
PRODUCT 
DIFFERENTIATION

Do we really know the value we deliver? 



FACILITATOR NOTES ONLY
Session Length: 2 hours
Supplies: Pen, paper, flipcharts
Preparation Required by EB: 
● [IDEAL] Customer interviews completed by VPs for all 3 products 

(4 if they’ve done GE).
● [REQUIRED] Pipeline for all products (e.g. calls, meetings, raises, matches iGT; leads, 

applicants, accepted, approve OGX).
● [REQUIRED] General understanding of city’s external trends 



FACILITATOR NOTES ONLY
Preparation Required by Facilitator
● Know what a positioning statement and customer experience map is,  is and how to 

explain them.

● Make disclaimer that customer experience and persona mapping is more accurate if 
more data from interviews are collected. Meaning, that if the VPs have done little to 
no interviews, their output from the activity won’t be as accurate. 

● Make disclaimer that there are many frameworks for customer experience mapping 
and the one provided in this session is not the only one.



AGENDA
1. Bottlenecks in sub-product focus
2. Re-clarification of value proposition 
3. Customer experience analysis
4. Transformation of our customer flow based on analysis



YOU SHOULD KNOW...
1. That this session is going to be brain-intensive af, so 

hopefully you are energized and awake!

2. This session asks you to analyze and tweak your processes 
- so keep a look out for the smallest changes, not just the 
big ones. 



SUB-PRODUCT FOCUS
Calls  Meetings Raises Matches

iGT

oGV

Leads Applicants Accepted Approve Most Common Sub-Product

oGT

oGE



SUB-PRODUCT FOCUS

1. What do we know about which sub-products will make us grow as an organization? 
(CLUE: Y4GG SDG #4; oGT Teaching or oGE; align iGT enabler to city).  

2. What do we know about the external trends within our city and how it affects what 
the customers may need from our product? 

3. Does our pipeline reflect that the customers we are attracting align with these known 
facts? Are we able to align the customers that we attract with the sub-products we 
should be focusing on? 



RE-CLARIFY OUR VALUE

Divide the EB team/members present into 3 
product teams (iGT, oGV and EITHER oGT OR 

oGE).



RE-CLARIFY OUR VALUE
Go through the customer interview(s) you did for each 
product. Discuss in product teams:
1. Who are they? 
2. What is their job/area of study? 
3. What is a day in the life like? 
4. What pains do they experience? 
5. How does your product help them solve this challenge?
6. How does your product uniquely help them do this in comparison with other 

competitors? 
7. Why in the end should customers choose your product? 
8. When and where can they obtain your product? 



RE-CLARIFY OUR VALUE

"For (Target Customer) that (Needs/Cares About), our 
product is a (Category/Solution) that (Benefit). Unlike our 
competitor, our product/company is (Unique 
Differentiator)."



RE-CLARIFY OUR VALUE

Brice Co. provides Men ages 24 -35 with lower prices 
on sporting goods than any other sporting goods 
store. We do this by eliminating overhead, forming 
strategic partnerships with major brands, and 
matching any other price on the web.



EXPERIENCE ANALYSIS

Now that we understand the value we deliver, do you think 
the customer experience really matches up? 



EXPERIENCE ANALYSIS

The experience starts from your very first touch-point with 
the customer - not just during the value delivery phase. 



EXPERIENCE ANALYSIS (OGX)

DOING

THINKING

FEELING

STAGE

ATTRACTION CONSIDERATION VALUE DELIVERY BRAND 
ADVOCACY

TIME OF CF:
(e.g. 30 weeks)

Just heard 
of AIESEC

Creates the 
Profile

Prior to 
Touch-Point

During After/2nd 
Touch Point

Searches on 
Portal

Gets 
Matched

Preps for 
Internship

Realized & 
Completed

Integration 
& Reflect



EXPERIENCE ANALYSIS (OGX)

DOING

THINKING

FEELING

STAGE

ATTRACTION CONSIDERATION VALUE DELIVERY BRAND 
ADVOCACY

TIME OF CF:
(e.g. 30 weeks)

Just heard 
of AIESEC

Creates the 
Profile

Prior to 
Touch-Point

During After/2nd 
Touch Point

Searches on 
Portal

Gets 
Matched

Preps for 
Internship

Realized & 
Completed

Integration 
& Reflect

IMPORTANT: Fill in what the 
experience currently is, based on your 

data - not what it should be. 



EXPERIENCE ANALYSIS (iGT)

DOING

THINKING

FEELING

STAGE

ATTRACTION CONSIDERATION VALUE DELIVERY BRAND 
ADVOCACY

TIME OF CF:
(e.g. 30 weeks)

Just heard 
of AIESEC

Agrees to 
Meet

Prior to 
Touch-Point

During After/2nd 
Touch Point

Signs the 
GTF

Sees 
Shortlist

Selects an 
Intern

Realized & 
Completed

Integration 
& Reflect

Here’s the iGT example!



EXPERIENCE ANALYSIS (iGT)

DOING

THINKING

FEELING

STAGE

ATTRACTION CONSIDERATION VALUE DELIVERY BRAND 
ADVOCACY

TIME OF CF:
(e.g. 30 weeks)

Just heard 
of AIESEC

Agrees to 
Meet

Prior to 
Touch-Point

During After/2nd 
Touch Point

Signs the 
GTF

Sees 
Shortlist

Selects an 
Intern

Realized & 
Completed

Integration 
& Reflect

Pain Points/Moments of Truth
Opportunities for Improvement



TRANSFORM THE FLOW

Look at the map of the current customer experience. 
Does it align with our positioning statement? Does it 

attract customers to the sub-product you want to 
focus on?  Why/why not?  



TRANSFORM THE FLOW

Regroup as an EB and dissolve the product groups. 
Take 1 customer experience map and 3 sheets of paper. 



TRANSFORM THE FLOW

Decide as a team the top 3 opportunities you want to 
address for that product’s flow. Write down 1 

opportunity per paper. 



TRANSFORM THE FLOW

Hack Time!
1. Give the 1 paper to 1 person. Have the first person write down an idea on how to 

change the actions in that step of the customer flow to leverage the opportunity. 

2. Once they are done writing, they will pass it to the person next to them. The person will 
write on the paper something that will improve or build on the idea that was first 

written.  

3. Keep doing this until all members wrote on each paper at least once. 



TRANSFORM THE FLOW

Hack Time!

Assign 1 person to consolidate the main idea/action for 
each opportunity. What are the key changes you came 

up with for the customer flow? 



TRANSFORM THE FLOW

Hack Time!

REPEAT FOR the OTHER 2 PRODUCTS!



Reflection
1. Based on the three changes that you want to make for each product’s customer flow, 

what does the new experience look like? 

2. How do the revised flow and touch-points enable you to attract customers to the 
sub-products you should be focusing on? 

3. How do the revised flow and touch-points enable you to deliver an experience that 
aligns with your positioning statement and value?  



Reflection

Design the agenda of your next portfolio meeting to 
train your “front-line” (members that are always 

customer facing) on the changes you need to 
implement for the customer experience. 



THANK YOU!


