










The Journey

Assess the roots of your project : 

the Golden Circle

Prepare your first communication pack : 
the Product Box

Get people curious about your project in 30 sec  : the 

Elevator Pitch (like avery early speech conference v0.1)

Be 100% aligned with your customers: 

the Value Proposition Canvas

Craft a concise, actionable and flexible 

business plan  : the Lean Canvas

Build an irresistible slide deck: 

Pitching Hacks

Early speech conference v0.2 

with the Product Box







L
ib

e
ra

tin
g
 S

tru
c
tu

re



L
ib

e
ra

tin
g
 S

tru
c
tu

re

for a 200% successful

entrepreneurial project





The Journey

Assess the roots of your project : 

the Golden Circle

Prepare your first communication pack : 
the Product Box

Get people curious about your project in 30 sec  : the 

Elevator Pitch (like avery early speech conference v0.1)

Be 100% aligned with your customers: 

the Value Proposition Canvas

Craft a concise, actionable and flexible 

business plan  : the Lean Canvas

Build an irresistible slide deck: 

Pitching Hacks

Early speech conference v0.2 

with the Product Box









WHY
▪ What makes you passionate about this project / 

particular business idea ?
▪ Why does this business idea resonate with you 

personally?
▪ Why do you want to be the one to bring this idea to life?
▪ Why do you believe your product or service is needed or 

valuable ? How are you sure ?
▪ Why do you believe in the potential of your idea to 

create positive change or impact ?
▪ Why are you uniquely positioned to succeed in 

implementing this idea compared to others?

WHAT 
(the impacts of your solution, not the solution itself)
▪ Who will benefit from your solution ?
▪ Who else ? Who else? Who else ?
▪ When ? At which occasions ?
▪ What changes / differences in the life of your 

beneficiaries will we be able to notice, with your 
solution ?

▪ Provide details of their ‘new life’ with your solution ?
▪ What will they be happy to share with others about 

the changes / impacts generated by your solution ?

The difficult but magic trick : try to never speak about 
your solution. Keep it secret for the moment :)

HOW 
(your signature, your unfair advantage, your personal touch)
▪ What makes your business idea unique or different 

from existing offerings ?
▪ What specific steps will you take to turn your idea into 

a reality for your beneficiaries?
▪ What skills / knowledge / advantage do you have to no 

one else can have (for the moment) ?



Mindmapping
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1st Elevator Pitch



1st Elevator Pitch

1.Introduce yourself

and your idea (Why)

2.Outline the impacts of your 

solution (What)

3.Make it Unique (How)

4.Call To Action



Improve your 1st Elevator Pitch with the PERFECTION GAME
100% appreciative and constructive feedback

1. The perfectee shares / tells /shouts ;) his / her elevator pitch.

2. Perfectors rates the value of the pitch on a scale of 1 to 10 based

on how much value the perfector believes he or she can add.

3. Perfector says “What I liked about the pitch was X,” and proceeds

to list the qualities of the object the perfector thought were valuable

or should be amplified.

4. Perfector offers the improvements to the performance or object

required for it to be rated a 10 by saying “To make it a 10, you

would have to do X.”



Improve your 1st Elevator Pitch with the PERFECTION GAME
https://thecoreprotocols.org/protocols/perfectiongame

STEPS
1. Perfectee performs an act or presents

an object for perfection, optionally

saying “begin” and “end” to notify the 

perfector of the start and end of the 

performance.

2. Perfector rates the value of the 

performance or object on a scale of 1 

to 10 based on how much value the 

perfector believes he or she can add.

3. Perfector says “What I liked about the 

performance or object was X,” and 

proceeds to list the qualities of the 

object the perfector thought were 

valuable or should be amplified.

4. Perfector offers the improvements to 

the performance or object required for 

it to be rated a 10 by saying “To make 

it a 10, you would have to do X.”

COMMITMENTS

❖ Accept perfecting without argument.

❖ Give only positive comments: what you

like and what it would take for you to 

give it a 10.

❖ Abstain from mentioning what you don’t

like or being negative in other ways.

❖ Withhold points only if you can think of 

improvements.

❖ Use ratings that reflect a scale of 

improvement rather than a scale of how 

much you liked the object.

❖ If you cannot say something you liked

about the object or specifically say how 

to make the object better, you must give 

it a 10.

NOTES
▪ A rating of 10 means you are unable to 

add value, and a rating of 5 means you

will specifically describe how to make 

the object at least twice as good.

▪ The important information to transmit in 

the Perfection Game protocol improves

the performance or object. For 

example, “The ideal sound of a finger 

snap for me is one that is crisp, has 

sufficient volume, and startles me 

somewhat. To get a 10, you would 

have to increase your crispness.”

