Flevator Pitch
OBJECT OF PLAY

What has been a time-proven exercise in product development app.lies equally well i
developing any new idea: writing the elevator pitch. When developlflg and communicat.
ing a vision for something, whether it's a new service, a compar.ly-mde initiative, or just
a good idea that merits spreading, a group will benefit from going through the exercise

of writing their elevator pitch.

o do in developing a new idea. An elevator pitch must be
t also contain a compelling descrip-
and one key benefit that distip-

Often this is the hardest thing t
short enough to deliver in a fictional elevator ride bu
tion of the problem you're solving, who you'll solve it for,
guishes it from other ideas.

NUMBER OF PLAYERS

Can be done individually, or with a small working group

DURATION OF PLAY

Save at least 90 minutes for the entire exercise, and consider a short break after the
initial idea generation is complete before prioritizing and shaping the pitch itself. Small
working groups will have an easier time coming to a final pitch; in some cases it may be
necessary to assign one person with follow-up accountability for the final wording after
the large decisions have been made in the exercise.

HOW TO PLAY

Going through the exercise involves both a generating and a formative phase. To set up
the generating phase, write these headers in sequence on flip charts:

« Who is the target customer?

« What is the customer need?

« What is the product name?

« What is its market category?

« What is its key benefit?

« Who or what is the competition?

» What is the product’s unique differentiator?

These will become the elements of the elevator pitch. They are in a sequence that adheres
to the following formula.
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FOR (tavgel custower) , WHO HAS
(customer need) : (product name) 1S A

Mke\' Ca‘\‘eqovg)ﬁTH A (one key beneﬁt)'
UNLIKE (competition) THE.
pRODU CT (\mique diFFeren’riaforL

L

1o finish the setup, explain the elements and their connection to each other.

The target customer and customer need are deceptively simple: any relatively good idea

or product will likely have many potential customers and address a greater number of
qeeds. In the generative phase, all of these are welcome ideas.

1t1s helpful to fix the product name in advance—this will help contain the scope of the
conversation and focus the participants on “what” the pitch is about. It is not outside
the realm of possibility, however, that useful ideas will be generated in the course of the
exercise that relate to the product name, so it may be left open to interpretation.

The market category should be an easily understood description of the type of idea or
product. It may sound like “employee portal” or “training program” or “peer-to-peer
community” The category gives an important frame of reference for the target customer,
trom which they will base comparisons and perceive value.

Ihe key benefit will be one of the hardest areas for the group to shape in the final pitch.
This is the single most compelling reason a target customer would buy into the idea. In
an elevator pitch, there is no time to confuse the matter with multiple benefits—there

nbe only one memorable reason “why to buy” However, in the generative phase, all
deas are welcome.

The competition and unique déﬁérentiator Put the final punctuation on the pltCh. Who or
What wil] the target customer compare this idea to, and what’s unique about this idea?
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roduct. In other .
iterally be another firm or proct e, iy
may liter: Z he last time we tried a big change Mitiatiye»
s idea or approach, in 3 Wway

In some cases, the competition e
may be “the existing training progr:«?m e i B
The unique differentiator should be just that:

i etition.
that distinguishes it in comparison to the comp

The Generating Phase . . )
Once the elements are understood, participants brainstorm ideas cky notes thag fit
n

freely, without discussion or analysjg
h header. At first, they should gene.rate A———
::)(ri f;ezzcthat fit into any of the categories. Using the Post-Up technique, participants put

their notes onto the flip charts and share their ideas.
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Next, the group may discuss areas where they have the most trouble on their current
pitch. Do we know enough about the competition to claim a unique differentiator? Do

Weagree on a target customer? Is our market category defined, or are we trying to define
something new? Where do we need to focus?

Bgfore stepping into the formative phase, the group may use dot voting, affinity map-
ping, or another method to prioritize and cull their ideas in each category.
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pative P hase

, discussion and reflection on the possible elem

ng -«

e . P » 1 eye. s entSQ 1
ol : kO { “trying out’ some POSSlblhtles_ fa pitch, the group then
e Leds
the

.
e F

avbe Jone by breaking into small groups, as pairs, or as individualg, 4 '
e e of the larger group. Each group is give $, depending

n the task of writj
- ideas on the flip charts. Writing an elevator pitch,

qor a st amount of t1'rne (15 mlm:ltes may be sufficient), the groups reconvene and
A ¢ their draft versions of the pitch. The group may choose to role

- . . -pla asatar
omeT while listening to the pitch, and comment or ask questions : e’
Jus

of the presenters.
e oxercise 1 complete when the.re is a strong direction among the group on what the
g should afld should not contain. One potential outcome is the crafting of distinct

' (ches for different target customers; you may direct the group to focus on this during
he formative Stage.

STRATEGY

non't aim for final wording with a large group. It's an achievement if you can get to that
evel of completion, but it’s not critical and can be shaped after the exercise. What is
mportant is that the group decides what is and is not a part of the pitch.

Role play is the fastest way to test a pitch. Assuming the role of a customer (or getting
.ome real customers to participate in the exercise) will help filter out the jargon and
empty terms that may interfere with a clear pitch. If the pi'fch is trgly believable and
compelling, participants should have no problem making it real with customers.

The elevator pitch, or elevator speech, is a traditional staple of the venture capital commu-

sity, based on the idea that if you are pitching a business idea it should be simple enough to
convey on a short elevator ride.
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