“A man’s gift makes room for him,
and brings him before great men.”

PROVERBS 18:16

VALU
DESIGN

— HOW IS VALUE CREATED AND EXCHANGED? —

VALUE IS THE BENEFIT PEOPLE .
RECEIVE THAT IMPROVES THEIR he
CONDITION IN A WAY THAT
MATTERS TO THEM.

VALUE PRINCIPLES
-

. PEOPLE DON'T BUY WHAT YOU DO.
THEY BUY THE RESULT IT DELIVERS.
NEED SOLUTION VALUE EXCHANGE PROVISION vt 1S PERSEIVERIRY JHPREGEVER,
) g 4 @' NOT DECLARED BY THE PROVIDER.
A felt need, You provide The solution They willingly Resources flow
problem, or knowledge, skill, creates real give something as a result of qz& FAIR EXCHANGE BENEFITS
desire exists. product, or service benefit and of value to the value you BOTRBARTIES;
that addresses improves their receive your create. g TRUST REDUCES PERCEIVED RISK
the need. condition. solution. AND INCREASES PERCEIVED VALUE.
/_/' INCREASE VALUE, AND
VALUE IS NOT WHAT YOU CHARGE. 2l provisioN FoLLows.
VALUE IS WHAT THEY ARE WILLING TO EXCHANGE FOR. ( Wy
. IN KINGDOM BUSINESS
We create value in a way that honors God,
COLOSSIANS 3:23 ‘{’ ECCLESIASTES 9:10 ;‘; MATTHEW 25:21 servesipacpithand Advalicesifiiaddnotiom.
el hm e T S e e e e
| will make you ruler over many things. LUE. EXCH i ’
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NOBODY
WANTS
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f‘ ». VALUE IS NOT CREATED
B8 ' merely because someone
works hard.

f > A person may spend
! ten hours creating

4

something nobody wants.

T
Al

I The labor was real.

~
/” I The effort was sincere.

l\\“ But little market
", value was created.

VALUE IS NOT IN THE ACTIVITY. IT IS IN THE IMPACT.

THE CUSTOMER
values the solution
more than the money.

HOW IS VALUE
CREAIED AND EXCHANGED?

i ‘ﬂ VALUE IS CREATED WHEN SOMETHING USEFUL, MEANINGFUL,
Aﬁh DESIRABLE, OR BENEFICIAL IS PRODUCED FOR SOMEONE ELSE.

That distinction is critical.

—— FROM A BUSINESS PERSPECTIVE: ——
TRANSFORMATION RESULT / SOLUTION

= V Y
» (B, =~ (8

They are worked A result that improves
and combined another person’s
with purpose. condition.

THEN VALUE IS EXCHANGED

when both parties voluntarily surrender something they value
in order to receive something they value more.

RESOURCES

AT
CREATED |

AVAVA

Inputs like time,
skills, materials,
ideas, and capital.

THE BUSINESS

values the money more
than continuing to hold
t,he solution.

($)> (i)

MDNEY SOLUTION

‘T‘;> $-

o e BOTH SIDES SHOULD BECOME

BETTER OFF THROUGH THE EXCHANGE.

AN I 7

VALUE IS CREATED
when resources are
transformed into a
result that improves

another person’s
' condition.

-
THE BEAUTY OF VALUE EXCHANGE

It is voluntary,
not forced.

It is beneficial,
not exploitative.

It creates trust,
relationships, and
sustainable growth.

“h¢' CREATE VALUE. EXCHANGE VALUE. MULTIPLY VALUE.



DISCOVER THE NEED

Find a real problem,
desire, goal, or
opportunity.

ESTABLISH TRUST

Reduce uncertainty through
truth, evidence, character,
and clarity.

2« THE VALUE-CREATION PROCESS ol

Turning Needs Into Solutions. Solut:ons Into Value. Value Into Impact.

UNDERSTAND THE PERSON DESIGN THE TRANSFORMATION BUILD THE SOLUTION COMMUNICATE THE VALUE

Learn what they value Create a credible path Combine knowledge, labor, Help people understand
and why the issue from their present condition resources, systems, and the problem, solution,
matters to them. to a better condition. creativity into something useful. benefits, and distinction.

