Value Proposition Reframing: The Circle Diagram

Step 1: Mapping Customer Value

1. What are the existing customers’ jobs-to-be-

done in your market? .
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4. What other customers’ jobs-to-be-done could 3. Whatvalue does the disruptive innovation
the disruptive innovation address? promise to the customer?

2. Whatvalue do market leaders deliver to the
customer in your market?

1 - Point of Opportunity

2 - Point of Incumbent Overshoot
3 - Point of Untapped Value

4 - Point of Inferiority

5 - Point of Parity

6 - Point of Superiority

7 - Point of Overshoot Parity

8 - Point of Coupled Value
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Value Proposition Reframing: The Circle Diagram

Worksheet 2

Step 2: Formulating Reframing Tactics

1. Enhancing tactics: Which features of the
disruptive innovation could be used to increase
customer value?

How important would these tactics be for your new
value proposition? [1=lowest 5=highest]

1 2 3 4 5

3. Coupling tactics: Which features of the
disruptive innovation can help in breaking into
new markets?

How important would these tactics be for your new
value proposition? [1=lowest S=highest]

1 2 3 4 5
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2. Compensating tactics: How could a new value
proposition address the disruptive innovation’s
initial inferiority?

How important would these tactics be for your new
value proposition? [1=lowest 5=highest]

1 2 3 4 5

4. The reframed value proposition: What would
the new value proposition look like?
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