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This is a somewhat expanded Value Proposition Concept developed by Curt Carlson
and SRI in Menlo Park. It has been applied at countless companies and has been used
to develop their $500 Billion USD business.
I consider it a Silicon Valley Best Practice, which is why I include it in my workshops.
It serves our purpose for the workshop very well because:
It is comprehensive
It is operational
It is the core of elevator pitch, executive summary and customer, partner and
investor pitch
It’s easy to remember the letters “NABC”
The four components of this Value Proposition together form the foundation for all
company communications including tag line, mantra, elevator pitch, executive
summary, customer pitch, partner pitch and investor pitch.
This is a great place for our cleantech companies to start in developing their speed
dating pitch and the other collaterals they will need.
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This slide shows the 4 components of the Value Proposition – I believe it is self‐
explanatory.
Important things for the companies to remember though: since they are going to be
pitching to potential partners they need to think about these components relative to
1) the end customer and 2) the partner.
The partner certainly cares about the end‐user need, approach, benefits and
competition/alternatives, but he also cares about “what’s in it for him” as the partner.
Both of these dimensions need to be incorporated into the value proposition and will
later be part of the pitch as well.
This is crucial!
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1.Customer Need is the fundamental element in a value in a value proposition.
Without need there is no value. Need can also be articulated as the Customer
Problem. WHAT is the PROBLEM your company is solving, and for WHOM?
2. WHY does the customer CARE? How does this problem rank compared to the other
challenges the customer is dealing with. Be very specific. Most entrepreneurs talk
about their product or technology and forget that value starts with a compelling
NEED.
3. How many customers are there in your addressable market? The addressable
market is the one your company can actually reach with the funding and resources it
expects to have. Best to build this from the bottom up rather than from the top
down. Start from the expected production of one sales person and then multiply up.
You can also state the potential market but that is a different “animal”.
4. WHY does your prospective partner care? For you to have a compelling value
proposition he/she must already sell to this type of customer or want to sell to this
type of customer? Be clear about what you think the partner need is.
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1. What is your solution to this problem? A schematic or illustration of the solution
is good here.
2. What is different about your solution and what is compelling about that?
3. Why should the partner believe your solution will work, and how do you defend it
in the market place?
4. How can your approach be made even better through the partnership you are
proposing?
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1.For Cleantech companies the benefits provided are often lower emissions, greater
energy independence, savings through greater efficiency, etc.
2. Quantify benefits.
3. Quantify the costs for the customer.
4. Even better if you can show an ROI table that correlates quantitative and
qualitative benefits with costs.
3. WHY does your prospective partner care? For you to have a compelling value
proposition he/she must already sell to this type of customer or want to sell to this
type of customer? Be clear about what you think the partner need is.

6

1. If the problem you are solving is important, the customer must have some other
solution they are currently using? What is it?
2. If the customer decides to just keep doing what he is doing, what are the
consequences?
3. Aside from you, what are the other solutions the customer could choose?
4. What is better about your solution – convenience, cost, sustainability, ease of
delivery, what?
5. Which of your advantages would be most important to the partner you are
pitching?
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