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Samuel Clemens,
a.k.a. Mark Twain
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I: Title

Title; speaker
intro & contact
info; kick-off

tag line

2: Company

Company
overview; w/
elevator pitch or
mission stmt

3: Players, Problem
& Pain

(get problem &
pain buy-in);
market size

Market definition;

4: Pain Killer
(i.e. Solution)
OQur value
proposition; “so

what” benefits;
ROI logic

5: Technologies

Our “magic”;
intellectual
property

6: Competition

Who else is doing
this¢ (Don't forget
status quo & home
grown)

7: Biz Model

Here's how we'll
make money

8: Go to Market

Our marketing
plans &
leverage points

9: Metrics & Money

Success metrics
(biz drivers) &
revenue/margin
projections

10: Team

Here’s who will
be responsible
for our success;

maybe BoD too

11: Timelines & Status

To date (on
OPM); next “x”
months; use of

proceeds

12: Why Us?

Here is why you
should invest in
us
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bill joos blog.com

“Tips from the Trenches”
Sales, Marketing, Business Plan and Equity Fundraising Insights
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X one

Empowering Mobile
Communication Groups

Bob Johnston
President and CEO
rich@xone.com
650-555-1212
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30,000’ Overview

< Mantra: Empowering Mobile Communication Groups
< Markets: Pervasive groups of associated individuals

< Key IP: Proprietary and protectable 3G thin-client, server and

location-based s/w technologies

v<> Business Model: Profitable “$ per seat” ASP service model
< Founders: Seasoned expert data comm entrepreneurs

< Invested: Founders $xxxK -- and x years -- for validation of need,

technology architecture, product design and proof of concept

< Seeking: $xM to finalize products, capture dominate share in our
initial market, and reach profitability within 18 months after funding
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Business Model and
Go To Market

< Carrier; >5,000,000 minimum
> Negotiated: xx¢/user/month
> They want ARPU boosters

< Large business; Bechtel-class client; >2,500 to 25,000
> Negotiated: $x/token/month
\ > Direct sale

< Medium businesses: 250 to 2,500
s $x/token/month
= Carriers’ VARs / VADs with commission or revenue share

< Small businesses; typically <250 tokens
> $x/token/month
> Web self-serve
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Driving Metrics
and Revenues/Profits

Break
$ in M even

&

Y
$.25
b T
200x 200x 200x 200x
Carrier 0 0 1 2
# of Large Bus. 0 28 60 88
businesses | Medium Bus. 7 160 300 520
Small Bus. 5 140 320 440
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$x Millionto ...

Operations: launch,
marketing & sales

Y IP R&D

Product Development
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