
A company can outperform rivals only if it can 
establish a difference that it can preserve.

Harvard Business Review: What Is Strategy? (hbr.org)Source:

Michael E. Porter 
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Lean Startup Principles  - Filters Prior to Developing the Business Briefing 

We have done market 

validation that our products 

and services, our business 

model and price points, 

create and communicates 

value to our specific target 

customer segments and our 

business is sustainable and 

scalable

$/Unit

5

We have talked to 

30 people in the 

Proposed “eco system” 



❑what domain space, industry sector, segment they are in
❑how big in US Dollars is the market for the products and services sold into this domain or 

industry sector or segment 
❑what is the “persona” / personality of the customer/client in this sector/segment 
❑who are these customer / clients by title and function inside their organization 
❑who specifically in the organization, by name, has the (budget) authority to make 

purchasing decisions
❑what is their budget for these products or services they seek  
❑what specific solutions do they seek from the marketplace
❑from which supplier(s) do they purchase those products or services now 
❑how many competitive suppliers are there in this ecosystem, industry sector/segment 
❑what are their fears if they can not find solutions to their problems 
❑what benefits do they perceived as valued
❑where do they go to learn about products and services 
❑….and…..much more ?

Do You Really 

Market or Targeted 
Customer Feedback? 

Market Discovery?    



VPD Development, Search for a Validated BMC              
and Customer Discovery Process Iteration 

Step#2

Step#1

Step#3 Step#4



Consider the book on 

Amazon or Kindle 

called The Mom Test: 

How to talk to 

customers & learn if 

your business is a 

good idea when 

everyone is lying to 

you: Amazon.co.uk: 

Fitzpatrick, Rob: 

9781492180746: 

Books



Talk to 30 people 
in the proposed 
“EcoSystem” !

EXAMPLE Process related questions to ask during discovery? 

❑ Tell me about your journey from first thought to the adoption 

of your current solution? 

❑ Please speak to the forces of progress” or the specific issues /  

challenges, risks that drove you towards your current solution?

❑ Where do you go to learn about _________? 

❑ What were your expectations related to your current supplier 

or solution provider when they pitched their solution to you?

❑ What were some of constraints that may have limited you to 

make all the progress you wanted to make? 

❑ What has been your experience with your current solution 

provider?   $ROI?   CX Satisfaction? 

❑ If you had a magic wand, what 2 things would you change 

about your current solution or provider?   



“If you had a magic wand and could change, 
fix or improve one thing about your current 
product, service, process, service provider or 
anything related to your business, what 
would that one thing be?” 

You can ask: 



Talk to customers in your 
ecosystem. Ask about:

…how (specifically and 
measurably) might my  
Minimal Viable Product 
(MVP1) or Service offering, 
our working prototype, 
solve a problem, add value 
and delivers tangible 
benefits. 

Lean Startup Principles asks you for 
customer and market place 
feedback:

https://www.bing.com/images/search?view=detailV2&ccid=GMp3UWlh&id=BA05A42A34259947DDB2FFCF76322688C04884B8&thid=OIP.GM
p3UWlhtbzpkRUxzO5gDAHaEK&mediaurl=https%3A%2F%2Fprogram-ace.com%2Fwp-content%2Fuploads%2FPoC-prototype-MVP-
3.jpg&cdnurl=https%3A%2F%2Fth.bing.com%2Fth%2Fid%2FR.18ca77516961b5bce9911531ccee600c%3Frik%3DuIRIwIgmMnbP%252fw%26pid
%3DImgRaw%26r%3D0&exph=675&expw=1200&q=ICONS+OF+MVP+PROTOTYPES&simid=608029858072567606&FORM=IRPRST&ck=F97E3EB
06F221E85A85884F5A7D0A112&selectedIndex=8&itb=0&cw=779&ch=444&ajaxhist=0&ajaxserp=0



1

Lean Startup Principles  - Filters Prior to Developing the Business Briefing 

✓ We have a validated Value Proposition Design (VPD):  

✓       we know our targeted customer segments; we have a     

✓       unique, differentiated solution to a market problem

✓ We are subject matter experts in the issues and statistics of 

our industry and can place our offering in perspective and 

in context of t he bigger industry ecosystem? 

✓ We can describe the problem we are solving, and how our 

unique and novel solution works to create benefits for a 

specific group of clients and customers   

✓ We have validated that our products and services, our 

business model and price points, create and 

communicates value to our specific target customer 

segments and our business is sustainable and scalable

✓ We can describe in clear and compelling language our core 

values and “why” our company exists

✓ OK.  We can now  
answer these 
critical questions! 

$/Unit

1

2

3

4

5



Pause: Questions thus far ?  





This “Typical” Entrepreneurial Journey Map Features: 

S
trateg

ic Im
p

eratives, M
etrics, C

yb
ersecu

rity  

Developing the Business Plan “pitch” Narrative, Financial Projections (Rev. /  Cost), Risk, Funding the Business Stages of Marketing Maturity, Business Development, Sales, Operations , Scaling 

Vision, Startup, Legal Entity Choices, Value Proposition Design, Customer Segmentation, Eco System Stakeholder Mapping, Competitive Analysis 

Develop the Vision / Find 

a Mentor
 
.

1

Self Assessed Proficiency – From Subject Matter Expert to Needing Mentorship

5 = Excellent (We do this regularly, systematically, and with continuous improvement)

4 =Good (We do this regularly and systematically)

3 =Average  (We have some skills in this area) 

2 =Poor (We do this irregularly and in an ad hoc manner)

1 =Nonexistent (We do not have these skills at all)

Proficiency 1 2 3 4 5

Crystalize your 

Hypothesis using the 

BMC / Value Proposition 

Design 
.

