SIMPLIFYING VALUE PROPOSITIONS
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Test small, bet big.

Build on what works,
get rid of what doesn’t.

Repeatl.




Intro

CLASS FORMAT

Chapters Sections
» My Story » Checklist
» Simplifying value propositions » Ul elements
» Wriggle case study » Test assumptions

» Case study
» Whiteboard activity
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CHECKLIST

* 1. Commit to the simplest value
proposition possible.

2. A/B test the value proposition as
Thas 1s my landing page headline. website or app copy to finely hone it.

PRIMARY CTA

1-2

3. Develop visual assets to succinctly
reinforce the value proposition.

4. Build the least to deliver it—ruthlessly
cut low performing features, channels,
or properties.
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CHECKLIST

This 1s my landing page headline.

PRIMARY CTA

1-2

Commit to the simplest value
proposition possible.

. A/B test the value proposition as

website or app copy to finely hone it.

. Develop visual assets to succinctly

reinforce the value proposition.

. Build the least to deliver it—ruthlessly

cut low performing features, channels,
or properties.
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FROM ABSTRACT
TAGLINE...

Ottawa-based startup Fellow promises to
be “A Manager’s Co-Pilot.” Can you
guess what this startup does?




Simplifving Value Propositions

11

1:1 Relationships

My Manager

@ Keith

Others

Harry

George

Alexandra

oD

)<

@ Caitlyn asked you and 92 others for feedback

How was the Team Building Event?

1-on-1 with Jen
Digital Marketing Strategist - Product Marketing

Discussions

Keith - Jen

Talking Points

:jf\: / What can | do to accelerate my career development?
(_) What is your vision for our team?

v Is there anything slowing you down or blocking you?

Priorities for this week
@ Sales presentation

® User case studies

® Acquisition campaign

Action Items
f @Keith to follow up on professional development resources

' | @Jentoreachoutto marketing team

nare medium and long-term goals for next meeting

“o®

Assigned to:
Keith

Ask For Feedback

Suggested Topics for your 1-on-1 with Jen

Suggested topics for your 1-on-1 with Jen

What can | do to accelerate
my career development?

Add to your 1-on-1

Private Notes
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TO CONCRETE
VALUE...

Managers have a lot of meetings.
“Great meetings are just the

start” tells you how they will add
value to managers and hints at @
larger feature set.

FELLSOW

Great meetings
are just the start.
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TESTING TAGLINE

Good Tagline often formulated as a strong statement.

Do something big

Better Tagline often in the form of a provocative
question?

Maybe, do easier task now

Yes, do the first step now
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CHECKLIST

This 1s my landing page headline.

PRIMARY CTA

Commit to the simplest value
proposition possible.

. A/B test the value proposition as

website or app copy to finely hone it.

. Develop visual assets to succinctly

reinforce the value proposition.

. Build the least to deliver it—ruthlessly

cut low performing features, channels,
or properties.
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VISUAL COMMUNICATION

ITS OKAY, MY FILES ARE
SAVED oON DROPBOX

IT WAS GETTING KINDA
coLD IN HERE ANYWAY

UM... \SN'T YOouR \ y
COMPUTER ON FIRE?

“Take Your Stuff Anywhere” “Keep Your Files Safe”

Hlustrations By Jon Ying. Circa 2008.
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DROPBOX TODAY
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HOW IT WORKS

THE OLD WAY
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Intercom circa 2017

You
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INTERCOM TODAY

ﬂ!ﬂ INTERCOM Products +  Use Cases ¥ Resources ¥ Pricing Log in Enter your email el ay&Tad:le!

Catch, convert and
keep more
customers

Modern messaging for sales, marketing and support - all
on the first platform made with customers in mind.

Enter your email Get Started

Free 14 day trial « Easy setup + Cancel any time

Trusted by the world's most innovative businesses - big and small
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PHOTOGRAPHY

charity: water
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On a donation page, will featuring the founder or the beneficiary drive more
donations?

Source: Blue State

A B

B Dartnrne
' _.rr ©ors
. ‘l'.-'|ll

Health is a human right.

L 4
.'L'

YOUN CONATION SAVES LIVES
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Answer: A won by 10%

Source: Blue State

A

B Partners
’ ..r! ol |
. ‘l'.o'|to

Health is a human right.

: ,j’ 4

L 4
J e

YOUR DONATION SAVES LIVES
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CHECKLIST

This 1s my landing page headline.

PRIMARY CTA

Commit to the simplest value
proposition possible.

. A/B test the value proposition as

website or app copy to finely hone it.

Develop visual assets to succinctly
reinforce the value proposition.

Build the least to deliver it—
ruthlessly cut low performing
features, channels, or properties.
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FEATURE BLOAT

O P> home insurance - Android App X --

< C & play.google.com

:ss Apps B Inbox (103) - norw... Bank of America |... ‘~ The World Clock-... &

Gmail

Remotive | Remot...

