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So you want to be an
entrepreneur?...



Lifestyle Venture-scale
Business Startup




Best Funding Sources

® Any “bootstrapping”
2 Capital ® Customer payments

Strategic YRStS e NRE

® Government Grants




Funding Rounds

“Friends & Family”

Seed, Angels
VC - Series A

VC - Series B
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Investor Landscape

(Examples - far from exhaustive)

VCs

Seed Funds

Accelerators
Andreessen

Angels

Ron Conway
Reid Hoffman
Russ Siegelman
Aydin Senkut

Ariel Poler
Mitch Kapor
Naval Ravikant

Angel
Groups

Band of Angels
Angels Forum
Sandhill Angels
Keiretsu Forum
Golden Seeds

and
Incubators

Y Combinator
500 Startups
Alchemist

Accelerator
StartX

and Super-
Angels

First Round
True
Floodgate
Softtech
Bullpen

Horowitz
Sequoia
Benchmark
Kleiner Perkins
Access
Greylock
Matrix
DF]
Venrock
Reappoint







Will | Achieve a Vast Return?
Is She Capable of
Awesome Product! Growing a Business!
Amazing Tech!
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“l saw the angel in the marble
and carved until | set him free”

- Michelangelo




It's not about you,
it's about them



Fundraising Tools

Detailed
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The Art of the Elevator Pitch
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Pitch Summar ~ Deck — |Financials
. / & DD

. - -




“Don’t bury
the lede”
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An “Elevator Pitch”

From: Bruce Schechter (bruce@schechter.com)
Date: Mon, 8 Nov 2012 8:23am

To: Ted Fellows (ted@prodigiousVC.com)
Subject: Intriguing Company 1n Life Scilences

Hi Ted,
Hope you are doing well, and that the golf game is looking good.

Please allow me to introduce to you a company called FlextroTech
Sclences, which 1s currently starting human trials on a new device
which promises to cut the cost of knee replacement surgery by 60%
and increase resulting ambulatory responsiveness by 30%. They have
several medical supply distribution partners already prepared to 1ink
deals, upon completion of trials. Their CEO previously ran sales at
Medtronic and their CTO is a U Penn trained MD.

Might I follow up with an Executive Summary, or better yet give you
a verbal update by phone?

Cheers, Bruce

Bruce Schechter, (m)408.219.0342, www.schechter.com



http://www.schechter.com

The Art of the Executive Summary
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“I would have written a
shorter letter,
but | didn’t have the time.”
- Blaise Pascal




Executive Summary

Problem Statement

Solution

Market Opportunity
Competition

Business Model

Go to Market Strategy
Progress to Date, Milestones
Revenue

Team

Company Name & LOgQoO (# have cne

Opportunity or Need or Problem:  (Descrbe the customer problem that axists
n e maneipiace)

Solution: (Describe how your producticompany soives the pain. Sometimes
t's best 10 comBbine ProtienySolton infto one Company Overview secton. e
briel yot Crysiad Cloar &3 10 wha! Product Of Service your COmpany provides. )

Market: (Describe your largel markel. Indicate e market size in 1otal, and e
portion of the market avadiabie 10 your company. If appropriaie, provide exsting
prool ponts of aNNOZOUS PrOduCEs 10 Semonstate the opportunty. Metrics
where possitie are very valuable. )

Compatition: (Describe known'eapecied competions, ether dvect or indrect
Be specfictangitie. Put amphass 0N your COMPETIv SN0 With respect
10 these competions. Sometimes this 10pic can be placed within e Market
saction above)

Business Model: (Describe the model by which you generate reverse. Be
clear who s the typical customer and how the cusiomer payment reaches your
company, particularly If here are iInlermedianes, channel sales, eic. Clarity he
unll aconomics: who piys who, how much, how often, efc, )

Go-To-Market: (For most businesses, this is the most imponant dement for
nvesiors. Cusiomer acquistion sirategy: Direct sales? Channed or ather
parnecshion? Werd of meuth?  Key marketing programs: Partner Everts?,
SEQISEM7? Advertising? Social M7 gic.  Generally, I's best 10 emphasize e
nearterm (B:12 monihs) with a brief view of the long term (1-3 years))

Progress to Date [Optional) (Descrbe the major miesiones and
accompishments of your company 10 dale. Topics may Indiude e current
status of your product(s). cusiomer engagements, sales pipaiine, parinerships,
o, Overwhelmingly, avidence of Facton based on real Custiomens is most
valuabile here. When discussing cusiomers/parinecs, use real rames )

