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S. No. Activity Duration Time Lead

1. SlideShow & Music + Welcome the group + PDA Scan 
START_QR

3 minutes of wait + 2 minutes 5:55 – 6:00 Roshan & Ananya

2. Introduction to the Business Model Canvas 5 mins 6:00 - 6:05 Jacob / Navrun

3. Introduction to the Value Proposition Canvas
Customer Profile

- Customer Jobs
- Introduction to BGK & its Customer Jobs

10 mins 6:05 - 6:15 Jacob / Navrun

4. Customer Profile Activity 1-  Customer Jobs 15 mins 6:15 - 6:30 Gautam guided by 
Navrun

5. Introduction to the Value Proposition Canvas
Customer Profile

- Customer Pains
- Example of BGK Pains 

5 mins 6:30 - 6:35 Jacob / Navrun

6. Customer Profile Activity 2 -  Customer Pains 15 mins 6:35 - 6:50 Gautam guided by 
Navrun

7. Introduction to the Value Proposition Canvas
Customer Profile

- Customer Gains
- Example of BGK Gains

5 mins 6:50 - 6:55 Jacob / Navrun

8. Customer Profile Activity 3 -  Customer Gains 15 mins 6:55 - 7:10 Gautam guided by 
Navrun
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S. No. Activity Duration Time Lead

9. Poll - Have you joined our Whatsapp Group 1 min + 1 min 7:10 - 7:12 Roshan

10. Introduction to the Value Proposition Canvas Value Map
- Products & Services

5 mins 7:12 - 7:17 Jacob / Navrun

11. Value Map Activity 1 - Products & Services 10 mins 7:17 - 7:27 Gautam guided by 
Navrun

12 Introduction to the Value Proposition Canvas Value Map
- Pain Relievers

5 mins 7:27 - 7:32 JJacob / Navrun

13 Value Map Activity 2 - Pain Relievers 10 mins 7:32 - 7:42 Gautam guided by 
Navrun

14 Introduction to the Value Proposition Canvas Value Map
- Gain Creators

5 mins 7:42 - 7:47 Jacob / Navrun

15 Value Map Activity 3 - Gain Creators 10 mins 7:47 - 7:57 Gautam guided by 
Navrun

16 Introduction to Fit 5  mins 7:57 - 8:02 Jacob / Navruns

17 Feedback Form + Closing + PDA Scan END QR 5 mins 8:02 - 8:07 Ananya + Roshan
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Session Summary
- The Business Model Canvas: embed value proposition in a viable business model to capture value for the 

organisation; profit calculated by subtracting the total of all the costs in the Cost Structure from the total of all 
Revenue Streams. The model as the following components explained in detail in the later slides: 

1.  Customer segments 
2. Value Propositions 
3. Channels 
4. Customer Relationships 
5. Revenue Streams 
6. Key Resources 
7. Key Activities 
8. Key Partnerships 
9. Cost Structure 

- Value Proposition Canvas: clarifies user needs, expressed as Job Pains and Gains, value map that is expressed 
as Products and services, pain relievers and gain creators. 

- Value Proposition Canvas has two sides: Customer Profile (clarifying customer understanding) and Value Map 
(how the value will be created). 

● Fit- when the two sides meet. (Case study- Green Kraft Producer Company)
● Customer Jobs: Functional Jobs, Social Jobs, Personal/Emotional Jobs, Supporting Jobs; Job Context and 

Importance. 
- Customer Profile: 

● Customer Pains: undesired outcomes and problems, obstacles, and risks; pain severity varies; make pains 
concrete. 

● Customer Gains: required gains, expected gains, desired gains, and unexpected gains; gain relevance; 
make gains concrete. 

● What are the best practices for mapping jobs, pains and gains? 
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Session Summary

- Value Map: 
● Products and Service- a list of what the company offers; Physical/ Tangible, 

Intangible, Digital, and Financial; relevance.  
● Pain Relievers- how products and services alleviate specific customer pains; how to 

eliminate customer problems; focus on extreme pains; focus on only few pains; 
questions to consider; its relevance. 