MAKE THE EXCHANGE DELIVER THE PROMISE CONFIRM THE FRUIT IMPROVE AND MULTIPLY

Offer the value at a price Produce the result, Determine whether the Use feedback, profit, and
and under terms both experience, access, or customer actually received learning to serve more
parties willingly accept. benefit that was offered. the intended value. people more effectively.

| / -

AT ST ANED e e {08  VALUE CREATED WELL | =
oo\ e
CREATE TRANSFORMATION. ) ( @ BEIHEARTIES S MULTIPLIES IMPACT T T

DELIVER VALUE. | ! / WIN. 7 > FORGENERATIONS. = e

GOOD WORK CREATES VALUE. GREAT WORK CREATES LASTING IMPACT.
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VALUE DESIGN
APPLIED TO SALES

\ As a salesperson, your role is not merely ’ You help the customer

to present a product. answer five questions:

IS THIS RELEVANT TO ME? Connect the offer to J

their specific situation. 4 cﬁgﬁé‘&?ﬁfm\s
WILL THIS SOLVE SOMETHING 5, (@78  Clarify the problem \ * ° :2&‘“ ¢
IMPORTANT? Lol and desired result. T W mms

DO | UNDERSTAND THE VALUE? = @ Translate features into

meaningful benefits.

A GOOD SALESPERSON DOES NOT

DO | TRUST THIS SOLUTION Provide credible reasons ',__"\ MANUFACTURE VALUE THROUGH PERSUASION.

AND PROVIDER? for confidence. _—

A GOOD SALESPERSON DISCOVERS,
IS THE VALUE GREATER THAN Help them evaluate the EXPLAINS, DEMONSTRATES,
THE TOTAL COST? FEtengtensety. AND CONNECTS VALUE.

OUR ROLE IS NOT TO PUSH. OUR ROLE IS TO HELP THEM CHOOSE WISELY. (”’



© VALUE BEGINS WITH NEED @mmEmRE
©

Value is contextual.

VALUE DOES NOT BEGIN WITH YOUR PRODUCT. THE SAME RESOURCE.
It begins with someone else’s need, VERY DIFFERENT VALUE. g Vallie:dlenknds onitfie narson
desire, problem, goal, or aspiration. ~ A I

BEFORE CREATING ANYTHING, ASK:

(¢ What is missing?

QO QG

Value depends on the timing.

e Value depends on the place.

What is painful?
What is difficult?
What is taking too long?

Value depends on the circumstances.

BUSINESS PRINCIPLE

What is costing too much?

What does someone want to
become, accomplish, avoid,
or experience?

. Do not begin with:
“What can | make?”

£%3
o \ Begln with:

—_ WATERIS __ THE SAME WATER

( \ EXTRAORDINARILY [/ sk ) MAY HAVE ALMOST NO
) VALUABLE TO A —SS3@ PERCEIVED VALUE TO

THIRSTY TRAVELER. == SOMEONE STANDING

A PRODUCT HAS NO MEANINGFUL PR AR “Whom can I help,
BUSINESS VALUE APART FROM =
FHE s i (Hbipd: G VALUE IS CONTEXTUAL. 3 and what do they

| It depends upon the person, problem, place, genuinely need?”
| timing, and circumstances. .. S—_—

f';_flf' THE MOST VALUABLE BUSINESSES ARE BUILT BY SOLVING REAL NEEDS FOR REAL PEOPLE. i\fi\

—— Start with understanding. Build with purpose. Deliver with impact. ———



€ VALUE IS CREATED BY SC

Problems are raw materials for value creation.
Every successful business solves something.

IT MAY SOLVE:

EXAMPLES: BUSINESSES SOLVE PROBLEMS

H Wast
unger Iy Waste @ A RESTAURANT = solves hunger and convenience.

