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Objec&ves	  of	  the	  Session	  

Build	  awareness	  around	  -‐	  	  
1. capturing	  your	  stakeholders	  (team/mentors/	  
partners)	  –	  iden&fy,	  aBract,	  engage	  
2. aBrac&ng	  support	  –	  $$	  
3. where	  do	  you	  focus	  resources	  first	  –	  ‘ready,	  
fire,	  aim?….’	  
	  

	  



Review	  from	  last	  week	  



Lean	  Start-‐Up	  Take-‐Aways	  
1.  Value	  starts	  and	  stays	  with	  a	  Problem,	  not	  a	  Solu&on	  
2.  The	  fallacy	  of	  the	  perfect	  plan	  -‐	  life	  is	  messy	  
3.  Don’t	  keep	  it	  a	  secret	  -‐	  seek	  out	  valida&on	  	  
4.  Invest	  a	  liBle,	  then	  a	  lot	  
5.  Test	  and	  Pivot	  
6.  Fail	  early	  and	  oZen	  
7.  All	  of	  the	  above	  –	  mix	  and	  repeat	  



The	  Linear	  Model	  –	  
	  ‘Get	  it	  to	  market…”	  

Research	   Design	   Build	   Deliver	  



Source	  -‐	  
hBp://

designthinkingbarcelon
a.com/,	  accessed	  
January	  20/15	  



Prototypes	  and	  Minimum	  Viable	  
Product	  

hBps://www.kickstarter.com/projects/1639830094/makers-‐and-‐eaters-‐unite-‐100-‐farmers-‐1-‐city?ref=category_loca&on	  



Business	  Model	  Canvas	  



Why	  canvases	  make	  sense	  

•  Visual	  thinking	  –	  thinking	  about	  complex	  
systems	  in	  pictures	  	  

•  Simple	  –	  one	  page	  
•  Quick	  to	  update	  
•  Everyone	  can	  watch	  it	  change	  
•  All	  the	  key	  elements	  are	  always	  visible	  
•  If	  you	  change	  one	  element	  you	  have	  to	  
examine	  the	  others	  



Value	  Proposi&on?	  
You	  and	  your	  
solu3on	   Who	  needs	  a	  

solu3on	  

hBp://businessmodelalchemist.com/blog/2012/08/achieve-‐product-‐
market-‐fit-‐with-‐our-‐brand-‐new-‐value-‐proposi&on-‐designer.html	  



Personas	   Source	  -‐	  
hBp://designthinkingbarcelona.com/,	  

accessed	  January	  20/15	  



Empathy	  Canvas/Map	  

Source	  -‐	  hBp://novalo.com/empathy-‐key-‐success/,	  accessed	  January	  20/15	  



The	  Value	  Logic	  Model	  



hBp://www.innova&venonprofit.com/2012/08/the-‐nonprofit-‐
business-‐model-‐canvas-‐2/#.VMUb69LF98E	  



hBp://www.innova&venonprofit.com/2012/08/the-‐nonprofit-‐
business-‐model-‐canvas-‐2/#.VMUb69LF98E	  





Key	  Ac&vi&es	  
•  ‘Key’	  key	  ac&vi&es	  are	  what	  

you	  do	  to	  build	  value	  –	  	  
The	  Value	  –	  beBer	  nutri&on	  
The	  Ac2ons	  –	  providing	  beBer	  
delivery	  op&ons/access,	  
sourcing	  lower	  cost	  /high	  quality	  
foods	  

•  Different	  from	  ‘important’	  
ac&vi&es	  
Fundraising,	  marke&ng,	  etc.	  

•  Key	  ac&vi&es	  inform	  you	  on	  
key	  resources	  

	  	  



Basins	  of	  ABrac&on/Traps	  

hBp://construc&ve.net/tag/basin-‐of-‐aBrac&on/,	  
Walker	  et	  al,	  2004	  



Key	  Resources	  
Mentors	  

–  have	  experience	  you	  need	  	  
but	  lack	  

–  need	  to	  understand	  your	  
needs	  

–  can	  offer	  networks,	  contacts	  
and	  connec&ons	  

–  will	  hand	  you	  off	  to	  someone	  
beBer	  able	  to	  help	  	  



Key	  Resources	  
Investors/Supporters	  
(Governments,	  funders,	  
founda&ons,	  individuals)	  

–  Want	  to	  see	  their	  support	  
create	  impact	  -‐	  value	  

–  Want	  to	  understand	  who	  you	  
are,	  what	  you	  aim	  to	  do,	  and	  
why	  you	  have	  a	  chance	  to	  
succeed	  –	  based	  on	  evidence	  

–  Need	  to	  know	  what	  you	  will	  do	  
next	  –	  does	  your	  plan	  make	  
sense	  



The	  Team	  
How	  do	  you	  build	  a	  strong	  
team?	  
	  
How	  do	  you	  manage	  a	  strong	  
team?	  	  Of	  volunteers?	  



Key	  Partners	  

•  Key	  partners	  make	  
your	  business	  
model	  possible	  –	  
loosing	  one	  is	  a	  
poten&al	  disaster	  	  

•  Key	  partners	  
provide	  key	  
resources	  



Key	  Partners	  
Levels	  of	  Engagement	  	  
1.  Networking	  	  

•  Unknown	  poten&al	  
•  Low/limited	  investment	  
•  Exchange	  of	  Informa&on	  
•  Build	  familiarity	  

2.  Coordina&on	  	  
•  Understand	  needs	  
•  Take	  ac&ons	  

3.  Coopera&on	  
•  Shared	  purposes	  emerge	  
•  Coordinated	  ac&ons	  take	  place	  

4.  Collabora&on/Alliance	  
•  Targeted	  ac&vi&es/shared	  purpose	  

5.  Partnership	  	  
•  Resources	  are	  invested	  (pooled,	  loss	  of	  

control)	  



hBps://
valuechaingenera&on.files.wordp
ress.com/2014/10/pc-‐
presenta&on-‐4-‐cv.png	  





Who	  will	  be	  your	  partners?	  
1.  What	  do	  you	  hope	  

to	  get	  from	  
partners?	  

2.  What	  will	  you	  offer	  
in	  return?	  

3.  What	  partnership-‐
building	  ac&vi&es	  
come	  to	  mind?	  

Instruc?ons	  -‐	  	  
1.   Form	  groups	  of	  3	  or	  4	  
2.   Take	  2	  minutes	  each	  to	  

answer	  the	  ques3ons	  
on	  the	  leI	  

3.   Spend	  2	  minutes	  
providing	  feedback	  



@ElevatorGuelph	  	  	  	  	  	  
Find	  us	  on	  Facebook	  and	  LinkedIn	  
New	  website	  coming	  soon	  to:	  
www.theelevatorproject.ca	  

gabrielle@theelevatorproject.ca	  


