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Providing free 
business advice 
and mentoring

Offering low or 
no-cost business 

training

Sharing free business 
templates and 

resources

As a resource partner of the SBA, we help small businesses by:

www.score.org/find-mentor

Request a SCORE mentor at www.score.org/find-mentor 

About SCORE
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http://www.score.org/find-mentor
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Agenda

• Introductions

• Meet the Business Model Canvas & Value Proposition Canvas

• VPC hands-on exercises 

• Elevator Pitch

• Wrap Up

3



www.score.org

Your Presenter
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• Tim Daniel is a senior-level leader and executive 
advisor with broad and deep skills in business 
development and turnaround leadership. He has 30 
years of experience “looking around corners” and 
collaborating across disciplines to lead through a range 
of operational phases from start-up to revitalization. 
He works with entrepreneurs in the early stages of 
business formation as well as existing business 
interested in accelerating their growth.

• A SCORE mentor since 2009, Tim has mentored 
hundreds of entrepreneurs across a wide range of 
industries.  As a workshop presenter, he is known for 
an engaging approach for making complex topics 
accessible.

Timothy.Daniel@Scorevolunteer.org

mailto:Timothy.Daniel@Scorevolunteer.org
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Who is this guy…

Then Now
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Purpose & Ground Rules

• Purpose
◦ Think outside the box (& building).
◦ Learn something new & have a bit of fun.
◦ Start working on a value proposition canvas for your business.

• Ground Rules
◦ This is a “doing” session – participation is expected.
◦ Exercises are time-boxed and deliberately fast-paced – please do your best to 

finish with the group.
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Strategyzer.com
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Strategyzer.com
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•Customer focus dominates the conversation, emphasizing the importance of 
understanding, validating with, and building for customers.

•Validation before building is a repeated warning—many commenters describe 
overbuilding unvalidated products as a critical early mistake.

•Distribution, marketing, and starting early are highlighted as priorities over perfecting 
the product.

•Avoiding isolation, seeking real feedback, and not overthinking are seen as corrective 
behaviors.

https://www.reddit.com/r/EntrepreneurRideAlong/comments/1m0p5h8/whats_one_mistake_youd_advise_every_new/
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Put yourself in the 
customer’s shoes!

A great value proposition starts with a  deep understanding of 
customers…
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Choices, Opportunities & Alternatives

https://medium.com/lean-stack/what-is-the-right-fill-order-for-a-lean-canvas-f8071d0c6c8c
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From Business Model Canvas to Value Proposition

Strategyzer.com
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Video goes here

17



www.score.org
Strategyzer.com18



www.score.org
19



www.score.org
20



www.score.org

Video goes here
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What is the job to be done?

$35 to $50                                               $400 to $800                                                        $38,000 to 
$50,000
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# 1- Customer Segment

# 2 - Jobs

# 3 - Pains

# 4 - Gains

A – Be perceived as technology savvy.
B – Multiple devices.
C – Able to monitor “health.”
D – Technology focused, middle income, 
discretionary income.
E – Be perceived as health/fitness conscious.
F – Easy to communicate.
G- Clumsy, “geeky” device.
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Technology focused, middle income, 
discretionary income.

# 2 - Jobs

# 3 - Pains

# 4 - Gains

Be perceived as 
technology savvy.

Be perceived as 
health/fitness conscious.

Multiple 
devices.

Clumsy, “geeky” device

Able to 
monitor “health.”

Easy to 
communicate.
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jbd.info & intercom.com

Jobs can be functional, emotional or social.
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Strategyzer.com
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Strategyzer.com
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Strategyzer.com

29



www.score.org

Strategyzer.com
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Strategyzer.com
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Strategyzer.com
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What are the jobs-to-be done, pains & 
gains for a pizza restaurant’s customers?
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Customer Profile for Pizza Restaurant
Customer 
Segment Neighborhood 

Families

Budget 
friendly 
specials

Stay on a 
budget

Happy Hour 
Adult Beverages

Celebrate 
a special 
occasion

Limited 
menu

Get 
something 

to eat

Noisy Inconsistent 
food

Kid 
Friendly
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What are the products & services, gain creators and 
pain relievers offered by our pizza restaurant?
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Covid Customer Profile
Customer 
Segment Families who 

want to 
celebrate

Food & 
drinks 

together

Relax & 
Enjoy

Clean up

Celebrate 
together 
virtually

Celebrate 
special 

occasion

Cold 
food

Order is 
messed 

up.

Get 
something to 

eat

Stay safe 
at home

Wide 
menu 

choices
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New value map

Value Map

Family 
friendly 
take out 
service

Packages 
can include 

beer or 
wine.

Individual 
menu 

choices.

At home safety + 
restaurant 

experience..

Special 
occasion 

meals.

Easy to 
heat & 
serve.