Inconvenience Inefficiency

9 A CONSULTANT = solves uncertainty.

Confusion Lack of knowledge
@ A DELIVERY SERVICE # solves distance and delay.
@ Risk @ Lack of access
A TEACHER # solves ignorance and confusion. . | \
Delay 9 Lack of confidence @ & _——4 The more important, painful, |
. e the i ' \ urgent, or expensive the ’
i Ll s e s \ N\ / blem, the more valuable
Isolation @ Lack of progress A SALESPERSON = : : : 2 Prosen
9 @ choosing the right solution. a credible solution may become. ]

\\ BUSINESS ' Income tends to follow the significance of the problem solved, /
'/ PRINCIPLE the quality of the solution, and the number of people served. —gB I'

\
/

£

= 4

f

GREAT BUSINESSES DON'T SELL PRODUCTS. THEY SOLVE PROBLEMS THAT MATTER. ~—




Value creation is fundamentally transformation.
Something moves from one condition to another.

€) VALUE IS CREATED THROUGH TRANSFORMATION

TRANSFORMATION EXAMPLES

becomes clarity.

@ Disorder
@ Risk
Distance
@ Weakness
Knowledge
@ Potential

becomes organization.
becomes security.
becomes access.
becomes capability.

becomes application.

»
>
»
>
>
>
.
>

becomes productivity.

BUSINESS
PRINCIPLE

@)

becomes a finished product.

JUST AS A TREE
CREATES LIFE AND
VALUE THROUGH
. TRANSFORMATION...

A TREE TRANSFORMS:

sunlight R
OXYGEN- &

B

water SHADE

» i wood
¢ blossoms
@ fruit

L ‘% and seed

A BUSINESS DOES SOMETHING SIMILAR.

/ ~
' 'm | It takes resources and reorganizes
-~ 7 them into a more useful form.

, carbon dioxide

K and minerals |
L )

FRUIT &8

74
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ASK:

“What transformation
does my business produce?”

If you cannot answer that
clearly, your value proposition
will remain weak.

—— 1 TRANSFORMATION CREATES VALUE. VALUE CREATES IMPACT. IMPACT CHANGES LIVES. ; e
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So the entrepreneur should not begin only by asking:

VALUE IS ULTIMATELY A @ simovww
TRANSFORMATION gy e

O

‘What transformation am |

Your personal design determines the kind of designed to help produce?”
transformation you are unusually equipped to facilitate.

A CARPENTER Then he can ask:

transforms materials ) “How can that transformation be

into useful structures.

A PHYSICIAN
seeks to transform | ————
S

packaged, communicated, delivered,
and exchanged?”

! That is where personal design becomes a business.

sickness into health.

AN ACCOUNTANT

transforms scattered financial

AN
Cal0
<<
P

information into clarity and control. (
S ABECETSOh | A BIBLICAL PATTERN
transforms uncertainty into a confident —b
decision when the offering genuinely Ephesians 2:10 gives us three connected ideas:
fits the customer’s need. . S —
A LEADER e ® o .
transforms disconnected individuals —p m EPHESIANS 2:10 B -
into a coordinated team. For we are His workmanship,
A TEACHER  created in Christ Jesus for God’s Created for Works prepared
transforms information — | good works, which God workmanship good works beforehand
into understanding. | prepared beforehand that we the person useful fitting opportunities
AN ENTREPRENEUR s e . should walk in them. ( He formed. contribution. for that contribution.
transforms problems, resources, —— — ) - (NKJV)
knowledge, and opportunity into . . ‘
solutions people value. = —— —
That suggests the following movement: e
Provision is not
The person’s Those works Beneficial Value creates g;zil;tl‘rp;:f i:fc;zur
S-\Zd f::;o"i design enables = benefit =% work creates <) room for exchange b Bacofie onaiof tha
P : certain works. others. value. and provision. results of faithfully

creating and delivering
value.




@) VALUE IS DEFINED BY THE RECEIVER

You do not have the final authority : THIS IS WHY ENTREPRENEURS
to determine the value of what you create. THE CUSTOMER ASKS: SOMETIMES BECOME FRUSTRATED.
The receiver does. N iz
THEY FOCUS ON THE CUSTOMER
_ THE EFFORT FOCUSES ON
‘ Do | understand it? REQUIRED TO THE BENEFIT

Does this help me?

