
The	
  Crea(ve	
  Club	
  Guadalupe	
  was	
  created	
   to	
  promote	
   the	
  
crea(ve,	
  cri(cal	
  and	
  analy(cal	
  thinking	
  of	
  our	
  students.	
  

Founded	
  in	
  1974	
  by	
  crea(vity	
  pioneer,	
  Dr.	
  E.	
  Paul	
  Torrance,	
  
Future	
   Problem	
   Solving	
   Program	
   Interna(onal	
   (FPSPI)	
  
s(mulates	
   cri(cal	
   and	
   crea(ve	
   thinking	
   skills,	
   encourages	
  
students	
   to	
   develop	
   a	
   vision	
   for	
   the	
   future,	
   and	
   prepares	
  
students	
   for	
   leadership	
   roles.	
   FPSPI	
   engages	
   students	
   in	
  
crea(ve	
   problem	
   solving	
   within	
   the	
   curriculum	
   and	
  
provides	
  compe((ve	
  opportuni(es.	
  	
  



Goals:	
  

To	
  Develop	
  The	
  Ability	
  Of	
  Young	
  People	
  

Globally	
  
To	
  Design	
  And	
  Promote	
  Posi(ve	
  Futures	
  Through	
  Problem	
  Solving	
  Using	
  

Cri(cal	
  of	
  Crea(ve	
  Thinking	
  



What	
  is	
  Ac(on-­‐based	
  Problem	
  Solving?	
  	
  

AbPS	
  provides	
  a	
  model	
  that	
  is	
  effec7ve	
  in	
  the	
  classroom	
  
for	
  all	
  students	
  and	
  can	
  be	
  implemented	
  as:	
  	
  
	
   .	
  a	
  strategy	
  for	
  use	
  in	
  the	
  inclusion	
  model,	
  	
  
	
   .	
  a	
  curriculum	
  in	
  exploratory	
  classes,	
  
	
   .	
  an	
  extension	
  of	
  any	
  curriculum	
  unit,	
  and	
  
	
   .	
  a	
  model	
  to	
  introduce	
  higher	
  level	
  thinking	
  	
   	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  
	
   	
  	
  skills	
  to	
  students.	
  



Why	
  Ac(on-­‐based	
  Problem	
  Solving?	
  

Future	
   Problem	
   Solving	
   Program	
   Interna7onal	
   provides	
  
the	
   tools	
   and	
   strategies	
   students	
   need	
   to	
   face	
   the	
  
challenges	
  of	
  today	
  and	
  the	
  future.	
  Ac7on-­‐based	
  Problem	
  
Solving	
   provides	
   opportuni7es	
   for	
   students	
   to	
   develop	
  
and	
   exercise	
   the	
   skills	
   necessary	
   to	
   meet	
   and	
   exceed	
  
standards	
   through	
   research	
   and	
   inves7ga7on	
   of	
   topics	
  
relevant	
   to	
   their	
   world.	
   Ac7on-­‐based	
   Problem	
   Solving	
  
provides	
  a	
  convenient	
  package	
  designed	
  to	
  s7mulate	
  the	
  
crea7ve	
  and	
  cri7cal	
  thinking	
  skills	
  younger	
  students	
  need	
  
in	
   order	
   to	
   synthesize	
   the	
   massive	
   amount	
   of	
   data	
  
brought	
  to	
  them	
  by	
  Informa7on	
  Age	
  technology.	
  	
  



FPSPI	
   teaches	
   students	
   how	
   to	
   make	
   informed	
   choices	
  
and	
   solve	
   complicated	
   problems.	
   AbPS	
   facilitates	
  
discovery	
   by	
   presen7ng	
   the	
   students	
   with	
   perplexing	
  
issues	
   and	
   providing	
   the	
   means	
   to	
   become	
   ac7ve	
  
inquirers.	
   AbPS	
   provides	
   students	
   with	
   the	
   procedural,	
  
brainstorming,	
   decision-­‐making,	
   and	
   communica7on	
  
strategies	
  needed	
  for	
  learning.	
  The	
  hands-­‐on	
  model	
  turns	
  
the	
   classroom	
   into	
   an	
   authen7c	
   learning	
   community,	
  
bridging	
   the	
   gap	
   between	
   school	
   and	
   the	
   real	
   world.	
  
