My name is Shawn Sanders. I'm the managing partner of Venture Craft. Let me go ahead and get my screen sharing over here and we'll get Roland. I see it pop up. Perfect. All right. So uh first off, good morning, everyone. Um I know that we have uh seen kind of this description of what we're gonna talk about today, but just to give you a feel, the goal is to talk through uh some of the most important elements of an investor presentation. We're gonna go through the advice that I give my own clients who have raised is nearly half a billion dollars to date. Uh See the series a capital and we're gonna be talking about pitch decks. Um And I want you to keep in mind that a pitch deck is more than just a, a powerpoint, a pretty powerpoint. Um it is arguably the most important piece of marketing collateral that an early stage company can ever own, which is a story that people care about. Like a story that if you do it right, gives you the ability to influence an audience of strangers and make them listen and make them care and hopefully open up their wallets with that said, let me give you a bit of background about myself. Uh I've been working in the start up world for about years. Uh I started off in marketing, became an attorney and I've been working with different investment groups. Uh I am also the senior associate director of an accelerator called Launchpad SB DC here in Southern California. Um And uh again, uh goal of today is just to share those secrets of what we provide, uh our clients uh day in, day out on how to raise capital with that said, we're gonna be talking about a lot today. Uh This is a master class in how to pitch to investors. And so some things might be a little quick, some things will be a bit slow and deep. Um I will be doing Q and A at the end. So if you have any questions, please let us know in the chat and we'll get to those uh later on. Um The first thing that we start off with is our precheck, our pref flight checklist. And this is important because if you're gonna create a presentation. You don't want to spend time to just jump in and just like, go for it. You wanna know, like, why am I doing this? What's my end outcome? What's like? You don't wanna waste your time, I guess is the end point. I see a lot of people that don't think this through waste days or weeks on a deck and then it fails. And so we want to take a moment and ask ourselves first know your goal, what is your goal? And some people think, well, my goal is to, you know, get money and they think that like it's like shark tank or if you do it right, everybody claps and then you get a big check at the end of it. That's, that's not like that's the hopeful outcome. But the goal, the goal is for you to figure out a way to articulate what it is. You do into the right words, the right story. So that when you find yourself in front of an investor, you can then kind of transmit that idea into their head. So it sticks with them, it plants a seed with them. And then after the pitch, after the pitch, when they go home, they talk to their spouse, they talk to their loved one, their friends, they go golfing, they have this investor FOMO and they're like, I just saw this deal. It's great. There's this technology and it does this and they talk about it and then they plant a seed into that person's head and you have this like domino effect and, and that, that is the goal, the goal is to arm your audience with an under understanding of what it is you do in a way that resonates with them. So that later on when they're processing it, they can think I need to put money to that deal. That's how deals happen. And so if you don't arm them with the right information, if you don't tell a story in a way that they can actually internalize it, they go to the next deal, they forget about you. You're not even a thing they talk about on the golf course. So that's the first thing. Know the goal is that everything we talk about today, everything you will work on in your deck is to accomplish this planting a seed in the mind of an investor. So that later on you get that follow up call, the second goal is to know your audience. Uh And what I mean by that is audiences come in different, you know, shapes and sizes on one end of the spectrum, you have very non-technical audiences and those are sometimes like your parents to be honest if you're trying to explain what you do to, to your parents, unless they are also engineers or phd S or technically advanced in your, you know, start up. Um You're probably not to really simplify it for them so that they get it so that they understand on the other side of the spectrum, you have strategic investors. This is sometimes called smart money and this is great like smart money, strategic investors. Um I have, you know, biotech clients and they've gone and raised money from like doctors with medical degrees and biotech backgrounds. And at that level, you can be more technical, you can use more jargon, more tribal language as we call it. But the reality is that strategic investors generally are few and far between for more of the especially advanced technologies and it's just harder to find them. They're like there might be five or six people that understand your tech to the level that you understand it within the population of the world. But most investors fall into this sort of general investor category, which is a bit more, less technical, they understand business, they understand companies, they understand investment, but you can assume that they don't understand your technology, your market to the level that they need to. And so as you build your story, you need to kind of make sure that you or you're, you're not using like acronyms that they want to understand or or again, that tribals complicated speak that you might be used to using. We wanna make sure that someone that has no idea what you're talking about can be acclimated to understanding what it is you do. So that's the second goal, the second goal is we wanna make sure we know which audience we're going for. If you don't know, assume that they're a general audience, if you do know that it is a strategic investor, by all means crank up the technical talk. But what's fun about starting with kind of a general investor is a general investment pitch will work for strategic investors. It might bore them or they might ask questions that were like, you know, are, are trying to clarify some of the things that you've overly simplified, but it'll work. The flip side is a strategic investor pitch will never work for a general investor. Why? Because they'll zone out because the audience doesn't owe you their attention span. We have, we have Apple watches, we have phones, we have ipads, we have, we have computers the second that we just don't get it, we go check our email and so we're trying to make sure that we're captivating their attention and delivering it like anticipating and empathizing with our audience so that we tell a story that keeps them engaged. The last part of our pref flight checklist is to know your format. Now pitch decks come in two flavors. You have presentation decks and you have email decks and a presentation deck is, is this, this is a presentation deck. I am presenting it to you. You will listen hopefully to what I'm saying and you'll look at the slides that I'm using and there's this fun balance of, I'm gonna use visuals to control your eyes so that you look at what I want you to look at when it's time to look at