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Axioms for luring investors

What does prep involve? (& the dangers of skipping it)

The narrative arc of your storytelling (replete with hooks & lures)

Don’t subvert your story in service of logical order

How to make each slide one message, versus just a topic or many messages

Budgeting is for completeness but doesn’t trump the narrative arc
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Prep pays

 Prep is an opportunity to understand your business, get 
agreement among your management team, & to 

understand your vulnerabilities



Get the team on the same page  

Founders & teams should externalize their anxieties, sticking 
points, uncertainties & dreads 

To do the prep correctly, there must be a culture of 
speaking up & pushback
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“Forget the pecking order at work” and “Dare to Disagree”
- Margaret Heffernan

Watch Heffernan’s two Ted talks here & here 

https://www.ted.com/talks/margaret_heffernan_dare_to_disagree?subtitle=en
https://www.ted.com/talks/margaret_heffernan_forget_the_pecking_order_at_work?subtitle=en


Reasoning comes later to explain a decision “to invest or not invest”

90% of an investor’s decision is based on emotions and narratives 

Investors bounce between fear and greed 
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Keep things simple and jargon free. Complexity induces fear 



Will you be able to raise money in the future?

 Play games or hide things and good investors will notice

Do you get to the point? Are you a clear thinker?

Investors are judging you: be confident, transparent, humble… 

Investors are judging you in every way 
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Message sent is OFTEN not the message received;

8

speak their language



Each investor is different; do your homework

Know your audience and what they value!
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Overselling or hiding issues in the business always 
bites you later

 If the investor feels spun, you’re done
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Don’t trigger the bullshit meter. 

Many founders can exaggerate aspects of their business … 
don’t be flippant with numbers or statements



Your goal: engineer the takeaways
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Team: How impressive for the plan? What’s special in the “gene pool”?

Reasons to not invest: risk mitigation plan shows preparedness

Reasons to invest: emotional/greed reasons work better

Mission: what pain (not vitamin) does company alleviate!

Follow VCs’ thought process
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Financials with cash flow: What milestones/risks are eliminated?
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You’re selling the partnership, through your sponsor 
VC, so give the individual partner the talking points to 

overcome objections they will inevitably hear 

… make the case for your sponsor and their case to the rest 
of their partners by “engineering the takeaways”
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What are the reasons to invest & not invest?

With your team, identify the pros & cons of your business

Get the team aligned; often it’s not

16

Now is the time to understand your business
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Start with ALL the Reasons to Invest

1. Largest ever clinical deployment, 400,000+ patients treated

2. 93% diagnostic accuracy in the study of 100,000 people 

3. Of the 1.6 billion people with mental illness, 70% received no treatment and 
have 2.3x higher costs. We are uniquely positioned to capture that 
opportunity

4. We have more regulatory approvals than anybody. No one else in this 
category comes close to our level of peer review, clinical rigor and impact

5. We've got 95% retention rate for customers... we make $18 to $40 every time 
[the triage agent] is used

Reduce to 3-5 “lures”
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Derisk what it takes to get to the “next round”

Seed Bet on team to deliver milestones / value inflections

Series A Prove out MVP, PMF, strong partnerships, etc 

Series B Invest into growth



Get in front of the risks, and directly address investor FEAR

21

What are the reasons NOT to invest?

Prepare  your contingency plans
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Defang each reason to not invest

“It’s Just Another Chatbot”  Lots of chatbots... only one that's clinically validated 
and approved by X regulatory body. Plus, no other chatbot can tie to computational psychiatry

Therapist Resistance  For the foreseeable future... every therapist will have five 
interns or five assistants... under the supervision and under the license of therapist

Patients Might Prefer Humans  They knew it wasn't human but they acknowledged 
that's better therapy... got better outcomes

Unclear Payment Model There isn’t yet a mechanism... system is designed to pay 
providers based on their time. But we can bend this cost curve until it snaps such that we 
work outside the system.



23

Or acknowledge the reasons to not invest

“We understand the risk but the rewards are huge”
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Write down the 10-15 hardest objections you can think 
of and have Appendix slides with lots of detail 

Add to the list of hard questions every time you meet 
an investor
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1. Your churn rate is high, why is that and what are you doing about it?

