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	Vision: To enrich the lives of those who produce and those who consume, ensuring progress for generations to come.

Mission: A global pure-play agriculture company that combines industry-leading innovation, high-touch customer engagement and operational execution to profitably deliver solutions for the world's most pressing agriculture challenges.
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	Vision: Engage, delight and inspire consumers by building brands they love and leading in growing categories. Our Vision is our long-term direction that guides business priorities and aligns our organization.

Mission: Maintain a relentless focus on the consumer and stay empowered by the pillars of driving prioritization and best-in-class execution, improving profitability and cost discipline, and nurturing and investing in our culture.
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	Vision: Conduct business essential to life. Running for the people who trust us and the planet that sustains us, we create intelligent connected machines that enable lives to leap forward.

Mission: Create tech for farmers and builders. Innovate on behalf of humanity.
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	Vision: Be the premier purveyor of the finest coffee in the world, inspiring, and nurturing the human spirit – one person, one cup and one neighborhood at a time.

Mission: Commitment to source, roast and serve the highest quality coffee and bring people together to inspire and nurture the human spirit.
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	Vision: Feed the world like family.

Mission: We are a company of people engaged in the production of food, seeking to pursue truth and integrity, and committed to creating value for our shareholders, our customers, our team members, and our communities.
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	Vision: Be THE destination for customers to save money, no matter how they want to shop.

Mission: Create shared value for customers, associates, suppliers, communities, and the planet. As a people-led, tech-powered omnichannel retailer, we focus on providing convenient, affordable, quality goods and services worldwide.



Examples of Business Strategies that create VALUE
Cross-sell more products – McDonald’s: “Do you want fries with that?”
Superior customer service – Chick-fil-A: “My pleasure”
Technologically advanced – Apple: iPod, iPhone, iPad, Smart Watch, …
Customer loyalty/retention – Amazon Prime: Subscription (Alexa, Audible, …)
Low-cost provider – Walmart: consistently low prices across bundles of goods

Business Model Definition (source: StrategyzerAG)
A business model describes the rationale of how an organization creates, delivers, and captures VALUE.

S.W.O.T. Analysis –Questions to Consider and Answer (source: StrategyzerAG)

Strengths/Weaknesses  (Internal)
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· Are our customers satisfied?
· Do we have complaints from customers?
· Do our products/services align with customer needs and preferences?
· Do we have strong relationships with our customers?
· Have we identified our ideal customer(s) and know our target market?
· How are our margins?
· Are revenues predictable?
· Are our customers loyal (repeat purchases)?
· Is our revenue stream diversified and sustainable?
· Are there products or enterprises that are underperforming?
· How is our cash flow? 
· Do we have enough working capital to get through times of deficits in cash flow?
· Are our prices based on value and customer willingness to pay?
· Are costs predictable?
· Do we benefit from economies of scale (utilizing assets fully)?
· Are our operations cost-efficient?
· Do we have a competitive advantage?
· Are our resource needs predictable?
· Do we have the resources to implement our strategies (human/financial capital, infrastructure)?
· Do we have partners along the supply chain?


Threats (External)
· 
· Are competitors threatening to offer better prices or value?
· Are there substitute products available?
· Are margins threatened by technology, regulations, competition, policy?
· Are we in danger of losing partners along the supply chain?
· Do we risk losing partners to collaboration with the competition?
· Is competition threatening market share?
· Do we rely on one revenue stream more than others?
· Could our market be saturated soon?
· Is there a revenue stream that is likely to disappear in the future?
· Which costs threaten to become unpredictable?
· Which costs threaten to grow more rapidly than revenues?
· Could we face a disruption of supply, or quality, of resources?
· How likely are our relationships with customers to deteriorate and for them to defect?


Opportunities (External)
· 
· Can we generate recurring revenue by converting products into services? 
· Can we meet other customer needs?
· Can we increase prices?
· Where can we reduce costs?
· Have we identified and “fired” unprofitable customers? If not, why not?
· Can we serve a new group of customers?
· Can we improve personalization?
· How can we improve efficiency?
· Can we cross-sell, what other products would customers be willing to buy?
· What resources would be better sourced from partners along the supply chain?
· Can we increase margins by directly serving customers?
· How can we benefit from a growing market?
· Can we strengthen customer relationships with more touch points?
S.W.O.T. – Brown Family Farm
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Pains
Jobs to be Done

BFF Jobs to be Done
Jobs describe the things your customers are trying to get done in their work or in their life.