it. But ultimately, I don't wanna overdo it because audiences are good at listening or reading but not really this, you know, both at the same time. And so you'll notice that presentation decks are a bit less worthy and basically act as like a hype man. This is gonna be behind you as you're pitching to your audience to add um more context to your pitch, more value. While keeping the audience engaged. On the flip side, you have email decks, email decks are more wordy. They're more complicated. Sometimes they have hyperlinks in them. Why? Because they don't have the benefit of you as the narrator, an email deck is something that you send off on an email, you pack at lunch and you hope it comes back with money. And so it has to have more content. But what's key to remember is that an email deck can never work as a presentation deck and a presentation deck can never work as an email deck. Why? Because an email deck would it be too much information to present over? So they're either gonna ignore you or and to read or ignore the deck and listen to you. And on the flip side of presentation deck likely doesn't have enough information to survive as an email deck. So at this point, when we know what our goal is, which again, everything we're trying to do is to plant that seed for a second meeting if we understand who our audience is. So that we know what language to use, how to craft that messaging. And we understand what format we're going to use, then we dive on in. And so with that being said, on the left side of your screen, you will see today's roadmap. And again, this is a master class. Some of these presentations focus on one or two items, but stories are about weaving information together. So it's one cohesive narrative. And so I want to show you how we're going to go from start to finish. This is the default structure of every pitch deck we work on doesn't mean you can't deviate from it for certain cases. But this is kind of a good starting point as we uh you know, are putting together that investors story with that said every pitch deck should start with a problem statement. And now what's fun about this is this follows traditional storytelling, you know, methods. If you've ever read an old story that's like a once upon a time, there's always a villain in a story. Why? Because villains help you align the audience with you so that the audience can kind of agree that there's something worth defeating by introducing the villain that you're gonna defeat the pain, that calculate calculated quantified consequence of a world without you. We can, we even for a room full of people that don't know what's going on, we can all agree that that's a bad thing. I can agree that this thing, this pain that you're trying to solve is something worth solving. It also adds a bit of context of like, what are we talking about today? What is that villain that we think we need to destroy? Now, when you are working on your pain, you need to be specific, like try to quantify it again, your audience doesn't have the context that you have. And so here's an example of a client that I had that was creating a technology to help hospitals stay clean and and they start off with this fluffy language of like hospitals are struggling to keep up with decontamination. What does that mean? Like struggle is very subjective. We all struggle in different ways and so we worked with them to figure out like no, like people are dying like % of hospitals have shown a % increase of infections due to their complex nature. We all go to the hospital, we all wanna come home safe. We had loved ones get sick in the hospital like this is something that is hurting people and we want the audience to feel that pain that we're about to solve before we get to our next slide. And this is again, what's fun about traditional storytelling methods? Is when you have a villain, you have a hero, you introduce the hero. The fun part about the hero is the hero. Is you like the hero after you've told the audience about this thing that is hiding in the shadow that is costing money, that's costing lives, that's costing something, this pain on the market that is causing all of these problems we're solving. You get to tell me how you're gonna solve it. What's fun about the solution is that it should mirror the problem. If the problem was about people, you know, dying, then tell me how you're gonna save lives. If it was about inefficiency. How do you optimize that if it's about cost? How are you affordable? There should be some sort of logic because at this point in our story, the audience now knows what is the problem that is worthy of solving and how are we actually gonna solve it? And do I believe you? And at this point, if I believe there's a problem worth solving and I believe that you have a solution worth solving it. With the next thing I wanna know if I'm an investor is, how big is the market size. And now what's important about this is if you do it right in your pitch about now, you should be at the three minute point and three minutes is about the attention span that most strangers will give you before they decide to give you like another minutes of their time. And what we're trying to get to at this point is to assure the investor that the market size is large enough to invest in. Now, let me uh let me break the fourth wall for a moment. There's at least some of you right now in the audience that are looking at this and being like, what is a Tams and a Psalm? And you don't might not be familiar with those acronyms. And in your confusion of what Tam Salmon Psalm means, you might have zoned out a little bit or opened up chat GP T to figure it out. And that's an example of why we don't use again tribal language like this or technical jargon without explaining it because you lose your audience. So if I can just pull you back in, we're gonna talk through it. We're gonna break these apart and explain because this is one of the most important slides you can ever have in your pitch deck is the market size. So your T A is the total available market. Your S A is the serviceable available market and your Psalm is the serviceable, obtainable market. And if you're still thinking, what in the heck does that mean we're gonna talk about it right now? So your T A is an imaginary number that draws a line around the universe of how much money you could possibly make. If everyone who could buy your product did buy your product and you're probably wondering if it's imaginary and if no one can achieve it, Google will never achieve its TM. Apple will never achieve its tam. What's the purpose? Why do we care about this sort of like fake mythical number? The answer is because it forces you to draw a line in the universe if you calculate your cam and it turns out to be like a million dollars. I know immediately that like this isn't for me, this isn't investable. It doesn't mean that I, I don't believe in you. It doesn't mean I don't believe in your problem or your solution. It just means that if the biggest possible number you can possibly get that I know you won't achieve is a million bucks or some small number, then I can move on. But on the flip side, if we can convince the audience that this is actually something that is uh um uh achievable or this is a big enough number that we can go for, they're gonna pay attention for those next slides. That's why we want to really nail this. Now, I'll show you how to calculate a uh uh an example. T am using my own start. I