-

’ | CREATE THE PRODUCT. ( R RECEIVED.
V vou'create TN Do | trust it? qg,
THEY DECIDE. | ¢

THEY DEFINE Is it relevant now?

oD ,‘;\ THE VALUE. /4
i F N

& S
-

e TN Is it better than my alternatives?

a . You may believe your product is wonderful. g
But the customer asks:

Is the benefit worth the cost?

Customers do not pay for your: ==

#"‘7 BUS'NFQS | g ook \\ They pay for the
74 8 et =18 L g o ‘Q / value they perceive
) /) PRINCIPLE TR ¢ @ '« | B | a» o

hours sacrifice complexity | credentials | overhead | or emotional they will receive.
attachment.
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VALUE INCREASES THROUGH UNDERSTANDING ¥4

A customer cannot value
what they do not understand.

An excellent solution can
remain commercially invisible

THE SAME PRODUCT. DIFFERENT LEVELS OF PERCEIVED VALUE.

@ vorrsone.
| .= reveals value. J

_ ONE PERSON SEES IT AS: _ ANOTHER SEESITAS: &

Cf CLARITY
creates connection. J

when its value is poorly
communicated.
R \ '-' _ ” “ A system that may help me = = 2 -

@\ | . “A collection of videos. avoid years of costly mistakes.” ‘ B~ I@ CONNECTION 1
This means marketing and @ creates action. )
sales do not merely promote They are looking at the same product e
value. They help reveal it. but perceiving different levels of value.

The entrepreneur must answer:
@j BUSINESS | 5y ®y @ M S B
. / =nil / w &
\=// PRINCIPLE | \V O/ @&/ @) X/
- What Why does What problem What result Why is this Why should the
doesitdo? : that matter? does it solve? does it produce? different? customer act now?

@ CLEAR COMMUNICATION INCREASES PERCEIVED VALUE BECAUSE IT CONNECTS THE SOLUTION TO WHAT MATTERS. @



() VALUE IS GREATER THAN FEATURES

@ Features describe what something contains. | Value describes what those features accomplish
for the customer.

FEATURE

f’ " RIISINESS

The value may be: \\_// DpDI I Dl E
“A structured path that replaces e
scattered learning with focused

implementation.”

A feature might be:
“Twelve monthly
training modules.”

FOR EVERY FEATURE, ASK:

The value may be:

A feature might be: A R
“Personal help identifying blind

“Weekly live :
hits » spots and overcoming obstacles .
coaching. fctar® _ 7 Continue asking
: until you reach
_ The value may be: ) WHAT? a benefit the
A feature might be: “The ability to revisit the material \ == customer

“Lifetime access.”

as your business grows and your p actually values.
needs change.” '




€) VALUE INCLUDES MORE THAN MONEY

People value many things besides financial gain.

VALUE MAY INCLUDE:

L’ A premium product

may not save money.

O O © O

Saved time Reduced effort Greater Peace of Convenience It may save time,

rai i '
certainty mind reduce frUStl'atIOH,

@ @ @ 9 increase confidence,
or create a bhetter

Beauty Status Belonging Confidence Enjoyment experi ence
Safety Identity Meaning Opportunity THAT IS STILL VALUE.

— Do not limit your value proposition to: Sometimes the deeper value is:

| BUSINESS
(@) ) PRINCIPLE 9 “This will help you \' 9 “This will help you stop carrying

make more money.” confusion, pressure, or uncertainity.”

-

o PEOPLE BUY SOLUTIONS THAT IMPROVE THEIR LIFE, NOT JUST THEIR FINANCES. @



€) VALUE IS INCREASED BY REDUCING FRICTION

BUSINESSES CREATE VALUE BY

08000006

\
)

i‘

\_/

[
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Sometimes value is created not by adding more, but by removing

what makes progress difficult.
v

@ BUSINESS PRINCIPLE
REDUCING:

Amazon did not invent products.

‘l

ASK
“What can | make easier,

It created enormous value by making products easier to
Steps ) discover, purchase, receive, review, and reorder.