2. The space you operate in is fiercely competitive, how will you differentiate?

3. You have poor unit economics, how are you going to build a robust business?

4. How does the very long sales cycle impact the capital needs of the business and deal size?

5. What is your ideal customer profile and how does your go-to-market match?

6. Can you build a big business by only focusing on the long tail?

7. If you’re not unit profitable, is that by design? When will you be and what are the key levers?

8. What are you doing to de-risk the regulatory issues in your space?

9. How did you arrive at your current pricing? What are the opportunities to increase it over time?

10. Would it make more sense to focus on just one of your five revenue streams?

Develop 10 and 15 “burning questions” 
investors might have … and keep adding!



Write your 30 second commercial

Why is this great for the investor?

If Hollywood can tease a 2 hour film in 30 seconds, you can 
tease a 45 minute meeting  – Eric Paley
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Develop 3-4 alternative commercials to see 
which plays best

Autoimmune disease is one of the biggest cost drivers in healthcare — 
and we’re building the platform that will replace drug-first care with 
AI-powered outcomes. 50M+ Americans live with autoimmune 
conditions. Employers and payers are spending $45K+ per member 
annually on biologics alone. GoodHealth delivers root-cause care with 
clinical outcomes, AI-driven margins, and enterprise-ready GTM. We’ve 
signed big logos like Microsoft, Amazon and Google — and they’re 
already expanding. We’re raising $10–12M to scale our AI stack and 
deprescription engine — unlocking massive savings and building the 
category leader in autoimmune care.
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Axioms for luring investors

What does prep involve? (& the dangers of skipping it)

The narrative arc of your storytelling (replete with hooks & lures)

Don’t subvert your story in service of logical order

How to make each slide one message, versus just a topic or many messages

Budgeting is for completeness but doesn’t trump the narrative arc



What you do & market (2-3): user problem & solution, market product

Advantages (2-3): special sauce, IP, uniqueness, unit economics, CAC

Risks & risk management (3): risks, contingencies, why now?

Tactics (2-3): go to market, segmentation, proprietary business model

Team Uniqueness (1):  uniqueness plus “additional needs”

Financials & contingencies (3): revenue, cash flows, contingencies?

Competition & differentiation (2): full disclosure on competition

Others (1-2): milestones with fundraise, use of financing

Budget your presentation based on the questions 
that will be top of mind for your audience
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Slide headlines should each be a message not a title 
(“Team” is a title; “Team engineered for this opportunity” is a message)

Write the 20 slide headlines, which should make 
for a compelling investment story
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The 20 slide headlines without slide content should tell an emotional 
narrative. Lay it out in a text document and see if it captures the reader!



Write the 20 slide headlines, which alone should tell 
me everything I need to know

1. At a depth of 10 kilometers, the earth’s crust holds 100x more energy than all known fossil fuel reserves. Yet only 0.4% of the total U.S. 
utility-scale electricity is generated from conventional geothermal energy.

2. Currently, Enhanced Geothermal is too expensive to be disruptive to the U.S. energy mix
3. SuperHot Rock (>374°C) EGS will yield 5-8x higher power per well than EGS at 200°C
4. Mazama’s approach: Create large-capacity EGS in super hot rock to harvest heat and generate cost effective power
5. Mazama Energy - Co-founded by AltaRock & Blade Energy
6. Mazama’s innovations focus on 3 key areas to develop SHR resources reliably and at reasonable cost
7. Blade’s deep (and rare) HPHT + Thermal + Geothermal engineering expertise can ensure long-term integrity of SHR wells
8. Patented super-critical CO2 Managed Pressure Drilling process can drill to high temperatures
9. Thermal Lattice can create large-capacity, durable reservoirs to enhance well productivity and recovery