have an Ed tech company that helps law students study for the bar. And if I was gonna calculate my T A, I would look at, you know, I charge bucks a month to use my app. And if uh my market is law students. I know at any given point, there's about and , law students in the United States. When I multiply by that number I get ATM of about million $,. This is the boundary of my universe. I can't make a dollar more than that unless there's more law students or I charge more. And so now I've set that boundary of my universe. The T A is about $. million after I've established my T the next thing we're gonna look at is that Psalm, that serviceable, obtainable market, you can think of your Psalm as that lowest hanging fruit of how much of your market could you kill in your first five years. So if you're gonna try to get to market, uh um and, and you wanted to, you know, start deploying into that Tam, what portion of it could you actually get? And what's nice about this is your Sam loves you. I'm sorry, your Psalm loves you. Your Psalm accepts you for who you are. The Psalm understands that you are an early stage company with limited resources, limited time, limited everything. And so it knows that you gotta start somewhere and it wants to know what is the logic of where you start? Mostly investors want to know that there's some large logic to it. They wanna know that you're not just gonna throw a dart at the wall and randomly pick somewhere to start. Let's use myself as an example. Again, I live in Southern California. When I deploy out my marketing, I can look at the fact that there's about law schools in my backyard. If I multiply the fact that there are students per law school against my $ per month. I can see that my psalm is about $ million that defines that lowest hanging fruit right in my backyard where I start and it's a pretty confident number. Like I can drive to these places. I can go shake hands. I can start to let them know who I am and why they should use my product. And at some point after I've dominated that song, we're gonna start looking at that Sam because at some point, those law schools around my area, that market, that Psalm, it doesn't matter how much time, how much more time I spend, I can't get any more ro i on it like I'll never get % in the market. And at some point it's gonna be worth to uh look for a new pond deficient. And that's what that s a, is that s a, is sort of that, that realistic Tam sort of, uh it's that thing that after I burst out of my psalm, where do I go next? And again, there's a logic to it because when I start to look at where do I go next? In my example, I would look at other major legal markets after I dominate Southern California, I'd probably look to northern California, I'd look to Texas, Florida. Um There's different, like large populations of law students that would be more effective and efficient for me to target. It would make no sense for me to decide, you know what I'm gonna fly to Louisiana or Wyoming and start selling to those law students, nothing against those law students. They exist. They're real, they would benefit from my company, but there's just fewer of them. And so by looking at that logic of how do I actually go to market, what's my strategy to deploy into the market? What we do is build up this bottoms up calculated market sizing that if you're sitting in the audience right now, I hope that you feel like man, this guy knows his market, he knows how to find his customer where his customers is, where he would go first. He knows the size of his market. Like that sense of confidence that I'm hoping you have in me about my market. That's what gets you invested. That's what convinces an investor that you know what you're talking about and you're not gonna use their money as tuition to figure it out. They don't want to give you money. And we think that you're like, you're gonna go chat GP T and be like, who should I sell to first? We wanna be able to convey that confidence that, that, that you know, your market and where to start hunting for that market. Now, that was a deep dive. We'll dial it back again as we continue through this road map. At this point, we know what problem we're solving. We know how we're solving it and we know that there is a market worth investing in on that note. If you've noticed my t it's a little bit small, to be honest. Uh We want to get a sum of probably about to million to get investable, depending on the group you're working on and probably a t ideally in the hundreds of millions, maybe A B if you can add it. Uh But again, for some companies like mine that are bootstrapping, this is comfortable for me next step after you tell me how big the market is, I'm gonna wanna logically know how you gonna get to that market. And investors want to know that you have a plan, as I've mentioned before. It's sort of like if you were planning a road trip. Um, and you're trying to convince, you know, your parents to give you gas money, they're likely gonna give you that money. If you give them really clear instructions, like, hey, we're gonna pick up Bob and then we're gonna have to go to Disneyland, then we're gonna drive up the, you know, PC H up into whatever we're gonna go up to uh uh Oregon and was like the more detailed you can be, the more you're gonna convince your audience that you actually have a plan. Why? Because one of your biggest comp uh um uh enemies in this game is the collective memory of investors. And there are people who ask for money, who don't have a plan. And so your job is to convince them that like, I just need gas in the tank. I have a plan. I know where I'm going. I know where I'm going to market to. I know which people or which groups I'm gonna leverage. I just need your money to execute on that. Let me give you an example of a client I had, it was uh uh another biotech client that um uh they in their go to market strategy, they were gonna do Instagram ads and Facebook ads and it was just like, no one believes that there's, I, I highly doubt the people that are buying your product are swiping around on Instagram at night. And so what that does is it tells the audience that you don't actually know, like you're just one, you just like chat GP t it to figure out what is a way to market without actually know knowing what works for your market. So go to market strategy. The end goal is to show your carts to show your strategy, your plan and convince the audience that you actually have a plan next up after we get to market, the next logical thing that you're gonna have to diffuse in the mind of your audience is who's gonna be kind of upset that you're in the market. And what I mean by that is like you have competitors and the worst thing you could possibly say is I don't have any competitors. Why? Because like best case scenario, uh that's a lie and you and you do have competitors and you're just wrong. Um But worst case scenario is it's true. Why is that bad? Because in the real world markets tend to only exist when there's competition. Like a competition or a market without competition generally isn't a market, it is a market opportunity. It's a market that you can build by burning tons of capital to educate your audience on why they need your thing. But the ideal way to enter a market is to identify a competitor that validates a need from your market. And then explain how are you going to sort of Indiana Jones swap you for the competitor when it comes to your customers? How