2

Proficiency 1 2 3 4 5

Conduct Customer 

Segmentation / Identify 

the persona of your early 

adopter intended targeted 

customers / sub 

segments 
. 

3

Proficiency 1 2 3 4 5

Draft your Minimal Viable 

Product or Service that 

you intend to offer/sell to 

the marketplace 

4

Proficiency 1 2 3 4 5

Establish/buy a domain 

name then consider 

creating a legal entity 

5

Proficiency 1 2 3 4 5

Think through your Go to 

Market approach: B:B, B:C, 

B:G  then map the stakeholder 

ecosystem, partner 

organizations, customer types 

and competition; register with 

SAM.gov if applicable 

6

Proficiency 1 2 3 4 5

Identify the first 10 

intended targeted 

customers / early 

adopters by NAICS 

codes, title, name, POC 

for discovery and sales 

development purposes 

7

Proficiency 1 2 3 4 5

Establish  the partnering, 

sales structure you will 

use; identify required 

retail space, warehouse, 

manufacturing, office 

space if relevant

8

Proficiency 1 2 3 4 5

Launch Customer Discovery 

Process ; ask “is Intellectual 

Property” relevant? List /  

assess discovery lessons 

learned 

9

Proficiency 1 2 3 4 5

Using learnings from 10-30 

discovery 

interviews/discussions, 

assess the need to “pivot” or 

stay the course toward your 

vision 

10

Proficiency 1 2 3 4 5

Determine if licenses, 

certifications are 

needed/required; apply for 

appropriate SDBVOB, SWAM, 

8a or other designations 

would be beneficial 

11

Proficiency 1 2 3 4 5

Develop full cost stack budget 

estimates per unit being sold; 

develop rough 1st draft of year 

1 revenue projections by 

month using projected pricing 

12

Proficiency 1 2 3 4 5

C
u

st
o

m
er

 D
is

co
ve

ry
, V

al
id

at
in

g
 t

h
e 

H
yp

o
th

es
is

, E
ar

ly
 A

d
o

p
te

r 
  

Ensure business is HR 

compliant; ensure business 

has the appropriate set of 

Cybersecurity measures for 

compliance; set up self audit 

schedule 
  

.

23

Proficiency 1 2 3 4 5

Begin using the structure, approach, 

frequency of stewardship and key 

performance metric reporting 

frequency using the metrics that 

matter; make business course 

corrections based on data insights 

22

Proficiency 1 2 3 4 5

Develop Business Imperatives for a 

two year outlook; develop a suite of 

the fewest correct, simple metrics, 

conduct stewardship and reporting 

on regular frequency to track 

progress .

Proficiency 1 2 3 4 5

Consider venture growth 

staffing needs; internships, 

training, onboarding; 

prioritize staffing for growth, 

i.e. business development, 

operations, etc. 

20

Proficiency 1 2 3 4 5

Identify, assess 5 elements of 

business risk and build risk 

mitigation steps for each as 

relevant; update pitch   

19

Proficiency 1 2 3 4 5

Determine need for access to 

capital, funding, and how it 

would be spent; explore 

grants if appropriate; reflect 

any loan repayment in cash 

flow; ref build cap table if 

relevant; update pitch 
.

18

Proficiency 1 2 3 4 5

Validate / Refine / Adjust 

pricing strategy and tactics; 

revise revenue forecasts 

accordingly; update 2 year 

cash flow spreadsheet; 

update pitch; establish basic 

book of business accounting

17

Proficiency 1 2 3 4 5

Refine then choose channels 

to market strategy; choose 

relevant channel design; plan 

to build and host website in 

accordance with pre-

engineered templates and 

sound hosting platforms   

16

Proficiency 1 2 3 4 5

Create draft marketing plan based 

on master branding / positioning, 

product / service brand current and 

future product/service architecture; 

conduct message mapping exercise 

for social media content creation 

themes executed via editorial 

calendar execution plan 

15

Proficiency 1 2 3 4 5

Develop a compelling 

business narrative; 

synthesize financial 

projections into modular pitch 

suitable for multiple business 

purposes, i.e. sales, raising 

capital; iterate, refine, 

rehearse   

14

Proficiency 1 2 3 4 5

Build/Refine Revenue 

Projections, COGs, Operating 

Expense Budget into 2 year 

cash flow spreadsheet; 

determine sales milestones

13

Proficiency 1 2 3 4 5

Prepare for growth, hyper 

growth, scaling and / or 

exiting or negotiating the sale 

of the business ; succession 

planning; plans for sale, or 

exit 

Proficiency 1 2 3 4 5

24

“Typical”
Roadmap

4 Broad 
“themes”

24 
Work Blocks
or “Action” 
Elements 

Self -
Assessment
“Proficiency 

Rating”
Small Business Entrepreneurial  Map – Original Work by George Siragusa, Senior Business Adviser, Mason SBDC – Copyright March 2025

Your Pitch is Step 14 in this journey!!!
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What perspectives 

can we share in 

hindsight from 

listening to > 200 

investor pitches, 

that might help your 

business briefing 

development  ? 

https://www.liveplan.com/blog/how-to-deliver-a-powerful-10-minute-investor-pitch/

Coach S

From my Technology and Mainstreet USA Client portfolio(s) …and…
                                         from my Engineer Entrepreneurs 

Banker Angel 
Investor
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Helpful “Pitch” Perspectives  

• Strong Value Proposition, validated through “Discovery Phase”, is vital  
• Bedrock of Lean Startup Principles – “Problem-Solution-Market Fit”

• Business Briefings will vary – many variables: 
• audience, domain space, circumstance, etc. 