Revenue Yri Yr2 Yr3 Yrd4 YRS BVE (tor broak
ween)

s s s s 5 Q13
Team: (Name, title & couple of key companiesiities. When in doubt, emphasize
roles ot companies wilh strong brand rames.  Sometimes key advisors are
ndiuded ¥ they am recognizabin or luminates. )

Contact: Jane Doe, Jane@BDoe.com, 111.22233%3




Problem/Solution Overview

® Clarity of Pain: credibility

® |nvestors seek “‘must-have’” not “‘like to
have”, in the eyes of customers

® (Goal: memorable & repeatable,“Punchy” !!



Market Opportunity

® Aim for a repeatable narrative

® |deally: Narrative “equation”...
~if we sell X toY at $Z we’ll achieve $N

® |deal: Reference third-party data



Competition

® Be honest and open

® Worst possible wording: “We don't really
have competition™

® Focus more on your advantage than on
competitor strengths !



Business Model

® Be clear who buys what from whom, for
what price, how often, etc

® Define the unit economics, individual
transaction cost



Go To Market

Dave McClure “'davemcclure - 10h
., "Top 3 Reasons Our Startup Failed: 1) We didn’t sell anything. 2) We didn't sell
,/ anything. 3) We didn’t sell anything." #customers #revenue

EXpana £3 Retweeted



“Go To Market” Strategy

® (Customer Acquisition: Direct
Sales! Channels? Word of
Mouth!....

® Key Marketing Tactics: PR!?

SEO/SEM? Advertising? Social
Networking!....

® Put strong focus on near-term,
~6-12 months, granular steps



Progress & Milestones

“Vision without execution
is hallucination.”

- Thomas Edison




Test, Refine, Test, Refine, Test,
Refine, Test, Refine....

Your team (who needs to be able to repeat)
Your parents. &
Friends

Adyvisors

Investors (who are not so important)

Investors (“"FTW”)
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The Pitch Deck

Follows Exec Summary Outline

Company Name & LOGO (f have cne) (Ao, 3.5 werd lag bee s goed)

or Need or Problem: (D the [ that exists
n e maneiplace)
Solution: Mmmmmwnw Sometimes
's bost o secton. Do

wwmuuummuwwmm’
Market: (Describe your tanget market. Indicate the market size in iotal, and e

portion of the market 0 your company. If approp provide exsting

prool points o ansiog oty the cpportunity. Metrics.

where possible are very valuable. )

Comgatition: (Descrbe competions, ether direct or Indirect.
ofcl Pt 0N YOUr COTRETIVE SAVANLIgE: WIth respect

bmm wummummnm

saction above)

Business Model: Mhmwmmmm .o
umnmw and how the

company. p sales, oic. MN
uﬂmmmm MMMMN

GoYm (For mest businesses, this is the most imponant dlement for
sirategy: Dvect sales? Channel occther.
MW Key marketing programs: Partner Everts2,
[ ¥'sbestlo e
near-term p12m1m-wm-dnw-mu-am»

mnhm (Descrbe the major miesiones and
of your y 10 dale. Topics may include e current
ﬂndmmnwm*uﬁ parnerships,
ot Overwhelmingly, avidence of ¥action based on real Custiomens is most
here. Whan ] par vt roal rames )

Revenue Yri Yr2 Y3 Yré YRS BVE (for broak-
oven)

] s s s s Qs
Team: (Name, tile & couple of key companiesiities. When in doutt, emphasize

roles ot companies With strong brand rames. Sometimes key advisors are
inchuded I they am recognizabie of luminades. )

Contact: Jane Doe, Jane@Doe.com, 1112223333

CUSTOMER PAIN

RESEARCH LAB OPERATORS ASK
Why aren 't people riding owr stuff”

THE PUBLIC ASKS
- Why don t they have paperwhen |
Johe Stndom, CRO g Ghem
Alrdomagnal (o
(90 40 4w

TEAM

« (10 Frea
* 5 yeans esperence w GHT techealogy
+ Laperwnce working » that oger stvon
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Simplicity is the
ultimate sophistication.
- Leonardo da Vinci




IPhone

Apple rein . *the phone
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Finding Investor Prospects




It’s all about your networ
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If you remember nothing else...

® |t’s not about you, it’s about them
® |nvestors fund companies, not products
® Focus on the angel, not the marble

® Tell ‘em how they’ll make a fortune



Thank You !






