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October 1, 2025 — Know the Buyer: Understanding Agency Needs Workshop
VALUE PROPOSITION WORKSHEET


Your Name	   Your Company Name 	   
Profile of Your Target Clients 
1. Agencies that may need your services: 
 DOT (Transportation)
 DSHS (Social Services)
 OSPI (Education)  
 Cities  
 Counties
  Ports  
 Utilities
  Schools
 Parks & Recreation
 Public Works 
 Health Departments  
 Housing Authorities
  Other	
2. Describe characteristics of agencies seeking our services (size, location, sector)	
	
3. Description of their buyers and decision makers. (Examples: facility directors, office managers buying products, construction site supervisors, procurement officers, department heads)	
	 
Your Competitive Advantages
Highlight your advantages, expertise, services, past performance, and certifications that set you apart.
4. How do you stand out from the crowd? Check all that apply.
 Agility & Speed 
 Personal Attention
 Local Presence  
 Specialized Focus 
 Lower Overhead 
 Flexibility 
 Quick Decision Making 
 Education/ Expertise
 DBE Certification  
 Dependability 
 Emergency/ Rapid Response  
 Quality
 Cultural Sensitivity
 Team Culture/Training
 Years of Operation
 Other	
5. Your certifications (checkmark if you have it, underline if you need to apply/complete)
 Small Business   Women-Owned   Minority-Owned   Veteran-Owned   Other	
Core Problems You Solve
Complete this table to brainstorm how your firm solves problems for potential agency clients
Buyer/Agency
Problem or Pain Point
Our Solution or Advantage
Example: DSHS
Finding reliable vendors, emergency needs
Dependable service and 24/7 availability
1. 


2. 


3. 


4. 


5. 





*
CREATING YOUR VALUE PROPOSITIONS
Now that you've identified your target agencies, competitive advantages, and unique qualities, it's time to translate these insights into compelling value propositions. These statements should clearly communicate why your business is the right choice, highlighting what you offer, how you deliver it, and the impact it creates. Use the space below to draft your core value proposition, as well as tailored versions for specific clients or agency types. If needed, continue on a separate sheet.
Value Proposition #1
6. One-sentence statement	
	 
Example: ABC Janitorial delivers consistent, high-quality results through a proven quality assurance program, quality control checklists, and five years of successful service to commercial clients.
7. Supporting evidence	
	 
Example: Portfolio of past performance with 5–6 clients, client testimonials featured on your website, sample QC checklists, and a documented QA program outlining key steps and accountability measures.
Value Proposition #2
8. One-sentence statement	
	 
9. Supporting evidence	
	 
Value Proposition #3
10. One-sentence statement	
	 
11. Supporting evidence	
	 
Value Proposition #4
12. One-sentence statement	
	 
13. Supporting evidence	
	 
Testing Your Value Propositions
For each value proposition, verify:  
 Is it specific?  
 Is it believable?  
 Is it relevant to agency needs?  
 Does it set you apart?  
 Can you consistently deliver this?  
  Does it show measurable results or outcomes?
Remember: Your value proposition should answer, “Why should an agency or buyer choose YOU over everyone else?” Focus on specific, measurable benefits that matter to buyers and decision-makers, e.g., cost savings, reliability, proven performance.
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