• Iterative process 
• can take 3-6 iterations / sessions to get a working draft; financials are key

• Resources  / Advisors / Mentors can offer perspectives 
• business owner / CEO must “own” the final product and “tell the story” 

• One-on-One sessions, small group “timed” rehearsals optimal 
• can require discussion, re-alignment, further refinement 

• Need to be an “S.M.E.” in the domain 
• subject matter expertise lend credibility

NOTE: Today’s webinar is one way to “jumpstart” the process ! 
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“Pitch” Perspectives 

• Strong “validated” Value Proposition through “Discovery Phase” is vital 
• Bedrock of Lean Startup Principles – “Problem-Solution-Market Fit”

• Business Briefings will vary – many variables: 
• audience, domain space, circumstance, etc. 

• Iterative process 
• can take 3-6 iterations / sessions to get a working draft; financials are key!

• Resources  / Advisors / Mentors can offer perspectives 
• business owner / CEO must “own” the final product and “tell the story” 

• One-on-One sessions, small group “timed” rehearsals optimal 
• can require discussion, re-alignment, further refinement 

• Need to be an “S.M.E.” in the domain 
• subject matter expertise lend credibility

NOTE: Today’s webinar is one way to “jumpstart” the process ! 
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“Pitch” Perspectives 

• Strong “validated” Value Proposition through “Discovery Phase” is vital
• Bedrock of Lean Startup Principles – “Problem-Solution-Market Fit”

• Business Briefings will vary – many variables: 
• audience, domain space, circumstance, etc. 

• Iterative process 
• can take 3-6 iterations / sessions to get a polished working draft; 

financials are key!
• Resources  / Advisors / Mentors can offer perspectives 

• business owner / CEO must “own” the final product and “tell the story” 
• One-on-One sessions, small group “timed” rehearsals optimal 

• can require discussion, re-alignment, further refinement 
• Need to be an “S.M.E.” in the domain 

• subject matter expertise lend credibility

NOTE: Today’s webinar is one way to “jumpstart” the process ! 
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“Pitch” Perspectives 

• Strong “validated” Value Proposition through “Discovery Phase” is vital
• Bedrock of Lean Startup Principles – “Problem-Solution-Market Fit”

• Business Briefings will vary – many variables: 
• audience, domain space, circumstance, etc. 

• Iterative process 
• can take 3-6 iterations / sessions to get a working draft

• Resources  / Advisors / Mentors can offer perspectives 
• business owner / CEO must “own” the final product and “tell their story” 

• One-on-One sessions, small group “timed” rehearsals optimal 
• can require discussion, re-alignment, further refinement 

• Need to be an “S.M.E.” in the domain 
• subject matter expertise lend credibility

NOTE: Today’s webinar is one way to “jumpstart” the process ! 



www.masonsbdc.org

4031 University Drive, Fairfax, Virginia 22030 | www.masonsbdc.org  | Phone: 703-277-7747

“Pitch” Perspectives 

• Strong “validated” Value Proposition through “Discovery Phase” is vital
• Bedrock of Lean Startup Principles – “Problem-Solution-Market Fit”

• Business Briefings will vary – many variables: 
• audience, domain space, circumstance, etc. 

• Iterative process 
• can take between 3-6 iterations / sessions to get a solid working draft

• Resources  / Advisors / Mentors can offer diverse, “cold eyes, and “dispassionate” viewpoints 
• business owner / CEO must “own” the final product and “tell their own story” 

• One-on-One sessions, small group “timed” rehearsals are optimal 
• can require discussion, re-alignment, further refinement 

• Need to be an “S.M.E.” in the domain 
• subject matter expertise lend credibility

NOTE: Today’s webinar is one way to “jumpstart” the process ! 
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“Pitch” Perspectives 

• Strong “validated” Value Proposition through “Discovery Phase” is vital 
• Bedrock of Lean Startup Principles – “Problem-Solution-Market Fit”

• Business Briefings will vary – many variables: 
• audience, domain space, circumstance, etc. 

• Iterative process 
• can take 3-6 iterations /  sessions to get a working draft; financials are key! 

• Resources  / Advisors / Mentors can offer perspectives 
• business owner / CEO must “own” the final product and “tell the story” 

• One-on-One sessions, small group “timed” rehearsals optimal 
• can require discussion, re-alignment, further refinement 

• Need to be an “S.M.E.” in the domain 
• subject matter expertise lend credibility

NOTE: Today’s webinar is one way to “jumpstart” the process ! 
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That’s great “Coach” …but what does an 

actual, finished Business “Pitch” look like ?... 
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Q:  So what does a finished 

Business “Pitch” look like ?...

A:  Each of you have: :

• suggested outline 

• entire “pitch”
• w/speaker notes !

          and

• back-up pages !

Helpful!
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About Our “Example Pitch” 

• Not often we get permission to publicly share a “Pitch Deck”*

• Forget that this “feels like” B:C  (in reality it is both B:C and B:B) 

• Everywhere you see “Weathervane Coffee” think “My Industry” / “My Business”

• Using a “coffee example” allow us to be customer centric – not “tech centric  

•  Suggested framework outline and “flow” is relevant for any business

• Remember this is modular – built to be relevant for your target audience:

• Customer / Client 
• Investor
• Employees (On-Boarding) 
• Interested Parties / Informational 

NOTE:

SBDC has written Permission from a recent SBDC client to 

share his business briefing *
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About Our “Example Pitch” 

• Not often we get permission to publicly share a “Pitch Deck”*

• Forget that this “feels like” B:C  (in reality it is both B:C and B:B) 

• Everywhere you see “Weathervane Coffee” think “My Industry” / “My Business”

• Using a “coffee example” allow us to be customer centric – not “tech centric  

•  Suggested framework outline and “flow” is relevant for any business

• Remember this is modular – built to be relevant for your target audience:

• Customer / Client 
• Investor
• Employees (On-Boarding) 
• Interested Parties / Informational 

NOTE:

SBDC has written Permission from a recent SBDC client to 

share his business briefing *
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About Our “Example Pitch” 

• Not often we get permission to publicly share a “Pitch Deck”*

• Forget that this “feels like” B:C  (in reality it is both B:C and B:B) 

• Everywhere you see “Weathervane” think “My Industry” / “My Business”

• Using a “coffee example” allow us to be customer centric – not “tech centric  

•  Suggested framework outline and “flow” is relevant for any business

• Remember this is modular – built to be relevant for your target audience:

• Customer / Client 
• Investor
• Employees (On-Boarding) 
• Interested Parties / Informational 

NOTE:

SBDC has written Permission from a recent SBDC client to 

share his business briefing *
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About Our “Example Pitch” 

• Not often we get permission to publicly share a “Pitch Deck”*

• Forget that this “feels like” B:C  (in reality it is both B:C and B:B) 

• Everywhere you see “Weathervane Coffee” think “My Industry” / “My Business”

• Using a “coffee example” allow us to be customer centric – not “tech 
centric  

•  Suggested framework outline and “flow” is relevant for any business

• Remember this is modular – built to be relevant for your target audience:
• Customer / Client 
• Investor
• Employees (On-Boarding) 
• Interested Parties / Informational NOTE:

SBDC has written Permission from a recent SBDC client to 

share his business briefing *
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About Our “Example Pitch” 

• Not often we get permission to publicly share a “Pitch Deck”*

• Forget that this “feels like” B:C  (in reality it is both B:C and B:B) 

• Everywhere you see “Weathervane Coffee” think “My Industry” / “My Business”

• Using a “coffee example” allow us to be customer centric – not “tech centric  

•  Suggested framework outline and “flow” is relevant for any business

• Remember this is modular – built to be relevant for your target audience:
• Customer / Client 
• Investor
• Employees (On-Boarding) 
• Interested Parties / Informational 

NOTE:

SBDC has written Permission from a recent SBDC client to 

share his business briefing *
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About Our “Example Pitch” 

• Not often we get permission to publicly share a “Pitch Deck”*

• Forget that this “feels like” B:C  (in reality it is both B:C and B:B) 

• Everywhere you see “Weathervane Coffee” think “My Industry” / “My Business”

• Using a “coffee example” allow us to be customer centric – not “tech centric  

•  Suggested framework outline and “flow” is relevant for any business

• Remember this is modular – built to be relevant for your target audience:
• Customer / Client 
• Investor
• Employees (On-Boarding) 
• Interested Parties / Informational 

NOTE:

SBDC has written Permission from a recent SBDC client to 

share his business briefing *
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…now can we break it down and take a 

closer look …

…at the anatomy of a 

Best Practice Business 

briefing or “pitch” ?    



www.masonsbdc.org

4031 University Drive, Fairfax, Virginia 22030 | www.masonsbdc.org  | Phone: 703-277-7747

Let take that deep dive…

Lets use that outline as a roadmap…

Let go page by page ! 

NOTE:

Written Permission from a recent SBDC client 

to share his business briefing   



Suggested DRAFT Storyboard Outline Flow for your “Pitch” 

• useful starting point PowerPoint template to create a compelling “story” 

that can be made relevant for a variety of targeted audiences (i.e. Investor, 

Bank, Customer, Client, etc.)

• It describes how your story will unfold and proceed 

• modify pages depending on presentation objectives and type of 

audience

• create a draft for review, iteration and edit

• make each bolded “theme” its own page title 

• build 3 bulleted phrases per Power Point page to reflect key 

points to emphasize 
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“There’s a godawful number of 

pitch deck templates out there, 

and there’s one thing that most 

of them get wrong:

They forget to mention that 

the template is (meant to be) 

flexible!

In this webinar training module we 
continuously emphasize the need 
for your pitch deck flow to be 
flexible and modular…

…and get some help and guidance too!  



❑ Intro: What do you do ? + your “WHY”

❑ Investment Need Summary 

❑ Scene Set, Context, Statistics, Facts 

❑ The Problem

❑ The Solution and Value Proposition

❑ Competition

❑ Strategic Competitive Advantage

❑ The Team

❑ Your Business model

❑ Route / Path to Market

❑ Financials: Startup & Operating Cost/Budget Estimates; Revenue 

Projection Summary

❑ Traction/Early Adopter Sales/Proof of Concept 

❑ Major Milestone Timeline / Phases 

❑ Strategic Marketing Plan Elements 

❑ Investment Request; Detailed Use of Funds 

❑ Risk Mitigation 

❑ Call to action / Points of Contact  

Suggested DRAFT Storyboard Outline Flow for your Investor Pitch Deck 

• useful starting point PowerPoint template to create a compelling “story” that can be made 

relevant for a variety of targeted audiences (i.e. Investor, Bank, Customer, Client, etc.)

• modify pages depending on presentation objectives and type of audience

• create a draft for review, iteration and edit

• create the template by making each bolded element its own page title 

• build 3 bulleted phrases per PowerPoint page to reflect key points to emphasize 

Source for more power: Storyboarder - The best and easiest way to storyboard. | Wonder Unit



❑ Intro: What do you do ? + your 

“WHY” 

❑ Investment Needs Summary 

❑ Scene Set, Context, Statistics, 

Facts 

❑ The Problem

❑ The Solution 

❑ Value Proposition for your 

Targeted Customer/Client 

❑ Competition and their Gaps 

❑ Strategic Competitive Advantage 

❑ Your Business Model 

Assumptions (from discovery)

❑ Your Business Model – How do you Monetize 

❑ Route / Channel(s) / Path to Market

❑ Financials: 

❑ Startup & Operating Cost/Budget Estimates

❑ Revenue Projection Summary

❑ Traction:  BETA / DEMOS / Early Adopter 

Sales/Proof of Concept  

❑ Major Project Milestone Timeline / Phases 

❑ Strategic Marketing Plan Elements 

❑ Investment Request; Detailed Use of Funds 

❑ The Team

❑ Risk Mitigation 

❑ Call to Action / Points of Contact  

S
uggested  S

toryboard O
utline



Pause: Questions thus far ?  