● Gain Creators- how products and services create gains; focus on gains that are 
relevant to customers and where products and services make a difference; question 
to consider; its relevance. 

● Map how products and services create value. 
● What are the best practices for mapping value creation? 

- Fit: the two sides meet 
● Check your fit 
● BGK Fit 
● Design, Test, Repeat
● Three Kinds of Fit- Problem-Solution Fit, Product-Market Fit, and Business Model Fit. 

- Stakeholders- Influencers and Recommenders vs Decision makers (mostly B2B); 
customer vs consumer (mostly B2C).
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The Business Model Canvas¹

A tool developed by Alexander Osterwalder and the 
Strategyzer group It has become a de-facto tool for 
enterprises to map how to create, deliver and capture 
Value by enterprises 

1 Strategyzer, Alex Osterwalder: Business Model Generation: A Handbook for Visionaries, Game Changers, and Challengers 
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businessmodelanalyst.com

Key Partners Key Activities Value Propositions Customer Relationships Customer Segments

Key Resources Channels

Cost Structure Revenue Streams

This work is licensed under the Creative Commons Attribution-ShareAlike 4.0 International License. 
Original version: Strategyzer.com



The Value Proposition Canvas has two 
sides:

With the Customer Profile, you clarify your 
customer understanding.

With the Value Map, you describe how you 
intend to create value for that customer. 

You achieve Fit between the two when one 
meets the other.

81 Strategyzer, Alex Osterwalder Value Proposition Design: How to Create Products and Services Customers Want
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• Green Kraft is a producer company incubated 
and supported by Industree Foundation in 
2012 – it creates livelihoods for 1,100+ rural 
poor women who are weaving baskets and 
other natural fiber products

• It is owned by women producers, many of 
whom are first time earners and have 
significant household work commitments – 
owing to this fact, GK also provides key 
capacity building services to ensure that the 
women progress in their earnings and careers

10

Example- Greenkraft Producer Company
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Customer Jobs

1 Strategyzer, Alex Osterwalder Value Proposition Design: How to Create Products and Services Customers Want
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Poll
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Jobs for GreenKraft WFH Persona

Functional Social Personal/ Emotional Supporting
Earn a reasonable/fair livelihood Being recognised as an 

entrepreneur or professional within 
the community, and where one’s 
input is recognised

Providing for children’s education Co-creating solutions along with 
Greenkraft – from effective 
production processes, learning 
curriculum, to transport to work etc 

Manage household finances efficiently 
– save money for future spending and 
resilience to crises 

working in an equitable manner with 
members of her own community and 
family

Independence, confidence to care for 
one’s family financially, a feeling of 
financial stability

Purchase of raw material, work in the 
unit and contribute intellect to improve 
unit operations

Take care of family (cooking, 
cleaning, rearing children, taking 
care of livestock etc)

Recognition from family and 
husband as not just a caregiver but 
an economic provider

Career progression– for example 
from a producer to an MEL to a unit 
leader

inbound raw materials, conduct quality 
checks on raw materials & final 
products – enter into other allied 
activities at home/units like quality 
checking, mobilization etc.

Ensuring health & happiness of her 
family – from nutrition to socialization 
of kids and husband 

Job security, respect from seniors in 
the org hierarchy

Safety – in commute, from sexual 
assault and good channels to air 
grievances and fears

preserving cultural heritage
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Jobs (in order of importance)
1. Earn a reasonable/fair livelihood
2. Providing for children’s education
3. Take care of family (cooking, cleaning, rearing 

children, taking care of livestock etc)
4. Independence, Safety and Stability
5. Being recognized as an entrepreneur or 

professional within the community, and where 
one’s input is recognized

6. Career Progression
7. Job security, respect from seniors in the org 

hierarchy
8.  working equitably with community
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Customer Pains

1 Strategyzer, Alex Osterwalder Value Proposition Design: How to Create Products and Services Customers Want
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Pains

Undesired outcomes, 
problems and characters

Obstacles Risks

Jobs that are remunerative and give me a good 
income do not fit my schedule – I can’t fulfill my 
household responsibilities well if I also work

Resistance from family to be independent – what will 
my husband think if I start working?