Support 
for multi-
location 
(remote) 
dining.
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New Value Proposition

Value Map

Family 
friendly 
take out 
service

Packages 
can include 

beer or 
wine.

Individual 
menu 

choices.

At home 
safety + 

restaurant 
experience

..

Special 
occasion 

meals.

Easy to 
heat & 
serve.

Support 
for multi-
location 
(remote) 
dining.

Customer Profile

Food & 
drinks 

together

Relax & 
Enjoy

Clean 
up

Celebrate 
together 
virtually

Celebrate 
special 

occasion

Cold 
food

Order 
is 

messed 
up.

Get 
something 

to eat

Stay 
safe at 
home

Wide 
menu 

choices

FIT?
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What is the Value Proposition Canvas for a mobile cell 
phone repair service?

39



www.score.org

C
D

E

F

G

H

1 - Having a working phone
2 - Certified technicians & original manufacturer parts
3 - Poor quality repairs 
4 - Cost effective repair service
5 - Residents within 10 miles
6 - Convenience – no need to travel 
7 - Provide Loaner Phones 
8 - Fix while you wait 
9 - Saving money
10 - We go to you: home, office or school 
11 - Resell lightly used phones
12 - Takes a long time 
13 - College Students
14 - Ability to “trade up” 
15 - Quick, convenient cell phone repair
16 – Mobile cell phone repair 

Customer 
Segment A

Your Turn

Value Map B

Copyright 2020 Timothy Daniel.  All rights reserved.
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C
D

E

F

G

H

1 - Having a working phone
2 - Certified technicians & original manufacturer parts
3 - Poor quality repairs 
4 - Cost effective repair service
5 - Residents within 10 miles
6 - Convenience – no need to travel 
7 - Provide Loaner Phones 
8 - Fix while you wait 
9 - Saving money
10 - We go to you: home, office or school 
11 - Resell lightly used phones
12 - Takes a long time 
13 - College Students
14 - Ability to “trade up” 
15 - Quick, convenient cell phone repair
16 – Mobile cell phone repair 

Customer 
Segment AA

E

Your Turn

Value Map B

B

Copyright 2020 Timothy Daniel.  All rights reserved.
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1 - Having a working phone
2 - Certified technicians & original manufacturer parts
3 - Poor quality repairs 
4 - Cost effective repair service
5 - Residents within 10 miles
6 - Convenience – no need to travel 
7 - Provide Loaner Phones 
8 - Fix while you wait 
9 - Saving money
10 - We go to you: home, office or school 
11 - Resell lightly used phones
12 - Takes a long time 
13 - College Students
14 - Ability to “trade up” 
15 - Quick, convenient cell phone repair
16 – Mobile cell phone repair C

D

E

F

G

H

Customer 
Segment

A

A

Customer Segment & Job

Value Map B

A

C

C

Residents 
within 10 

miles

College 
Students

Have a 
working 
phone

Saving 
Money

Copyright 2020 Timothy Daniel.  All rights reserved.42
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1 - Having a working phone
2 - Certified technicians & original manufacturer parts
3 - Poor quality repairs 
4 - Cost effective repair service
5 - Residents within 10 miles
6 - Convenience – no need to travel 
7 - Provide Loaner Phones 
8 - Fix while you wait 
9 - Saving money
10 - We go to you: home, office or school 
11 - Resell lightly used phones
12 - Takes a long time
13 - College Students
14 - Ability to “trade up” 
15 - Quick, convenient cell phone repair
16 – Mobile cell phone repair 

D

E

F

G

H

Customer 
Segment A

E

Customer Pains & Gains

Value Map B

D

E

D

Poor 
Quality 
Repairs

Takes a 
long time

Convenience 
– no need to 

travel

Ability to 
”trade up”

Copyright 2020 Timothy Daniel.  All rights reserved.
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1 - Having a working phone
2 - Certified technicians & original manufacturer parts
3 - Poor quality repairs 
4 - Cost effective repair service
5 - Residents within 10 miles
6 - Convenience – no need to travel 
7 - Provide Loaner Phones 
8 - Fix while you wait 
9 - Saving money
10 - We go to you: home, office or school 
11 - Resell lightly used phones
12 - Takes a long time 
13 - College Students
14 - Ability to “trade up” 
15 - Quick, convenient cell phone repair
16 – Mobile cell phone repair 

C

D

E
F

G

H

Customer 
Segment A

Value Map, Products & Services

Value Map

B

B
F

F Mobile Cell 
Phone Repair

Quick, 
convenient 
cell phone 

repair

Cost 
effective  

repair 
service

Copyright 2020 Timothy Daniel.  All rights reserved.
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1 - Having a working phone
2 - Certified technicians & original manufacturer parts
3 - Poor quality repairs 
4 - Cost effective repair service
5 - Residents within 10 miles
6 - Convenience – no need to travel 
7 - Provide Loaner Phones 
8 - Fix while you wait 
9 - Saving money
10 - We go to you: home, office or school 
11 - Resell lightly used phones
12 - Takes a long time 
13 - College Students
14 - Ability to “trade up” 
15 - Quick, convenient cell phone repair
16 – Mobile cell phone repair 