A customer job could be:
· the tasks they are trying to perform and complete,
· the problems they are trying to solve, or 
· the needs they are trying to satisfy.

Customers “hire” businesses to do three types of jobs for them:

	Functional
Jobs
	
Personal/
Emotional
Jobs

	Social
Jobs

	Customers desire to complete a task or solve a problem.
· Tangible
· Measurable
· Actionable
	Customers seek an emotional state such as feeling secure or satisfied.
· Insecurities
· Preferences
· Relationships
	Customers want to be seen by others through status, relationships, or positions of power.
· Brand
· Fashion
· ESG




Instead of seeing the world through the lens of what the company is doing (products & services), see the world through the lens of what the customer is trying to get done.

Harvard Business School marketing professor Theodore Levitt said, "People don't want a quarter-inch drill; they want a quarter-inch hole."


Sources: StrategyzerAG and Tony Ulwick, pioneer Jobs-to-be-Done Theory
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BFF Value Proposition Map

	Products & Services
	
	Gain Creators

	
	
	

	
	
	Pain Relievers
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BFF Value Propositions (source: Lisa DeCarlo, Just GO)

1. What are the current value propositions for the BFF?
2. What could they be in the FUTURE?
· What value do we deliver to the customer?
· Which of the customer’s problems are we helping to solve?
· Which customer needs are we satisfying?
· What bundles of products and services are we offering to each customer segment?

	Current
Value Propositions
	
Future
Value Propositions
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BFF Customer Relationships

Categories of relationships (sources: SolutionsHub and Lisa DeCarlo, JustGO):
· Dedicated personal assistance/Advisory (crop consultant)
· Automated service (automatic bill pay)
· Community exchange (online forum for shared learning)
· Co-creation/Collaborative (crowdsourcing)
· Self-service (tech driven, empower customers with online portals)
· Transactional (selling commodities)
· Subscription (monthly produce box)
· Assured quality (warranty/guarantee)1. What kind of relationship do our customers expect?
2. Which relationships have we established?
3. Which relationships do we want to establish?
4. Which relationships work?
5. How costly are the relationships?









																																																																																																																					
BFF Customer Channels (source: Lisa DeCarlo, JustGO)


Direct examples
· Sales force
· Website
· Stores
Indirect examples
· Wholesaler
· Partner stores
· Partner website

1. How do we touch our clients/segments?
2. Which channel do our customer segments want to be reached?
3. How are we reaching them now?
4. How are the channels integrated?
5. Which work best?
6. Which are most cost-efficient?









	Phases
	Channel

	Awareness
	

	Evaluation
	

	Purchase
	

	Delivery
	

	After Sales
	


BFF Resources/Activities/Partners (source: Lisa DeCarlo, JustGO)

	Partnerships/Suppliers
	
	Resources

	· Strategic alliances between non-competitors
· Co-opetition: strategic relationship between competitors
· Joint ventures to develop mew business
· Buyer-supplier relationships to assure reliable supply
	
	· Human, operational, physical, intellectual, financial

	
	
	Activities

	
	
	· Production (manufacturing, problem solving (consulting, hospitals), platform/network (eBay, Microsoft)



BFF Customer Profile

Customer Profile	Jobs-to-be-Done	Gains	Pains	0.5	0.25	0.25	
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Customer Pains
Trigger Questions

Pains describe anything that annoys your customers before, during, and after trying
to get a job done or simply prevents them from getting a job done. Pains also describe
risks, that is, potential bad outcomes, related to getting a job done badly or not at all.

Use the following trigger questions to help you think of
different potential customer pains:

1. How do your customers define too costly? Takes a lot of time, costs too
much money, or requires substantial efforts?

2. What makes your customers feel bad? What are their frustrations,
annoyances, or things that give them a headache?

3. How are current value propositions under performing for your customers?
Which features are they missing? Are there performance issues
that annoy them or malfunctions they cite?

4. What are the main difficulties and challenges your customers
encounter? Do they understand how things work, have difficulties
getting certain things done, or resist particular jobs for specific reasons?

5. What negative social consequences do your customers encounter
or fear? Are they afraid of a loss of face, power, trust, or status?