❑ Intro: What do you do ? + 

your “WHY” 

❑ Investment Needs Summary 

❑ Scene Set, Context, Statistics, 

Facts 

❑ The Problem

❑ The Solution 

❑ Value Proposition for your 

Targeted Customer/Client 

❑ Competition and their Gaps 

❑ Strategic Competitive Advantage 

❑ Your Business Model 

Assumptions (from discovery)

❑ Your Business Model – How do you Monetize 

❑ Route / Channel(s) / Path to Market

❑ Financials: 

❑ Startup & Operating Cost/Budget Estimates

❑ Revenue Projection Summary

❑ Traction:  BETA / DEMOS / Early Adopter 

Sales/Proof of Concept  

❑ Major Project Milestone Timeline / Phases 

❑ Strategic Marketing Plan Elements 

❑ Investment Request; Detailed Use of Funds 

❑ The Team

❑ Risk Mitigation 

❑ Call to Action / Points of Contact  



Coffee with Soul
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Your Introductory Cover Page -   

Best practice says it would  

contains 4 “Branding” Elements: 

1. Logo 

2. Tagline or Positioning 

Statement 

3. Color Palette

4. Font Selection 

❑Intro: What do you do ? 
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Your Introductory Cover Page -   Usually contains 

4 “Branding”  Elements: 

1. Logo 

2. Tagline or Positioning Statement 

3. Color Palette

4. Font Selection 

❑Intro: What do you do ? 

“You have 90sec to make an impact in your 

pitch. Show expertise and confidence.”

     Source: Robert Hjerjavec

     Shark Tank 
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Your Introductory Cover Page -   Usually contains 

4 “Branding”  Elements: 

1. Logo 

2. Tagline or Positioning Statement 

3. Color Palette

4. Font Selection 

❑Intro: What do you do ? + your “WHY”.    

❑ “elevator pitch” or Value Proposition Statement 

as part of the introduction of your Company

❑ quick story about “Why You” “why Now”  (this 

is your “Start with a quick “Why” / emotional 

moment)  ;  this is your humanizing and 

emotional “hook” 

❑ People don’t buy what you do, they buy why 

you do it !    -      Simon Sinek 

…in < 90 seconds!!!!!!



What purpose, cause or belief  
underpins your Business ? 

Why did you start this ?  
Why do you do what you do ? 

What is your company’s Core Values 
which you will never stray from ? 

Simon Sinek 



Example value proposition statements – What Do You Do ?  

“Apeel Sciences” exists to reduce food waste and 
feed the future.” 

We work with nature to create longer, lasting fruits and 
vegetables that builds resiliency in our global food system

 “We are materials scientists and innovators who figured 
out how to extend the shelf life of produce in a way that 
works with nature (not against it). Better for the planet. 

More profitable for farmers and retailers. 
Fresher for you.”

A AgriBio Company 

“Democratizing sprint coaching via a digital platform transformation,  
taking it into the 21st century ” .  

“SPRINT LLC”  provides High School, NCAA College and Professional Track and Field 
Sprint Coaches an integrated digital SaaS platform that will disrupt current sprint 
training methodology. “

“ Sprint LLC” is a Software as a Service (SaaS) 
Platform that disrupts conventional sprint coaching techniques via data analytics.” 

Hardware and Software 
as a Service Company 
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OK….back to the 

anatomy of a 

successful 

business briefing 

or “pitch” 



who we are-
We are a specialty coffee roaster 

what we are doing-
Currently operating at the Brambleton 

Farmers Market and online webstore

what’s next-
Establishing a retail location in Ashburn, VA; Goose 

Creek Village

Coffee with Soul



Brambleton Farmers Market 
• Located a few miles south of the planned location
• Strong revenue growth as compared to last season
• Experiencing a strong demand
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…Started 
with his 
“WHY” in his 
“who are we” 
section…
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…visually 
shares what 
he does…. 

…and speaks 
with passion 
about why he 
does it.



Passion & Hard Work, Meet Opportunity 
…continues with his “WHY”    
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…expresses his 
“WHY” as he 
explains his 
desire to share 
his love for  
specialty coffee in 
a bigger way, 
with others who 
share his passion 
as well. 



Who on the 
call wants to 
share their 
“WHY” ?
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OK….back to our 

outline …and the 

anatomy of a 

successful 

business briefing 

or “pitch” 



❑ Intro: What do you do ? + your 

“WHY” 

❑ Investment Needs 

Summary 

❑ Scene Set, Context, Statistics, 

Facts 

❑ The Problem

❑ The Solution 

❑ Value Proposition for your 

Targeted Customer/Client 

❑ Competition and their Gaps 

❑ Strategic Competitive Advantage 

❑ Your Business Model 

Assumptions (from discovery)

❑ Your Business Model – How do you Monetize 

❑ Route / Channel(s) / Path to Market

❑ Financials: 

❑ Startup & Operating Cost/Budget Estimates

❑ Revenue Projection Summary

❑ Traction:  BETA / DEMOS / Early Adopter 

Sales/Proof of Concept  

❑ Major Project Milestone Timeline / Phases 

❑ Strategic Marketing Plan Elements 

❑ Investment Request; Detailed Use of Funds 

❑ The Team

❑ Risk Mitigation 

❑ Call to Action / Points of Contact  
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NOTE:   Investment Need Summary is Highly 

Dependent on the Audience 

If your audience is a Banker….                     

(ha ha J.P. Morgan)…..

