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Aims of the session

 Defining the purpose and aims of your pitch

* Understanding your audience and how to
effectively engage them

| _earning how to structure a pitch

 _Learning about different delivery methods
and techniques

» Making killer visuals to support your message




Pitch your idea!

90 seconds



Form follows Function

What is the first thing you need to
think about when creating your
pitch?

The Audience



Function

Investor

Bank
Teacher/Lecturer
Competition
Potential Partnher
Interview
Customer
Friend/Family
Your Staff
Marketing Company
Website Company
Manager




Formal
Performance
Business Model Canvas
Summary 1 Pager
Pitch Deck
PowerPoint
Keynote

Prezi

Video

Handout
Storytelling
Informal
Interactive
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The Double Check

Formal or Informal?

Stand or Sit?

Where will you be in the room?
Is there IT/Visual aid facilities? SR
Sound System? SUhan e

1...’;'

ST

Type of Room?

What can you provide in advance?

Do you need handouts/materials?

Do you need to interact with the audience?

How many people will be in the
audience?

Do you have the internet?




Structure




Your Pitch

5 \LONDON
24 / VENTURE
CRAWL

v X slides
v'3 Mins
v QRA

Judging Criteria.
v The Intro — Did you engage us from the
start?

v The Problem — What is the problem you are
trying to solve?

v The Solution — Will your solution really
work? Did you sell us a good story, explain
it well and clearly, etc?

v Audience reaction — Did you get a great,
loud, round of applause?

v" Was the pitch: Concise, Credible, Coherent?




For (target customer) who has

is a (market category)
that (one key benefit). Unlike

(competition) the product
(unique differentiator). mﬂ



The pitch process

Opening

Team intro

Solution
Value Proposition

s

I
Stats/Data

Problem
Ask a question

Market/
Customer
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Financials

Investment and Spending
plan
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] Close 7 CTA
/ thank you

Q&A




Building Blocks of your Pitch

& &
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Our The How the
Story/Intro The Team The Problem | Solution/USP product /
service
works?
Target Marketing Summary of
Key Features Customer Strategy Financials Opportunity

o




Influence and Persuade...

Cialdini’s Influencing Strategies
 Social Proof

« Scarcity

« Commitment and Consistency
» Reciprocity

» Authority

 Liking / Rapport




Follow us for fresh content.

Thousands of people already have.

in
143,114







Customer Reviews

93 Reviews
: iar Eg:i Average Customer Review
ar eedeys (93 customer reviews
3 star (5) O ( )
2 star (=)
1 star (2}

Reviews with images

Read reviews that mention

quiet mode

highly recommend

easy to move

easy to use

move around easy to empty water tank excess moisture

a8

Ralaran

‘WebDAM meets our needs
perfectly. For file sharing. we

hove found that orgonizotion
ond security ore simple to
manoge.” -New Balonce

LB & & &

See all photos»

“Our visuol teom creates o lot
of grophics. With WebDAM,

"Ease-of-use and flexibilly /s o
reason to buy WebDAM. i

we now have a central you need a DAM, get this
repository for managing, one.” -Col State LA
accessing, and controlling

our assets,” -Symontec

LB 8 & & ¢
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Excellent 9 Trustpilot
|

Excellent
I am very happy
4.8 out of 5 Reviews received 166639
* Trustpilot

Cool service, but...

*Trustpilot

TrustScore 3.9 | 34,275 reviews

*



CLINICALLY PROV =N

Remixidil foam contains a perfect combination of
powerful ingredients that work synergistically to
stop hair loss and help regrow and thicken hair.

Skin Peel




Influence and Persuade...

Cialdini’s Influencing Strategies
 Social Proof

 Scarcity

« Commitment and Consistency
» Reciprocity

» Authority

 Liking / Rapport
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SUPREME GEAR

Supreme x Supreme x
Louis Vuitton Louis Vuitton
Skateboard Backpack
$90k $35k
Supreme Supreme x
3 Drum Set Honda Dirtbike
.~-\\ siﬁit,l( q;:!!;'(
¥
/
Supreme x
The North Face Z?E;ngeoinks
Jacket 6.700
$18k $e,
Supreme x Supreme
Rimowa Luggage Mike Tyson T-shirt
$6,480 $1,500

neHUSTLE

SOURCE: GRAILED



Influence and Persuade...