are you going to get them to buy you instead of that competition? Um Because again, they already recognize they have a problem that needs solving. Super important to approach it this way. Let me give you an example. Let's say that you were legitimately the first mousetrap, you were legitimately the first person to ever think if I take a square of wood, a rectangle of wood and slap a spring on it. Put some cheese. I can catch a mouse. You could technically say that you have no competitors. There's no other technology. You're the first one to ever think of it. But if we dig a little deep, you do have competitors. In fact, you have an adorable competitor. You have a house cat. Like the reality is that the problem you are solving is an abundance of rodents. And since the dawn of time, humans have recognized that cats are a great way to have sort of, you know, affordable pest control. It's why the, the pharaohs love them so much. Like we've, we've known this. And so when you recognize that, that the, the the market already knows they have a rodent problem and the market is already solving that, then we start to say, why would you use a cat? You know, it's cute, but it's like sometimes you got, you, we gotta feed it, sometimes it barfs in the corner, you, sometimes it just doesn't wanna work, it's just less efficient, less effective. Like all those things I just said are reasons that you can say like, you know what I want to use your product instead of the product I'm already using. Now, sometimes you gotta dig a little deeper. Let's say that you um were asking yourself who competes with airlines? Most people if I were to ask you I, I'm sort of asking you what uh uh who competes with the airlines, you would say trains and cars and boats. And that's true if we define our problem as moving people or things from one place to another, if that is the problem that we are solving, if that is the pain we are solving, which is the transportation of things, then yes, anything that transports a thing is a competitor. But what we learned during COVID is that the airlines are actually solving a different problem. If you look at the business model of an airline, the business class um first class business class subsidizes the cost of all of our tickets. And so the airline models actually it's, it's they're solving a communication problem. Their business model is to connect executives around the world, around the country to fly around and meet each other. Do deals, shake hands, have that personal connection better than a phone call. And if that's how we then define the problem, what we realized during COVID is their competitors zoom because COVID forced people to stop flying, but deals still had to be done. And the market adapted the market realized like I don't have to go through TSA. I don't have to pack a bag and go away from my comfy bed and go deal with like mini bars and all that like that. I can just this like, yeah, sign me up and, and what we've seen is like now that, that we've gotten through COVID and now that you can still fly and like things are kind of normalized, the airlines are still trying to recover because there are businesses that realize I don't have to go back, I don't have to go back to buying expensive business classes, uh tickets and going through that. And so this is the level of really thinking through, like what is the problem I'm solving? How is the market cur currently satisfying that problem? And once I do that, once I really understand my problem, my solution and who those competitors are, we're gonna build something called a competitive matrix. Now, competitive matrix is you explaining to the audience what your value propositions are? So generally speaking, you can think about this is like I if you imagine your customer on Google trying to find you, what, what they type would they be typing? Like looking for the cheapest or trying to find a more accurate or need something with A I or like, like there are certain ways that your audience will try to find you. And we want to figure out what are those value propositions that your customers care about when they are evaluating you against your competitors? Because we're gonna turn that into this sort of visual here. It's called a competitive matrix. This is what I would say is that the second most important slide in the entire deck because this is the deck that when the investor is on the golf course and talks and it says I just saw the coolest start up and it does this, this and this. They will undoubtedly hear pushback from their peers. Their peer will be like, that's the dumbest thing about like there's start ups that do that. Why? And, and they're like, no, no, no, those other ones, they're, they're, those are lame. This one's so much better for this reason. And this reason and, and those, that ability, that ability to advocate for you in that moment, that language got into their head from this slide. Like this is your moment to educate the audience on who are your competitors and why are you better? So we list those value propositions, we show how we compare. It's OK to give other people checks. In fact, if you look at competitor d they shouldn't even be on this competitive matrix because they don't have a check. That's just a waste of time. They have, if you, they have to compete with you on something and it's OK if they compete with you on a few things because that's realistic, it'll gain trust with your audience. But the goal here is to define why do my customers care? What are those value propositions that matter? Show you that I know those value propositions and then arm the audience with the language and understand it understanding needed so that when they're critical of you versus of those competitors, um they can push back and they can convince themselves that you do have something worth investing in. Now, at this point in our journey, we're arriving at a very basic slide. In fact, it's so basic that this is where I show you the slide and then ominously drink my water. Yeah, business model. How do you make money? Like people forget this slide. About % of the pitches that I watch at different competitions forget to explain like, how do they make money? You need to explain how you make money? Are you subscription based? Are you hardware-based? Do you have disposables like razor blade razor model? Like what we need to allow the audience, the dignity of being able to criticize or critique or at least scrutinize how you think you are going to make this a profitable venture. Next up at this point. I believe in your problem, your solution, the market's big enough to make money. I know how you're gonna get to market. I know why you're better than everybody that's in the market. I know how you're gonna make money. I wanna know like, why should I believe you? Like, what about your technology is actually based in real? Like is it just you and your parents that think this is cool or is there something there beyond it? So we validate that with the four Ss or at least one of the four S's? Um first is subscribers if you have subscribers, people that are actually paying you. Awesome. Like that is a great validation. Even if I doubt some of the other parts of your story, if you have people, people in your market who are giving you money sold, um I have a lot of early stage companies I work with and they're like, you know what, we're not ready yet for customers. What do we do? Go get surveys, do the lean start up method? Go