

Do you have the right 
product and service 
offerings delivered in the 
right way and enabled by 
the right business model?

Do you have the right value 
messages in the right form 
and for the right touchpoints?
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Prototyping, cross-functional co-creation and engagement, customer validation and 
organisational enablement are a typical project’s guiding principles

Enable the organisation to 
design and implement value 

propositions

Hypothesis, prototyping and 
best practice driven 

methodology

Outside-in approach with 
customer involvement and 

validation

Co-creation across functions, 
including leadership, sales 

and specialists

Implications for the business 
model are identified and 

addressed

• Key resources actively 
involved in project team with 
the aim of creating on-the-job 
learning and coaching from 
Implement consultants

• Different functions build 
know-how in working with 
value propositions to 
ensure that they are 
portrayed in all customer 
interactions

• Leverage existing in-house 
knowledge of key 
stakeholders to develop 
hypotheses of value 
propositions to test

• Normative advice when 
relevant – experienced 
Implement subject matter 
experts will offer advice 
based on best practice 
applied in other companies

• Customer centric approach 
to building value propositions

• Relevant external 
inspiration in workshops 

• Integrate learnings from 
customer interviews into final 
value propositions to ensure 
that pains are addressed

• Cross-functional co-
creation between relevant 
commercial departments 
ensures that deep 
understanding is secured, 
leading to the best value 
propositions to be created

• Build strategic anchoring of 
project through active 
involvement of leadership 
from different functions at 
selected touch-points

• The implications of the 
value propositions are 
identified for the different 
parts of the current business 
model

• The relevant functions are 
involved early on to offer 
their opinions of these 
implications and to drive the 
implementation in their 
respective functions
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Our solution | Implement recommends a structured and proven 
development-to-anchoring process that also ensures capability building along the way

Based on 50+ Value Proposition projects during the past 5 years by Implement Consulting Group

Organisational 
capability development

DEVELOP

DEVELOP INSIGHTS PROTOTYPE TEST & DETAILCHALLENGE

Define scope and 
aspiration of the 
value proposition 
project

Collect and 
consolidate new 
and existing 
customer insights

Develop value 
proposition 
prototypes

Identify critical 
barriers to choice 
and conduct tests in 
order to make 
choices

ANCHOR

IMPLICATIONS CONCEPTUALISE MOBILISE SUSTAIN

Identify business 
model implications 
& design initiatives 
to deliver 

Conceptualise 
communication, 
sales and service  
platform with top 
level support

Mobilise and train 
the front line to 
communicate and 
deliver the value 
proposition

Track and reinforce 
the implementation 
of value 
propositions
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Our solution, deep-dive | The Value Proposition Canvas and 6-step 
differentiator-to-value statement are core tools

VALUE PROPOSITION CANVAS DIFFERENTIATOR-TO-VALUE STATEMENT 
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The project will typically be designed around a number of critical deliverables 

Customer journey for prioritised 
segments and target customers 
Mapping the customer journey with 

customer activities and the underlying 
pains and challenges for the different 

stakeholders and decision makers 

Jobs to be done
Description of the relevant tasks our 

customers and stakeholders perform where 
we potentially can create value 

Mapping value drivers 
Description of the key value 
drivers we influence on the 
customer side which will guide 
our value proposition design 

Formulating detailed segment-, 
customer- and stakeholder-specific 

value propositions 
Clear description of our value 

propositions, including quantitative 
valuation of the value we create and 

clear description of how we differentiate 
on a global and local level 

Functional development/roll-out plans 
Description of the main activities and 

deliverables within the core functions of the 
company (R&D, Supply chain, Marketing, 

Sales etc) – in order to implement our 
future value propositions  

Impact board and implementation follow-up 
Designing a few critical KPI’s and governance structure 

to measure the progress in terms of the design and 
implementation of our value propositions as well as the 

impact created for our customers as well as the 
financial impact for the company 

Implications to the business model 
Description of the internal implications for 

our future business model in order to 
effectively deliver and communicate our 

value propositions 

Potential differentiators 
Identification of our potential differentiators –
and a high level description of the perceived 
value for our customers and stakeholders as 

well as how we differentiate 

Impact case 
Detailing our financial targets into the 
clear growth targets across segments 

and customers and the critical 
behavioural changes required
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Reference Cases | Select clients we have helped develop impactful value propositions

Key account 
acceleration

Design of 
commercial 
operating model 

Growth strategy Changing customer 
conversations 

Winning large 
tenders 

Product launch

Global shipping 
company
As part of a global growth 
strategy - customer 
specific value propositions 
towards their largest 
accounts were designed 
as an integrated part of 
their key account plans.
Increasing win rate 
on yearly contract 
negotiations by 5 
percentage points.
Increased NPS score 
after yearly meetings.

Global furniture 
manufacturer 
Design of new value 
propositions for entering 
B2B project sales market 
with focus on residential 
construction. Focus was 
on the design of 
stakeholder-specific value 
messages. 
Detailed business case.
and a commercial 
operating model for 
entering new business 
area.

Manufacturer of lab 
equipment 
Development of growth 
strategy for different 
applications and markets.
A key element was the  
design of application-
specific value propositions 
describing the specific 
customer value and 
differentiation elements.
Driver for company-wide 
growth (CAGR 7-8%).

Global logistics provider 
Formulation of winning 
value propositions that 
clearly state the 
advantage of using their 
services against  
competing options
Development of sale 
material to be used in 
customer conversations 
Changing conversations 
with customers.
Continuous growth 
since launch.

Global service provider 
As part of growth strategy, 
several new differentiators 
were identified with the 
purpose of increasing the 
win rate on global tenders. 
The differentiators were 
clearly proving a superior 
customer value, which 
was communicated as 
part of RFP’s. 
Increase of win rate from 
23% to 45% on global 
tenders. 

Global paint 
manufacturer
When launching a new 
solution – a commercial 
launch strategy was 
developed. Key elements 
were a segmentation of 
customers and 
identification of future 
positioning, including 
segment-specific value 
proposition and market 
communication material. 
220% sales performance 
compared to the initial 
launch forecast.

… DOCUMENTED IMPACT

SELECTED REFERENCE 
CASES AND …
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