10. Mazama’s technology advancements provide robust pathway to unlock the full power of cost effective SHR EGS
11. Newberry: Fully-permitted, multi-GW site for technology testing gives us a 5-year head start
12. Heat Harvester - Proprietary, Integrated Asset Management framework to forecast and optimize performance
13. Mazama’s MUSE is the synthesis of our technology advancements to drive down cost of EGS
14. Performance projections at 450°C indicate <$40 per MWh cost for a 20-year, 100 MW project
15. MUSE has the potential to become the lowest cost, Terawatt-scale, dispatchable source of carbon-free power
16. Next 12 Months: Tech Development, De-risking, and Creating a first-of-its-kind 300°C EGS at Newberry
17. Future Plans: First-of-its-kind 400°C SHR EGS pilot demo at Newberry
18. Mazama currently has rights to 200 MW at Newberry. Newberry holds 5+ GW of power potential.
19. Mazama can implement MUSE initially at 350+°C to provide power for majority of the world’s population
20. Catalyze  energy transition by delivering new, clean power from Super Hot Rocks which is universal, utility-scale, and affordable. 32
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Make your sale with the headline

34
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(Get rid of these graphics … appendix)
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Put the rest in the Appendix

Follow the story, not “completeness”

Now that the story is written in the titles, 
the rest should be easy
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Use subtitles if needed, but brevity is important 



You can or have figured out the product market fit

Show market is big enough or new to be exciting

Show why it is awesome: “If I can prove x, then…”

Start with your 30 second “commercial teaser”

The risks are manageable & market large 

You have 60-120 seconds to let investors know what you 
do and why it can change the world
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Launch right into the biggest statement you can 
make but tune it to the “audience”

The message you’re sending here is if we do our job right, 
we will completely change XYZ

43
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The grand ambition and upside is 
immediately clear
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What if we detected early emergence 
of disease and stopped it in its tracks?



Start with the basics like you're speaking to kindergartners, but advance 
your arguments quickly as if they’re graduate students

Founders must make the case for their company simple & compelling 

You’re sunk if an investor doesn’t know what your company does 5 
minutes into your pitch 
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 Your audience may or may not know your “area” and its “jargon”
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Sizzle on the meat matters

Left hook, right hook as a style 

Staying visceral > logical order
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Narrative arc of “hooking” a viewer



54



Put slide in front of viewer for 5 seconds and take it down; 
what can they tell you about the message?

The 5 second test!
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One message per slide is faster

Test every element for what it conveys! 

Viewers eyes should know where to focus, not wander

The 5 second test!

56

 Less is more: no gratuitous graphics, text, or distractions



Viewers eyes should know where to focus, not wander

Test every element for what it conveys! 

One message per slide is faster

 Less is more: no gratuitous graphics, text, or distractions

5 second test for cognitive load
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Gratuitous graphics are a crutch & add distractions

Ideally, your headlines are so punchy and have such strong narrative 
ability, you don’t need anything beyond them in your slides

Graphics come last and exist only in a support role for the text if they 
convey a clear message or product picture or visual picture



5 Sec Rule: How will each slide be “read” in 5 secs?
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5 Sec Rule: How will each slide be “read” in 5 secs?
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5 Sec Rule: How will each slide be “read” in 5 secs?
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Way too much going on
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If you need to, split into two slides
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Now this is much easier to follow 
and retain … and could have 

emphasized 10X cost reduction
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The important message 
gets lost in the subheading, 

and all the body text gets 
lost in the clutter
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Crisp & clear
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Crisper & clearer
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Visceral illustration of 
organ age
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If you do, make sure to de-word. Try to only use single lines

After your headlines are done and the story is written, 
decide where you need text in the body to emphasize the 

title message (and no other data/facts)
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Remember less is more  



Examine every word, picture, bullet. Delete if not critical

Don’t go to the edges; don’t clutter or mix messages

No clutter: where does the eye go first?

Start with an agenda/hook & repeat where you are in agenda/story

Superlatives are not proof: “Show” DON’T “Tell”

Guidelines for the body of your slides
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We have a world class team

3y investment banker 
at Goldman

2y ML engineer at 
John Deere

Principal at a16z, 
ex-McKinsey



Lots of white space;  reduce visual complexity

Don’t need full sentences, periods etc. Just emphasis 

One line per bullet usually 

No more than 4-5 lines and <30 (40 max) words per slide

All text >20pt (readable) or <13pt (not meant to be read); centered!

 

Guidelines for the text in your slides
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Way too many messages. 
No one will retain these. 