Students	
   learn	
   to	
  work	
   coopera7vely	
   toward	
  a	
   common	
  
goal,	
   discovering	
   how	
   to	
   manage	
   7me	
   as	
   well	
   as	
   the	
  
project.	
  They	
  begin	
  to	
  see	
  a	
  purpose	
  for	
  their	
  educa7on	
  
and	
  develop	
  a	
  personal	
  commitment	
  to	
  learning.	
  	
  



The	
  Future	
  Problem	
  Solving	
  Process	
  

Step	
  1:	
  Iden(fy	
  Challenges	
  
Step	
  2:	
  Select	
  an	
  underlying	
  Problem	
  
Step	
  3:	
  Produce	
  Solu(on	
  Ideas	
  
Step	
  4:	
  Generate	
  and	
  Select	
  Criteria	
  
Step	
  5:	
  Apply	
  Criteria	
  
Step	
  6:	
  Develop	
  an	
  Ac(on	
  Plan	
  	
  	
  	
  	
  	
  



Our	
  Ac(vi(es:	
  



Mind	
  Maps	
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O que andamos a fazer? 
Prova de Treino

Ainda mal tínhamos aberto as portas do Clube, já estávamos a 

ser novamente desafiados pelo Torrance Center para submeter 

mais uma prova de treino. Desta vez, o desafio era o Impacto 

das redes sociais. Diversas equipas do nosso Clube 

pesquisaram sobre o tema e descobriram coisas como: há 

síndromes de vibração fantasma!!! Depois,  treinaram as suas 

competências CriAtivas e submeteram esta prova. Em 

dezembro: chegaram os relatórios de avaliação de 

competências CriAtivas., uma preciosa ferramenta de 

aprendizagem a partir do erro, para podermos chegar mais 

longe na Meia-final que já se avizinha.

�1

Prémio CriAtivos 2014  

No passado dia 24 

de Setembro, o 

Clube CriAtivos 

Guadalupe rumou 

ao auditório da IPDJ, 

no Parque das Nações. O evento 

organizado pelas Olimpíadas de 

Criatividade permitiu 

apresentar publicamente as 

OC2015 e entregar o prémio 

CriAtivos 2014 às equipas 

vencedoras. Duas equipas do 

nosso clube foram 

premiadas.mas, não menos 

importante, foi o facto de 

termos participado ativamente 

numa conversa com a 

Presidente do Torrance Center, 

Dra. Ivete Azevedo, ajudando 

outros curiosos a perceber o que 

é a CriAtividade. Foi também 

divertido termos revisto 

algumas equipas que já 

conhecíamos de outras 

andanças como a Final Nacional 

do Porto! Foi uma tarde 

bastante enriquecedora, e que 
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I dia CriAtivo Guadalupe 

Pré-escolar…
Para  o  I  Dia  CriAtivo  do  Guadalupe  preparamos  muitas 
atividades para divertir os alunos do 1ºCiclo e da Pré-escolar!
Na Pré-escolar, em diferentes estações, os meninos puderam 
jogar bowling, fazer corridas de colheres e desenhavam uma 
história inventada numa parede CriAtiva. Houve ainda tem-
po para dançar na discoteca muitas músicas pedidas pelos 
meninos. O dia não podia terminar sem pinturas faciais e 
balões de modelar! 

�1Colégio Guadalupe

Spring Sessions 2.0  

Uma festa CrAtiva para comemorar o 
início da primavera!
Demoramos cerca de dois meses com 
a preparação desta festa e em cada dia 
pensávamos  em  ide ia s  que   a 
pudessem melhorar. Estivemos até ao 
último instante em preparação.
Dias antes falávamos por Skype  para 
organizar  as  tabelas  com  as  várias 
atividades  da  festa  pelas  quais  cada 
equipa  de  trabalho  estava    respon-
sável. Reunimos em casa de membros 
do Clube,  até criamos um e-mail  só 
para os CriAtivos! E, no próprio dia 
da festa,  estávamos todos dentro da 
sala de E.V, desde as oito da manha a 
desenhar e a pintar os cartazes! Tive-
mos  também  ajuda  de  pessoas  que 
não  pertencem  aos  CriAtivos,  mas 
que  nos  ajudaram  e  apoiaram  na 
preparação. Foram dias muito inten-
sos!  Não  fomos  obrigados  a  fazer 
nada,  fazíamos  porque  queríamos  e 
sabíamos  que  nos  íamos  divertir  ao 
ajudar. O resultado final foi espetacu-
lar e toda a gente se divertiu imenso!
Angelina Rodrigues (7ºC)
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NOME DA MINI-EMPRESA:

TÍTULOS
DE PARTICIPAÇÃO

Project	
  Mini	
  Empresa	
  (small	
  companies)	
  



JA	
   Worldwide	
   is	
   one	
   of	
   the	
   largest	
   global	
   NGOs	
  
dedicated	
   to	
   addressing	
   fundamental	
   social	
   and	
  
economic	
   challenges	
  of	
   young	
  people	
  by	
  educa(ng	
  and	
  
empowering	
   them	
   to	
   transform	
   their	
   future	
   and	
   own	
  
their	
  economic	
  success.	
  	
  

Through	
   the	
   delivery	
   of	
   cuWng-­‐edge,	
   experien(al	
  
learning	
   in	
   financial	
   literacy,	
   work	
   readiness,	
   and	
  
entrepreneurship,	
  we	
  effec(vely	
   broaden	
   the	
   canvas	
  of	
  
possibility	
   for	
   young	
   people	
   and	
   enrich	
   their	
   ability	
   to	
  
both	
   engage	
   in	
   their	
   own	
   economic	
   development	
   and	
  
contribute	
  to	
  the	
  strength	
  of	
  their	
  families,	
  communi(es,	
  
and	
  economies.	
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What are the most important costs inherent in our business model? 
Which Key Resources are most expensive? 
Which Key Activities are most expensive?

is your business more
Cost Driven (leanest cost structure, low price value proposition, maximum automation, extensive outsourcing)
Value Driven (focused on value creation, premium value proposition)

sample characteristics
Fixed Costs (salaries, rents, utilities)
Variable costs
Economies of scale
Economies of scope

Through which Channels do our Customer Segments  
want to be reached? 
How are we reaching them now?
How are our Channels integrated? 
Which ones work best?
Which ones are most cost-efficient? 
How are we integrating them with customer routines?

channel phases
1.  Awareness  

How do we raise awareness about our company’s products and services?
2.  Evaluation  

How do we help customers evaluate our organization’s Value Proposition?
3.  Purchase 

How do we allow customers to purchase specific products and services?
4.  Delivery 

How do we deliver a Value Proposition to customers?
5.  After sales  

How do we provide post-purchase customer support?

For what value are our customers really willing to pay?
For what do they currently pay? 
How are they currently paying? 
How would they prefer to pay? 
How much does each Revenue Stream contribute to overall revenues?

For whom are we creating value?
Who are our most important customers?

Mass Market
Niche Market
Segmented
Diversified
Multi-sided Platform

What type of relationship does each of our 
Customer Segments expect us to establish 
and maintain with them?
Which ones have we established? 
How are they integrated with the rest of our 
business model?
How costly are they?

examples
Personal assistance
Dedicated Personal Assistance
Self-Service
Automated Services
Communities
Co-creation

What Key Activities do our Value Propositions require?
Our Distribution Channels?  
Customer Relationships?
Revenue streams?

catergories
Production
Problem Solving
Platform/Network

What Key Resources do our Value Propositions require?
Our Distribution Channels? Customer Relationships?
Revenue Streams?

types of resources
Physical
Intellectual (brand patents, copyrights, data)
Human
Financial

Who are our Key Partners? 
Who are our key suppliers?
Which Key Resources are we acquairing from partners?
Which Key Activities do partners perform?

motivations for partnerships
Optimization and economy 
Reduction of risk and uncertainty
Acquisition of particular resources and activities

What value do we deliver to the customer?
Which one of our customer’s problems are we 
helping to solve? 
What bundles of products and services are we  
offering to each Customer Segment?
Which customer needs are we satisfying?

characteristics
Newness
Performance
Customization
“Getting the Job Done”
Design
Brand/Status
Price
Cost Reduction
Risk Reduction
Accessibility
Convenience/Usability

types
Asset sale
Usage fee
Subscription Fees
Lending/Renting/Leasing
Licensing
Brokerage fees
Advertising

fixed pricing
List Price
Product feature dependent
Customer segment  
dependent
Volume dependent

dynamic pricing
Negotiation (bargaining)
Yield Management
Real-time-Market

strategyzer.com
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