Resilience to life crises and financing major life 
events- what happens in a medical emergency? 
How do I pay for my daughter’s wedding?

A lot of jobs that pay are in nearby cities – there 
is no work I can do in the village I live in that pay 
remotely well 

I am not confident to travel outside my home and take 
part in economic activity – in my village this is not a 
woman’s job

Compromise of safety through one terrible event 
(for example sexual assault), compromise of 
family ties from working while the family is 
against it 

Manufacturing jobs can be extremely boring – 
especially highly repetitive assembly line type 
jobs at factories 

I don’t feel qualified to do any job outside of 
manual labor or a manufacturing job which 
doesn’t require any skills – even if I get one of 
these jobs I don’t see any way to progress and 
grow my income over time

I should remain at home or very close to home 
since I have children, livestock and parents living 
with me and I have to tend to them throughout the 
day

It is difficult for me to travel anywhere further 
than a few kilometers (7), minutes (30) or cost 
(Rs. 20) if I need to travel at all
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Jobs (in order of importance)
1. Earn a reasonable/fair livelihood
2. Providing for children’s education
3. Take care of family (cooking, cleaning, 

rearing children, taking care of livestock 
etc)

4. Independence, Safety and Stability
5. Being recognized as an entrepreneur or 

professional within the community, and 
where one’s input is recognized

6. Career Progression
7. Job security, respect from seniors in the 

org hierarchy
8.  working equitably with community

Pains (prioritized)

1. Inflexible working hours at conventional 
jobs

2. Not enough remunerative job opportunities 
near home

3. Need to be near or at home to fulfill 
household duties

4. Resistance from family and husbands for 
women to work

5. Uninspiring, boring manufacturing jobs
6. Resilience to life crises
7. Feeling of lack of qualification, feeling of 

lack of career progression
8. Safety and security can feel compromised
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Customer Gains

1 Strategyzer, Alex Osterwalder Value Proposition Design: How to Create Products and Services Customers Want
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Gains

Required Expected Desired Unexpected
Earn consistently & sufficient 
(minimum Rs. 4000 for 4 hours of 
work per day, Rs. 7000-8000 for 
full day)

Earnings will grow over a period 
of time

Gaining recognition in the community as an 
entrepreneur 

Being recognized globally  for your work

Work locations that accommodate 
household responsibilities 

Working hours that allow for 
household responsibilities 

Work responsibilities that grow over time and 
the career progression that goes with it

Having your vocation being respected 
(craft/creative manufacturing) becoming a 
more respectable field that even your kids 
could enter as professionals when they grow 
up

Capacity building that allows for responsibilities to 
grow over time

Ownership & connection to the wider 
business system you are a part of – for 
example Amul dairy farmers have no real 
connection to the Amul business system 
e.g., marketing and distribution – can we 
build this system differently?

Opportunities to  be a leader and change 
maker in the community – to improve the 
outcomes of your own community

Engaging work and fun at work

Become better at each of the multitude of roles 
one plays – citizen, mother, brother/sister, 
caregiver, family financial planner, experience 
creator for family etc. 
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Jobs (in order of importance)
1. Earn a reasonable/fair livelihood
2. Providing for children’s education
3. Take care of family (cooking, cleaning, 

rearing children, taking care of livestock 
etc)