Cialdini’s Influencing Strategies
 Social Proof

« Scarcity

« Commitment and Consistency
» Reciprocity

» Authority

 Liking / Rapport




FREE TRIAL
30 DAYS




nectar R Mattresses v Bundles v Bed Frames v Bedding v Sale Home Trial Reviews Sustainability Compare v @ Stores @& My Account v \J

YOU HAVE TO ASK YOURSELF...

What Kind Of Company Lets You Try Their
Mattress For A Whole Year And Gives You A

Forever Warranty?

That’s right... A confident one. Confident that you’ll love sleeping on your Nectar. And
confident that it will last you for decades, not years.




BY APPOINTMENT TO
R H. THE DUKE OF EDINBURGH
ROBE MAKERS
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/*@;ﬁ "TECHNOLOGY MEANS NOTHING

’ 4‘ A\ WITHOUT A PURPOSE"
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\‘4\ World Bank Group Youth Summit

Forbes 30 Under 30, Top 100 Women in Tech, TEDx Speaker,
Jury at Startup Europe Awards & Forbes, Co-founder at

I\ > >

United Kingdom

Harvard Business School Online

4K followers - 500+ connections



Visuals that
amplify message




What will you design today? e T

Q_ pitch decH

Templates Projects

pitch deck presentations

Q  pitch deck

Q_ pitch deck startup

B Pitch Deck Presentation (Mobile-First)
Design o
Vimal Docs ms':ga Q. search for pitch deck

Suggested templates (1,550)




Infograph
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WASH
31bn  4WORK

PEOPLE ARE Ensuring employees safe access to water, sanitation

ENPLDVED GLOBALLY and hygiene (WASH). s well as promotion of good use,

(RLDBANE 2023 can pay dividends across the value chain,
wwwwateractionhub.orgfwashdwork

1 G00D WASH PROVISION
HPROVES WORKER HEALTH,
REDUCES ABSENTEEISM
AND INCREASES
PRODUCTIVITY

WOMEN REPRESENT 60-807%

OF THE WORKFORCE INLIGHT 3 600D FACILITIES FOR MANAGING
HANUFACTURING GLOBALLY & MENSTRUAL HYGIENE SUPPORT THE
707 0F THE WORKFORCE N HEALTH, DIGNITY AND
INDUSTRIALIZED AGRICUITURE INCLUSION OF FEMALE EMPLOYEES
(BSR/HERPROJECT)

. am

0/ POORMASHLEADSTO -
n_5 / ANNUAL LOSSES ( @
=7 70 fummiosy o
)

= GDP IN SUB-SAHARAN {
COUNTRIES oo 2006]

6 moouspome
HPRONED WSHPRACTIES
BEYOND THE WORIPLACE

i+ WHAT CAN BUSIESS CONTRIBUTE T0 WASH?
» PROVIDING SAFE WASH N THE WORKPLACE
= PROMOTING WASH ACROSS SUPPLY CHANS
« SUPPORTING WASH 1% COMMUNITIES THROUGH,
— DELIVERY OF PRODUCTS & SERVICES
— INNOVATION & INVESTMENT
—BEHAYIOUR CHANGE PRONOTION % MARKETING

EVERY $1 INVESTED N WATER AND
SANITATION BRINGS AN ECONOMIC

RETURN OF $4 1K INCREASED HEALTH
AND PRODUCTIVITY pioznz

-

2 [TALSD [HPROVES
EHPLOYEE MORALE AND
RETENTION RATES

-
T 1T L.
#t

B momusopronoe
BETER RELKONS
MTHLOCAL
COHMUNITES

[,

|
HANDWASHING WITH SOAP
[5 ONE OF THE MOST
COST-EFFECTIVE
HEALTH INTERVENTIONS
[Nce)

GLEAN WATER
AND SANITATION

‘/L-u\u TER
WORLD WATER DAY

22 MARCH 2014 - WATER AND JOBS




RETENTION

TRENDS ONE IN
THREE

ARE students who drop out before

EYE-OPENING 0 00,7 < "

e |

NEARLY /
1/2 OF
STUDENTS

WHO START THEIR 111
COLLEGE EDUCATION o
DON’T FINISH. prcantacecf e (I

of weak to poor academic annual loss in revenue due
customer service. to student attrition.*