talk to people in your market, ask them questions. See how many of them would actually say at least that they're interested in buying it. Just studies third party validation things that show that this is actually a real problem that can validate that your solution applies to something that is real and not just something that you've made up. And then the biggest one is sales. I cannot tell you how many times I've seen start ups that have a confusing problem, confusing solution market sizing isn't believable like they fail, fail, fail. But man, they get to sales and they're like we have $ million in sales and everybody perks up in the audience because it doesn't matter if I don't get it. If you got sales, somebody gets it. And that is probably enough for me to again pay attention for the remainder of this pitch and at least try to figure out what I didn't understand earlier. So traction validates that someone other than you thinks this is a good idea. And you've tested that market and you've put it against the scrutiny of the real world and have some data to show me that is actually needed. This part of our journey is to establish boundaries. Like at this point, you sold me if I'm an investor in the audience and I believe you up to this point, I'm like, yeah, it is great. And then that makes me a bit scared because if I think that this is the next big thing, if I think that you have something that is worthy of investment, that's something that, that, um, I, I wanna put my money into, I don't want somebody to steal it because ethically and morally, uh you know, ethics and morals aside, there is nothing from a business standpoint wrong with stealing other people's ideas unless you're not allowed to like patents and trademarks things that prevent. But right now, if you, if you're out on the street and you hear somebody say something out loud and it's a great business idea, you can, you could start that business unless there is a barrier to prevent you. And so, so track or um, uh an IP mode, an intellectual property mode is just a way to show me that you're not gonna use my money to build some amazing technology and then some other competitor is gonna be like, that's a really great idea. Let's just copy that. And then use my money as R and D to uh you know, like beat us to market. So IP modes, generally speaking, we're talking patents, patents are a great IP mode that keeps uh people at bay, but trade secrets are great too. Uh or even trademarks licensing strategies, uh regional strategy, there's, there's different ways to cut this. But if you try to pitch me on an idea and I don't believe it's protect or I don't believe you have protected it again. It's just the, the risk component goes off the charts and then maybe I still invest in you, but maybe I want a lot more of your company because of that risk. At this part. In our journey, we are to the team slide. Now, if you watch other people's presentations, sometimes they'll put team slide up front and I will tell you right now, I will fight them in the street because I, I the reality is that your team slide should come later in your pitch because the honest feedback is investors don't necessarily care who you are or what your team is until they understand what the deal is like. If you put your team slide up front, I don't know if you have the right team unless I know what you're doing. And later on at this point, what we're trying to do is we've set the hook, we've sold the investor on your ideas. Great. And right now what an investor wants to know is, do you have the right jockeys for this horse? Do you have the right people to deploy my capital in a way I believe. And if that's true, it's gonna again, keep that flow going for the remainder of the pitch on your team. Slide. What we wanna do is have a professional photo. No excuse. I can't tell you how many founders take selfies in bathrooms or selfies in cars And it's not the worst thing in the world, but like, like you're not gonna lose an investment because you have a bad selfie. But it's so easy to have a good p this photo that you see was taken uh by my wife on a step stool in the hallway of my home, on a cell with a cell phone camera. And no, I do not live in a penthouse. I photoshopped out the background and I created that image that look that I was going for. It took minutes to create this. So it's just easy to have that polished confident look. So do it don't fall into that blurry, grainy, greasy selfie. Uh That might just draw a little question from your audience as to whether or not you are a professional organization. The next thing, name and title, let your audience scrutinize who's who? If you're a tech company, I wanna see who is the CTO. If you're a medical company, I wanna see who has a medical background. If you like, I, I wanna see who, who are the people that you've identified for which roles so I can scrutinize it so that you open yourself up for me to be like, yeah, I believe you or maybe I don't, maybe it's just something I want to talk to you about later. Next part is gonna be your brag points. Don't be humble. This is not the time to be humble. You are trying to convince people that you are worth giving money to and they can trust you with that money and so anticipate the things that they might doubt you about and then diffuse them by listing reasons that they should believe you here. I'm a guy talking about how to raise money for start ups. You're an audience that might not believe me because you don't know me. So I gotta tell you why should you believe me? Well, I've started companies before. I've raised a ton of money for myself and for clients. Not only that, but you know, I'm gonna drop some names that I work with different groups that can validate me like this. These brag points serve to establish trust with your audience that this is someone that I believe can follow through on the start up. And then the last thing we're gonna talk about on this slide is association logos, use them. I I've seen so many, in fact, more often than not when people create a slide, they'll list that, like, they worked at Microsoft or Google or they've worked at John Hopkins or like something that like that. But they'll use just a font Times. New Roman. The problem with that is that there's some psychology at play when you type things out, I read it and I process it and it goes to my brain and then I'm like, oh, hey, I know what that is and now I can appreciate that and, and you know, but it takes a second or two with these logos. I guarantee you many of you recognize the Y Combinator in UC Gould before like you, you even read it. Like these companies spend not these specifically, but companies in general spend billions of dollars to drive their logo and branding into the minds of audiences. So piggyback on it, it's just a quick way to manage your time and establish that validation quickly and effectively. So you can get to that next slide at this point. We've gone through sort of like the meat of the presentation. Your audience should know, what are we solving? How do we solving it? Can I make money? Is it big enough? And now we're getting into the nitty gritty and the nitty gritty is the financials. This is another commonplace that people go off the rails. Let me show you and this is an actual example from one of my clients. Um This is terrible. This is, this is an assault on the senses. Uh There is no way that anyone would ever actually read and appreciate every