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Before you work on your value
proposition positioning points and
statement, you need to have a
good understanding of the value
you provide your customers.

Remember, value is in the ear of
the beholder. Follow this process
to uncover your value and develop
a compelling value proposition
positioning statement you can use
in your sales conversations and
marketing.

Uncover Your Value
Make a List of Hot Buttons

Identify the Elements of Your Value

Proposition Positioning Statement
Avoid Marketing Speak

Craft a Compelling Value Proposition
Positioning Statement

Test, Refine, Repeat

Copyright © 2011 RAIN Group



Elements of a Strong Value Proposition
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Step 1: Uncover Your Value

Instructions:

How do you describe who you are and what your company is all about when
you first meet people?

How do they know you can help them or someone they know?

Do you help them understand how you can bring value?

Use the worksheet on the following pages to help you gather your thoughts.
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Worksheet:

Brief description of your company: e.g. We are a sales and marketing firm.

Who are your target customers?
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How do you help? What needs do you target?

What is the business value to your customers of solving that need?

What products or services are you offering? Be brief.
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What is the proof you can do what you say you do?

What makes you distinct?

Why is that important?
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Ask Your Clients: Conduct customer interviews to uncover the true value
customers receive as a result of working with you. Listen carefully to what
they have to say and write down the words they use.

1. Whydid you decide to work with our company in the first place?

2.  What made us distinct when you decided to choose us?

3. What benefits do you gain from the work we’ve done?

4. How would you describe our work to a colleague?
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Step 2: Make a List of
“Hot Buttons”

What are the common themes that evoke

emotion and conviction?
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INSTRUCTIONS:

Based on the needs you
uncovered and your customer
interviews, what common
themes are you hearing? What
keywords or phrases are
repeated?

To the left, list out all of the
“hot buttons” you uncovered
in step 1 that evoke strong
emotion and conviction.



Step 3: Identify the Elements of
Your Value Proposition Positioning
Statement

INSTRUCTIONS:

Reviewing the elements of a strong value proposition positioning
statement on the following page, draft your positioning points
using the worksheet provided.
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Elements of
market position

When You're Clear on ...

. Ideal types and locations of companies, people,
Target Clients and functions that have the need.

The afflictions you help solve and aspirations
you help achieve.

Target Need

' Business Value Rational and emotional benefits of solving the
of Solving Need need.

How your offerings solve the target need.

Your Offering

The evidence to support that what you say will
Proof of Concept happen will, indeed, happen.

- Why your company and offering is overall
Distinct distinct and difficult to substitute.
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Elements of a Value Prop Positioning Statement

You Communicate to the Prospect...
Whether you help companies and

people like them.

That you can help solve a need they
have or help them reach their goals.

What kind of impact you help
people and companies achieve.

That you understand how to solve
the problem and that you can do it.

That you're credible, believable,
and competent.

How you stand out.
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Worksheet:

: Who are your ideal customers?
Target Clients . e . . .
Tip: Get specific in terms of industry, size, function, etc.

Taroet Need How do you help? What needs do you address?
. Tip: Refer back to the work you did in step 1. What is the root need you help clients solve?

What value do your clients gain from working with you?
Tip: Refer back to your client interviews and use the words your clients used. These words

will resonate with your prospects.

Business Value
of Solving Need
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Your Offering

What are your core services?
Tip: Be brief.

Proof of Concept

What is the proof you can do what you say you do?
Tip: What success stories and examples do you have to share?

Distinct

What makes you genuine and distinct?
Tip: Refer back to your client interviews and use the words you heard your clients use.
These words will resonate with your prospects.
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Step 4: Avoid Marketing Speak

Avoid these common phrases:

O Unique

[ Efficient, effective solutions

1 210 offices around the globe

1 Unique blend of people, processes and
technology

U Enabling peak performance

L World-class

[ Client focused

1 Robust

O Cutting edge

O True partners

U Today’s challenging economic conditions

 Our people are the best / our years of
experience

INSTRUCTIONS:

Review the work you did on
the previous pages and
remove any marketing speak
you see. Here’s a list of
common terms and phrases to
avoid.
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Step 5: Craft a Compelling
Value Proposition Positioning
Statement

INSTRUCTIONS:

Based on the work you did in the previous steps, write your value
proposition positioning statement. Examples are provided on the
pages that follow.
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Target Need

I work with some of the world’s best known companies to help them protect their

brands. Target

Using our experience in intellectual property law, we help companies like Nike and
even organizations like the NBA protect the value of their brands.
Proof of
Concept
We offer a wide range of services, but just last week we helped a client protect their

newest music releases from counterfeiting in a developing country because we had
the contacts on the ground to make sure their products were protected.

Business Value

That one bit of help will safeguard millions of dollars in revenue for them that
would otherwise have gone to unauthorized vendors and costly law suits in a foreign
country.
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We’'re accountants.
Target

Distinct Clients

Offering

We make sure our family-owned business clients understand their financial
statements. We want the process of billing customers and paying bills to wind up

making our clients money, not giving them headaches.
Target Need

We do lots of things, but here is a good example. Just last week we showed a client
that she was mistakenly using two different vendors to buy the same thing for
different offices, instead of getting the vendors to compete for one big order at a

lower price.
Business Value

That change will save our client $100,000 during next quarter alone.

Proof of
Concept

Tell me a little bit about what’s happening in your company.
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Step 6: Test, Refine, Repeat

INSTRUCTIONS:

Review the value proposition
positioning statement you just
created and make sure it
satisfies each of these
elements.

(J Do you explicitly say who your target audience
is?

(J Does your message focus on the needs (think
cathedrals) of the buyer?

J Does your message demonstrate value /
urgency of addressing the issue?

(J Does your message demonstrate that you
understands how to solve the problem?

() Do you create desire and preference for your
company? For your products and services?
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Your value proposition positioning statement is not a script that you
use every time someone asks, “What do you do?” You must
internalize it and make it natural.
The work you did here is the foundation and you must constantly
test and refine it. Here are a few places to test out your new value
proposition:

At a networking event

In your prospecting conversations

On your next phone call

What pieces pique your prospects’ interest? What pieces work well?
What pieces don’t work so well?

Refine and test again.
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