-

-

3/4 OF STUDENTS

who make it to their second year with above a
3.0 GPA go on to graduate

LET’S le h helix EDUCATION
STUDENT
RETENTION RETENTION-AS-A-SERVICE

1 https:/nces.ed gov/fastfacts/dis;
2 http./nscresearchecentecorg/sigr

4 http//www.educat

5 https//www.eab.com
Student-Success-Ce
Murky-Middlc/29




What Makes a Good Infographic?

rellable, timely, content

theme
color
fonts
readable
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SHAREABILITY

virality, 5E0, locanion, social

problem
clever

message

solution

Daniel Zeavi
DASHBURST




Photography

Your
Business
Name

Videography Editing




Things

You Can’t
Afford




ontext

{ ) Brackets,
e Ellips
- Dashes

~
Conjunctions Connective  Subjunctive Forms
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LET'S SAVE THE WORLD
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LOREM IPSUM

consectetur adisiscing et
500 do elusmod tempoe nckidunt
utlabore er dolore magna atqua.
Ut enin o8 minim veniam, quis
nostrud exerotation ubamca laberis

LOREM IPSUM

consectotur adipiscing e9t,
36 do ensrmod tempor ncididunt
utlabove et dolore magna abqus.
 adt minim veniam, quis

st exescration ubames laborts

LOREM IPSUM

consectetus adipicing elt sed do ekusmod termpor
b, Ut enimad

e

Lorem ipsurn dolor sit
amet, consectetur adi Lorem ipsum dolor sit N
SRR amet, consectatur adi !
pisicing elit, sed do pisicing eli, sed do £
eiusmod tempor N

eiusmod tempor

OPTION 6

Lorem ipsum doloe sit
amet, consectetur adi
o t, sed do

eusmod tempor

Lorem ipsum dolor sit
amet, consectetur adi
pisicing elit, sed do
eiusmod tempor

OPTION 5
Lorem ipsum dolor sit
amet, consectetur ach
piicing e, sed do
elusmod tempor
a NH,

Lorem ipsum dolor sit ~
Dg e di & Tz
& 'wa, all'n‘ey COH\SL([E‘UV aal = I
N pisicing elit, sed do
eiusmod tempor OPTION 4 %
Lorem ipsum dojor sit
amet, consectetur adi
pisicing el sed do
eiuamod tempor

y7ho

HA Lorem ipsum dolor sit

) amet, consectetur adi
pisicing elit, sed do
eiusmod tempor

OPTION 2

Lorem ipsum dofor sit

wusmod tempor

Q Lorem ipsum dolor sit
nH - amet, consectetur adi
‘\N Ay, pisicing elit, sed do
eiusmod tempor

OPTION 3

Lorem ipsum dolor sit
amet, consectatur ad|
pisicing ellt, sed do
elusmod tempor

Lorem ipsum dolor sit
amet, consectetur adi
pisicing elit, sed do
eiusmod tempor



James AW. Mahon, 1i.¢.

DIVORCE LAWYER

Tel: 867 871 1969 Tel: 867 BT 4649
Fax: 867 872 6567 Fax: B67 873 6367
jmahon@macshallyk.com pmahong@marshall.yk.com

g 7 ,
James AMW. Mahon, 11
DIVORC £ LAWYER

el 867 §73 4969 Iel: 8§67 873 4040
TLE 11 (¥ Fax: 867 873 6367
W 867 h._‘bs ’ 2 6567 s
“':‘m“w“om:nhall.)k €« mub«m@m."h‘"""_ i







Readability

* We read left to right, top
to bottom

 use of columns
* bounding boxes/shapes
* Colour / highlight

* Fonts and formatting
[tone]

* Headings and body text

16pt

28pt
32pt

/2pt
96pt



ILllustrating a point- sourcing iImages
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Bringing it all
together




Key points to communicate C@% é}

* List key information the audience must know?

e Data to support claims and how to present

* What images do you need to source / create to support this message?
* What is your CTA?

