


Signaling Innovation




What is our path to successe




How will you be judged?¢




Tools 1o succeed
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What it's worth, not what it costs
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Perceived Value = Real Value
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Value Propositions drive Perceived Value



Value Propositions are...

Discrefe BENEFIT bundles
that prove your offer

helps stakeholders get
something THEY want:

« Solutions fo problems,
« Means to satisfy needs;
« Abillities fo reach goals.




Effect alue Propositions are
fitted to specitic Pains and Gains



People do things for their reasons, Not yours
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People rarely buy things.




They buy descriptions of the thing's worth.




Value Proposition to Message Planner

VALUE PROPOSITION To MESSAGE
PLANNER

1. TARGET AUDIENCE: TO WHOM IS
THIS DIRECTED? WHO MUST BE
INFLU- ENCED SUCCESSFULLY?

EXPECT THE TARGET TO DO?
inf

4. PROBLEM/OPPORTUNITY: DEFINE
THE_PRIORITY PROBLEM, NEED, OR
OPPORTUNITY YOU SOLVE.







1. Define the Target audience




2. Set a godl







Good Goal or Bad Goale




Good Goal or Bad Goale

“Schedule a follow-up
meeting for next week”




Good Goal or Bad Goale

“Get my project
approved”




3. Specify the result(s) the Target seeks




Desired results aren't necessarily obvious
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4. Describe the pressing Pain or Gain




4a. Demonstrate knowledge of the situation




5. Lay out your solution







5a. Prove your solution works
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6. Enumerate the benefits you deliver







6a. Validate the benefits are genuine

Amazing Results
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BENEFITS




/. Call upon the Target to act
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TO THINK OR DO!



Message Planner Exercise




Turn your raw materials into a value-signaling
Message

PAIN/GAIN
SOLUTION
BENEFITS
EVIDENCE
CALL TO ACTION

w@wwgggg@wow




Write It out...word-for-word

VALUE P TION To MESSAGE PLAP

Lise the space bals TR D T P BAGE

More than 200 years ago, English cleric Thomas
Malthus predieted that world population would
grow exponentially while #
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Message Planner Exercise







VALUE PROPOSITION 1O MESSAGE PLANNER

Fage 4

osal gets the Target something it wants or
Enumerafe nc

itz you've arficulated and then wrge the Target to

the name of
since
ly and
food prc etically, the
population will eventually !
food supply, returning humankind to
subsistence level. Yet, here we are, over
200 years later, with a world population
mes larger, and we’ve
still avoided the Malthusian Curse. Or
have we? Did Malthus get it wrong, or are
his predictions merely postponed?




Message Planner Exercise




essage Triangle

MESSAGE TRIANGLE

Page &

@' TARGET: |dentify the Target — " £ Top ¥ertex: Pain/Gain and Proof. Erter
cues and prompts that remind you to
g arhiculote and volidate this Target's problem,
need, or opportunity.

Center of Trangle:
Call to Adlicn. Enfer
cues and prompés that
remind you to summarize
Left Verfex: Benefits and Proof. Enter cwes and your cose and urge the
prompts thot remind you to comney the most Target io adh.
oompelling benefits the Target will realize {limit
yourself fo three). Add friggers o prove the
benefits are realisiic ond achievable.

Right Yertex: Solufion ond Proof. Enter cues and
prompts that remind you fo relote fre solufion
you're advocating. Add triggers fo substanfiote
the solution's wiability.




essage Triangle

MESSAGE TRIANGLE

Page &

@' TARGET: |dentify the Target — " £ Top ¥ertex: Pain/Gain and Proof. Erter
cues and prompts that remind you to
g arhiculote and volidate this Target's problem,
need, or opportunity.

Center of Trangle:
Call to Adlicn. Enfer
cues and prompés that
remind you to summarize
Left Verfex: Benefits and Proof. Enter cwes and your cose and urge the
prompts thot remind you to comney the most Target io adh.
oompelling benefits the Target will realize {limit
yourself fo three). Add friggers o prove the
benefits are realisiic ond achievable.

Right Yertex: Solufion ond Proof. Enter cues and
prompts that remind you fo relote fre solufion
you're advocating. Add triggers fo substanfiote
the solution's wiability.




Message Triangle Exercise

MESSAGE TRIANGLE

the Target rtex: Poin/Gaoin and Proof. Enter
and prompts that remind you fo

2 and pramps fhat
remind you s summan
nd urge fhe
Targe fo oct.




Final piece to the puzzle




We're talking about practice
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