4. Independence, Safety and Stability
5. Being recognized as an entrepreneur or 

professional within the community, and 
where one’s input is recognized

6. Career Progression
7. Job security, respect from seniors in the 

org hierarchy
8.  working equitably with community

Pains (prioritized)
1. Inflexible working hours at conventional 

jobs
2. Not enough remunerative job opportunities 

near home
3. Need to be near or at home to fulfill 

household duties
4. Resistance from family and husbands for 

women to work
5. Uninspiring, boring manufacturing jobs
6. Resilience to life crises
7. Feeling of lack of qualification, feeling of 

lack of career progression
8. Safety and security can feel compromised

Gains
1. Earn consistently, sufficiently
2. Earnings grow consistently over time
3. Work locations and timings that allow for household responsibilities 
4. Growing responsibilities and career progression
5. Capacity building to enable career progression, 
6. Gaining recognition in the community as an entrepreneur, leader, change maker
7. Global recognition of products and of vocation, multiple active different work modes
8. Fun at work



25

Best Practices for Mapping Jobs, Pains and Gains

1 Strategyzer, Alex Osterwalder Value Proposition Design: How to Create Products and Services Customers Want
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Best Practices for Mapping Jobs, Pains and Gains

1 Strategyzer, Alex Osterwalder Value Proposition Design: How to Create Products and Services Customers Want
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Questions to ask

• Segment the different GK producers by something logical – could be religion, age, type of village etc. as 
these segments may have different gains, pains, jobs

• Quantify things - what does earn consistently mean? In terms of a monthly income – what does consistently 
mean – look at it annually. What do flexible working hours mean- eg: certain segment do not want to work 
more than 2 hours at a stretch as they are frequently interrupted by various household tasks interspersed 
throughout their day 

• Gain some distance from your solution or hypothesis and think in terms of first principles – be open to 
changing your solution or hypothesis

• Most Important: Empathise and immerse yourself in the lives of your stakeholders (not just users) – Spend 
time with them, spend time in places they spend time in to deeply understand their needs, challenges, 
aspirations. Ask questions but also just observe – There are many answers that you will get from observation, 
that you will not get if you explicitly ask

• These principles will help you design better and actually solve a problem
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Products and Service

1 Strategyzer, Alex Osterwalder Value Proposition Design: How to Create Products and Services Customers Want
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Products and Services (Prioritized)

• Bring work to people rather than bring people to work – leverage local materials, local knowledge - 
this requires a hybrid hub and spoke model, professional services* etc and….

• Multiple options for multiple modes of working – that are always active. EG: work from home, work 
from friends home, work from unit

• A standardized, value added product line combined with methods of training that allow for producers 
to feel productive on day 1 while learning new skills  

• Opportunities for interested producers to scale the model in their own village by becoming MEL’s – 
starting with distributing raw materials, mobilizing producers in their village etc.

• Wide range of platformized 6C service providers to create choice, the ability to give two sided 
feedback and ratings to improve the interactions

*Remember Industree’s Innovation Stack?
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Products & Services
Bring work to people rather than bring people to work – leverage 
local materials, local knowledge - this requires a hybrid hub and 
spoke model, professional services

A standardized, differentiated (by design), value added product 
line targeted at B2B customers (frequent orders etc)

Multiple options for multiple modes of working – that are always 
active. EG: work from home, work from friends’ home, work from 
unit

methods of training that allow for learning and productivity 

Interested producers can scale the model in their own village by 
becoming MEL’s 

Platformized 6C services

Gain Creators

Pain Relievers
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Pain Relievers

1 Strategyzer, Alex Osterwalder Value Proposition Design: How to Create Products and Services Customers Want
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Pain Relievers (prioritized)

• Globally compliant units with latest processes in place– from fire safety to clear processes for 
grievance redressal to good ventilation, to creches for child-care, to clean, hygienic restrooms 

• View of entire family as a unit to uplift and empower, not just the woman producer – educating 
husband and family to also empower the woman producer and encourage her to take part in 
economic activity and become a change maker

• Safe, punctual and affordable transport options to units close to producers’ homes

• Division of labour, but option to carry out multiple tasks in the assembly line styled production 
system (to avoid boredom and repetitiveness)
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Products & Services
Bring work to people rather than 
bring people to work – leverage 
local materials, local knowledge - 
this requires a hybrid hub and 
spoke model, professional services

A standardized, differentiated (by 
design), value added product line 
targeted at B2B customers 
(frequent orders etc)

