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VALUE PROPOSITION CANVAS
INDIAN PIZZA  |  Protein-packed, Indian-inspired food

VALUE MAP (what we offer)
CUSTOMER PROFILE (who we serve)
GAIN CREATORS
1. Convenient, quick ordering and delivery
1. A protein-focused menu
1. Variety: bowls, wraps, curries and pizza
1. Real Indian flavours
1. Vegetarian and non-vegetarian options
1. Personalise your protein, spice and sides
1. Meal plans for regular customers
1. Meal deals and loyalty rewards
PRODUCTS & SERVICES
1. Paneer protein bowls
1. Chicken tikka bowls and wraps
1. Indian-inspired protein pizza
1. Meal deals and add-ons
1. subscriptions
1. Online ordering, delivery or collection

CUSTOMER GAINS
1. Quick, convenient meals
1. Protein-packed choices
1. Great taste, real Indian flavour
1. Affordable meal options
1. Healthy Indian drinks
1. Meal plans for regulars
CUSTOMER PAINS
1. Time is big problem when it’s come to cook
1. Healthy food less options  or pricey
1. Hard to find protein-rich meals
1. Feels like taste vs health

CUSTOMER JOBS
Functional
1. Find convenient meals
1. Eat more protein
1. Save time cooking
1. Find suitable veg or non-veg options
1. Eat well after the gym or work
Social
1. Enjoy food with friends
1. Choose food that fits
Emotional
1. Feel healthy and confident
1. Enjoy food with goals




































PAIN RELIEVERS

1. Saves time, delivered
1. Protein options clearly shown
1. Healthy food that still tastes great
1. Veg protein from paneer, lentils
1. Variety, so meals never get boring
1. Affordable meal deals and subscriptions
















      


                  Mind map link :
                                        https://mm.tt/map/4102853890?t=1MpfHEi53Z
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