LIQUIDITY STRATEGY CANVAS
PLATFORM DESIGN TOOLKIT 2.2

CONSTRAINING ESSENTIAL VALUE PROPOSITION QUESTIONS

Framing the canonical unit Addressing the most pressing questions on the value proposition

differentiators that
may represent other
dimensions of
categorization

Main product/service
categories

What are the key
fragmentation issues
that the value
proposition fixes?

Relevance of Other Supply side Demand side
geographic product/service
elements category or other key

What is the best
available alternative?

Is the platform
addressing the most
valuable and/or
frequent use case?

Focut at launch

Fill up the circles to express how important is the specific aspect and describe it in the remaining space. The
amount of importance will give you a good hint on where you should be focusing at launch.

KEY ENGAGEMENT DIFFERENTIATORS

Supply side Demand side Supply side Demand side

Is the Supply
extremely qualified?

Is high trust required
to establish the
relationship with
suppliers?

Minimum amount of orders and other key
differentiators for supply engagement

Minimum inventory depth inside the canonical
unit and other key differentiators for demand
engagement

Is there a high
Onboarding
investment needed?

Is the Lifetime Value
of the Demand
provider extremely
high?

Is dramatic habit
change needed?

Is dramatic habit
change needed?
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