Multiple options for multiple modes 
of working – that are always active. 
EG: work from home, work from 
friends home, work from unit

methods of training that allow for 
learning and productivity 

Interested producers can scale the 
model in their own village by 
becoming MEL’s 

Platformized 6C services

Gain Creators

Pain Relievers
Globally compliant units with latest processes in place– from fire safety to 
clear processes for grievance addressal to good ventilation, to creches for 
child care, to clean, hygienic restrooms 
Entire family as a unit to uplift and empower, not just the woman producer – 
educating husband and family to also empower the woman producer and 
encourage her to take part in economic activity and become a change maker
Safe, punctual and affordable transport options to units close to producers’ 
homes
Division of labour, but option to carry out multiple tasks in the assembly line 
styled production system (to avoid boredom and repetitiveness)
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Gain Creators

1 Strategyzer, Alex Osterwalder Value Proposition Design: How to Create Products and Services Customers Want
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Gain Creators

• Globally compliant units that bring work close to home, offer for flexible locations and hours

• Paths of career progression with increase in responsibilities, remuneration, clear set of incentives

•  Holistic, contextualized  capacity building – eg: 4Y training, financial, digital literacy, leadership 
,entrepreneurship etc.

• Channels of communication to producers so that they can see their work and its impacts on buyers, 
end customers etc.  Explore ways of maintaining connection that producers have to their consumers 
– traditionally artisan sat across from customer and customized products on the spot. This was lost 
with globalization

• Fun for further community building and more cohesive networks – festival, birthday celebrations, 
workshops, games etc.
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Products & Services
Bring work to people rather than bring 
people to work – leverage local materials, 
local knowledge - this requires a hybrid hub 
and spoke model, professional services

A standardized, differentiated (by design), 
value added product line targeted at B2B 
customers (frequent orders etc)

Multiple options for multiple modes of 
working – that are always active. EG: work 
from home, work from friends home, work 
from unit

methods of training that allow for learning 
and productivity 

Interested producers can scale the model in 
their own village by becoming MEL’s 

Platformized 6C services

Pain Relievers
Globally compliant units with latest processes in place– from fire safety to clear processes for 
grievance addressal to good ventilation, to creches for child care, to clean, hygienic restrooms 
Entire family as a unit to uplift and empower, not just the woman producer – educating husband 
and family to also empower the woman producer and encourage her to take part in economic 
activity and become a change maker
Safe, punctual and affordable transport options to units close to producers’ homes
Division of labour, but option to carry out multiple tasks in the assembly line styled production 
system (to avoid boredom and repetitiveness)

Gain Creators
Globally compliant units that bring work close to home, offer for flexible locations and hours
Paths of career progression with increase in responsibilities, remuneration, clear set of incentives 
Holistic, contextualized  capacity building – eg: 4Y training, financial, digital literacy, leadership 
,entrepreneurship etc.
Channels of communication to producers so that they can see their work and its impacts on 
buyers, end customers etc maintaining connection that producers have to their consumers 
Fun for further community building and more cohesive networks – festival, birthday celebrations, 
workshops, games etc.
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Mapping the Value Proposition of Value Proposition 
Design

1 Strategyzer, Alex Osterwalder Value Proposition Design: How to Create Products and Services Customers Want
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Map how your products and services create value

1 Strategyzer, Alex Osterwalder Value Proposition Design: How to Create Products and Services Customers Want
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Best Practices for Mapping Value Creation

1 Strategyzer, Alex Osterwalder Value Proposition Design: How to Create Products and Services Customers Want
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Jobs (in order of importance)
1. Earn a reasonable/fair livelihood
2. Providing for children’s education
3. Take care of family (cooking, cleaning, 

rearing children, taking care of livestock 
etc)