…and not a  (VC or Angel) Investor…        

(…we can only wish its Warren Buffet)…

…it is not necessarily to place this page 

upfront.  (note: sometimes investors are 

impatient)

..if it comes up…in your voiceover you say 

later in the brief you will speak to “HOW” you 

will spend those investment dollars
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Back to our 

business briefing 

outline 



❑ Intro: What do you do ? + your 

“WHY” 

❑ Investment Needs Summary 

❑ Scene Set, Context, 

Statistics, Facts 

❑ The Problem

❑ The Solution 

❑ Value Proposition for your 

Targeted Customer/Client 

❑ Competition and their Gaps 

❑ Strategic Competitive Advantage 

❑ Your Business Model 

Assumptions (from discovery)

❑ Your Business Model – How do you Monetize 

❑ Route / Channel(s) / Path to Market

❑ Financials: 

❑ Startup & Operating Cost/Budget Estimates

❑ Revenue Projection Summary

❑ Traction:  BETA / DEMOS / Early Adopter 

Sales/Proof of Concept  

❑ Major Project Milestone Timeline / Phases 

❑ Strategic Marketing Plan Elements 

❑ Investment Request; Detailed Use of Funds 

❑ The Team

❑ Risk Mitigation 

❑ Call to Action / Points of Contact  



❑ Setup & Context.  

❑ Context / Background / Provide a topside 
and large context 

❑ – a “setup” - for your problem using 
credible research ;

❑  in what domain do you operate ?  

❑  What are the statistics, trends and 
dynamics of this industry space or domain ?  

❑  In what portion of that market do you play 
in; is it growing ?  By how much year on 
year; 

❑ Who comprises the “ecosystem”….supply 
chain, customers, distributors, etc ? 

How To Use Industry Research to 

Craft Compelling Pitches



Specialty Coffee in the US

● Specialty coffee house sector generated $26.3B (2018);

○ expected to grow to $85B (2025); 18% YoY growth rate

● Strong growth rate & profitability:

○ Drive towards higher quality good

○ Drive to individualize and curated shopping experience

○ Drive to more community based businesses

● For context, a typical medium volume Starbucks:

○ 75-150 transactions per hour

○ $3,000-$5,000 in daily deposits

Sources:

-Statista

-Alegra World Coffee Portal

-Daily Coffee News

-Marketing Week

-Specialty Coffee Association

-Personal conversations with 

employees & managers



Societal Trends Towards Specialty Coffee

Away from commodity coffee and towards specialty coffee

● Drive to higher quality

● Drive to individualized preferences and personalized shopping

● Specialty coffee accounts for the majority of the industry growth

Away from chains and towards community based businesses

● 43% surveyed state that they tend to go the closest coffee shop

● 32% state that they would prefer to not go to a chain coffee shop

Sources:

-Marketing Week

-Specialty Coffee Association

-Harvard Business Review

-McKinsey & Co
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The “Market” is big in $s 

Market is growing yr-on-yr

References “known” Citations  

Statistics, Background tell the 
Audience ….

Be a “SME”, a Subject Matter Experts in 

the Domain Space he plays in - - coffee ! 
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Continuing to 
make the case to 
believe that 
specialty coffee is 
a trend that is 
here to stay 
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We have set the 

scene, now let us 

take flow logically 

to the next 

“theme” in our 

outline 



Pause for Questions   



❑ Intro: What do you do ? + your 

“WHY” 

❑ Investment Needs Summary 

❑ Scene Set, Context, Statistics, 

Facts 

❑ The Problem…The Gap…

❑ The Solution 

❑ Value Proposition for your 

Targeted Customer/Client 

❑ Competition and their Gaps 

❑ Strategic Competitive Advantage 

❑ Your Business Model 

Assumptions (from discovery)

❑ Your Business Model – How do you Monetize 

❑ Route / Channel(s) / Path to Market

❑ Financials: 

❑ Startup & Operating Cost/Budget Estimates

❑ Revenue Projection Summary

❑ Traction:  BETA / DEMOS / Early Adopter 

Sales/Proof of Concept  

❑ Major Project Milestone Timeline / Phases 

❑ Strategic Marketing Plan Elements 

❑ Investment Request; Detailed Use of Funds 

❑ The Team

❑ Risk Mitigation 

❑ Call to Action / Points of Contact  



● Coffee Dessert
○ 1 mi radius: ZERO coffee shops
○ 3 mi radius: Five coffee shops (3 Starbucks*)

● High Demand
○ 1 mi radius: 13K residents, Avg. Income $190K
○ 3 mi radius: 81K residents, Avg. Income $176K

● High Growth
○ Immediate Neighborhood development
○ Extensive new residential & business construction

Location, Location, Location

logo: 1 mi radius
------ 2 mi radius
------ 4 mi radius



Demographics 

● 80+ tenants at the Ashburn Collective Co-

Working

● 230 Luxury apartment Units

● 650 Luxury townhouses

● Multiple businesses & offices in the immediate 

area (80)

● Greater Region (5 mi radius)

• Fact based 

• Grounded in reality 

• Supports the problem-solution-fit 
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Relevant Statistics Support Gaps 

Fact Based “Reason to Believe you 

❑ put the issues, industry dynamics, 

etc. into (a relevant) context  

❑  understand the potential 

“stakeholders” in the ecosystem 

❑ prepare to position your company 

and its “Problem-Solution Fit” 

❑ make it visually compelling 

❑  say where this is all going (future 

state)    
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To do this work, you need 

a discovery phase to have  

“harvested insights”.

You would have become 

an “SME”  - a Subject 

Matter Expert in your 

Domain Space  ! 



Pause: Questions thus far ?  
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We have laid out 

the context…you 

found an unsolved 

problem…lets see 

what flows next. 



