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VALUE PROPOSITION



VALUE PROPOSITION

• What problem/pain are we trying 
to solve?

• What solution are we offering?

• What is the value in our 
solution?



VALUE PROPOSITION (1)

� A business or marketing statement that 
summarizes why a consumer should buy a 
product or use a service. 

� This statement should convince a potential 
consumer that one particular product or 
service will add more value or better solve a 
problem than other similar offerings.

Source: Forbes magazine



VALUE PROPOSITION (2)

� Companies use this statement to target 
customers who will benefit most from 
using the company's products, and this 
helps maintain an economic moat. 

� The ideal value proposition is concise 
and appeals to the customer's strongest 
decision-making drivers. 



VALUE PROPOSITION (3)

� Purpose of your value proposition is 
to identify and satisfy an unmet need 
that your target market possesses:

Unique Selling Proposition (USP)



VALUE PROPOSITION (4)
� Keep it short and uncluttered. If you can't sum it up in 

10 words or less, chances are you won't be able to 
execute it either.

� Be precise. Your customers have specific needs; 
your value proposition should offer targeted solutions

� This is about your customer, not you. Your value 
proposition should discuss only what matters to your 
customers and the value you can bring to them.

� Value comes in numerous forms. Money, time, 
convenience and superior service are a few of the 
ways you can help deliver value to your customers.



VALUE PROPOSITION (5)

http://www.youtube.com/watch#!v=OymqjqT5KSs&playnext_from=TL&videos=4ra5Bq-NY7A&playnext=1



VALUE CURVE

“Strategy is what a company decides NOT to 
do well”

Francis Frei, Harvard Business School



VALUE CURVE



VALUE CURVE



VALUE CURVE



EXERCISE – VALUE CURVE
Attribute identification

1. Get all the elements of your group together

1. Each one will individually think and write on 5 post-it the 
5 key differentiation factors from your competition

2. Put all post it together

1. Group the post it in similarity attributes groups

2. Select the most relevant 8 and build your value curve 
(scale 1-7)



VALUE CURVE ATTRIBUTES
� Design
� Convenience
� Availability
� Price
� Exclusivity
� Personalized
� Faster access
� Eco-labbeled
� Organic

• Simplicity
• Ambience
• Fun
• Knowledge 

access
• Quality
• Capacity
• Variety
• Location…



VALUE CURVE
Questions you should ask (Francis Frei)

1. What is the experience your clients want?

2. What are the attributes your clients value the most?

1. Can we distinguish ourselves from our competition by the 
experience we can provide our clients?



� Theory of Strategy developed by INSEAD 
teachers W.Chan Kim & Renee 
Maugbourne.

� DO NOT focus on competing in EXISTING 
MARKETS

� Rather, focus on CREATING NEW 
MARKET SPACES and making the 
competition IRRELEVANT.

BLUE OCEAN STRATEGY



BLUE OCEAN Vs RED OCEAN



HOMEWORK
1. Get to know your industry and competitors

1. Select the 2 most relevant ones

2. Compare your project to those 
competitors

3. Build your comparable value curve and 
learn your strategy/value



EXERCISE & TEST

� Built your 1st BMC

� What are your hypothesis? Define all possible!
� Choose the 3 most important/risky ones!

� If you can, interview someone that may be a 
client and LISTEN to their problems & needs 
BEFORE presenting them the solution!



EXERCISE & TEST
� Prepare a google form questionaire

� Include this sentence in ALL your forms:
“This is part of a student assignment for an entrepreneurial course in the 
FCUL, and the ideas, questions and all information herein contained is only 
theoretical and imaginary, not part of a yet real solution and it is of student’s 
entire responsibility. The purpose of this questionnaire is to listen to the 
market and potential customers needs on the bases of a fictional idea. We 
can assure you that every information here is maintained confidential and will 
solely be used with the purpose of getting statistical significant data.“ 

� Demographic info: name, age, degree, nationality, gender…
� Ask specific questions and provide optional answers (don’t do open 

questions)
○ Ex: When you go to a new job outside your country what are the firts things 

you do?
� A) look for a place
� B) Know more about job
� c() learn the entry needs for that country...



EXERCISE & TEST

� Collect as many answers as you can – Facebook, 
LinkedIn, email to groups, phone calls, presence 
interviews etc…

� Analyse the data with the google summary tool

� Validate or not validate your hypothesis!



INVENTIONS & PROTECTION

� Protection guarantees some sort of 
exclusivity

� Must we Protect EVERYTHING?



Intellectual Property 

� Intellectual Property (IP) protection 
guarantees the inventor of a new 
process or product to benefit from, or 
allow others to take profit from, the 
exploitation of that IP, either financially 
or other, preventing the possibility of 
unfair use of it by third parties.





PATENTS
� A patent is a monopolist right given to the 

inventor for a period of up to 20 years, 
depending on national laws, that is restricted to 
the details and claims defined in the patent’s 
document.

� Only new, inventive and industrially suitable 
inventions can be patented.







PATENTS



� What can NOT be patented:
� Live organisms
� Original DNA sequences/genes
� Anything in nature
� Software

� What CAN be patented:
� Uses/production methods of live organisms
� Modified/recombinant DNA sequences, vectors 

and methods
� Anything that is modified from nature
� Usage of a code/algorithm

PATENTS



� www.inpi.pt

� www.wipo.com

� https://www.epo.org/index.html

PATENTS DATABASES

http://www.inpi.pt
http://www.wipo.com
https://www.epo.org/index.html






The IP CODE of ULISBOA

http://www.fc.ul.pt/pt/pagina/386/tt-pi-ciências



http://www.fc.ul.pt/pt/pagina/386/tt-pi-ciências

The IP CODE of ULISBOA



http://www.fc.ul.pt/pt/pagina/386/tt-pi-ciências

KEY POINTS

1. All the rights over R&D performed in UL belong to UL

1. The inventor has the right to be recognised as so in any IP 
piece or communication (or not if he/she desires so)

2. The inventor shall communicate the invention to UL (Via 
TT@UL) maximum 1 month after invention was made

1. If UL has no interest in protecting the IP, it can give partial or 
full rights to inventor

The IP CODE of ULISBOA



http://www.fc.ul.pt/pt/pagina/386/tt-pi-ciências

1st Step– Invention communication

The IP CODE of ULISBOA