6. What risks do your customers fear? Are they afraid of financial, social,
or technical risks, or are they asking themselves what could go wrong?

7. What's keeping your customers awake at night? What are their big issues,
concerns, and worries?

8. What common mistakes do your customers make? Are they using
a solution the wrong way?

9. What barriers are keeping your customers from adopting a value
proposition? Are there upfront investment costs, a steep learning curve,
or other obstacles preventing adoption?

i e b ©sStrategyzer
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Customer Gains
Trigger Questions

Gains describe the outcomes and benefits your customers want. Some gains are
required, expected, or desired by customers, and some would surprise them.
Gains include functional utility, social gains, positive emotions, and cost savings.

Use the following trigger questions to help you think of
different potential customer gains:

1. Which savings would make your customers happy? Which savings in
terms of time, money, and effort would they value?

2. What quality levels do they expect, and what would they wish
for more or less of?

3. How do current value propositions delight your customers? Which specific
features do they enjoy? What performance and quality do they expect?

4. What would make your customers’ jobs or lives easier? Could there be
aflatter learning curve, more services, or lower costs of ownership?

5. What positive social consequences do your customers desire?
What makes them look good? What increases their power or their status?

6. What are customers looking for most? Are they searching for good
design, guarantees, specific or more features?

7. What do customers dream about? What do they aspire to achieve,
or what would be a big relief to them?

8. How do your customers measure success and failure? How do they
gauge performance or cost?

9. What would increase your customers' likelihood of adopting a
value proposition? Do they desire lower cost, less investment,
lower risk, or better quality?
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Customer Jobs
Trigger Questions

Jobs describe the things your customers are trying to get done in their work or in their
life. A customer job could be the tasks they are trying to perform and complete, the
problems they are trying to solve, or the needs they are trying to satisfy.

Use the following trigger questions to help you think of
different potential customer jobs:

1. What is the one thing that your customer couldn't live without
accomplishing? What are the stepping stones that could help your
customer achieve this key job?

2. What are the different contexts that your customers might be in? How do
their activities and goals change depending on these different contexts?

3. What does your customer need to accomplish that involves interaction
with others?

4. What tasks are your customers trying to perform in their work or personal
life? What functional problems are your customers trying to solve?

5. Are there problems that you think customers have that they may not
even be aware of?

6. What emotional needs are your customers trying to satisfy?
What jobs, if completed, would give the user a sense of self-satisfaction?

7. How does your customer want to be perceived by others? What can your
customer do to help themselves be perceived this way?

8. How does your customer want to feel? What does your customer need to
do to feel this way?

9. Track your customer’s interaction with a product or service throughout
its lifespan. What supporting jobs surface throughout this life cycle?
Does the user switch roles throughout this process?
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The Value Proposition Canvas
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Gain Creators
Trigger Questions

Gain Creators describe how your products and services create customer gains.

They explicitly outline how you intend to produce outcomes and benefits that

your customer expects, desires, or would be surprised by, including functional

utility, social gains, positive emotions, and cost savings.

Use the following trigger questions to ask yourself:
Could your products and services...

1.

2.

3.

b

5.

6.

7.

9.

Copyright Strategyzer AG

... create savings that please your customers? In terms of time,
money, and effort.

... produce outcomes your customers expect or that exceed their
expectations? By offering quality levels, more of something,

or less of something.

... outperform current value propositions and delight your customers?
Regarding specific features, performance, or quality.

... make your customers’ work or life easier? Via better usability,
accessibility, more services, or lower cost of ownership.

... create positive social consequences? By making them look good
or producing an increase in power or status.

... do something specific that customers are looking for? In terms
of good design, guarantees, or specific or more features.

... fulfill a desire customers dream about? By helping them achieve
their aspirations or getting relief from a hardship?

... produce positive outcomes matching your customers’ success and
failure criteria? In terms of better performance or lower cost.

... help make adoption easier? Through lower cost, fewer investments, lower
risk, better quality, improved performance, or better design.
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Pain Relievers
Trigger Questions

Pain relievers describe how exactly your products and services alleviate specific
customer pains. They explicitly outline how you intend to eliminate or reduce some
of the things that annoy your customers before, during, or after they are trying

to complete a job or that prevent them from doing so.