% AngelList Remote

) GOOg|€ P|ay home insurance]

Search Android apps v All prices v

My apps

Shop Apps

< Games
Kids

Editors' Choice

Account

Lemonade: Ho Home Insuranc
Payment methods Lemonade Inc. MYDEVLOPER
Play Points New LR R B8

My subscriptions
Redeem

Buy gift card

My wishlist
My Play activity

Parent Guide

Progressive Farmers Insura
Progressive Insur: Farmers Group i
* ok ok ki L I i

All devices v

Cover - Insuran

Cover Inc

LI I

Luko, home In:
Luko

LR ]

Homeowners
Insurance
TIPS

Homeowners |
Investment Tips

Insurance Agel
Blue |, LLC

LI I 1

P> Google Play Book...

Insurance Hou:

Coqgitate Technolo

* k%

A

Travelers Mobi
I'he Travelers Inds

* Kk %

Property&Casualty

Tncuranra

O »

3 Other Bookmarks

'

AMFAM

American Fam

American Family

L B B &

DIY Home Insp

Esurance

* ok k kd
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Will a landing page convert better with or with out navigation for the main

e-commerce site?
Source: Visual Web Optimizer (VWO)

A B

ow  mosm  arma  comunry ) : - .  moew  orme  comnre 003 ~ ST O

3 yuppiechef ° 3 yuppiechef &

Premméum Kachen Tools

Preméum Kachen Tools
PN st Aran Pas 4 AW Mepator Soertbey . ’ Yo Sl

COOKWARE TOOLS KENIVES AMLUIANCES BAXIWARE BARAWINE COMITATEA BOOKS MOMEXIEFMNG TABRUITOF XioS tANDS : :
No navigation

A seamless online registry A seamless online registry

Create and manage your gift registry entirely online with a Yuppilechef registry and let your guests Create and manage your gift registry entirely online with a Yuppiechef registry and let your guests
shop at one easy onliine destination from anywhere in the world. shop at one easy online destination from anywhere in the world,

CREATE YOUR YUPPIECHEF REGISTRY » CREATE YOUR YUPPIECHEF REGISTRY »

. 1 O tegutey of hewicn b Aty ®0o0 ©  Regntey of Jevinn & Aty
¢ C www yeppeche 0o 2a v X « G D www yvooietvd 00 20/ reg iy M \‘
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Answer: B doubled conversion from 3% to 6%

Source: Visual Web Optimizer (VWO)

A B

o smosTwy  owvws cowmwsery R

Preméum Kechen Tools
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A seamless online registry A seamless online registry

Create and manage your gift registry entirely online with a Yupplechef registry and let your guests Create and manage your gift registry entirely online with a Yuppiechef registry and let your guests
shop at one easy online destination from anywhere in the world shop at one easy online destination from anywhere in the world,
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9:41 AM
Wriggles in Bristol ¥

Baked £gg Srunch & Sourdodgh

Este Kitchen 0.64mi

Ang Burger & Soul Fries

v Smoke & Glaze @ The Pipe & Slippers

941 AM

Wriggles in Bristol ¥

Filter by date, time and preferences

o

il = a1 AM 100% ="
< Any2xThalis: A Traditional Thal... (1)

[0 .
J

Any 2x Thalis: A Traditional Thali
Treat for Two!

v

A,
Favourite this venue? VI
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| Better Lunch Project X

C U

www.betterlunchproject.com

E 4

; - Fel
& ' ¥ ¥
A"‘ B )

*Itr

Molly

weRFE EO=

BETTER LUNCH PROJECT
POWERED BY wiggle

. = .
1 &

| ln Your Inbox

ve end you hqnd'picked lunch offers &omﬁome mdependen place:

@ near your office. * ¢

-
on't be everydox just when.we have something great‘,

4'@




POWERED BY (micgc}Qe,




Simplifying Value Propositions

30

WE BELIEVE Downtown office workers

target user

HAS A PROBLEM Boring lunches

user need

WE CAN HELP THEM BY

Sending them a voucher for new and interesting places near office

solution

WE WILL KNOW WE ARE RIGHT WHEN

Repeat voucher sales

one key metric
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CHECKLIST

What do you think of my landing page?

Primary CTA ' Secondary CTA '

1-2

Commit to the simplest value
proposition possible.

. A/B test the value proposition as

website or app copy to finely hone it.

. Develop visual assets to succinctly

reinforce the value proposition.

. Build the least to deliver it—ruthlessly

cut low performing features, channels,
or properties.
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THANK YOU.

This class is one chapter from

the book Design-Driven Growth.

Buy direct from author:
design-driven-growth.com

Or from any major book retailer

® ® . Book|Design-Driven Growth X  +

< > C & design-driven-growth.com

DESIGN-
DRIVEN
GROWTH

#1 Amazon Hot
New Release in
User Experience

ﬁ Books

MOLLY NORRIS WALKER Do you want to feel the
book hotness for

yourself?

Yes, Buy Now Maybe, Tell Me More

22



http://design-driven-growth.com