Each can be their own slide
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Now the point will land

86
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Remove full sentences and pare 
down to 1 (max 2) of these points
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F500 lose a 
combined $31.5b/yr 
on employees 
failing to share 
knowledge 
effectively

5 hours/week waiting on others for info

8 hours per week being inefficient 
because of lack of knowledge transfer

6 hours per week duplicating efforts

https://ceoworld.biz/2022/10/17/fortune-500-lose-a-combined-31-billion-per-year/


F500 lose a 
combined $31.5b/yr 
on employees 
failing to share 
knowledge 
effectively

5 hours/week waiting on others for info

8 hours per week being inefficient 
because of lack of knowledge transfer

6 hours per week duplicating efforts

Better

https://ceoworld.biz/2022/10/17/fortune-500-lose-a-combined-31-billion-per-year/


Initial Wedge: Ex-Employee Digital Twin





A slide’s singular message should be clear & emotional
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NOTE: This slide is from 2022



Complex

NOTE: This slide is from 2022



NOTE: This slide is from 2022

HuCo organs can dramatically increase 
supply & reduce waitlist
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NOTE: This slide is from 2022

HuCo organs can dramatically increase 
supply & reduce waitlist
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Better



NOTE: This slide is from 2022

HuCo organs can save valuable lives!
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Emotional

NOTE: This slide is from 2022

HuCo organs can save valuable lives!
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NOTE: This slide is from 2022



Cluttered
This belongs in the Appendix 

with even more data

NOTE: This slide is from 2022



NOTE: This slide is from 2022



Clearer, but not clear enough

Multiple messages and key survival message is 
lost. Focus viewer on survival vs. competition

NOTE: This slide is from 2022



eGenesis 
HuCo™ Kidneys

Belatacept 
with SOC1

Far superior NHP Survival than FDA approved 
competition



eGenesis 
HuCo™ Kidneys

Belatacept 
with SOC1

Far superior NHP Survival than FDA approved 
competition

Clearer headline and 
message

Less is more 
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Great
One clear message
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Clear headline makes a 
complicated deeptech 

message simple
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Less is more - remove extra words 
and stick to the 5 second rule
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Build the red “assessment” messages

111



OK, a little cluttered

Build the red “assessment” messages

Key message gets lost 112



WindBorne makes the most accurate weather forecasts

We have a 1000x compute advantage and world’s leading models



WindBorne makes the most accurate weather forecasts

We have a 1000x compute advantage and world’s leading models

Easier to retain in 5 seconds



Our moat comes from

new, smart balloons with 1000x data advantage

WindBorne makes the most accurate weather forecasts



Our moat comes from

new, smart balloons with 1000x data advantage

WindBorne makes the most accurate weather forecasts

Easier to retain in 5 seconds… but better if the 
white headline was removed



5X more data than the rest of the world combined!



Compelling

5X more data than the rest of the world combined!





Powerful 
message



Your goal is a high Signal : Clutter ratio

121



Simplify: Streamline your font colors, sizes, 
lines, boxes, and other distracting graphics
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Signal on the left; 
physical explanation on the right 

but what is the singular key message?
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We’ve enabled real world, real time brain imaging

125



We’ve enabled real world, real time brain imaging

126

Yes



We’ve enabled real world, real time brain imaging

127
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Axioms for luring investors

What does prep involve? (& the dangers of skipping it)

The narrative arc of your storytelling (replete with hooks & lures)

Don’t subvert your story in service of logical order

How to make each slide one message, versus just a topic or many messages

Budgeting is for completeness but doesn’t trump the narrative arc
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What you do & market (2-3): user problem & solution, market product

Advantages (2-3): special sauce, IP, uniqueness, unit economics, CAC 

Risks & risk management (3): risks, contingencies, why now? 

Tactics (2-3): go to market, segmentation, proprietary business model

Team Uniqueness (1):  uniqueness plus “additional needs”

Financials & contingencies (3): revenue, cash flows, contingencies?

