


DESIGN FOR ADDED CUSTOMER VALUE
INTRODUCTION

Why design for added customer value?
Designing a compelling PaaS offering to customers requires a deep 
understanding of their needs, pain points, and requirements. The 
importance of a clear value proposition is stressed by interviewees 
stating that customers often have difficulty understanding what is 
included, or not, in a service offering.

What tools are included in this part of the methodology?
Customer journey mapping
Value proposition canvas
TCO calculation. Please download the separate TCO spreadsheet.

What do you need before starting the exercises?
A clear idea of your customer and end- user

What to think about?
To really understand your customers, we recommend iteratively doing 
these exercises together with your client or based on inputs from e.g. 
surveys and interviews.
We also recommend you test your value proposition on your customers 
to get their feedback.



DEFINE YOUR CUSTOMER PROFILE
STEP 1

Who is your customer / top target group?
Task - 20min
Describe:

your top customer
the related end- user type
what's the job- to- be- done

The PaaS top
customer is?

The PaaS
main end- user is?

What's the jobs- to- be- 
done, ie, the core

need problem to solve?

Example Your customer/target group 
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 e.g., municipality 

 e.g., gardener 

 e.g., X m2 grass cut/month 



CLEARANCE
Activities related to how the user clears the product (ie, sells, discards)

USE
Activities related to how the user uses the product

CUSTOMER JOURNEY MAPPING: BASELINE
STEP 2
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OBTAINMENT

From Obtainment to Clearance describe the 
customer journey by answering the given questions.

How does the user initiate product 
use? e.i What gives the first 
impression? What activities need to 
be carried out?

How does the user decide if 
obtainment is needed or not? e.g. 
discussing with family.

How does the user prepare product 
for clearance? What activities are 
needed? e.g. cleaning.

How does the user use the product? 
Is it intuitive?

How does the user choose and 
evaluate diffrent obtainment offers? 
e.i. Finding out what or where. e.g 
search on the Internet, test options.

How does the user explore 
clearance opportunities? e.g. 
compare secondhand sales 
opportunities.

How does the user manage & store 
the product?

How does the user obtain the 
product/service? e.i. agrees and 
gets access.

How does the user offer the 
product? (if done) e.g. put it up for 
sale

Why would the user revalue the 
product? e.g Does it somehow feel 
outdated?

How does the user clear the 
product? e.g book pick- up, pass it on 
to next user.

Customer 
activities

Categorise the activities according to whether 
they constitute positive (gains) or negative 
(pains) experiences. Keep these insights in 
mind when moving on next step.

Task A: 20 - 60 min Task B: 10 min

It could be your current offer or the 
dominant market solution

How does the baseline 
customer journey look like?

Activities related to how the user obtains the product



Brand 
activities

Customer 
activities

Brand 
activities

Customer 
activities

Brand 
activities

Customer 
activities

Brand 
activities

Customer 
activities

How does the user utilise the 
product?

How does the user choose and 
evaluate different obtainment offers 
(e.g search on the internet, test 
options, etc). Considering diffrences 
in clearance hassle?

How can you facilitate the use of the 
PaaS?

How can you support the customer 
in the obtainment exploration? How 
can you be visible? How can you aid 
the decision? How can you support 
with needed information?

How does the user manage & store 
the product?

How does the user obtain the 
product/service? e.i. agrees and gets 
access.

How does the user clear the 
product? e.g book pick- up, pass it on 
to next user.

How can you make management 
and storage as easy and convinient 
as possible for the user? 

How can you provide the PaaS to 
the customer in the best way?

How can you help the customer with 
clearance? e.g. pick- up

Why would the user revalue the 
product? Does it somehow feel 
outdated?

What can you do to prevent the 
customer to revalue the product?

How does the user initiate product 
use? What gives the first 
impression?- What activities need to 
be carried out?

How does the user decide if 
obtainment is needed or not (e.g. 
discussing with family)?

How does the user prepare product 
for clearance? What activities are 
needed?

How can you facilitate the initial use 
of the PaaS? How can you ensure 
intuitive use for first time users?

