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How to Use This Workbook

This workbook has been designed as a supplement to the Telfer Entrepreneurship
Program for Military Families. It was also designed with an aim to provide those not able
to participate in the program a resource guide to help understand the entrepreneurial

process.

The course and workbook has been designed to ensure participants leave with a strong
sense of what starting a business is all about. The program is based on the core
premise that startup skills can be taught and entrepreneurial behaviors practiced. The
following workbook is a blend of selected course slides, reference materials and work
space for you to complete exercises and plan your new venture. In addition, we've

included links to many other tools, resources and guides.

You should know that there are many resources across Canada available to those
interested in entrepreneurship and if you have questions or want to learn more about
creating a new venture, you will likely have a number of supportive organizations and

agencies will to assist.
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1. Key Traits of Entrepreneurs and Ideation

As described by management guru, Peter Drucker - entrepreneurship is neither a
science nor an art, it's a practice. As such, teaching entrepreneurship is not an easy
task with some instead preferring to believe that entrepreneurship cannot be taught and
others defaulting to teaching those startup topics that only mask as useful, but do not

come close to helping participants understand how to “do” entrepreneurship.

Here, we draw a distinction
between teaching

‘ ‘ Entrepreneurship is neither a science nor an art , , entrepreneurship and teaching
Its a practice. successful startups. There are

- Peter Drucker

in fact, too many variables at
play for anyone to presume that
they can teach the successful
start of a business.
Entrepreneurship, on the other

hand, is a skill set and mindset,

a culmination of practices and
processes that come together to help create an entrepreneurial mind capable of

entrepreneurial action; this can be taught and is the focus of this program.

If entrepreneurial behaviors and eroractetic o2 g
eNTREPREN

BEHAVIOUR SKILLS

_| Questioning

skills can be taught, are there then
specific characteristics or traits
that are important for

entrepreneurs? In a recent I —-—'-, m
Harvard Business Review atrticle, T~ -
Y Experimenting

Dyer, of Brigham Young
University; Gregersen, of Insead;

and Christensen, of Harvard Business School, reveal how innovative entrepreneurs
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differ from typical business executives. Their study demonstrates that five “discovery
skills” distinguish the most creative entrepreneurs: Associating helps them discover new
directions by making connections among seemingly unrelated questions, problems, or
ideas. Questioning allows innovators to break out of the status quo and consider new
ideas. Through observing, innovators carefully and consistently look out for small
behavioral details—in the activities of customers, suppliers, and other companies—to
gain insights about new ways of doing things. In experimenting, they relentlessly try on
new experiences and explore the world. And through networking with individuals from a
diverse array of backgrounds, they gain very different perspectives. (Adapted from
https://hbr.org/2009/12/the-innovators-dna). Through these behaviors and other specific

methods, starting a new venture becomes a process and as such can be consciously
practiced. Used effectively, these behaviors will lead to better and more innovative
ideas and increased innovation. The beginning of the process, ideation, also tends to be

characterized by a number of common factors.

Good Business ldeas

Necessary conditions:
a. Can make money (or not loose it): has value (value proposition) to a critical mass of
addressable customers.
And
b. Evolve over time.
c. Usually start with one or a combination of:
o Personal pain (I have a problem that needs solving.)
o Market gap/need (Others will pay for a solution.)
o Interest (I can see myself doing this 24/7.)
o Insight (I understand the industry and the trends.)
d. Jump the innovation curve.
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Exercise: Other Considerations for Military Families

In groups, consider the unique implications for military families and how these factors

will influence the type of business that could be viable. Some Considerations and

related Business Idea Conditions have been identified already below. Discuss these

and other possible Considerations.

Considerations

Business Idea Conditions

Frequent Moves

Ensure your idea allows for your business to be relocated frequently. In
addition to other specific factors listed below, you personally will have to be
able to operate from different locations. Is this feasible given your business
idea? Your strengths? Your capabilities?