Competition & differentiation (2): full disclosure on competition

Others (1-2): milestones with fundraise, use of financing

Budget your presentation based on the questions 
that will be top of mind for your audience



Focus on solving pain: prove it beyond stating it

Avoid generic knowledge statements like “healthcare is broken” 

State the problem clearly and specifically
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If pitching the creation of a new market or technical heavy lift, 
market must be sexy, but know it’s a larger riskier bet 
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Way too much text & clutter.
Totally ineffective slide
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Now you’ve made the point

135



NOTE: This slide is from 2022



This slide shows vs. tells the 
magnitude of problem

NOTE: This slide is from 2022



NOTE: This slide is from 2022



NOTE: This slide is from 2022

This slide shows vs. tells the 
magnitude of problem
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Clear solution to the problem

141



142



Problem is clearly stated in headline

143





Center the title
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The most important 
point is relegated to 
the side in small font

148
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Every slide here should connect to your mission; what pain (not 
vitamin) are you alleviating? 

Slides on user problem, solution, and market

150

Connect everything back to emotion and greed of big, less 
competitive markets– these are the reasons to invest



You can start with your vision for the world or the 
problem you are solving … but don’t start with top down 
bullshit market numbers that are not relevant like “$4 

trillion of Healthcare spend”
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Every slide is valuable real estate & time; use it well! 
What does each slide do for you? For the audience?





In its current form, title 
feels like top down BS … 

point gets lost





NOTE: This slide is from 2021



NOTE: This slide is from 2021





The “what you do” is crisp … 
but under emphasizes the 

$90b spend! 
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If you don’t feel the market size is self-evident, 
instead of top down numbers, enhance your 

credibility with bottoms up projections
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Revenue PER MILE is 
the key point and it 

gets lost
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What you do & market (2-3): user problem & solution, market product

Advantages (2-3): special sauce, IP, uniqueness, unit economics, CAC 

Risks & risk management (3): risks, contingencies, why now? 

Tactics (2-3): go to market, segmentation, proprietary business model

Team Uniqueness (1):  uniqueness plus “additional needs”

Financials & contingencies (3): revenue, cash flows, contingencies?

Competition & differentiation (2): full disclosure on competition

Others (1-2): milestones with fundraise, use of financing

Budget your presentation based on the questions 
that will be top of mind for your audience



Unfair advantages: restate them! Again & again!
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Spend 2-3 slides on your special sauce

These include some of  your reasons to invest!

IP
Uniqueness

Unit economics
Clever strategy/niche

CAC - depending on your payback, why are you raising? 
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Graphic is cluttered but makes the point 
about robust IP portfolio

Second bullet in the body should be title
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Says the value prop is strong



but with 40x greater revenue per user





Answers a key questions for fintech 
companies around LTV/CAC

But nothing beyond the title adds more 
info – just distracts! When numbers are 

good, let them speak for themselves







Too cluttered; the special sauce 
(title and 3 headers) gets lost



Many human tissue types.

25+ publications in Science, Nature 
Medicine, Nature Methods, Nature Comm.

What makes an ideal ‘human testing’ pipeline?

Lab-grown 
‘biopsies’



Massive, AI-scale throughput.

Human organs automatically grown, 
dosed, & analyzed to yield AI-scale 
human datasets.

What makes an ideal ‘human testing’ pipeline?



Exceptional robotic consistency.

Consistent outcome data in 1-2 weeks. 
Proprietary robotic platforms developed 
in-house.

What makes an ideal ‘human testing’ pipeline?



Exceptional robotic consistency.

Consistent outcome data in 1-2 weeks. 
Proprietary robotic platforms developed 
in-house.

What makes an ideal ‘human testing’ pipeline?

Could have said “10,000 
different tissue types tested 
automatically in 1-2 weeks, 

within our orbot



Enough situations at early stage don’t have a 
proprietary advantages

Demonstrate your cleverness early → data and model 
advantage

Find clever, low barrier-to-entry wedge → focus on adoption →  
use data to generate flywheel 

Get funding based on strength of team
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What you do & market (2-3): user problem & solution, market product

Advantages (2-3): special sauce, IP, uniqueness, unit economics, CAC 

Risks & risk management (3): risks, contingencies, why now? 

Tactics (2-3): go to market, segmentation, proprietary business model

Team Uniqueness (1):  uniqueness plus “additional needs”

Financials & contingencies (3): revenue, cash flows, contingencies?