number and figure on this slide. It's crowded. It's complicated. It's confusing. And also it would take probably two to maybe five minutes for your audience to actually read and appreciate everything. I'm trying to communicate with these numbers. You have probably like seconds on this slide before you go to the next one. So what do we do? First step round up? Sometimes people have this weird thing where they don't think rounding is honest, but I'll tell you what, there is no way that you can actually predict that in year five, you will make and million $,. Like we know that's just a kind of a guess, an educated guess. And so it's not less honest to just round up and be . This is a little less wordy, little easier to read still though, still too complicated. Maybe for an appendix slide, maybe for an email deck. But for a presentation slide, we wanna really drive home to what does the audience care about? Generally investors care about your revenues, ebita if you can calculate it, um maybe consumables instruments, like, you know, there's some core numbers that we want to zone in on. But even this isn't quite what we're looking for. Our end goal should be something like this. Your financials should visually let me see that revenue ramp that, that gradual growth and how you become profitable. And here I included, you know, some other information this was for another med tech company. So I talked about how many instruments they'd be selling, how many consumables this communicates a lot and it communicates it in a way that you can absorb it and digest it and be engaged with it that much longer, that much easy or easier. Let me give you an example of what I did for a client. This is a client that was gonna start off with a new surgical device, a robotic surgery arm, they're gonna start off in knees and then expand the hips and then expand the spines. And this was the way that we came up with to communicate that in a visually appealing way. But even after we did this, we realized, you know what, it's still kind of too complicated. Like we, this was for a quick pitch, he probably had seconds for the slide. And the reality is this just takes more than seconds to really appreciate. So we did, we, we did it. And this is the end story we went with to try to show kind of how they would grow out the market, how they grow out the revenues. It doesn't communicate everything I would want to communicate, but it communicates enough to let the audience know what the plan is, how we make money, how we grow the next slide is the third important slide in your deck in general. But the most important slide for an investor deck. Why? Because this is where you ask for money. What's, what's crazy is again, I got a lot of pitch competitions and I've seen somewhere like % of the people who pitch, forget to ask for something. Usually that something is money. It's as I need money, you're, you're arming your audience with like I need this. It's a call to action. But even if you don't need money, ask for something, any time you have uh the attention span of a bunch of people ask them for something leverage. It's not show and tell, utilize that attention span, that engagement to ask for partnerships, introductions, something that lets them know what the goal is, what the next step is with this whole uh this whole plan, this whole like, why am I here talking to you today? Generally speaking, you're gonna be asking for money. It'd be nice to know kind of you have a pre money valuation. Are you raising on a convertible note or a safe uh you know, like, like give me that information. So I know what this investment opportunity looks like, but mostly tell me what you're raising otherwise I walk away from it like it was a great idea, but I don't know what they want. Again, I've seen that happen more often, not more often than not, but like more, almost half, almost half of pitches. They just, for whatever reason, forget to include this. Probably you're gonna ask for money. If you're gonna ask for money, then the audience wants to know what are you gonna use that money for? Like, what is your use of funds? And so use of funds is like, look, I asked you for a million bucks, we're gonna put some into marketing, we're gonna put some into development. We're gonna put some into like legal. But the end goal is, is ideally like a pie chart of some sort that shows me that broken down amount. Why? Because it helps to show confidence. Again, it shows me that you didn't just pull a number out of the air. I need $ million because it sounds cool. You're saying I need this amount of money because I've calculated it because I need this for these things. These things cost money. And it again allows me as an investor to scrutinize. One of the biggest mistakes I see from a use of funds is uh they leave out marketing or they have marketing way less than it should be. Like they'll say like, you know, we're raising $ million and a quarter million is for marketing and then investors know like, all right, you know, one, they don't know how to probably calculate the cost of marketing. So that's a red flag. And then two, you know, I gotta wonder what else that they're kind of under uh under costing as they're putting this calculation together. Um So it's just, it just, it's a proof of your work and your numbers that you're gonna show me your cards. Let me see how you're gonna spend the money. So that I A know how and then b can pick it apart and can ask questions and have that much more educated understanding of your strategy as we arrive towards the end of this journey. One of the uh next important slides that you wanna have in if you can um is sort of an exit strategy slide. Now, an exit exit strategy uh describes something called a liquidity event. And a liquidity event is what an investor cares about most. Why? Because investors put money into your piggy bank, but they don't want you to just build a lifestyle brand. I'm not giving you million bucks so that you can build a company that you hand down to your great grandchildren and like I never get an ro I on it. No, I am gonna come knocking one day and I'm gonna knock pretty hard. And that liquidity event is how I get my money back. Usually it's gonna be an acquisition. It might be an IP O but, but this, what you're doing in this slide is this is communicating even to the audience that like, hey, this is a business that I plan to exit. This is a business that I plan, it's an investment opportunity that I want us all to get money out of in some way. This is how I think it was gonna happen if it is an acquisition. The next thing you wanna include is some examples of companies that have been acquired. If you have. For example, I'm a, I have uh an ed tech app um that helps law students study. I would show other legal study companies that have been acquired for how much maybe other education companies, how much they value it at how much they were. Like, I want to show that the market is interested in these because if they've acquired other companies, they'll acquire mine. And that's when you'll get your payout. This is that soothing warm glass of milk for the investor to know that everything is gonna be all right. This is an actual investment and there's an exit strategy where they get to have their payout and their ro I on whatever money they put in. Now, the last slide that we will have in your pitch deck is a summary slide. Why? Because people again have short attention spans. For example, we've