❑ Intro: What do you do ? + your 

“WHY” 

❑ Investment Needs Summary 

❑ Scene Set, Context, Statistics, 

Facts, Market 

❑ The Problem

❑ The Solution / Opportunity  

❑ Value Proposition for your 

Targeted Customer/Client 

❑ Competition and their Gaps 

❑ Strategic Competitive Advantage 

❑ Your Business Model 

Assumptions (from discovery)

❑ Your Business Model – How do you Monetize 

❑ Route / Channel(s) / Path to Market

❑ Financials: 

❑ Startup & Operating Cost/Budget Estimates

❑ Revenue Projection Summary

❑ Traction:  BETA / DEMOS / Early Adopter 

Sales/Proof of Concept  

❑ Major Project Milestone Timeline / Phases 

❑ Strategic Marketing Plan Elements 

❑ Investment Request; Detailed Use of Funds 

❑ The Team

❑ Risk Mitigation 

❑ Call to Action / Points of Contact  



Being able to clearly outline the 

problem is a crucial first step 

toward explaining why people 

might want a solution. 

Explaining succinctly and clearly 

what the problem is can be 

surprisingly hard for some 

companies, while others have a 

much easier path toward a 
problem statement.

•“Internet connectivity is poor in 

many parts of the world” so our 
solution?  The Iridium’s satellite 

hotspot “ 

• “Satellites, once launched into 

space, are either stuck in their 

predefined orbits or need to 

bring complex propulsion systems 

and fuel with them. That is why 

we started Atomos space tug 

boats.” 

•“Dry cleaning is inconvenient 

and slow so we have a solution, 

our Presso’s at-home dry-

cleaning robot.” 



Need meets 
Opportunity: 

● Co-Locate in the Ashburn Collective coworking space
○ Captive market with exclusive supply contract
○ Full service coffee shop
○ Beer, wine, & small plates
○ Extended hours to serve customer base

● Strong Community Support & Customer Base
○ Located on the ground floor of a luxury 

apartment building
○ Community space with outdoor seating
○ Adjacent to a dense townhouse community, 

office space, and retail space

Coffee with Soul



Weathervane Coffee & Co-Working space

• 24 Seats inside
• 32 Seats outside

Outdoor Space
included in ABC license
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❑ Lean Principles of Discovery will give you 

insights required to determine how well 

your idea fits the reality of the customer’s 

situation 

❑ your “problem-solution fit” must be 

customer, not tech focused 

❑ align your solution with your 

client/customer’s jobs to be done/pain

❑ you validated your “pain relievers” and 

“Gain Creators” during Discovery Phase 
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Back to our 

anatomy of a 

successful 

business briefing 

or “pitch” 



❑ Intro: What do you do ? + your 

“WHY” 

❑ Investment Needs Summary 

❑ Scene Set, Context, Statistics, 

Facts 

❑ The Problem

❑ The Solution 

❑ Value Proposition for your 

Targeted Customer/Client 

❑ Competition and their Gaps 

❑ Strategic Competitive Advantage 

❑ Your Business Model 

Assumptions (from discovery)

❑ Your Business Model – How do you Monetize 

❑ Route / Channel(s) / Path to Market

❑ Financials: 

❑ Startup & Operating Cost/Budget Estimates

❑ Revenue Projection Summary

❑ Traction:  BETA / DEMOS / Early Adopter 

Sales/Proof of Concept  

❑ Major Project Milestone Timeline / Phases 

❑ Strategic Marketing Plan Elements 

❑ Investment Request; Detailed Use of Funds 

❑ The Team

❑ Risk Mitigation 

❑ Call to Action / Points of Contact  



Value Proposition 
WeatherVane coffee is a specialty coffee roaster 
for coffee lovers. 

We offer customers who care about their coffee  an 
inviting, convieient location, that sources, roast, and 
brews specialty coffee in a way which brings the 
soul back into coffee.

Specifically, we use only premium coffees that have 
been carefully curated at the source, and then 
artisanally roasted, quality controlled, and 
ultimately brewed by us to perfection.

 The coffee is fresh, exquisite, incredibly enjoyable, 
subtly complex--a uniquely memorable experience.
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brews specialty coffee in a way which brings the 
soul back into coffee.
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artisanally roasted, quality controlled, and 
ultimately brewed by us to perfection.
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Value Proposition 
WeatherVane coffee is a specialty coffee roaster 
for coffee lovers. 

We offer customers who care about their coffee  an 
inviting, convieient location, that sources, roast, and 
brews specialty coffee in a way which brings the 
soul back into coffee.

Specifically, we use only premium coffees that have 
been carefully curated at the source, and then 
artisanally roasted, quality controlled, and 
ultimately brewed by us to perfection.

 The coffee is fresh, exquisite, incredibly enjoyable, 
subtly complex--a uniquely memorable experience.
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• Value “Prop” can be here or 
earlier up front (style issue)

• Statement should “speak”  
to your targeted client / 
customer 

• …emphasizes importance of 
clearly understanding who 
your “targeted” customer / 
client is 

• aligns with your core value, 
your “why”, your reason for 
doing

• has a rationale & emotional 
benefit components 



Pause for Questions   
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Our journey 

through our 

business briefing 

or “pitch” outline 

continues. 