Competition & differentiation (2): full disclosure on competition

Others (1-2): milestones with fundraise, use of financing

Budget your presentation based on the questions 
that will be top of mind for your audience



In this section, call out your risks and mitigation 
plans

Address them to show how deeply you understand your 
business. Do not hide
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Perfect example of focusing on 
the singular elephant in the room





Addresses fears upfront



If we fail to realize the vision of fusion, we’ll have built 
world’s most powerful magnet company worth billions

193



If we fail to realize the vision of fusion, we’ll have built 
world’s most powerful magnet company worth billions

194

Off ramps



Technical startups should have technical risk & lower market risk

There are startups that know how they’ll make money & those that 
haven’t figured it out yet but can define options/tests to run

Series Seed, A, B have increasing specificity & more risks eliminated; 
What do you de-risk with this round?

Remember your audience; each VC has a different 
risk/reward appetite
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What you do & market (2-3): user problem & solution, market product

Advantages (2-3): special sauce, IP, uniqueness, unit economics, CAC 

Risks & risk management (3): risks, contingencies, why now? 

Tactics (2-3): go to market, segmentation, proprietary business model

Team Uniqueness (1):  uniqueness plus “additional needs”

Financials & contingencies (3): revenue, cash flows, contingencies?

Competition & differentiation (2): full disclosure on competition

Others (1-2): milestones with fundraise, use of financing

Budget your presentation based on the questions 
that will be top of mind for your audience



Spend 2-3 slides on your go to market, segmentation, 
and proprietary business model

CEOs seldom segment their market. Segment and analyze each 
cohort, your current users. Show that you’ve reasoned through 

why you’re after each one.
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NOTE: This slide is from 2021



Business model here is important, 
but gets lost in all the clutter

NOTE: This slide is from 2021





This is ok, room to crisply 
articulate why each is valuable
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What you do & market (2-3): user problem & solution, market product

Advantages (2-3): special sauce, IP, uniqueness, unit economics, CAC 

Risks & risk management (3): risks, contingencies, why now? 

Tactics (2-3): go to market, segmentation, proprietary business model

Team Uniqueness (1):  uniqueness plus “additional needs”

Financials & contingencies (3): revenue, cash flows, contingencies?

Competition & differentiation (2): full disclosure on competition

Others (1-2): milestones with fundraise, use of financing

Budget your presentation based on the questions 
that will be top of mind for your audience



Here, focus on your team’s uniqueness

What is special about the gene pool of this team for this company?

203





No message; powerful opportunity lost
But strong founder story… so highlight 

“successful founders scaled Thumbtack to $3b 
valuation” in title message!



NOTE: This slide is from 2021



Too many team members; can be in appendix

NOTE: This slide is from 2021





Way too much here. Team strength is lost

What are the key points about this team?





“Founders introduction” is worthless info;
the main point gets lost on the bottom



Experienced tech professionals in engineering, product, and GTM
Generated >$500M of gross profits for enterprise customers through automation.

Noam Ben-Tzur (CEO)
Harvard Business School | MIT

Arena | 2x Startup CTO | IDF Intelligence (8200)

Angel Batista (CTO)
MIT

Serial Startup Engineer | Hive | Nearside

Experienced tech professionals in engineering, product, and GTM.



Experienced tech professionals in engineering, product, and GTM
Generated >$500M of gross profits for enterprise customers through automation.

Noam Ben-Tzur (CEO)
Harvard Business School | MIT

Arena | 2x Startup CTO | IDF Intelligence (8200)

Angel Batista (CTO)
MIT

Serial Startup Engineer | Hive | Nearside

Experienced tech professionals in engineering, product, and GTM.

Or even better “IDF Unit 8200 has greater 
founder density than Stanford!”





Well done





Unconventional way of doing it but tells as 
strong story and is on brand (personal)
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What you do & market (2-3): user problem & solution, market product

Advantages (2-3): special sauce, IP, uniqueness, unit economics, CAC 

Risks & risk management (3): risks, contingencies, why now? 

Tactics (2-3): go to market, segmentation, proprietary business model

Team Uniqueness (1):  uniqueness plus “additional needs”

Financials & contingencies (3): revenue, cash flows, contingencies?