gone through a lot today, we've talked through a lot. Your brain only has so much ram that kind of hold on to certain key takeaways and even in a minute pitch at the end of it, we wanna just remind the audience what makes you amazing. Like what are, is it your market size? Is it your IP is it the, is your team amazing. Is it your sales? Like there should be four or five key takeaways that you can include on the summary slide. And that's gonna help to remind the audience why you're amazing. So that when they again drive home, you're on the back of their mind and they can recall you later. It also kind of sneakily acts as a billboard for your marketing because generally speaking, if you're pitching to uh investors, you might pitch at an event where it's you and other start ups that are pitching. And the way it works is uh they'll call you up to pitch and you'll go up, you'll stand there, you'll get your slides ready and then when you're done, they'll go to the next person. And if you had minutes to pitch, you might actually have an extra one or two minutes of this slide stain on the screen while they get the next person ready. So it's just like some free real estate for you to advertise your last main talking points, your contact information. So they know how to reach you and just set that seed so that later on, um they can ultimately reach out and put money in with that said, thank you so much for your time today and thank you for your attention. If you have any questions, you wanna uh me, me to take a peek at your deck or you wanna ask about something I talked about in today's, uh, uh, session. Please reach out and, uh, with that said, I'll hand it back to our host. All right. Well, thank you so much for that presentation. Um, so we have a ton of questions, uh, uh, to get to. But before we do, I'm gonna go ahead and switch over to, um, our original layout so that we can see, uh my slides here. Ok. So we're gonna throw up a quick poll. I just want to get an understanding of, you know, how you use what you learned uh in, in today's webinar in your business. Hopefully it's to, you know, put together a proper pitch. But if there's other ideas, please let us know, it helps us evaluate how well we're doing here. So, the first question that we have here is, can you explain the difference between a subscriber and sales? Yeah. So um uh subscribers generally are, are in the um like SAS model software and whatnot, but not necessarily like you have, you have certain um companies that will have like, like I for example, have a monthly coffee subscription from like my favorite coffee provider. So a a sale is generally a one off. Uh A sale is like you could sell a million dollars this year. And that, that doesn't mean that you're gonna sell a million dollars next year. But if you have a million dollars in subscribers this year that implies that you're having some amount, there's some recurring revenue that I can anticipate you having. It's just a more healthy attractive revenue model. So everyone, ideally, if you can have a subscription model, um you know, it's great to do it. It's just not an option for everybody. And so sales are just, yeah, sales are generally a one off and a subscription is a sale that is a recurring source of revenue. All right. And uh for people asking about the slide deck, I know we took it down. But if you look in the resource tab, you will find the PDF to that slide deck. So, um for uh if you want to contact uh uh Sean here, you can go to uh that PDF. Um And then let's see here. We had one good one lined up. Oh, there it is. I bookmarked it. Um How long do you typically have to present a pitch deck to an investor? Good question. So this will vary based on many factors. Let me give you a few examples. Um uh If many types of companies will pitch at investment events, uh like locally, we have a group called Tech Coast Angels. Uh Actually, they changed their name. Oh, they're gonna kill me when they watch the recording because they just change their brain. But anyway, so there's like angel groups that will have a pitch day and then there you get like minutes or so to pitch. Um There's other events that like, I'd, I'd say to minutes is kind of the, the, the standard for those types of events, but you'll have some quick pitch types of opportunities that are, you know, five minutes. Uh And then the longer ones, ones that are beyond minutes, those generally only happen when it's a warm introduction or a like um strategic investor. Like when you have someone be like, hey, I wanna introduce you to a friend of mine that might invest and it's like a sit down intimate engagement, then you might have like a half hour, you might have an hour. Um, but those again, that's, that's more of a personal relationship when it's a group full of strangers that nobody knows anybody, they cycle through them pretty quick. So to minutes is what you shoot for. I tend to shoot for minutes as a standard because I can dial it down to or I can dial it up as needed. Yeah. And, and to add on to that, um, score also does pitch events. We just did a huge pitch competition last week and I think, I think it's still going on in some other states. But if you go to your local score accounts, um, uh their websites, you might find some pitch events that they're doing. You just Google or put it in the score search term, you might find those, um, they're, they're varied. The chapters get to do you know their own events, uh, whenever but um, uh uh uh Sean, it looks like, uh, do, do you know if the, the chapter you worked with has those pitch events? Yeah. Uh oh, specifically through score. Not, no, but I would assume they do because II, I believe they do work with, um, with the angel groups and I think they feed into them, like I know that we get companies from score into Launchpad SSP DC and then from Launchpad SP DC, sometimes they flow into different investment groups. So it's, it's worth reaching out. They would know um they would have good leads into that. Got you. And then another good question here is, you know, for example, the pitch events we did last year uh for score, those were short, I think it was like five minutes. But this person is asking, I'm wondering what, you know, what do I cut? For example, if I'm doing a two minute pitch or a five minute pitch, like what do I focus on? Good question. So if you were doing a two or five and I, I just see uh some people asking if I can um share my uh my QR code again. So I'll put that up. So if you were doing a two or five, so five, you definitely need your problem, you need your solution. Uh You need your, your market sizing. Um You can dial it back when it comes to like go to market strategy. Um You'd be a lot lighter when it comes to IP. You can just say that you're protected but you don't need to get into the details, but I need to know what it is we're talking about. So, problem solution, market sizing, um uh what are some other ones that are big team? I need to know who's handling on the team, how much money you're asking for is probably the main ones. And then beyond that, it really varies based on your technology. Like for example, if you were a med tech technology, you have to have IP, you have to have an IP slide that explains how you're not gonna get sued out of existence. Um If you were a dating app or a software, then probably traction is a big one or go to market strategy because that'll live or die based on your ability to aggregate