Future possible geographic locations will need to be considered as you plan

Geographic your idea. In addition to local environmental, political and cultural factors to
Location be considered you will be operating in a location that will likely have a limited
number of clients physically located near you — perhaps limited to only those
people on the base.
If your business requires equipment, machines or supplies, you will need to
Equipment consider the viability of moving these things frequently. Another option will be

to consider the viability of selling these “assets” and repurchasing them in the
new location. You may also want to consider leasing equipment versus
buying it.

Signing Leases

Remember that if you are planning on operating a business that requires
physical space (retail, warehouse or office) you may be required to sign a
lease that could extend beyond your stay in any one location. Be careful to
understand the implications of signing a lease before you commit.

Rules/Regulations

There will be rules and regulations specific to your business and your
location. These may differ from one location to another. Be sure to
understand the local laws, rules and regulations pertaining to your business.

Speed to
Profitability

Every business will require some time to build their client base and earn a
profit. You should give consideration to whether your time permits you to start
and grow your business given the timeline you may be working with. Ensure
you have strategies to market and advertise quickly to be able to ramp-up
sales before you move to a new location.

Ability to Recover
Costs within your
Timeline

Related to building your client base, ensure you have a good understanding
or your costs and potential revenue and run detailed financial forecasts to
make sure your idea is viable within a short timeframe.

Increased Family
Responsibilities

Depending on your family situation, you will need to factor in your personal
ability to start, manage and grow a business outside of your day to day roles
and responsibilities - often more complicated for military families.
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More Information

The Innovator's DNA Harvard Business Review article: https://hbr.org/2009/12/the-

innovators-dna.

The Innovator's DNA: Mastering the Five Skills of Disruptive Innovators:
http://www.amazon.com/Innovators-DNA-Mastering-Skills-
Disruptive/dp/1422134814/ref=sr 1 1?s=books&ie=UTF8&qid=1450105474&sr=1-
1&keywords=innovators+dna

What is an Entrepreneur? http://youtu.be/i3DpLBY|LIQ

Where do Good Ideas Come From: https://growthhackers.com/videos/video-where-

good-ideas-come-from-by-steven-johnson/

Personality Indicator: http://www.humanmetrics.com/cgi-win/JTypes2.asp

If Rejection Slows You Down: http://www.entrepreneur.com/article/234709

How to Start a Start-Up — Sam

Altman: http://startupclass.samaltman.com/courses/lec01/

On the Common Characteristics of Innovators: Innovator's DNA:
https://www.youtube.com/watch?v=Hy4o00h Oyto#t=142

Notes:
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2. Business Models

All the information and data you require to start a good business needs to be obtained
by talking to customers, suppliers, and other key industry players then crafting a viable
solution to an identified problem: products or solutions established based on real
customer needs. There a fair

What is a Business Model?

amount of trial and error
involved in getting to a viable

] ] w business and most

A sketchisummary ofwhat the business will do and how itwill

make maney. businesses will adjust (pivot)
Includes strategic components ofthe businessidea and how with experience. Many are

it operates. . . .
tempted to jump in and write

Dften established based on trial and error. a business plan as soon as
they have an idea; the

Forms the basis for success orfailure. problem is that without

experience in the market and
with clients, the plan is almost certainly wrong before it's even written. Instead,
entrepreneurs need to start with a Business Model at an early stage.

A Business Model is a summary or rough sketch of the critical parts of the business
strategy — it answers questions such as: Who are the potential customers; what value is

being created; how will you make money?

Early-stage entrepreneurs need to concentrate first on getting the model right and
validating the customer problem/solution fit well before starting on the business plan.
There is still a valuable place for the business plan — it’s just not as soon as we once
thought. Following the conception of a business idea, entrepreneurs need to
concentrate on talking to customers; learning and adjusting; and, building profitable,
scalable business models.
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In recent years, an industry
standard for business
modeling has emerged
thanks to Swiss business
theorist Alexander
Osterwalder. In his work, he
outlines 9 building blocks and
a related template for an
effective business model.

His Business Model Canvas is an efficient alternative to a bulky business plan for early-

staged entrepreneurs.