4. Independence, Safety and Stability
5. Being recognized as an entrepreneur or 

professional within the community, and 
where one’s input is recognized

6. Career Progression
7. Job security, respect from seniors in the 

org hierarchy
8.  working equitably with community

Pains (prioritized)
1. Inflexible working hours at conventional 

jobs
2. Not enough remunerative job opportunities 

near home
3. Need to be near or at home to fulfill 

household duties
4. Resistance from family and husbands for 

women to work
5. Uninspiring, boring manufacturing jobs
6. Resilience to life crises
7. Feeling of lack of qualification, feeling of 

lack of career progression
8. Safety and security can feel compromised

Gains
1. Earn consistently, sufficiently
2. Earnings grow consistently over time
3. Work locations and timings that allow for household responsibilities 
4. Growing responsibilities and career progression
5. Capacity building to enable career progression, 
6. Gaining recognition in the community as an entrepreneur, leader, change maker
7. Global recognition of products and of vocation, multiple active different work modes
8. Fun at work
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Products & Services
Bring work to people rather than bring 
people to work – leverage local materials, 
local knowledge - this requires a hybrid hub 
and spoke model, professional services

A standardized, differentiated (by design), 
value added product line targeted at B2B 
customers (frequent orders etc)

Multiple options for multiple modes of 
working – that are always active. EG: work 
from home, work from friends home, work 
from unit

methods of training that allow for learning 
and productivity 

Interested producers can scale the model in 
their own village by becoming MEL’s 

Platformized 6C services

Pain Relievers
Globally compliant units with latest processes in place– from fire safety to clear processes for 
grievance addressal to good ventilation, to creches for child care, to clean, hygienic restrooms 
Entire family as a unit to uplift and empower, not just the woman producer – educating husband 
and family to also empower the woman producer and encourage her to take part in economic 
activity and become a change maker
Safe, punctual and affordable transport options to units close to producers’ homes
Division of labour, but option to carry out multiple tasks in the assembly line styled production 
system (to avoid boredom and repetitiveness)

Gain Creators
Globally compliant units that bring work close to home, offer for flexible locations and hours
Paths of career progression with increase in responsibilities, remuneration, clear set of incentives 
Holistic, contextualized  capacity building – eg: 4Y training, financial, digital literacy, leadership 
,entrepreneurship etc.
Channels of communication to producers so that they can see their work and its impacts on 
buyers, end customers etc maintaining connection that producers have to their consumers 
Fun for further community building and more cohesive networks – festival, birthday celebrations, 
workshops, games etc.
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Fit

1 Strategyzer, Alex Osterwalder Value Proposition Design: How to Create Products and Services Customers Want
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Check Your Fit

1 Strategyzer, Alex Osterwalder Value Proposition Design: How to Create Products and Services Customers Want
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BGK Fit
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Design, Test, Repeat

1 Strategyzer, Alex Osterwalder Value Proposition Design: How to Create Products and Services Customers Want
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Three Kinds of fit

1 Strategyzer, Alex Osterwalder Value Proposition Design: How to Create Products and Services Customers Want



Influencers and Recommenders vs Decision makers (Mostly B2B)
○ Influencers and recommenders are basically the gatekeepers that we go through to reach 

to the actual decision maker who in turn will buy the product. 
○ Decision makers- They have the actual autonomy and power to buy our product

Customer vs consumer (Mostly B2C)
○ Customers are the ones who actually buy your product
○ Consumers are the ones who will consume bought product. 

As an example, when I market a piece of chocolate, I market it to the child rather than the parent. In 
this case the child acts as both influencer and consumer, while the parent is the decision maker and 
customer.

50

Stakeholders
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Key Questions

1. Are essential gains being addressed? - In the example of Industree…

2. Are extreme customer pains being addressed?

3. Are customers excited by the value proposition on offer?
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Feedback Form
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Thank you!



Not all of the ideas in this presentation are our own. We sincerely thank the 
below contributors for their ideas that we have adopted, adapted, remixed 
and built upon. We encourage you to do the same with the ideas in this 
presentation.

Alex Osterwalder, Business Model Generation: A Handbook for Visionaries, Game Changers, and 
Challengers 
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