Bonus- visually how do you want your brand to be presented [style]



What is your idea and what makes it
different?

gour dmﬁ gounr A

or your unique selling proposition



Market research /traction

Details

Free Thal
****i SEO Friendly
Ofline Store

full review Dsount codes

visit website

App Store

247 Supporct

e X ***" iree Tral
2. % Btgcomme_rce Buidt-In Blog
~ AL, YUY full review SO Friendly

vasit \‘\'Cbﬂ!@ _,0.; ® store

* % % R T
3. % : Chy

17ee Cusion
full review Docnaln
SQUARESPACE visit website T
Social Integration

~4

-~

~d
~3

&=
W



Understanding your market, competitors
and positioning + how to communicate this

Perceptual Map of Quick Serve Restaurants in the USA

Low price | High price
Basic quality | High quality
Low volume High volume

Necessity Luxury

Light | Heavy
Simple _ Complex
Unhealthy | Healthy
Low-tech Hi-tech




Who would benefit from your idea and how?

THE CASUAL USER

| -
15

Fete

Uses most phone
features

Uses phone to make,
use contacts send texts
and take pictures

Always has mobile
device with him

Whats a simple phone,
but functions as an
integrated device

Wants to easily read
email and call back the
sender

Needs “Popular” mail
sever integration

Brad

Will use almost all built-
in mobile functionality

Will exend phone
functionality with
additional software

Will look through and
change change every
menu option



FREE

Lorem ipsum dolor sit amet

Lorem ipsum dolor sit amet

$ 0 / month

BASIC

Lorem ipsum dolor sit amet

Lorem ipsum dolor sit amet

Lorem ipsum dolor sit amet

S 9 / month

MV
==

PREMIUM

Lorem ipsum dolor sit amet

Lorem ipsum dolor sit amet

Lorem ipsum dolor sit amet

S 9 9 / month

VIP

Lorem ipsum dolor sit amet

Lorem ipsum dolor sit amet
Lorem ipsum dolor sit amet

Lorem ipsum dolor sit amet

$199 =




FEATURES BENEFITS
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STORAGE FOR 1,000 SONGS
1GB OF MP3S IN YOUR POCKET




NEWSPAPER
OF THE YEAR """"‘. N
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Cost structure / revenue streams?

O

MOBILE APP

O

IN APP PURCHASE 4 o % PARTNERSHIPS

income

SUBSCRIPTION FEE 2 0 °/°

income

2 0 °/° SPECIAL OFFERS

income
10%
iIncome




Investment need and spend?

Budget Allocation

5%

2% |

. 25%

25%

35%

W EduCode Platform  m Course development Marketing & Business Development  ® Operations Security Reserve



Project Implementation Timeline

Enter your subhead line here

Jan Jul Auvg  Sep Oct  Nov Dec Jan Apr Jul Aug Sep Oct Nov Dec

IMPLEMENTATIONACTIVITIES

This is a sample text. You simply add your own text and description here.

This is a sample text. You simply add your own text and description here.

Task 03 This is a sample text. This is a sample text.

Task 05

This is a sample text. You simply add your own text and description here

Task 06 This is a sample text

Task 07 This is a sample text. You simply add your own text

Task 08 This is a sample text. You simply add your own text .




HELP US SAVE
WATER
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Planning your pitch deck g{é}

* Learning to work to constraints be it #slides or time

* Understanding what information is essential and what can
be supplied in other ways

* Planting visual and language prompts to keep you on track

* Taking yourself out of the pitch

Bonus- How would you refine this pitch if you had more/less time



What makes a good speaker?

* Voice projection
* No fillers

* Tone

Hand gestures

* Posture and stance

* Walking with purpose
* Eye contact

* Speak slowly and breathing
* Humour

* Pause for effect



Keeping your audience engaged

« Can you tell a story?
« Can you ask a question?

« Can you get some interaction with a visual '
indicator?

» Can you shock them?

» Can you give them something to visually
demonstrate your product or service?

e | eave them with a call to action




Final tips and homework

* Create a clear structure for
pitch

*Try to include some
persuasion tactics

 Make sure to cover all of
the BMC

* Keep it relevant!
* Practice Practice Practice!
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