C
D

E

F

G

H

Customer 
Segment A

Pain Relivers & Gain Creators

Value Map B

H

G
G

G

H

Certified 
Technicians & 

original 
manufacturer 

parts

Fix while 
your wait

We go to 
you: home, 

office or 
school

Provide 
Loaner 
Phones

Resell 
lightly used 

phones

Copyright 2020 Timothy Daniel.  All rights reserved.
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Customer Segment

Completed Canvas
Value Map

Certified 
Technicians & 

original 
manufacturer 

parts
Fix while 
your wait

We go to 
you: home, 

office or 
school

Provide 
Loaner 
Phones

Resell 
lightly used 

phones

Mobile Cell 
Phone Repair

Cost 
effective  

repair 
service

Cost 
effective  

repair 
service

Poor 
Quality 
Repairs

Takes a 
long time

Convenience 
– no need to 

travel

Ability to 
”trade up”

Residents 
within 10 

miles

College 
Students

Have a 
working 
phone

Saving 
Money

Copyright 2020 Timothy Daniel.  All rights reserved.46
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IDEA TO CONCEPT
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TD’s World Famous Pizza
TD’s World Famous Pizza is a 
great choice for nearby workers, 

college students who want to 
party, couples on a date and 

family celebrations.  Our menu 
has something for everyone, not 
just pizza, but also burgers, fried 
chicken and more.  Unlike those 

other pizza joints we use only the 
best ingredients and offer the 

lowest prices in town.
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Celebration Pizza
Any day is a Celebration Day!

Celebration Pizza is where your 
family becomes part of our family.  
We have proudly served our East 

Town neighbors since 2010.   We’re 
here to make any day a celebration 

day.  

Birthdays, anniversaries and great 
report cards are just a few of the 
reasons to enjoy our made-from-
scratch pizzas, pasta and salads.  

We can accommodate your family’s 
dietary needs, promise service with 
smile, complementary parking and 

clean bathrooms!
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Tell me about your business…

Elevator Pitch el-e-va-tor 

pitch …noun

a short, clear statement that 

explains what your business 

does and why it is unique. The 

idea is that you can deliver your 

elevator pitch quickly and 

convincingly during about the 

time it takes for an elevator ride.
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Your Turn: Create An Elevator Pitch

1. Answer the question "What does the business do?"

2. Use the words work with, want, or offer.

3. State how your business solves a problem or offers a 

solution.

4. Describe what makes your business unique.

5. Tell a quick story.
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Resources

• Kauffman Foundation

• Strategyzer - Value Proposition Canvas

• Talking to Humans (customer discovery & validation)

• Lean Startup (Eric Ries)

• Customer Development (Steve Blank)

59

https://s3.amazonaws.com/TalkingtoHumans/Talking+to+Humans.pdf
https://s3.amazonaws.com/TalkingtoHumans/Talking+to+Humans.pdf
https://www.strategyzer.com/canvas/value-proposition-canvas
https://www.strategyzer.com/canvas/value-proposition-canvas
https://www.strategyzer.com/canvas/value-proposition-canvas
https://s3.amazonaws.com/TalkingtoHumans/Talking+to+Humans.pdf
https://s3.amazonaws.com/TalkingtoHumans/Talking+to+Humans.pdf
http://theleanstartup.com/
http://theleanstartup.com/
https://steveblank.com/
https://steveblank.com/
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Questions?
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Helpful Links
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• Find SCORE resources for small businesses at 
www.score.org/templates-resources 

• Find more SCORE live and recorded workshops and  
courses at www.score.org/get-business-training 

• Contact Tim Daniels:
Timothy.Daniel@Scorevolunteer.org

• Book an appointment with a SCORE mentor at 
www.score.org/find-mentor

http://www.score.org/templates-resources
http://www.score.org/templates-resources
http://www.score.org/templates-resources
https://www.score.org/get-business-training
https://www.score.org/get-business-training
https://www.score.org/get-business-training
https://www.score.org/get-business-training
https://www.score.org/get-business-training
mailto:Timothy.Daniel@Scorevolunteer.org
http://www.score.org/find-mentor
http://www.score.org/find-mentor
http://www.score.org/find-mentor


www.score.org

THANK YOU FOR YOUR 
PARTICIPATION  
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Funded in part through a cooperative 
agreement with the U.S. Small Business 

Administration.

All opinions, conclusions, and/or 
recommendations expressed herein are 

those of the author(s) and do not 
necessarily reflect the views of the SBA.
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