How can you support the customer 
when considering an obtainment?  
How can you ensure that you 
pinpoint customer need?

How can you help the customer with 
preparing for clearance? e.g. when 
unsubscribing. Give feedback?
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Do a service flip! How would you fulfil the 
customers' needs to be done as- a- service?

Task A: 20 - 60 min 
From Obtainment to Clearance describe you PaaS 
customer journey by answering the given questions.
Keep in mind the the pains and gains from STEP 2 - 
Can your PaaS offering reduce the pains of product 
ownership and improve the gains?

Task B: 10 min
Look back at your customer journey and find 
opportunities for added value. Use the "added 
value toolbox" on the next page for inspiration.

Let's envision the customer 
journey of your PaaS offering

OBTAINMENT USE CLEARANCE

CUSTOMER JOURNEY MAPPING: PRODUCT- AS- A- SERVICE
STEP 3



FINANCIAL
VALUE

FUNCTIONAL
VALUE

EMOTIONAL
VALUE

SOCIAL
VALUE

STRATEGIC
VALUE

PaaS allow customers to avoid upfront purchasing costs 
and distribute cost over time. This improves product 

affordability and may benefit the customers’ finances.

For both consumers and businesses, PaaS can deliver 
higher flexibility to fulfil changing customer needs 

according to preferences or situation

For consumers, PaaS can appeal to consumer’s desire 
to experience novelty and variety whilst taking off 

ownership responsibilities

For consumers, PaaS can deliver value by fulfilling the 
consumer’s need for status, image, or social interaction

For business customers, PaaS can improve operations by 
enabling access to the provider’s expertise to help optimize 

the usage of a product and improve operations functions

Include
running cost 

from 
maintenance

Allow the 
user to 

switch the 
service

Add a 
feeling of 
novelty

contribute 
to social 

interaction

Relieve the 
customer from 
administration

How can you....? How can you....?

How can you....? How can you....?

How can you....?

Include
running 

cost from 
repair

Include
running 

cost from 
insurance

Take away 
upfront 

purchasing 
costs

Distribute 
cost over 

time

Allow the 
user to 

cancel the 
service

Save 
effort for 
the user

Save 
time for 
the user

Save 
space for 
the user

Allow for 
upgrade of 
 technology

Allow the 
user to 

upgrade 
the service

Allow the 
user to 

extend the 
service

Add a 
feeling of 

variety

contribute to 
a desired 

status/image

give a sense of 
belonging, i.e. 

to an "eco- 
conscious 

group"

Allow the 
customer to 

focus on core 
activites

Include 
technical 
expertise

Offer high- 
tech 

"latest" 
solutions

Relieve 
customer 

from 
monitoring

CUSTOMER JOURNEY MAPPING: PRODUCT- AS- A- SERVICE - ADDED VALUE TOOLBOX
STEP 3 - ADDED VALUE TOOLBOX



VALUE PROPOSITION CANVAS - CUSTOMER PROFILE
STEP 4 / Part 1

4 Describe your target customer profile

1 2

Move "Needs" here �

Move "Gains" here �

Move "Pains" here �

Task B - CURRENT GAINS AND PAINS - 15min

Customer profile

Task A - 5min
With your target customer in mind. Recap on the customer’s main jobs- to- be- 
done, i.e. STEP 1, the core need problem to solve. Fill in the yellow box.

Guided by the STEP 2 excercise, collect Gains and Pains that your current offer 
or the dominant market solution bring. Fill the green "Gains" and red "Pains" box.



Describe Gains creators that your PaaS offer bring. Fill the green box

Describe your unique PaaS offer through a statement phrase. Fill the yellow box

VALUE PROPOSITION CANVAS - VALUE MAP
STEP 4 / Part 2

4 How can you create a fit between your 
PaaS offer and the market?

3 4

Move your "Offer" here �

Move "Gain creators" here �

Move "Pain relievers" here �

Value Map

Describe Pains releivers that your PaaS offer bring. Fill the red box
Task B - 8 min

Task A - 8 min

Task C - 8 min