Competition & differentiation (2): full disclosure on competition

Others (1-2): milestones with fundraise, use of financing

Budget your presentation based on the questions 
that will be top of mind for your audience



Your financials should be – at the max –    
8 rows, 3 years, shown in quarters



Your financials should be – at the max –    
8 rows, 3 years, shown in quarters





Too many rows, but at least they call 
out what’s important and they keep the 

message in the title



Make sure all your numbers match; often they do not
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CAC

scalability of CAC

cash flows to risk

details next 4-8 qtrs and 5 yr needs

Command your numbers
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VCs like data-driven founders. They like the fact you test and 
are thesis-driven

If you are really early, and don’t have financials, talk about 
everything you have tested and your key, data-driven learnings

Acknowledge if you are a concept or data driven startup
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What you do & market (2-3): user problem & solution, market product

Advantages (2-3): special sauce, IP, uniqueness, unit economics, CAC 

Risks & risk management (3): risks, contingencies, why now? 

Tactics (2-3): go to market, segmentation, proprietary business model

Team Uniqueness (1):  uniqueness plus “additional needs”

Financials & contingencies (3): revenue, cash flows, contingencies?

Competition & differentiation (2): full disclosure on competition

Others (1-2): milestones with fundraise, use of financing

Budget your presentation based on the questions 
that will be top of mind for your audience
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Don’t just have a dedicated competition slide. 

“The best way to talk about competition, particularly if you're in a 
contested market is to address it throughout the entire deck,” 

 So, for example, when you’re on your market slide, address the holes in 
the market created by the fact that the competition is falling short.”

- First Round Capital

Another good approach to handling competition in 
your voiceover – always bring it up through the 

prism of your advantages



These slides are your competition & differentiation

Fully disclose the extent of competition so it’s clear 
you know your space. Why are you better?
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If you have one key competitor who is 
considered in pole position, just focus 
on taking them down. The rest is noise



It costs us $1.84 to detect a cancer
It costs Grail $105,444

© 2024 C the Signs Limited

$ To company per user NGS costs $0.0023

$ To user per test $949 $0.23

# Cancers that can be detected per test 50+ 50+

# Total cancers company has detected 1,800 50,000

# Patients tested 200,000 400,000

$ To find one cancer patient $105,444 $1.84
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What you do & market (2-3): user problem & solution, market product

Advantages (2-3): special sauce, IP, uniqueness, unit economics, CAC 

Risks & risk management (3): risks, contingencies, why now? 

Tactics (2-3): go to market, segmentation, proprietary business model

Team Uniqueness (1):  uniqueness plus “additional needs”

Financials & contingencies (3): revenue, cash flows, contingencies?

Competition & differentiation (2): full disclosure on competition

Others (1-2): milestones with fundraise, use of financing

Budget your presentation based on the questions 
that will be top of mind for your audience



What does financing achieve and de risk?
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What is the key risk you’ve retired by 
the end of your runway?
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Remember that for a seed stage 
company, the reasons to invest are 
to achieve the milestones ahead of 
the A. That message is in the title!
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Finish with a flourish!

Your teaser commercial as a summary should work for a close. 
You should have proven what you set out to prove, the unique 

approach, differentiation, defensibility, economics, risk 
management, upside, … 

Remind the audience of your 30 second commercial narrative!
Even ask “did I convince you?”
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The Appendix has a purpose: 
to show your preparedness & detailed 

understanding

240

(& find an excuse to go there)



Have a backup slide for every question you might encounter!

Convey preparedness with slides for any question or metric

Our appendix is your unbudgeted backup; 
update it constantly 
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List the questions/objections & update after every meeting; detail ok



One question / slide: details ok! Complexity ok

Find an excuse to go to the appendix to show preparedness

Flip to appendix when answering questions

Your appendix is your arsenal for all the 
questions you could possibly get
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If you don’t have an answer prepared offer to get back (no BS)



Whom should you pitch?

(& in what order?)
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Their biases, fund status, ….

Do the research on last 6-10 investments they have made

The order in which to approach them (five least important first)

Define the process for list of target VC’s 

The order in which to approach them (five least important first)

Get to target VC’s after sufficient practice, key questions discovery and 
pitch fluency
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Stories, not facts, lure investors!

Is your presentation going to 
“nail your raise”?
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