The canvas is broken into 9 blocks with customer facing elements on the right, internal

facing elements on the left and financial aspects of your business idea on the bottom.

You'll note that the block “Value Proposition” is strategically placed in the middle,

signaling the importance of this block for every venture. The 9 blocks include:

1. Value Proposition — Your Value Proposition can be described as the core value

that you that you are creating in the market for your customers. It is not a list of

features; rather it is a description of what benefit, or value your customer will gain as

a result of buying/using your product and getting access to the features. The Value

Proposition block is one that is usually always in need of validation for a new

venture. Entrepreneurs must establish that the value they assume is being created is

actually interesting, needed and of tangible value by their assumed clients.

2. Customer Segments — The Customer Segment block describes the customer or

groups of customers that you believe will be interested in your product or service.

You may find that your business has multiple customer segments. Having a

thorough understanding of these distinct client groups often leads to distinct value

propositions for each group and may also lead to different revenue streams and

other elements of the canvas for each distinct customer segment. It's useful to have

10
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a very refined knowledge of each customer segment, why they will buy, or use, your
product or service. Entrepreneurs are often tempted to casually identify that
“everyone” will potentially buy/use their product. This can be a dangerous and
unhelpful assumption. The narrower your understanding of your distinct client
groups, the easier it will be to validate your value proposition(s) with them and

ultimately choose appropriate marketing strategies.

. Channels — The Channels block describes how you will be getting your product or
service into the hands of the customer. Common channels include: direct to the
consumer via retail stores; through a website or mobile application; or, via another
business who already sells into the clients groups you want to access. There are
many different combinations of possible channels. The method you choose will likely
be driven by a combination of customer preferences and expenses related to that

channel.

. Customer Relationships — How you intend to get, keep and grow your customer
base is described in the Customer Relationship block. For businesses that sell
direct to customers and interact with them personally, the strategy may be focused
on creating relationships, providing customer service and seeking to have a higher
degree of interpersonal interaction in order to build loyalty and trust. An online
business will likely focus more on a less personal approach but seek to reach a
greater number of clients/possible clients and have them help to build the “user
base” through referrals and building an online community.

Revenue Streams — How you make money (surprisingly often overlooked) will be
described within the Revenue Stream block of the Business Model Canvas. While
this may seem straight forward, there are a number of possible revenue streams
available to a business and it is essential to validate whether your assumed revenue
streams are correct and appropriate to your Customer Segments. In some
instances, the “user” of the product (for instance Facebook) is not the same as the
customer segment who pays (in the example of Facebook, advertisers provide their
revenue streams, not the average Facebook user.)

11
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6. Key Resources — The success of your venture may be based on being able to get

and deploy Key Resources in order to deliver your product or service to your
customers. These resources may include financial, human, physical or intellectual
resources. While every venture will require some number of resources to operate,
there may be key resources that are more critical to the success of your venture.
Identifying and determining whether you can secure and deploy these resources

may ultimately lead to success or failure.

Key Activities — Every venture will have similar operating requirements in order to
run their business (sell, hire employees, manage their books etc.) however, there
may be certain Key Activities that will be uniquely important to your venture, or
critical in order to deliver your value proposition to your clients. For a business
focused on selling ethically sourced coffee this could be sourcing and ensuring
ethical coffee beans; for a social media business this would likely include
software/app development, maintaining a website and building a community of
followers. The Key elements of the activities may be different for every business and

is often an important part of delivering on your value proposition.

Key Partners — Your venture may rely on Key Partners in order to deliver value and
be successful. Partners usually include channel partners and/or critical suppliers. In
many cases, the success of the venture hinges on a strategic alliance or joint
venture with another organization. If this is the case, these organizations are key to
the business model and the entrepreneur will want to validate that there is interest
from them before moving forward with the venture. As an example, Apple’s ability to
secure the commitment of the major Record Label’'s was essential. Without each
Record Label agreeing to provide their music to Apple, they couldn’t have moved

forward (and have been wildly successful) with iTunes.