Use the following trigger questions to ask yourself:
Could your products and services...

1.

2.

3.

b

5.

6.

7.

9.

... produce savings? In terms of time, money, or efforts.

... make your customers feel better? By killing frustrations, annoyances,
and other things that give customers a headache.

... fix under-performing solutions? By introducing new features, better
performance, or enhanced quality.

... put an end to difficulties and challenges your customers encounter?
By making things easier or eliminating obstacles.

... wipe out negative social consequences your customers encounter or
fear? In terms of loss of face or lost power, trust, or status.

... eliminate risks your customers fear? In terms of financial, social, techni-
calrisks, or things that could potentially go wrong.

... help your customers better sleep at night? By addressing significant
issues, diminishing concerns, or eliminating worries.

... limit or eradicate common mistakes customers make? By helping them
use a solution the right way.

... eliminate barriers that are keeping your customer from adopting value

propositions? Introducing lower or no upfront investment costs, a flatter
learning curve, or eliminating other obstacles preventing adoption.
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Ad-Lib
Value
Proposition
Template

Ad-libs are a great

way to quickly shape
alternative directions

for your value proposition.

They force you to pinpoint
how exactly you are
going to creating value.
Prototype three to five
different directions by
filling out the blanks in
the ad-lib on the right.

Objective

Quickly shape potential
value proposition directions

Outcome

Alternative prototypes
in the form of “pitchable”
sentences
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The Business Model Canvas

Customer Relationships '

Key Activities °

Key Partners é’ Value Propositions Customer Segments

Whare our Key Partners?

Who are our key suppliers?
Which Key Resources are we
acquiring from partners?

Which Key Activities do partners
perform?

Types:

Strategic Alliance between non-
competitors

Coopetition — strategic
relationship between competitors
Joint ventures to develop new
business

Buyer-supplier relationships to
assure reliable supply

Motivations for partnerships:
Optimization and economy
Reduction of risk and uncertainty
Acquisition of particular resources
and activities.

What Key Activities do our VP
require?

Our Distribution Channels?
Customer relationships?
Revenue Streams?

Categories:
Production
Problem Solving
Platform/Network

Key Resources

What Key Resources do our VP
require?

Our Distribution Channels?
Our Customer Relationships?
Revenue Streams?

Types of Resources:
Physical

Intellectual (brand, patents,
copyrights, data)

Human

Financial

Operational

What value do we deliver to the
customer?

What do you offer your customer
to create gains?

Which one of our customer’s
problems are we helping to solve?
Which customer needs are we
satisfying or pains relieving?
What bundles of
products/services are we offering
each CS to help gets job done?

Characteristics:
Newness
Performance
Customization
“Getting the job done”
Design

Brand/Status

Price

Cost reduction

Risk reduction
Accessibility
Convenience/usability

What type of relationship does
each of our CS expect?

Which ones have we established?
Which do we want to establish?
Which ones work?

How are they integrated with the
rest of the business model?

Examples: personal assistance,
dedicated personal assistance, self-
service, automated services,
communities, co-creation

Channels

L L)

Through which Channels do our
CS want to be reached?

How are we reaching them now?
How are our Channels integrated?
Which work best?

Most cost efficient?

Channel Phases:
Awareness
Evaluation
Purchase
Delivery
After Sales

For whom are we creating value?
Who are our most important
customers, clients, or users?

Examples:

Mass Market

Niche Market
Segmented
Diversified
Multi-sided Platform

Distinct CS Tests:

Do their needs require and justify a
distinct offer?

Are they reached through separate
distribution channels?

Do they require different types of
relationships?

Do they have substantially
different profitability's?

Are they willing to pay for different
aspects of the offer?

Cost Structure

What are the most important costs inherent in our business model?

Revenue Streams

For what value are our customers really willing to pay?

For what do they currently pay?

How are they currently paying?

How would they prefer to pay?

How much does each Revenue Stream contribute to overall revenues?

Which Key Resources are most expensive?
Which Key Activities are most expensive?
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Vision

Business aspiration
Mission

Why the company exists and what the founders envisioned

Objectives
Result that a company aims to achieve

Strategy
Long term plan designed to achieve objectives

Approach
Methodology for executing the long-term plan

Tactics
Smaller. focused action plans that support the
overall strategy
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