Waiting

faster, clearer, safer, or
: more convenient?”
Risk s - ™

DISCOVER PURCHASE RECEIVE REVIEW REORDER — LESS

Easier Faster and Delivered ~ See what others  One-click ke ON .
to find simpler reliably think convenience ; FRICTI -/

Complexity
Inconvenience

Uncertainty
The underlying items may have already existed.

The reduced friction created
additional value.

Physical effort

Removing friction can be
as valuable as adding features.

Emotional strain

REMEMBER: Great businesses don’t just afid value. | (":7} @ w

They make progress possible.

FASTER CLEARER SAFER MORE CONVENIENT




© VALUE DEPENDS ON TIMING

The same solution can have dramatically different value at different times.

EXAMPLES:

VALUE FLUCTUATES WITH TIMING ('/'l' BUSINESS PRINCIPLE

An umbrella has

l BEFORE AWARENESS URGENT NEED AFTER
more value The need exists, The problem Delaying action The opportunity
during a storm. but urgency is low. becomes apparent. becomes costly. may be missed.

Help customers understand:

Why does this
matter now?

Tax assistance has What happens

more urgency near a if the problem
filing deadline. continues?
What opportunity

Business advice
becomes more valuable
when a company faces
a costly decision.

This is why understanding - o This should be done
seasons and timing re v truthfully, not through

matters.

may be lost?

What cost accumulates
through delay?

fabricated urgency.

i

4

) RIGHT SOLUTION. RIGHT PERSON. RIGHT TIME. GREATEST VALUE. {8)

N

e




() VALUE MUST EXCEED TOTAL COST

Price is only one part of cost. ((‘?f BUSINESS PRINCIPLE
THELUSRORER EVRIIMES CAN STILL FEEL EXPENSIVE ~ CAN STILL FEEL INEXPENSIVE —
ol M EVEN IF IT'S FREE EVEN IF IT'S COSTLY To strengthen an offer, you can:

L A free product can still A Sty Proc-iu.ct Eri O Increase the
feel expensive if it requires 6 il T desired benefit
Effort significant time, prevents
= EnoAmogeeror e'md mistakes, and produces an @ Improve confidence
@ B produces uncertain results. Enpectantoutcortle. in the outcome
- Shorten the time
@ Risk THE CUSTOMER’S DECISION IS BASED ON AN INTERNAL EQUATION: auired
0 Inconvenience PERCEIVED W  PERCEIVED @ Reduce effort
W BENEFIT € TomaL cost |
@ Learning difficulty \ : A Reduce risk
_ _ %= Simplify
e 7 implementation
o Emotional discomfort Value is created when the perceived benefit This often matters more than

clearly outweighs the perceived total cost. s ! merely lowering the price.

o
/

GREAT OFFERS DON'T JUST COST LESS. THEY MAKE VALUE FEEL GREATER. (i)




(D) VALUE IS EXCHANGED VOLUNTARILY

Healthy business exchange is not extraction. It is agreement.

@ (G5) BUSINESS PRINCIPLE

“I would rather . ‘ g
Neither should be . . :
: A righteous sale should involve:
have the solution deceived or coerced. g
than retain all of _ _ (®) Clarity
this money.” ' " | = —

THE BUYER SAYS:

Truthfulness

THE SELLER SAYS: ¢ -¢! 3 e e Informed choice

NG AeS | : | B Appropriate expectations
receive the money . —

than retain this product _ - Mutual benefit
or service exclusively = :
for myself.” This is why honest selling matters. The goal is not merely

Manipulation damages value exchange because S thg Lo
The goal is to create an

Both parties exchange it causes one party to act without adequate exchange both parties
something of value. truth, freedom, or understanding. can feel good about afterward.




(P VALUE MUST BE DELIVERED, NOT MERELY PROMISED

Marketing communicates value, Sales clanﬁes value. But fulfillment deltvers value.

0} A business cannot survive indefinitely et b sl

Quality

by being better at promises than performance.

Marketing tells people
what the value is. THE EXCHANGE IS NOT COMPLETE WHEN PAYMENT IS RECEIVED. Consistency
Service
SALES CLARIFIES VALUE @ j » Sibpart
Sales helps people PAYMENT EXCHANGE VALUE DELIVERED -
understand how it RECEIVED IN PROGRESS EXCHANGE COMPLETE Communication

applies to them.