▪ Perfectee may only ask questions to 

clarify or gather more information for 

improvement. If you disagree with the 

ideas given to you, simply don’t include

them.
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Your turn ! – STEP 01 – The Customer Profile
                   

                              he s e i   tas s   ro le s  or needsthat your  usto ers are tryin  to address   hese  an  e fun  onal  so ial  or e o onal 
  hat are the  ain tas s or a  vi es  y  usto ers need to a  o  lish?
  hat fun  onal  o s are they tryin  to  et done  e     daily tas s  wor  related a  vi es ?

  hat so ial  o s are involved  e     loo in   ood   ainin  status ?
  hat e o onal  o s do  usto ers  erfor   e     a hievin   ea e of  ind ?

  hat are the  i  est  hallen es or  ain  oints in  e n  these  o s done?

  re there s e i    onte ts or situa ons where these  o s arise ?
  ow do  usto ers  easure su  ess in these  o s?
  hat are so e un et needs in a  o  lishin  these  o s?
  re there any re ulatory or environ ental fa tors a e  n  these  o s ?
  ow do  usto ers   o s  han e over   e?
                  
 he ne a ve e  erien es  e o ons  and ris s that your  usto ers en ounter  efore  durin   or 

a er tryin  to  et a  o  done 

  hat are the  ri ary frustra ons or  ain  oints  usto ers e  erien e ?
  hat o sta les or  hallen es  revent  usto ers fro   o  le n  their  o s?

  hat ris s   nan ial  so ial  e o onal  do  usto ers fear?
  hat  ad out o es or ne a ve e  erien es do  usto ers en ounter?
  re there e is n  solu ons  ausin   ains  e      oor fun  onality   o  le ity ?

  hat  o  on  ista es or errors do  usto ers  a e?
   ow do  usto ers feel a out the   e   ost  or e ort involved in these tas s?

  hat non  rodu t  ain  oints  i ht a e t the  usto er  e     la   of su  ort ?

  o  usto ers e  erien e any ne a ve so ial  onse uen es?
  re there any situa onal or environ ental  ains  usto ers fa e?                    

 he  ene ts  out o es  or desires that  usto ers want to a hieve   hat  ene ts or out o es do  usto ers e  e t fro  the  rodu t servi e?

  hat would  a e  usto ers   o s easier or  ore en oya le?
  hat savin s    e   oney  e ort  are i  ortant to the ?
  hat  osi ve so ial out o es do  usto ers desire  e     status  re o ni on ?

  re  usto ers loo in  for s e i   fun  onal or e o onal  ains?
  hat would  deli ht   usto ers  ut they haven t thou ht of yet?
  hat fa tors  ontri ute to a  osi ve overall e  erien e for the  usto er?

  re there trends or  han es in  usto er e  e ta ons?
  ow do  usto ers de ne su  ess and failure?  hat  oten al  ains are  usto ers willin  to  ay  ore for?



Your turn ! – STEP 02 – Your  Value Proposition
                   
                     ow your  rodu ts and servi es alleviate s e i    usto er  ains 

  ow does  y  rodu t servi e alleviate s e i    usto er  ains?

  hat as e ts of  y o erin  redu e or re ove frustra on or hassle for  usto ers?

  ow a    addressin   o  on o sta les or  hallen es for  y  usto ers?

  n what ways a     ini i in  ris s or ne a ve out o es for users?

  ow does  y  rodu t servi e i  rove u on e is n  solu ons in the  ar et?

  hat feed a    e hanis s are in  la e to  on nuously address  usto er  ains ?

  ow a    ensurin  ease of use or redu in   o  le ity for  usto ers?

  re there any  ost savin s for the  usto er asso iated with  y  rodu t servi e?

  ow do   address non fun  onal  ains  e      usto er su  ort  a  essi ility ?

  ow a     uildin  trust and relia ility in the eyes of the  usto er?

 or environ ental  ains  usto ers fa e?                    ow your  rodu ts and servi es  reate  usto er  ains    ow does  y  rodu t servi e  reate or add value for  usto ers?

  hat e  e  onal  ene ts or out o es does  y o erin   rovide?

  ow a     ontri u n  to the  usto ers  su  ess or ha  iness?

  hat a out  y o erin   oes a ove and  eyond  usto er e  e ta ons?

  ow does  y  rodu t servi e ena le new o  ortuni es for the  usto er?

  hat lon  ter   ene ts or  osi ve i  a ts does  y o erin   rovide ?

  ow a     on nuously innova n  or i  rovin  to  reate  ore  usto er  ains?

  hat e o onal or  sy holo i al  ains  e      ea e of  ind  sa sfa  on  does  y o erin  

 rovide?
  ow does  y o erin   rovide  e er results or  erfor an e  o  ared to alterna ves?

