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Hands-on (pt.I): co-design & networking

The Value Proposition Canvas makes explicit how you are creating value for your 
customers. It helps you to design products and services your customers want. It is 
tied to the Business Proposition Canvas

Value Proposition CanvasH2

• Value proposition 
canvas template

• Stickies

• Pens/markers

• (optional) Value 
proposition canvas 
book

●●○• 45 – 90 minutes Groups of 5 ●●○

Understand and empathize what the 
stakeholders involved with the spatial data 
universe

Get a feel of what customers/users really 
need and want

Visualise how to create, design and test how 
to create value for customers/users
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Hands-on (pt.I): co-design & networking

Value Proposition Canvas

Walkthrough

H2

1. Introduction                                      
Arrange for a comfortable environment. 
Definitely not a meeting room. Create a 
creative atmosphere and have plenty of 
colorful materials and magazines at the 
ready. (tip: cut the canvas in two 
halves (the right part with the circle 
and the left part with the square). Start 
by showing only the right (circle) part 
to your team. this prevents them from 
immediately focusing on what they 
think features, pain relievers and gain 
creators should be.)

2. Start with the customer                    
To get started with the Value 
Proposition Canvas, always start with 
the customer. Of course, you may have 
many different customer segments that 
you serve (or want to serve). So, as a 
team your first task is to have a 
discussion about who the customers 
actually are from a high level, 
whereupon you can make some 
decisions about who you are designing 
for. You may need to fill out several 
canvases, one for each customer.

3. Ask enough ‘whys’
Once you’ve made the customer 
decision, as a team – using sticky 
notes and permanent markers – start 
to detail your customer’s jobs- to-be-
done. What social, emotional, and 
functional jobs does your customer do 
on a daily basis? They have some 
functional job that you know probably 
about. But you’ll also need to uncover 
how they do that job, how they feel, 
and what social qualities come into 
play. For instance, a parent with the 
job of driving a child to school may also 
have functional jobs of getting them 
there on time, ensuring they’re fed 
throughout the day, making sure 
they’re not looking like an outcast 
(social standing may be important), 
providing the feeling of being loved and 

appreciated, etc. Ask enough “whys” 
and you’ll get this info. Pains are 
usually easiest to get. What gets in the 
way of a person’s jobs? It’s gains that 
elude most first time users of the Value 
Proposition Canvas. Gains are not 
simply the opposite of pains. Instead, 
gains are the hidden ambitions people 
have, above and beyond pain relievers. 
It takes a designer’s mind to uncover 
these. This is where asking the right 
questions is really important. What 
does your customer really aspire to do 
that they cannot do now?

4. Your job                        
Finally, once you’ve completed the 
right side of the canvas, move over to 
the left side. First, list some solution 
options that come to mind. You might 
have some already, or you might 
create some during an ideation session 
(detailed in the next chapter). With 
these in place, you’ll need to decide 
how these can be used together to 
address your customers’ jobs, pains, 
and gains in unique ways that resonate 
with your customers. Using this canvas 
a few times will help you think 
differently about your customers and 
what you offer to them. What’s more, 
done well, your customers will think 
totally different about why they hired 
you to fulfill their needs in the first 
place. 


