
Using Your Voice of 
Customer
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“Whoever understands
the customer best, 
wins.”

Mike Gospe, Author

Wri$ng marke$ng & product copy can be one of the most in$mida$ng ac$vi$es for any 

entrepreneur. “Is this going to convince them to sign up? Does this sell the product? 

What do they need to know?” All of those ques$ons create mental roadblocks to you 

saying what needs to be said in order to be understood.

YOU HAVE A TROVE OF CUSTOMER VOICES TO RELY ON.
Throughout all of your research, tes$ng and collec$ng feedback, you have heard a lot 

directly from your customers about value your product can deliver.

You’re going to remove the guesswork: Some of the best copy will come directly from 

your customers. Mine your survey results and interviews for quotes about the problem, 

the solu$on and why your product makes sense. Remove the pressure you feel that 

copy has to be a masterfully crea$ve exercise. You don’t have to guess at this.
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COLLECT ALL OF THEIR WORDS

Why did they choose their top “perceived values”? What’s 
important to them?

When using your product or competitors’ products, what were the 
reasons for their #1 consideration?

Why did they prefer a certain type of solution over another?

Pull up the answers from your survey and your Voice of Customer template. You’re 
going to look at the answers your parAcipants provided when you asked them to 
explain their reasons for their choices. Type your favorite quotes below, word-for-
word.

When purchasing a product/service to help with their goals, what 
were the reasons for their #1 choice?
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20 Favorite Quotes Write down your top 
20 favorite quotes!

Labs: Product Market Fit Incubator

1

2

3

4

5

6

7

8

9

10

11

12

13

14

15

16

17

18

19

20



ANALYZE THESE WORDS

User Interviews
Quora, Reddit & Facebook Research  
Problem & Goal Statements
Branding Exercises
Product DifferenLators
Value ProposiLons
Pithy Problem Statements 
Survey Results

Don’t guess, don’t 

borrow from 

competitors, don’t 

use tired cliches! YO
UR

 IN
GR

ED
IEN

TS

YOU’VE DONE ALL THE RESEARCH NEEDED FOR VOICE OF THE 
CUSTOMER EXERCISES

Desires

Pain Points

Preferences

Expectations

Aversions

Your 9 Why’s

Your Brand Archetype

Your Perceived Values
!
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WHAT PERSONALITY DOES YOUR COMPANY HAVE TO TAKE ON FOR 
YOUR CUSTOMERS IN ORDER TO BECOME THE LEADER?

Your Brand Archetype

How the World Sees You

3 Most Important Perceived Values

What’s your backstory? 

Using your “Why”, why is this 
business important to you? What do they want, and how can 

you overdeliver in value?

Make sure to wri te about these values as your customers would define i t !

Which experiences taught you 
important lessons?

From your survey!
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Value Propositions

My company, , is developing

to help solve 

with

[insert name of company]

[powerful offer, perceived value or secret sauce]

[problem descrip9on]

[short descrip9on of your product/service]

[target audience descrip9on]

1

For who wants

is a

that provides unlike

we  

[target audience]

[most valuable process, key benefit]

[short descrip9on of your product/service]

[their goals]

[main compe9tor]

[key differen9ator]

[insert name of company]

2

3

[target audience] [#1 goal]

[product descrip9on]

We help to

by
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4

5

[some problem reference] [some problem reference]

[benefit / value]

[your product name]

[benefit / value]

Break free of and

How?

from

With and

[some problem reference]

[some key benefit]

[benefit] [benefit] [benefit]

[product descrip9on]

Let us take care of so that you can gain

Use our in order to

6

[current, exis9ng situa9on] [goal]

[benefit]

[benefit]

[perceived value: 

adjec9ve]

Taking you from to

and,

Value Propositions (cont'd)
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OTHER PITHY STATEMENTS
If you’re an overachiever (which I know you are), you’re trying to rewrite these value 
proposi:ons and pithy statements in a myriad of ways. Put all of your ideas here so we 
can help!

Pick your Top 5 statements. Create a poll in the Facebook group with “#poll 
#feedback #marke:ng.” Let us vote on the most promising statements!

Do This!

Labs: Product Market Fit Incubator



Now Update Your Messages

Tactics Message

Awareness

Consideration

Acquisition

Activation

Target Market // Aspirations // Goals

Goals // Needs // Concepts

Tasks // Understanding

Tasks // Exact Information // How to Use
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