. Cost Structure — Your Cost Structure will largely help you to determine whether you
will be able to make money. Measured in relation to your revenue streams and their
relative size, the major costs associated with your business will need to be sketched
out and researched early in the process. This block of the Business Model canvas

12
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typically includes your major costs as well as any unique cost structures (i.e. license

fees, royalties to partners, etc.) that might be associated with your venture.

The nature of the Business Model Canvas is that it allows you to map out your key
strategies on one page, creating a succinct snapshot of the important elements of the
venture. At an early stage (Version 1 of the Business Model Canvas) it should include
just a short descriptor in each block — often only a few words - that will capture the
essence of that element. It's important to note that at this stage, these descriptors are
simply guesses, or hypotheses. Your challenge as an early stage entrepreneur is to
map out these guesses quickly and then determine how best to efficiently test (or
“validate”) each block, or at least the most risky elements. The process of Business
Modeling is an iterative process; the real value in the process is in quickly determining
“validation” or “invalidation” of your guesses. If you've been able to validate, or prove
you are right, you can carry on with confidence. If you invalidate an element of the
Business Model Canvas, your next step will be to modify that guess (commonly referred
to as a “pivot”) then re-test until such time as you feel confident that you have validated
at least the key elements of the Canvas. You, the entrepreneur, will have to determine
your minimum threshold for establishing whether you have validated, or invalidated your
business model. Only you can decide when you have enough confidence in your model

to proceed.

The “tests” you choose to use to validate your assumptions are an important part of the
process. Validation methods are varied and often specific to an industry you and the
related to the assumption (guesses) you are trying to validate. These might take the
form of customer interviews that focus on understanding if, and what problems
customers are having and whether they’d pay for a solution. Other tests may include:
building prototypes to solicit feedback; launching mock websites to gauge user interest
by seeing how users react and whether they sign up for more information; and, in some

cases getting potential customers to pre-pay for product before it's even built.

13
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More Information

e Business Model Generation: http://www.businessmodelgeneration.com/canvas

e The Happy Business Model Canvas: https://medium.com/the-happy-startup-

school/introducing-the-happy-startup-canvas-76a7ledc4af8

e Business Models that Rock: http://www.slideshare.net/boardofinnovation/10-
business-models-that-rocked-2010-6434921

e Business Model Canvas Download:

http://www.businessmodelgeneration.com/canvas/bmc

e Business Model Canvas Template Tool:
https://docs.google.com/drawings/d/10T3102BVsQl m vpGaxMgYbRJLbbG-
pWW6Nuar2p3H4/edit

Notes:

14



®©OQO === T R p——

@ SWDaN]§ aNUaNIY

=)

2130435 1500

TELFER

i

sjauuny) 3 $20.1n082Y Kay]

mw SJUAWSIS 1aUI03SN)) m pdysuon)ay sowoisn)

suonisodo. g anjpA N samandv A3y | ~ .Jy S1aULIDJ K2

SDAUD)) ]OPOJAl Ssaulsng Y,

:Kq pausisacy

15




)

mi| TELFER

3. Validating Your ldea

According to the Merriam-Webster dictionary the definition of “validate” is: to prove to be
true, worthy, or justified. In the business startup world, validation is the process by

which you determine if your business model assumptions

E— are correct. Customer validation as described by Steven

TUP Blank in his book, The Startup Owner’'s Manual, is a way of
T g STA

&:‘: Dw:E“ 5 MANUA- developing the insights required to validate these

g ~ %ﬂgﬁg assumptions and refine your business model, in this case
E B using Osterwalder’s Business Model Canvas described

% previously. Subsequently, entrepreneur and author Eric

E Ries popularized Blank’s work in what he referred to as the
i w,ﬂwﬂﬁ . Lean Startup.

Validation, often called customer
validation is a critical step that
needs to be undertaken before you
start and grow your venture. The
methods and tactics you choose to
validate your business model
assumptions are very specific to
your industry and your customers,

however all validation projects will

include some element of customer

engagement, often in the form of simple conversations and similar processes.

16
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What Do Validation Tests Look Like?