your audience. But um so beyond those five, and you get flexible depending on what it is, uh you specifically need. I actually have, if you reach out to me, I have a uh a PDF, I can send of a of a quick pitch. Um that goes over kind of which slides you'd focus on and how long and I'd be happy to share it with you. All right. And then another good question is, um you know, what's the difference between a service based business? Pitch and a product based service, pitch oh service based product. So um the difference would probably come down to the type of investor. So if you are completely service based, then your, your, your operations are going to scale a bit differently. Uh Like if you're, you, you need capital to like hire people get infrastructure. Um it, it's just gonna be a bit more costly. Uh So the type of investor would be interested in that will be different than an investor who's interested in high tech and high tech uh is usually something where it's gonna cost a bit of money to build out the tech. But once the tech is there, you know, the margins are, it's just easier to scale it out. Um But in terms of how that would affect the actual way to pitch it. Um I don't, I, I don't think it would change like this is the bread and butter kind of core story arc. You would still need to explain problem market sizing. Uh Your, your challenge would probably be in go to market strategy. It would make that more complicated because since it's service based, it's gonna bottleneck on your ability to service the market. So it's more of a regional strategy. So it doesn't change, I guess which slides you would necessarily have. But the focus would put more emphasis on how you are going to um quickly scale out your service uh in a way that allows you to be competitive with people who are noticing you. Uh For example, if you're building out on the uh on the west coast, if you don't build out quick enough, someone's gonna start copying you on the east coast. We had it. Um gosh, we've seen that with, you know, there's a whole trademark lawsuit between, there's a Burger King in Australia versus Burger King and the rest of the world. And, you know, there's things happen, people, people start their businesses and if you don't scale quick enough, then they'll compete with you. So that, that's what I would think would solve or, or that's what would cause an issue. I guess you either have to be more clear on how you'll deploy capital in an effective way to scale out enough to become, you know, investable. And um you have to worry about the, the sort of competitors popping up and here's a really challenging question. Um And it's a very specific circumstance. So I'm, I'm, I'm really gonna test your knowledge here. Um So somebody is saying here they have a lot of great items they want to pitch, but their English is not that great. What is the solution to this issue? Please help. Uh No, that, that is an ex. So that's an excellent question. We've had, we've had numerous founders come through like launch pad or different groups that I work with, where, where the founder. Um Yeah, they, they have either a thick accent or they just don't have um uh they, they don't speak English at a level that, that allows them to quickly pitch something, especially in minutes. And so your, your options, there are either a, you can bring on a partner like one of your co-founders. Uh could be someone that is, um, you know, from, from the US or someone that, that has the ability to be a pitch person like a coo or even a CMO chief marketing officer. Uh And another alternative could be that your initial pitch strategy still here. I just OK, there we go. Sorry. It said I lost, we got you back. We, we watched you for just about two seconds there. Sorry about that. Sorry about that. So, so, uh so yeah, either a you hire somebody that um it's like any other team position you look at where you might need some assistance to fill gaps. If communication is one of those areas, then you'd hire someone to fill that gap. A CMO coo something like that or b your initial fundraising strategy can just be through email. Uh You can use various translation tools to create your deck, your communications uh and then try to set up a second meeting that's less pressure, longer engagement. And then at that time, you know, either a speak with them, but you know, at your own pace will be less rushed than an initial pitch or um bring in an assistant or, or someone like that, that's basically the two options because ultimately, you have to communicate this to an investor. Um I don't see it being a downside necessarily because the investor just wants to know, is it a good deal? Like is this something that is going to make me money? And can I understand how that's gonna happen? So however, you can make those two things happen, convey that information, whether that's through you or written text that's through you from a more um spaced out uh pace of a pitch or that's you through an agent like a coo or an employee or something, there's different ways to get there. But the, the last thing I would say is I appreciate that you might recognize that I have seen people pitch who don't recognize that and they go up there and they pitch and like nobody can understand them and they don't raise money. And again, it's not because they didn't have a good idea. It's not because it, it's nothing against them. It's just the audience could not understand what was going on. If they don't understand it, they don't invest. So if you recognize that that might be something, then you can take steps to mitigate that. Uh and, and try to increase the odds of investment. I think that was a, a good question to, to end on uh especially uh you, you had mentioned, look what they care about is, is it a good deal. I think that's a universal truth for everybody here today. So, um and so yes, that, that is all the time we have for questions today unfortunately. And thank you so much Sean for that uh uh presentation. So, um we had, I think of right around uh plus questions. So we didn't have a chance to get to all of them, but we do have a few options if you didn't get your question answered. Obviously, we encourage you to reach out to uh Sean if you have any questions, uh like you mentioned before, his, his contact information is on the screen now and you'll also be getting his slide deck um and a link to the recording and a post event email. So you'll be able to use that to contact him as well. We also encourage you to reach out to a score mentor. We have thousands of score mentors all across the country that are, are experts in many different things. Some specifically in pitching your business, we had score mentors help uh businesses pitch their products and services during our pitch competition. Um And, and that worked out really well. So we encourage you to go to score.org and look for a score mentor. We also have a few webinars in the resource tab uh that are, that are uh similar to, to today's uh content. So if you're interested uh to look into webinars uh further about this topic, you can find them uh there. And so with that, I'd like to give a very special thanks to Sean for present today's webinar. Thank you so much for your time and for sharing this valuable information with us for today. Thanks for having me take care everybody. All right. And so with that, we'll go ahead and close out today's webinar, take good care and we look forward to seeing you next time. Bye bye. 
