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Agenda

Part 1: Understanding Your Product Offering
• Define the Problem You Solve

• Design Your Offering to Solve the Problem

Part 2: Knowing Your Target Consumer
• Defining Your Target

• Talk to Your Consumers
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Understanding Your Product Offering

Answer in the chat

Why would a consumer 
buy this product?
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A “Product” is More than the Ingredients

Comfort Food: 

Mood 

Manager:

#1 Ice Cream Flavor

Engaging 

Interaction:

Premium

Multi-Texture

Attributes Problem to be SolvedVs.
I want the soothing 

contentment that comes 
from known & cherished 

classics

I need a food friend to make 
good days last longer and 

bad days end faster

I want food that involves 
me both mentally & 

physically
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Define the Problem (or Joy!) You Solve

Reflection Questions:

• What role does your product play in 
your consumer’s life?

• What “job” is my product doing for 
the person buying it?
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Define the Problem (or Joy!) You Solve
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In R&D we START with the Problem (or Joy!)

I usually eat 
sweetened granola 

bars which aren’t as 
healthy for you.

Granola bars are sweet
and I prefer a salty 
snack over a sweet.Healthy Swap

I want the experience of my 
favorite foods, just healthier.

Invent a 
granola 

bar that is 
new to the 
market…
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The Pitch Experiment
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The Pitch Experiment

I treated the farmers market like an 

experimentation lab...

“Faster than delivery”

“Restaurant-quality pizza from your oven”

“Easy, crowd-pleasing dinner”

“Make pizza night magic– with no mess”
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The Pitch Experiment

Here’s where I landed…

• My customers love pizza

• The don’t have the time or energy to start from scratch (or dine out)

Your shortcut to restaurant 
quality pizza at home
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The Pitch Experiment

You’re not just selling your product. You’re selling the solution to 
someone’s need.

Your product might solve lots of problems—but your pitch needs to 
start with one.

How you say it matters just as much as what you say. Short, simple 
phrases worked better than clever ones.

People will find other uses for your product. Let them. You don’t 
need to explain everything upfront.
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Design Your Offering to Solve the Problem
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Ask Yourself 
(over and over and over…)

Is EVERY part of your 
offering reinforcing the 
solution you're selling?
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Design Your Offering to Solve the Problem
Problem:  Granola bars are too sweet…
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Design Your Offering to Solve the Problem
What we got wrong….

× Context: Granola bar aisle is ALL sweet
× Brand: Nature Valley Brand = Sweet Bar
× Product: Rectangle shape = Sweet
× Design: Color and Design = Sweet

Maybe what we should have done????
(AI-generated Image)
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Design Your Offering to Solve the Problem

Reflection Questions:

• What are the components of your 
product offering? (Think beyond the 
product itself.)

• Are all those components working 
together to deliver the value your 
customer expects?

• Where are you sending mixed signals?
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Mixed Signals, Confused Consumers
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Mixed Signals, Confused Consumers
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Mixed Signals, Confused Consumers

Your brand starts communicating before you say a word. Make sure 
it’s sending the right message.

Clarity should never come at the expense of value. Tell people what 
it is and why it’s better.

Design isn’t just aesthetic—it’s strategic. Your name, logo, 
packaging, and directions are part of how you deliver your promise.

Listen for confusion. The questions and assumptions people make 
are some of the best insights you’ll get.
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Work Through These Concepts

Use the worksheets to capture your reflections and think through next steps



Copyright 2024, 4 Access Partners. All rights reserved. This document is the property of 4 Access Partners and may not be copied, distributed, sold, or published without express written permission.

BREAK

5 MINUTE TIMER - COUNTDOWN TIMER (MINIMAL)

This 5 MINUTE countdown timer is made for professional use and has some minimal sound effects in the last 5 seconds.

http://www.youtube.com/watch?v=MDk6V-B4Qhw
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Knowing Your Target Consumer
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Knowing Your Consumer Target

“Everyone” Is Not a Strategy

Photo credit: CBS Minnesota



Copyright 2024, 4 Access Partners. All rights reserved. This document is the property of 4 Access Partners and may not be copied, distributed, sold, or published without express written permission.

Knowing Your Target Consumer

Photo credit: CBS Minnesota

VS.
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Knowing Your Consumer Target

Reflection Questions:

• Who else has this same problem?

• How many of them are there?

• Are they willing to pay for your 
solution?
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Knowing Your Target Consumer

Photo credit: CBS Minnesota

I usually eat 
sweetened granola 

bars which aren’t as 
healthy for you.

Granola bars are sweet
and I prefer a salty 
snack over a sweet.

Salty Snackers 

Who Want A 

Healthy Swap for 

Chips & 

Portability vs. 

Nuts

Granola bar users 

who are looking for 

a less sweet option

Not everyone is a 

salty snacker

Unique pain points 

that can be solved by 

a granola-like bar

Passionate about 

savory flavors

Healthy bar moments 

tend to be in the 

morning
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Parents, Foodies, and Foodie Parents
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Photo credit: CBS Minnesota

Enthusiastic home 

cooks [empty nesters] 

with time, disposable 

income, and a desire 

to entertain or 

experiment.

Busy [families] who need 

a shortcut to great pizza 

and want to feel like good 

cooks without the work.

I could tailor my pitch on the fly based on 
who was walking up.

I priced my crusts with both restaurant and 
delivery comparisons in mind.

I knew where to lean in when thinking about 
new products (hello marinara sauce)

Parents, Foodies, and Foodie Parents
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Parents, Foodies, and Foodie Parents

You are not your only customer. Pay attention to who comes 
back, not just who stops by.

Your design target is not your biggest group—it’s your most 
inspiring one. They help you make better decisions.

Total addressable consumers shape your business strategy.
You need both to grow smartly.

Listening > guessing. Your consumers will tell you what they 
want—if you’re curious enough to notice.
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Yes, You CAN Talk to your Consumers

There are so many ways you can 
interact with your consumer:

- Pitch & Interact at markets
- Customer observation at the 

grocery store
- Sampling events at a store
- Commission research
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We did it! Questions?

▪Office Hours NEXT Thursday – 30 min time slots
▪8:00-9:00am

▪ 12:00-2:00pm
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