❑ Intro: What do you do ? + your 

“WHY” 

❑ Investment Needs Summary 

❑ Scene Set, Context, Statistics, 

Facts 

❑ The Problem

❑ The Solution 

❑ Value Proposition for your 

Targeted Customer/Client 

❑ Competition and their Gaps 

❑ Strategic Competitive Advantage 

❑ Your Business Model 

Assumptions (from discovery)

❑ Your Business Model – How do you Monetize 

❑ Route / Channel(s) / Path to Market

❑ Financials: 

❑ Startup & Operating Cost/Budget Estimates

❑ Revenue Projection Summary

❑ Traction:  BETA / DEMOS / Early Adopter 

Sales/Proof of Concept  

❑ Major Project Milestone Timeline / Phases 

❑ Strategic Marketing Plan Elements 

❑ Investment Request; Detailed Use of Funds 

❑ The Team

❑ Risk Mitigation 

❑ Call to Action / Points of Contact  



❑ The Competition  

❑ who is your direct competition

❑ are there other competitors in adjacent 
industries 

❑ fair and balanced compare and contrast

❑ if there are credible competitors, what 
“gap” do you fill that they missed 

❑ what capability do you have they do not 
have 

❑ what are their business models

❑what is there unique selling proposition 

What insights did 

you identify during 

Discovery Phase of 

Lean Startup ?
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What Investors want to see in Your Competitive Page

7 Types of Competitor Analysis 
Frameworks | Similarweb



Competition

Direct:
● Weird Bros. Coffee; Herndon, VA (12 mi)
● Caffe Amouri, Vienna; VA (20 mi)

Indirect:
● Starbucks (x2); Ashburn, VA (1.5 mi)*
● Brew LoCo; Ashburn, VA (3.7 mi)
● Blend Coffee Bar; Ashburn, VA (4 mi)
● Chai Coffee & Cafe, Ashburn, VA (4.3 mi)
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• Balanced and Factual 
comparisons

• No “bashing” 

• Strengths and Weaknesses 
summarized 

• Relevant Gaps Identified

•  Starbucks wanted to 
build a café in this 
location ! 



Pause: Questions thus far ?  
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There are times in your 

business briefing or 

“pitch” you will need to 

give your target 

customers rationale 

“reasons to believe”…and 

transact with you. 

Let us go to our outline. 



❑ Intro: What do you do ? + your 

“WHY” 

❑ Investment Needs Summary 

❑ Scene Set, Context, Statistics, 

Facts 

❑ The Problem

❑ The Solution 

❑ Value Proposition for your 

Targeted Customer/Client 

❑ Competition and their Gaps 

❑ Strategic Competitive 

Advantage 

❑ Your Business Model 

Assumptions (from discovery)

❑ Your Business Model – How do you Monetize 

❑ Route / Channel(s) / Path to Market

❑ Financials: 

❑ Startup & Operating Cost/Budget Estimates

❑ Revenue Projection Summary

❑ Traction:  BETA / DEMOS / Early Adopter 

Sales/Proof of Concept  

❑ Major Project Milestone Timeline / Phases 

❑ Strategic Marketing Plan Elements 

❑ Investment Request; Detailed Use of Funds 

❑ The Team

❑ Risk Mitigation 

❑ Call to Action / Points of Contact  



❑ Strategic Competitive Advantage. 

   Your Underlying “Magic” / Secret Sauce

❑why (specifically) would customers spend $ 

purchasing your solution/ product/services 

❑ why (specifically) would they buy from you

❑ how is your solution: 

❑ superior

❑ differentiated

❑ unique

❑ faster

❑ cheaper

❑ TEST: Ask yourself: how 

(SPECIFICALLY) am I better than the 

next best existing competitive 

alternative or substitute ? 



Strategic 
Competitive 
Advantage

Captive & built in market base
● Co-Located in the coworking space
● Attached to The Heights luxury apartments
● Already have a strong local following

More than just coffee:
● Food: breakfast, lunch, small plates
● Beer and wine
● Outdoor seating

In-House coffee roasting:
● Lower COGS
● Curated, diverse, & seasonal coffee line-up
● Unique customer experience

Wholesale coffee markets
● Coffee supplier for other shops
● Local grocery stores
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• Identify the top 2-4 reasons 
you are better than the next 
best alternative 

• List “Points of Differentiation” 
…not “Points of Parity” 

• e.g. do not list “we are 
experienced”

• Your advantage(s) should be 
tangible benefits and your 
approach should not be easily 
duplicated

• CAUTION: Low price is 
usually not a point of 
differentiation 



Lets Take 
a Quick Break 

and 
any 

Questions
when we 

return 
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Lets pick up our deep 

dive where we left 

off….

…and take a close 

look at the second 

half of the business 

briefing, again, page 

by page 



Financial Cost and Revenue 
Projection Summary: 



❑ Intro: What do you do ? + your 

“WHY” 

❑ Investment Needs Summary 

❑ Scene Set, Context, Statistics, 

Facts 

❑ The Problem

❑ The Solution 

❑ Value Proposition for your 

Targeted Customer/Client 

❑ Competition and their Gaps 

❑ Strategic Competitive Advantage

❑  Your Business Model – How 

do you Monetize 

❑ Your Business Model Assumptions (from discovery)

❑ Route / Channel(s) / Path to Market

❑ Financials: 

❑ Startup & Operating Cost/Budget Estimates

❑ Revenue Projection Summary

❑ Summary Profit and Loss (plus backup pages)

❑ Traction:  BETA / DEMOS / Early Adopter 

Sales/Proof of Concept  

❑ Major Project Milestone Timeline / Phases 

❑ Strategic Marketing Plan Elements 

❑ Investment Request; Detailed Use of Funds 

❑ The Team

❑ Risk Mitigation 

❑ Call to Action / Points of Contact  



NOTE: 
Depending on your audience you 
may want to “skip” over the 
Financial Revenue and 
Cost/Operating Budget 
Projection Summary Section… 



❑ Your Business Model 

❑ how does your product and 

services create customer value 

❑ what is your revenue model ; how 

do you make money 

❑ who do you sell to; 

❑ are there channel partners who sell 

to end use consumers / customers 

❑ are you selling direct or sharing 

margin through the value chain 

❑ how would you scale your product / 

service offering 

Remember this from Lean Principles ?