Customer conversations (f2f)— lots of them
Industry expert conversations
Surveys - in person and/or online

Test ads looking for currency*: Facebook, LinkedIn, Google
Adwords

Test webpage looking for currency
Letters to clients to gauge follow up

Minimum viable product

* Currency = cash, orders, email addresses, sign ups, click
throughs, downloads etc.

Validation Checklist

1.

What do you think the problem/gap is?
1. What pain exists in the market or for the customer?

Who do think are your typical (first) clients?
1. What is the size of the market?

2. What is the profile (demographics etc) of you most likely
customer?

What is your v1 solution? Is it reasonable?
Who do you need to talk to? How can you access them?

What are the most critical business model hypotheses you are trying
to validate? What questions can you ask?

What are the tests? What metrics/thresholds are you looking for?

17
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Typical Questions

10.

Is there a problem or gap in the marketplace?
Who are the customers and do they recognize they have a problem?

How is the customer currently dealing with this task/problem? (What
solution/process are they using?)

What do they like about their current solution/process?
What do they wish they could do that currently isn’t possible or practical?

Are customers willing to pay money for a different solution? (Duct tap test;
desire, willingness, ability)

Would they buy a different/new solution? How? How much?
Are there competitors? What do they do well/poorly?

Is there some other solution/process they’ve tried in the past that was better or
worse?

Who is involved with the buying process? How long does it take? Is there a
budget?

Tips for customer interviews

Know your goals and plan your questions before leaving the building!
Do one-on-one interviews.

Validate the problem first, not the solution.

Listen, don’t pitch.

Be prepared for answers you don’t like.

Write your notes from the meeting immediately.

Focus on discovery. Don’t worry about features!

Never ask a yes and no question, always ask open ended ones.

Have behavior-focused interviews.

Ask to be able to follow up and for intros to others.

18
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More Information

¢ Why the Lean Start-up Changes Everything: https://hbr.org/2013/05/why-the-lean-

start-up-changes

everything?utm campaign=Socialflow&utm source=Socialflow&utm medium=Twee
t

e How to Build a Start-up: https://www.udacity.com/course/ep245

e Customer Development: http://www.youtube.com/watch?v=6t0t-CXPpyM

e The Lean Start-up:
https://www.youtube.com/watch?v=J4rOdxoCnwY https://www.youtube.com/watch?
v=FRR |EDAfoo

o How to Interview: http://practicetrumpstheory.com/how-to-interview-your-users-and-

get-useful-feedback/

e Customer Discovery Tips and Templates:

http://leanstartup.pbworks.com/w/page/54918676/Customer%20Interview%20Templ

ates%20and%20Resources

o Validation Tools:
http://leanstartup.pbworks.com/w/page/62585258/Validation%20Tools

e Customer Discovery Checklist: Putting It into
Action: http://www.youtube.com/watch?v=zOqvoMMcqg7I&list=PLcdmOygdmhJopRk
ThQ16Wc8LXqSo00Qgl5m

19
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Exercise

Project/Business Idea:

Validation efforts
Method Used:

Method Used:

Method Used:

Summary of Results-

#s:
#s:
#s:

1. Quick Overview of the Industry:

2. Pain or gap behind the idea:

3. Business idea (version 1):

4. Customer Description:

5. How will you make money:

20
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Summary of Validation Tests
Validation tests conducted:

Strategies, techniques, numbers and results:

Key Learnings

About this Industry/business/client group etc.

About our business model and key elements.

21
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4. Financing Your New Venture

Financing for a new venture is essential and lack of it may cause your business to not
start, or fail if you don’t have enough to properly grow your business. As such, it can
often be a stressful part of the launching process. Research reveals that the number
one source of funds for new ventures comes from the entrepreneur her/himself. Aside
from personal savings, other commonly referenced sources of funding include both debt

and (sometimes) equity.

Debt — refers to
Where do entrepreneurs get their money?