  hat as e ts of  y  rodu t servi e  an lead to  usto er advo a y or loyalty?

              
 he list of  rodu ts and servi es you o er that hel  your  usto ers  et their  o s done

  hat s e i    rodu ts or servi es a    o erin ?
  ow do these  rodu ts servi es inte rate into the  usto ers  daily lives or rou nes?

  hat features or a ri utes of  y  rodu t servi e are uni ue?

  ow does  y o erin  address the di erent  usto er  o s?

  re there  o  le entary  oods or servi es that enhan e  y o erin ?

  hat level of  usto i a on or  ersonali a on is  ossi le?

  ow does te hnolo y  lay a role in  y  rodu t servi e?

  hat are the short ter  and lon  ter   ene ts of  y  rodu t servi e?

  ow do   ensure the  uality and relia ility of  y o erin ?

  an  y  rodu ts servi es ada t or evolve  ased on  usto er feed a  ?
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Second pitch, based     h                           …      h             







The magic porduct box (your first Minimal Product)





The Product Box

o EYE-CATCHING FRONT : a catchy name + logo + image.

Remember, a picture is worth a thousand words. Use high-

quality images or illustrations that effectively represent your

product. Also, don't forget to include the product's logo or

branding, as this helps to establish a strong brand identity.

o BACK : what will be the key features and the benefits for the

client. You can add some testimonials or customer reviews to

build trust and credibility. When people see positive

experiences from others, it makes them more likely to trust and

try your product.

o SIDES : content of the product





L  ’  improve with another perfection game
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Lean Canvas
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Detailed questions available in the pratical guide
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Define the first step with : the Mobius 
LOOP as your agile engine











#01 - Purpose
Define the mission and vision of 
your project.
➔ Clearly articulate what you 
aim to achieve and why it 
matters. Ask yourself, "What is 
the core purpose of my project?" 
and "How does it create value?

#04 - Decide
Choose the best course of action.
➔ Evaluate the o tions you’ve 
generated and select the most 
viable solution. Consider factors like 
feasibility, potential impact, and 
resources required.

#03 - Options
Explore different ways to achieve your goals.

➔ Brainstorm a variety of solutions and 
approaches. Keep an open mind and think 
creatively about how to address the challenges 
you’ve identified 

#06 - Measure and Learn
Evaluate the effectiveness of your 
prototypes.
➔ Collect data and feedback from 
the prototypes. Analyze the results 
to understand what is successful 
and what needs improvement.

#05 - Create (Act !)
Implement your chosen solution.
➔ Develop a plan to put your 
decision into action. Set clear 
milestones and responsibilities 
to ensure smooth execution.#02 - Outcomes

Define the desired outcomes / impacts / value 
created of your project.
Think outcomes rather than outputs (features of 
your solution)

➔ Clearly articulate what success looks like for 
your project, from the beneficiaries' point of 
view   s  yourself  " ow will    now when  ’ve 
succeeded?".

#07 - (Inspect and) Adapt 
Reflect on the outcomes and learn from the 
experience.
➔Assess the results of your actions and gather 

feedback. Ask yourself, "What worked well?" 
and " hat  ould  e i  roved?“

Choose the best course of action 
➔ Go for a new iteration of the same features 
for a better fit or go for new features
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Speech Conference

SPEECH CONFERENCE





Build an irresistible 
slide deck with the

PITCHING 
HACKS



Pitching Hacks

 e’re e  ited to share our first  oo  with you: Pit hin  
 a  s   t’s all a out  it hin  startu s to investors  83 
pages of beautiful PDF. We used to charge for this stuff 
 ut now it’s free.
We’ve raised $100 million for startups like Epinions, 
invested another $20 million in companies like Twitter, 
and advised many others. Pitching Hacks shows you 
how to apply the simple lessons we’ve learned along 
the way.
Many successful investors and entrepreneurs, such 
as Marc Andreessen, David Cowan, Brad Feld have also 
generously contributed passages sprinkled throughout 
this weighty tome.
Check out the free samples above and email us 
at help@venturehacks.com if you need any help. 
Thanks!

http://venturehacks.com/friends
http://blog.pmarca.com/
http://whohastimeforthis.blogspot.com/
http://www.feld.com/blog/
mailto:help@venturehacks.com


Slide deck structure

Slide #01 - Start with a hook
Slide #02 - Clearly define the problem
Slide #03 - Present your unique solution
Slide #04 - Showcase market potential
Slide #05 - Share your business model and revenue strategy
Slide #06- Show traction and progress
Slide #07 – Team
Slide #08- Investment
Slide #09 - Conclusion and Call for actions
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