FULFILLMENT DELIVERS VALUE

Fulfillment provides the
promised results and
experience.

Accountability

‘ _\- "

: ] .
PROMISED VALUE

<

; DELIVERED

Continuous improvement

0000000

BUSINESS PRINCIPLE

/ The sale creates an obligation.
The customer has already

: l h h ik val delivered their side of the exchange.

It is complete when the promised value Now the business must faithfully

Is responsibly delivered. deliver its side.

(ﬁ\) PROMISES BEGIN THE RELATIONSHIP. - DELIVERY BUILDS THE RELATIONSHIP. *



@® VALUE GROWS THROUGH TRUST

Trust increases the value of an offer because it reduces perceived risk.

SAME SERVICE. TRUST TURNS PROMISES INTO CONFIDENCE. AUSTaAs LOMESRON:
SAME PRICE. i
DIFFERENT RESULT. LOW TRUST HIGH TRUST

€3 Higher perceived risk & Lower perceived risk
€3 More hesitation S - @ Less hesitation
Two people may offer €3 More questions & Fewer questions
the same service at € Less confidence \ .- @ Greater confidence
the same price. €) Less value perceived & More value perceived

Reputation
Consistency
Evidence
Testimonials
Competence

The customer usually Honesty
chooses the one they

trust more.

Relationship
Guarantees

Previous results

o
®
e
o
L
©
O
&

Trust is the deciding

factor in most ' / Trust doesn’t change the technical features. - BUSINESS PRINCIPLE
buying decisions. !' But it changes the confidence that the promised WA trustworthy reputation is
' value will become real. ‘W’ itself a valuable business asset.




(O VALUE CAN MULTIPLY

Value does not always have to be created one customer at a time.

A PERSON CAN:

| Suetss

Write a book once 3|
and help thousands. &=

- '
e
: Somons
;

Record a course once
and teach repeatedly.

Develop software once
and distribute it broadly.

Create a process : G

and train a team.

Build a system
that serves many people wi *ii
consistently. U )

CREATE ONCE.

THIS IS WHERE VALUE DESIGN BUSINESS PRINCIPLE
CONNECTS WITH WORK DESIGN.
Productive work was designed . ® . A& _(e) Design your work and your offers
to multiply. a " (®).. so your value can grow beyond
your direct time.
The entrepreneur asks: =

“How can this value continue serving More people served
people without requiring all of my

personal labor each time?”

@ s . lliHI

CREATE VALUE DELIVER VALUE VALUE MULTIPLIES
ONCE TO MANY OVER TIME

Greater impact
More time freedom

Stronger business

e0e00

Kingdom value that
outlasts you

Ir’s This is not exploitation. Multiply the value.

\ f__// 3 It is responsible multiplication when the quality - Maintain th9 quality.
=" of the benefit remains intact. Expand the impact.

I —

SERVE MANY. MULTIPLY VALUE. LEAVE A LEGACY.




(O VALUE SHOULD PRODUCE OVERFLOW

The highest expression of value creation does more than enrich the buyer and seller.

LIKE A FRUITFUL TREE, ((% BUSINESS PRINCIPLE

A PROFITABLE BUSINESS CAN:

T HEALTHY BUSINESS PRODUCES Profit is not the enemy of value.
i{1J Employ people MORE THAN IT CONSUMES. Profit can be evidence that value
. T was created and exchanged
Support families successfully.
©-0-0
Pay suppliers

VALUE CREATED VALUE EXCHANGED PROFIT EARNED

Strengthen communities

BUT PROFIT SHOULD BECOME SEED FOR:

@ Improvement
@ Multiplication
0 Resilience

Finance generosity

Fund innovation

SOI.VE [arger prob[ems .  , J‘ e i 4-. . — T ’ o Generosity
A business that creates value today, ,
5y @ Further service
Create future opportunities grows a better tomorrow.

QO0000O

GOOD VALUE IS LIKE A TREE: IT TAKES ROOT, GROWS STRONG, AND PRODUCES

FRUIT THAT FEEDS MANY—TODAY AND FOR GENERATIONS TO COME.