1. Their own money (owners equity or loans to the business.)

money that is
loaned with the
expectation of it

2. Debt: cash now for repayment (with interest) later.
being paid back at

3. Equity: cash from others for a piece of the business. some future point
in time, with
4. Bootstrapping: piecing it together on your own. interest. This is

often in the form of

a loan, line of credit or credit card. Debt is the second biggest source of new venture
funding after the founders’ own money. All major banks have products that are aimed at
startup businesses. In addition, the Business Development Bank of Canada was
created to work to help entrepreneurs gain access to business financing, usually

alongside one of the big banks.

Equity — In some rare instances, a company (Venture Capital Firm) or individual (Angel
Investor) will invest in the company by providing money in exchange for part ownership
of the company. There are numerous issues for both parties, as well as specific criteria
needed for investors to want to invest which must be carefully considered — not the least
of which is how the investor will get their money back, usually in the form of the
company being sold and the investor’s shares being converted back into cash. The
business must also fit a certain growth and market size profile for the opportunity to be

23
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attractive to the investor. Most companies are simply not suitable for an equity

investment.

In Canada, there are numerous Provincial and Federal funding programs that can often
help a startup greatly and should be explored. Links to some of these programs are

listed below.

In addition, every Bootstrapping

A means of financing a company through the creative
acquisition and use of resources without raising cash from
independent investors.

entrepreneur should be

familiar with the concept of

_ Tactics:
bootstrapping — or Leverage Government Programs
operating through the Get Operational Quickly

Find Customers Fast

Focus on Your Cash

resources and not having to Form Alliances with Customers and Suppliers
Forgo Pay (You and Your Team)

creative acquisition of

take external money.

More Information

e Funding and Government Programs:
0 The National Research Council’s Industrial Research Assistance Program:

http://www.nrc-cnrc.gc.ca/eng/irap/index.html

o0 The Canada Revenue Agency’s Scientific Research and Experimental

Development tax credit program: http://www.cra-arc.gc.ca/txcrdt/sred-

rsde/menu-eng.html

o National Economic Development Agencies:
http://www.feddevontario.gc.ca/eic/site/723.nsf/eng/01690.html

o Canada Small Business Financing: http://www.canadabusiness.ca/eng/

0 Business Development Bank:

http://www.bdc.ca/EN/financing/Pages/default.aspx

24
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The recommended start up process, though often not linear and dependent on a

number of variables, should be:

1. Generate an idea and do an initial opportunity assessment.

. Sketch out a first version of a Business Model.

. Establish and run appropriate validation tests.

. Research and consider appropriate rules and regulations.

2
3
4. Generate a first version of a projected cash flow statement.
5
6

. Take care of any administrative details such as setting up bank accounts and

record keeping.

7. Get started and learn a lot.

8. Write a business plan once you understand the customers and market.

9. Grow your business!

A number of resources have been listed throughout this guide and below, however

there is no one formula for starting a successful business and much is situational. You

should seek out advice and support wherever possible, as well as understand the

nuances of your specific business and situation.

Business Planning

A quick internet search will
uncover hundreds of
business plan builders and
templates. While there may
be some nuances, each

business plan template will

include three major sections:

Marketing; Operations; and,
Finance. A business plan

will become a very good

KEY COMPONENTS

- Exec. Summary
- Marketing -

- Operations —

- Financial

- Appendices

Industry trends

Gap and Solution
Target market
Competitive analysis
Promotional strategy

Management team
Location/Distribution
Suppliers
Manufacturing plan
Operating requirements
Human resources

Financial requirements
Income statement
Cash flow

26
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scaling and execution tool once you have a solid understanding of your market,
customers and the value you are truly creating. A good starting point in writing your

business plan will be the latest version of your Business Model Canvas.

Business Plan Resources

e Sample Business Plans: Bplans.com

e BDC Business Plan Template: http://www.bdc.ca/EN/articles-tools/entrepreneur-

toolkit/templates-business-quides/Pages/business-plan-template.aspx

e Futurpreneur BP Template: http://www.futurpreneur.ca/en/resources/tag/business-

plan-examples-taqg/

e How to Write a Business Plan: PlanWare

Entrepreneurial Marketing

e Simple Marketing Plan for a Start-up: http://www.marsdd.com/articles/simple-

marketing-plan-for-start-ups/

e Plan and Execute a Great Start-up Marketing Program:
http://www.marsdd.com/video/how-to-plan-and-execute-great-startup-marketing-

programs-mars-best-practices/

e Strategy for Social Media Campaigns: https://blog.bufferapp.com/first-1000-

followers-twitter-facebook-social-

media?utm campaign=utm campaign=weekly digest week 2014W48 dormant te

st control

e 10 Steps to a Solid Social Media Strategy: http://rebekahradice.com/solid-social-

media-strateqy/

e Social Media Calendar: http://rebekahradice.com/create-and-manage-an-editorial-

calendar/

e Market Research: http://startupstash.com/marketresearch/

e 35 Growth Hacking Tools for Marketers Who Don’t
Code: https://blog.kissmetrics.com/35-growth-hacking-tools/
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Rules, Regulations and Licenses

General Business Information Portal:

e http://www.canadabusiness.ca/eng/

Legal Structure:

e http://www.canadabusiness.ca/eng/page/2853/

e hittps://lwww.marsdd.com/mars-library/structuring-your-business-in-ontario-what-

form-to-take/

HST/GST:

e http://lwww.cra-arc.qgc.ca/tx/bsnss/tpcs/gst-tps/gnrl/menu-eng.html

Licenses:
e Various licenses may be required depending on the type of business and nature of
your operation. You should contact your local or municipal authorities to establish

what, if any, licenses are required.

Zoning & Bylaws:
e Each municipality will have specific bylaws and zoning requirements for operating a
business in their jurisdiction. You should contact your local or municipal authorities

to establish what, if any, bylaws and/or zoning requirements are applicable.

Industry Regulations:

e In some cases, a business will fall under the umbrella of an Industry association that
has been granted the authority to regulate that Industry. A thorough knowledge of
the industry should establish if this is applicable to you.

e See also: http://www.canadabusiness.ca/eng/page/2855/

Provincial and Federal Regulations

e In some cases Federal or Provincial regulations will be applicable depending on the

business and operations. See also: http://www.canadabusiness.ca/eng/page/2855/
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Suggested Readings

e The Lean Startup — Reis

e Business Model Generation - Osterwalder, Pigneu

e The Art of the Start — Kawasaki
e E-Myth Revisited — Gerber

e Blue Ocean Strategy — Kim
e The 4 Hour Work Week — Ferriss

e The Start Up Owner’s Manual — Blank, Dorf

Validation Tools

e www.businessmodelgeneration.com/canvas and https://canvanizer.com/ organize

your validation.

e Wwww.unbounce.com, www.quickmvp.com and www.launchrock.com build landing

pages to gauge clicks and interest/collect email addresses/combine with_Google
Adwords and other advertising mediums/ test variants of your message.

e http://buzzsumo.com/ look for key influencers in your industry.

e www.indegogo.com and www.kickstarter.com build awareness, raise funds and pre-

sell your product online.

e hittps://gomockingbird.com/, http://proto.io/ or others - create a mock-up of your app

or website in minutes.

e http://startupstash.com/mockups-wireframing/ mock-up and wireframes.

e http://startupstash.com/mvp/ a curated directory of resources & tools to help you

build your start-up.

e https://www.zoho.com/crm/?src=zoho customer relationship management to track

your validation contacts and early leads.
e Customer Discovery Tips and Templates:

http://leanstartup.pbworks.com/w/page/54918676/Customer%20Interview%20Templ

ates%20and%20Resources
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e Validation Tools:

http://leanstartup.pbworks.com/w/page/62585258/Validation%20Tools

e Another similar list: http://www.squirrly.co/startup-tools-list-the-amazing-free-

services-that-will-improve-your-work#.VNETZp3F 5G

Online Courses

e How to Build a Start-up - The Lean LanuchPad:

https://www.udacity.com/course/ep245

e Sam Altman's How to Start a Start-up - http://startupclass.samaltman.com/

General Startup Links

e hittp://www.coachmystartup.com/resources.html

Notes:
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